Economic and Social Impacts
The Tour de France 2014
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Economic and Social Impacts

In July 2014, the eyes of the world were on Yorkshire, Camboridge, Essex and London as
they staged the first three sfages of the 2014 Tour de France. The Tour is the largest annual
global sporting event, and the oldest and most iconic cycle race in the world.

An overall report (Three Inspirational days)' sets out the
findings of a comprehensive research programme to
assess the economic and social impact of staging
the Yorkshire Grand Depart and the Cambridge to
London third stage of the 2014 Tour. The impaocts
were analysed using a natfionally recognised and
accepted methodology (eventiMPACTS).

York hosted the start of Stage 2 of the Yorkshire Grand
Depart. This report analyses the local impacts of
the Tour de France coming to the city. It sets out
the impacts on the local economy, together with
perceptions from local residents and businesses. It
also examines the views of visitors who came to the
area for the event. The report includes local photos,
case studies and maps. It also examines the local
cycling legacy.

Methodology

The study was guided by the nationally recognised,
industry standard methodology - . This
isolates the ‘additionality’, i.e. the difference, that
hosting an event made to the economy. However,
due 1o the size, scale and unigueness of the event
we have also considered o broad range of other
information and research.

An independent research agency, SPA  Future
Thinking, was commissioned o carry ouf the primary
research, which included four surveys:

* A face fo face survey of over 4,000 spectators
durng the event and a follow up three months
later. 180 inferviews undertaken in York;

e A survey of over 700 businesses across the 3 UK
Stages immediately following the event with @

1 hitp://www.leeds.gov.uk/docs/141203%20THREE%20
INSPIRATIONAL%20DAYS % 20FULLY% 20FINAL.PDF

follow-up three months afferwards;
* Asurvey of 2,200 volunteer Tour Makers;
* Asurvey of a nationally representative sample of
the UK adult (over the age of 16) population.
A more defailed description of the methodology
can e found in the Appendix.

The overall impact report

This work was commissioned, on behalf of all of
the delivery organisations, by Leeds City Councll,
Transport for London, UK Sport and TAFHUB2014 Lid.
The maijority of the primary research was conducted
Py SPA Future Thinking.

This local impact report was commissioned by City
of York Councll
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Economic and Social Impacts

A huge amount of preparation went info bidding for, planning and successfully deliverng
the event. This involved a large number of organisations, over 100 af the last count, who
unifed to deliver the world's biggest annual sporting event. As well as staging the race
partners worked 1o maoximise the benefits by having a programme of activity 1o engage

usiness and residents.

Bidding for the Grand Départ

Early in 2012, o campaign begon o brng the
Grand Deépart to Yorkshire. A formal bid to host the
event was submitted to the ASO (the owners of the
Tour de France) by Welcome 1o Yorkshire (the official
destination management organisation for Yorkshire)
in March 2012, supported by a numboer of local
authorities.

Over the summer of 2012, public awareness grew,
and a nine month campaign to show the scale of
support o 'Back Le Bid" was built. More than 170,000
people gave their support, Including the President of
France, Francois Hollande. Alongside the official bid,
Welcome to Yorkshire implemented a fully infegrated
marketing campaign and engaged with memioers
of the public and lbusinesses across all sectors of the
economy.

In December 2012, ASO announced their decision
fo hold three Stages in the UK and details of the
routes were announced in January 2013 at the
‘Lo Nuit du Tour’, a celebratory evening of bands,
children's choirs and fireworks which set the tone for
the 18 months ahead.

Stage 2 of the Grand Départ began in York af the York
race course. It processed through the city, passing
York Minster, efore heading out of the centfre past
Poppleton and fowards Harrogate.

Stage 2 route

Knaresborough

Harrogate

Addingham @
York

Keighley
Bradford
Haworth Leeds
o Selby

Hg%%een Calderdale

Huddersfield Wakefield

Rochdale Kirklees
Holmfirth
Oldham
Bamsley

Oughtbridge

Sheffield

Derbyshire

The Tour route through York
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The hard work begins
Once the bid was won a unique partnership came
together fo plan for and deliver the event:

* ASO (Amaury Sports Organisation) — commercial
body, owners of the Tour de France;

« Welcome to Yorkshire — main confract holder,

* Local authorifies —event organisers within their own
poundaries, including City of York Council; and

* UK Sport — Government sports agency providing
route for £10m funding, assurance of programme
and event support.

The Govemment set up TdFHUB2014 Ltd, o noft-
for-profit organisation to co-ordinate plonning and
delivery of Sfages 1 and 2 of the Tour in Yorkshire
and fo work with Trangport for London on Stage 3
from Cambridge 1o the copital. It brought all of the
key Oelivery partners together and maonaged the
£10m Government contribution to staging a sofe
and secure event.  Work wos organised around
numMbber of themes:

* \Venue and route operations

e Safety and security

* Transport and highways

e Communications

* Finance and procurement

» Coordinating local authority delivery

The key to successful delivery and the feel good
factor was the integration of services acCross
geogrophic areas so that it felf like one event over Al
three days, with services (public and private) working
seamlessly together.

As part of the planning Asda worked with Welcome
fo Yorkshire and TAFHUB2014 Lid 1o recruit and frain
a volunteer army of 8,000 Tour Makers.  Tour Makers
roles ranged from welcoming infermnatfional visitors,
o supporting the emergency services and being a
fiendly and reassuring foce atf the event.

The progomme was very successful with  the

volunteers more than living up to the ‘noppy fo help’
message displayed on their uniforms. They were key
o creafing the fun, reloxed atmaosphere that moade
the Tour so enjoyable.

Vijay Dayalji (Tour Maker),

‘ld have paid to do it. If | can make one person's
day petter - because | show a child where the tfoilets
are or whatever it is - Il be happy, because 1l be
part of the legacy of cycling in Yorkshire.”




Business engagement

Organisations worked hard fo inspire and inform the
business community. Work began in 2013 with Grand
Depart roadshows run oy Welcome 1o Yorkshire for
Visitor economy businesses across Yorkshire,  These
atfracted hundreds of participants and led fo a
roling programme of workshops organised by local
authorities, Welcome 1o Yorkshire and the Local
Enterprise Partnerships.

City of Yok Council worked with Welcome to
Yorkshire to stoge the roadshows in York. The Councll
supported businesses to ensure that not only could
businesses fake advantage of the opportunities that
the race provided, but that any negative impaocts
were minimised as much as possiole.

A toolkit for businesses was produced aond more
than 100,000 were distributed across Yorkshire in the
year before the event. There was a clear messoge
O the business community: that they should prepare
well in advance and plan how best 1o benefit from
the opportunities presented. City of Yok Council also
produced a local "How your business can benefit’
rochure which provided a complimentary local
guide.

Working  with  the  governments  export  and
infernational frade body UK Trade and Investment
(UKTI), Welcome fo Yorkshire, Marketing Sheffield
and Leeds and Partners, the Yorkshire Grand Depart
Infernational Business Festival was organised for the
week efore the event.

This was the first time a usiness festival had been
organised in conjunction with the Tour, and more
than 2,000 parficioants from 256 different countries
were welcomed.

In fotal, 25 events were held in Leeds, Sheffield
and Yok that explored the heritoge and strength
of the Yorkshire economy in fields as diverse as
sports science, advanced maonufacturing, textiles
and health informatics. A new business network for

Economic and Social Impacts

collaboration with China was lounched, a game
jom competition saw regional falent seeking 1o
creafe new products themed around cycling and
the importance of Yorkshire in the bio-economy was
highlighted at an international conference in York.,

How your business
can benefit from

YORKMEANSBUSIMESS
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Celebrating the Grand Départ through

culture

Welcome 1o Yorkshire announced the first Yorkshire
Festival, sponsored by Yorkshire Water and the Arts
Council. This festival of events ran for the 100 days
leading up to the Grand Départ - from 27 March
fo 4 July. It was designed to showcase the region’s
finest creative falents on a national and infemational
stage, with a full programme of music, dance,
theatre, film, art and sculpture. This was also the first
culfural festival fo e held alongside the Tour.

100 days to go . . .

The 100 day countdown was marked af Welcome
o Yorkshire's Y14 conference in March 2014, where
the first official Grand Départ anthem was launched,
That evening, guests aftended the 100 Days dinner
at Ripon Cathedral where they were given a preview
of Yorkshire Festival highlights including poetry and
community cinema.

The festival attracted over 800,000 people to 1,400
performances in the 100 days running up fo the
Grand Depart across Yorkshire, of which a numboer
were in Yok, Highlights included:

e The Grand Departs - A team of cyclists pulled a
grand piano on a PianoPorte up Cragg Vale;

e The Ghost Peloton - a riding feom of 50 road
racers, stunt cyclists and large-scale projection of
dancers all wearng remote-controlled light suifs to
produce a stunning live choreography; and

e Jour de Bross - free open-air  rass-bond
performances, plus a special Yorkshire Prom by
the world-famous Block Dyke Band in York .

Towns and cifies along the route, including in York,
eganto focus on dressing the streets, shop windows,
fransport hubs and public builldings 1o make them as
welcoming as possible, and 1o encourage people 1o
think albout what they would be doing over the days
of the Tour.  As July approached, many hundreds
of posters, bunting and flags had lbeen distriouted

o | —— | —
Road Through York,
Community Art Project

Amateur arfists from in and around York, including
students from adult education, residential homes
and schoals joined in o re-create an ornginal
painting, produced for the project by arfist and
futor Karen Winship.

Influenced by the work of David Hockney, the
onginal painting was scaled up and then broken
down info 320 metre-squared panels with each
panel painted by different people. The finished
work was exhibited at York Racecourse on the 6th
July as part of the Grand Depart Celebrations.

Claire Douglas, project organiser said, ‘it was a
fapulous project to e a part of. A real community
project that created a sense of belonging, a
feeling of togethemess and achievement.”




and used by businesses. The themes of the Tour's
shirt colours — yellow, green and white with red polka
dots — become upbiguifous as the host regions were
dressed for the show.

The week before

As the race days approached, Yok, buzzed with
activity. Pop-up Grand Départ shops opened in the
city, the Tour caravan vehicles began fo assemble,
and hotels filled with Tour guests.

The city was dressed in the Tour colours and was
decorated with bunting. Final preparations were
made af Yok racecourse fo accommodate the
official start and 28,000 spectators.

A successful opening ceremony to present the
feams and riders, hosted at the First Direct Leeds
Arena, gave all involved a flavour of the Tour frenzy.
The streets were packed as the riders parode
fravelled from the University of Leeds to the Arena.
In the Arena the official Tour song was performed,
and the dancers of the Ghost Peloton performed.
Singers Alistair Griffin and Kimberley Walsh appeared
and Yorkshire band Embrace closed the show to
deafening opplause. At the same time, 600 bell
ringers in 60 churches across Yorkshire rang their bells
in celeloration, welcoming the world 1o Yorkshire.

Economic and Social Impacts

Orillo Productions

COrillo Productions are a film, television and lifestyle
pbranding company tased in York. As a global
production company, they work throughout the
worlld and are committed to hosting events that
are unique, creative and meet the needs of their
farget audience.

In 2011 Oilllo started holding outdoor cinemas
in York, rapidly gaining popularity and catfering
1o those who did not wish fo fravel as far out as
Harewood House and other venues which host
similar events. To celebrate the Tour de France,
Oiilo held a screening of the race in Yoik's
Museum Gardens. They teamed up with other
local businesses such as PapaKatfa to provide
fents and both Ugot and Filmore & Union for a
more alfernative food offering. The race itself was
screened throughout the day and was followed by
an evening showing of the film Jumanii.

With over 700 people attending the event, it was
deemed a huge success. Orillo hope to continue
o hold unigue and creative events in York, building
on this hugely successful event.
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Economic and Social Impacts

The ethos of the Tour de France is that it is a race that all can enjoy, from those who have
cycled hours in advance fo stand on the peaks of steep climios to watch their cycling
heroes, 1o those on deck chairs having a picnic in front of their house.

The people of York, were captured by the romance of
the Tour and got involved in wayys that notbody could
have predicted. Community pride was reflected
in the artwork that adormed the route, from knitted
bunfing fo polka dot painted cafés, homemade
sculptures to huge land art.  Communities worked

together to welcome the riders.

Support for the Tour

The survey shows that there was clear and
overwhelmingly positive  support from local York
residents for the event as 94% of residents who
watched the sfage in the city sfrongly agreed
that the event had been good for the local areq,
compared o 92% of local residents across Yorkshire
who watched Stages 1 and 2.

Figure 1. Hosting the Tour de France has tbeen good for

the local area

94% 92%
York Yorkshire
residents residents

/

‘l doubt they've seen as many
people in the stands at York
racecourse apart from when the
Ebor is run. It looks Iike the
crowds that graced the route
on Saturday will be out in force
again today. There are thousands

watch the riders roll out.” /
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Marie Curie Cancer Care
(Official Charity Partner of the
Yorkshire Grand Départ)

Marie Curie organised 300 Grand Départ events in
Yorkshire in the month leading up to, and including
the Tour, including: cake sales, loom band sales,
cycling challenges, having two vehicles in the
Tour publicity caravan and a charity bike ride from
London to Paris.

On the day of the race, a team of 14 amateur riders,
each raising enough money to fund a Marie Curie

nurse for a year, cycled the Stage 1 route before the
professionals in what was fermed the ‘Power Peloton’,

In total (monies still being finalised) it is estimated that
more than £5600,000 will have been aised for Marie
Curie from activities directly around Le Tour.

This will fund 25,000 nursing hours for people with all
ferminal ilinesses, allowing nurses to provide patients
and their families with free hands-on care and
emaotional support in their own homes.

ﬂl’he peloton snakes past York\

Minster, which has a massive
yellow jersey on its roof. Fans are
up on walls, traffic lights, hanging
out of windows, desperate to get
any vantage point. Marcel Kittel
with an elaborate kiss to the
camera - he has a huge smile on
his face, although it may be more
of a grimace when he reaches
Holme Moss. Terrific scenes

again.” /

/“I think the Tour de France\

weekend was a great event for
York and Yorkshire to be involved
in, although the Merchant
Adventurer's Hall itself didn't see
an influx of visitors during the
weekend of the Grand Depart. I
suspect the positive coverage
may draw people to York later this

year and in 2015” Lauren Marshall, Hall
Manager, Merchant Adventurers’ Hall, York

L

N




Bishopthorpe Road Traders
Association

The Bishopthorpe Road Traders Association (O group
of 60 businesses) was given permission for a stretch
of Bishopthorpe Road to remain closed following the
race so that a street party could e held, winning
them the Best Dressed Street award from Welcome
1o Yorkshire.

The street party ran from noon until 7om with @
reported 10,000 people attending throughout this
fime with- many of the 50 business and community
stalls running out of stock before the day was over.

The usual slogan used by the Association | love Bishy
Road” was changed to JAdore Bishy Rue” for the
celepbrations, and the Association itself sold £3,800
worth of merchandise and over £4,000 in raffle fickets.
Profits have been ploughed back into the Association
and local community.

/e

‘Overall our revenue was 28%\
up on the same three days last
year and the event was a massive
success with everyone getting
involved and making it memorable
for our visitors and competitors.
I was very proud of our City and

our region.” Somantha Ashby, General
Manager, The Queen’s Hotel /

Economic and Social Impacts

“Fabulous weekend with such
a positive vibe! The hotel was
very busy, as expected, but more
importantly there is lots of interest

in future bookings”
Lionel Chatard, General Manager,
Middlethorpe Hall and Spa

“York's always been a cycling city,
but it'd be nice to think this would
encourage people to take to the

roads on cycles.”
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Economic and Social Impacts

Estimating the numiber of people who watched is challenging at an event like the Tour
de France lbecause of its scale and because nobody needs 1o buy a ticket. Anyone
can enjoy the spectacle from the side of the road.

While crowds were monitored during the three days
of racing to make sure that people remained safe,
a further piece of wolk was done 1o estimate how
many spectators lined the route across the three
days.

Understanding  these  figures is imporfant  to
understanding the scale and reach of the event
and because it provides the basis for calculating the
economic and social impacts. If crowd numioers are
over or underestimated, so are the corresponding
impacts.

Measuring spectator numbers

A crowd count for an event like this over such a wide
area can only ever be an informed estimate outf the
methodology allowed an educated assessment
of numbers to be made in several ways.  These
numbers were put together to give a full picture
over each route and then sense checked with local
knowledge and national dafa 1o make sure they
roadly matched.

The principal method used to identify the fotal crowd
Size was through analysis and categorisation of the
route. To do this the television footage for the three
days was analysed. This allowed us to ook atf the
enfirety of the route — so that we counted not only
crowds af the busiest parts but also where there
were fewer or No people watching. To do this:

* the roufe was divided info units of 0.5 km;

* fhese sections were catfegorised by the types of
area and type of viewing point (for example, of
King of the Mountains sections);

* using the felevision footage the crowd was
counted af a sample of these sections;

* these crowd counts were used fo estimate the

numbers af each type of area ond type of
viewing point - stafistical fechnigues were used 1o
do this; and

e cstimates were then sense checked by the
project team using local knowledge and ofher
crowd estimartes;

This allowed the team to reach an overall number
of spectators for each stage of the race. For the
eventiIMPACTS methodology it is also important 1o
understond how many people viewed the race
from more than one location, or who viewed more
than one sfage. The spectator survey wos used to
mMake this estimaition.

Finally a further cross-check was to compare the
findings to those of the Natfional Omnibus Survey,
which asked people whether they watched the
race in person.

Estimated crowd numbers

This combined resecarch fold us that over the two
days 3.3 million people lined the route in Yorkshire.
Of the 3.3 milion people, Tmilion people watched
from more than one location within one stage, or
watched more than one stage, so the fofal numiber
of ‘unigue’ spectators in Yorkshire was 2.3 million
people.

The estimates showed that approximately 200,000
spectators surrounded the roufe in York, of which
160,000 were unique spectators within the city. Of
these, it is known that 28,000 spectators were in York
racecourse 1o see the start

While there is o margin of ernor, these figures
represent as good an estimation of crowd numioers
as it is reasonable 1o make.
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Figure 2: Estimated fotal spectators

200,000 @CoXl])
e O O (]

Yorkshire York

Total estimated crowds

Unigue spectators - adjusted by
multiple viewings and stages

Spectator profile

The attendee survey asked people where they lived,
as well as a number of demographic questions.
The first of these is important for understanding the
economic impact as it is important to understand
the proportion of people who were local residents
or visifors fo the area. It is also important 1o estallish
those who did not come out specifically 1o see the
race and were just passing by — ‘casual spectators'.

Results show that large numbers of visitors fravelled
fo wafch the event from elsewhere in the UK
as well as from overseas. Approximately 70,000
spectators travelled from oufside York to watch the
race, including large numbers from outside the UK.
These are the numibers on which the visitor spending
component of the economic impact calculations
are based.

The survey showed that of the 160,000 spectators
who watched in York, just under a third were from

Figure 3: Unigue spectators by area

Total uni i

speciaions . 2,300,000 D205 160,000
3% 2%
Live Live

overseas overseas

27%
40% Live in rest 51%
Live in rest 57% of UK Live in York

of UK Live in
Yorkshire

Yorkshire York

elsewhere in the UK, including 2% from overseas.
This is shown on Figure 3.

In terms of the demographic profile of spectators,
most people were aged between 25 and 65,
which shows that interest in the Tour soanned several
age groups. The majority of aftendees were white
and able-bodied, with a smaller proportion of BME
and disabled spectators than the UK overall, when
compared fo data from the Office of Natfional
Statfistics, although a significant numoer of people
from these groups did atfend.

The majority of spectators saw themselves as keen
cyclists (defined as those who cycle af least once
a week], with less than 30% saying that they did not
cycle af all. These proportions were relatively similar
across the three stfages. This compares 1o almaost two
thirds of the UK population overall wno never cycle.

A greater proportion of visitors from oufside the host
regions and particularly from overseas were keen
cyclists compared fo local residents, showing that
cyclists were more likely 1o make the trip than non-
cyclists.




Awareness of the event

According to the National Omnibus Survey, 90% of
the somple (the eguivalent of 48 milion people)
was aware that the first three days of the Tour de
France taking were taking place in the UK. Publicity
was seen by 30% of people (the equivalent of 14.6
milion people) in the weeks leading 1o the event.

The race was watched on television, or on another
device, by the equivalent of 18.6 million adults and,
as noted earlier, 3.1 million said that they watched
the race pass in person. Viewing figures were higher
iNn the areas that hosted the Tour, with one in four
of the 93% of Yorkshire and Humberside residents
aware of the race.

An average of one milion viewers watched [TV's
main coverage of day one, with a peak of 2.8
milion viewers, while 200,000 more tuned into ITV4.
Sunday’s York to Sheffield Stage averaged 1.2million
viewers on [TV and a further 516,000 on [TV4.
According fo BARB data the final kilometres of Stage

2 was watched by a peak of 4 million viewers,

Following the Tour online
There was a huge online following of the event over
raoce days and in the period before.

The letouryorkshire” welbsite, hosted by Welcome to
Yorkshire, was created in December 2012 as the
main portal and ‘single source of fruth” on the Tour
de France. As well as the latest news on the riders
and tfeams the website was used by all partners
who shared information 1o e uploaded to help
spectators plan their day and know what 1o expect.
For example, local authorities collated advice on
how people with disabilities could access the race
and  METRO (West Yorkshire Passenger Transport
Executive) developed an online travel planning
system that gave people live travel advice and
showed all of the key race points, spectator viewing
poINts and road closures.

Economic and Social Impacts

Between December 2012 and September 2014,
the site received over 5 million visits, including over
3 million unique visits. There were almaost 18 million
pages viewed,

Duing the week of the Tour, troffic peaked with
almost eight million poge views and almaost two
milion visifs.  These originated  from  around  the
world, predominantly from the UK as well as the
USA, France, Australia and Germany. The welbsite
received thousands of referrals from sites such as the
BBC, Facebook and Twitter.

The Twitter feed had 55,000 followers, and grew
af around 2,000 new followers a week. Durng the
Tour de France Grand Départ weekend, the terms
Yorkshire, Yorkshire Grand Départ and #letouryorkshire
all frended on Twitter. The combined reach of
@letouryorkshire tweets during the weekend was
23.2 milion accounts.

Figure 4. Total volume of coverage, print and online

Number of atticles
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Economic and Social Impacts

This section sets out the economic impact of staging the event in York, This aspect
IS arguably the most complex 1o calculate, but receives much of the focus as it is
considered 1o e key to judging the success of the event.

This assessment is made at a point in fime, having
looked only af the period just efore, during and
after the race. Many of the economic tenefits are
likely 1O contfinue to e realised for years 1o come,
ouf these are harder 1o monitor and will need further
research in the future.

Measuring economic impact

The eventiMPACTS methodology has been used 1o
calculate the direct economic impact and thelr
guidance defines the economic impacts of an
event as ‘Additional expenditure generated within a
defined area, as a direct conseguence of staging
the event”.

Figure 5: Host ecc
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Different host economies

Using the eventMPACTS methodology, the process
of calculating economic impact involves quantifying
the expenditure of people from outside the host
economy’ (essentfially any defined geographical
Qred) who are visiting the area specifically for the
event, The net expenditure of event organisers within
the respective host economies is also included.

Therefore, to calculate economic impact the host
economies needed to e defined for the purposes
of measurng oddifional expenditure flowing info
them. For this study, the host economies were
defined as follows:

e The UK overdl — new money coming info the
country from overseas visitors and investment;

* The hostregions’ of (i) Yorkshire and (i) a comibined
region of Cambridge, Essexand London. This gives
an overall figure for the host regions comibined
as well as separate figures for each and also for
London; and

* The other cifies in which sfages starfed and
finished: Leeds, Harogate, Yok, Sheffield and
Cambridge

As a result of these different host economy
geographies, and  therefore  individual analysis,
the figures must be read separately and do not
necessarly sum fo the natfional figures.

The respective host economies are demonstrated in
the map opposite. In this report, York is the local host
economy area analysed.




IMPACT OF THE TOUR DE FRANCE 2014 IN YORK

The methodology took account of all of the
additional expenditure in York, as well as Yorkshire,
including from spectators who watched in a numioer
of areas. Each host region and local area is also
analysed separately.

Components of economic impact

The aadifional expendifure generated can e
split info two components. These are the direct
economic Impacts of the Tour, and the wider
economic impacts that result from other activities
which only happened as a result of the Tour.

The additional expenditure as a result of the Tour de

France in York comes from:.

* The spending of visitors in the area who specifically
came fo watch the race. This is the additional
revenue as a result of the 70,000 non casudl
visitors wno came to the city to watch the event;

* The affendee survey, which asked questions
about:

- the number of days people planned to spend in
the host region;

- the number of people they were with:;

- the type of accommodation they stayed in;

- an estimate of the average amount per day their

group was likely 1o spend on restaurants, pubs and

fakeoway food, public fransport, fuel, parking and
car hire and ofher spending.

In addition, the calculation included analysis of:

* organisational spend that was reguired to stoge
the event:

* fhe spending of race teams, the ASO and media
from outside the host regions;

e spending of volunfeers from outside the host
regions;

e the economic impact of Yorkshire Festival,

* additional employment created as a result of the
event.

Also factored in was the fact that some resource will
leck out” of the host regions os a result of people
choosing fo spend elsewhere, and that some

businesses will have been negatively daffected
during its staging. However, spending in some of the
negatively affected businesses, i.e. those that had
fo close on the day, may have just been delayed
rather than fully lost,

This section considers these issues and presents the
overall economic impact, followed by the reported
impact on and perspectives of local businesses.

The economic impact

The assessment showed that the event had o
significant economic impact and that this is likely to
continue. The direct economic impact on all of the
‘Host Regions” was £127.9m while for the UK overdll
(le. from overseas visitors, including the teams,
overseas medio and the ASO) the Impaoct was
£33m. The figure was £102.3m for Yorkshire.

The economic impact for York was an estimated
£8.3m.

Figure 6 below sefs out the detail behind these
values. It shows that the main component of impact
was from expenditure from  visitors from  outside
Yorkshire, including visitors to the UK from overseos.

Figure 6. Economic impact of the Tour de France
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Figure 7: breakdown of regional visitor expenditure for
York
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Components of economic impact
Visitor spending

The principal component of the economic IMmpact is
the expenditure of visifors coming info York 1o watch
the Tour de France.

The spectator survey results showed that 70,000
spectators were non casual visitors 1o York. These
are the figures which the economic impact of visitor
spending are boased.

Overall, an estimated £7m of visitor spending caome
info York. This is loroken down in Figure 7 toelow.
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non-accommodation
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Average days spent
in host region

£5.2m

Total revenue to
non-accommodation
sector (allowing for
2.5% leakage)

£1.8m
Total revenue to

accommodation
sector

Total visitor
impact




IMPACT OF THE TOUR DE FRANCE 2014 IN YORK

Ride25, Yorkshire

Yorkshire-bom entrepreneur Jonn Readman and business
partner Rob Hamilfon sef up Ride25 as a result of Yorkshire
winning the bid o host the Tour de France. Ride25 is a new

flexible way o cycle around the world; split into 25 separate
fours, individuals, groups and charities are all invited fo fake

part in as many stages as they wish.

John said: *I always knew there was a strong enthusiasm for
cycling in Yorkshire, out still the turnout and the response 1o
the Tour has simply blown me away. It just goes to show the
awesome power that cycling can wield — and that Yorkshire's

cycling industry can benefit from that.”

Organiser spend

To stage the event local authorities, Welcome 1o
Yorkshire and other partners spent money on planning
and arange of infrastructure, such as barriers, toilets,
official Grand Depart Spectator Hubs and stewards.
Of this combined event budget, £27m was spent
in the local economies and wil have had an
economic impact, alfhough some is likely to have
een spent outside the host economies. There was
also £10m invested by Govemment, through UK
Sport and managed by TdFHUB2014 Ltd. This was
spent festing and exercises for event staff, supporting
local authority budgets for infrastructure and the Tour
Maoker Programme.

Approximately £200,000 of this budget was spent in
YOIK.

Spend of ‘the entourage’ and volunteers

The enfourage that accompanies the race is vast,
There are the 22 cycling feams and their support staff,
the media from elsewhere in the UK and overseads,
stoff from the ASO (race owners) and the Tour Makers
who live outside the host regions. The spending on
these all had an impact on the local economies
and is counted in the additional economic impacts.

A numboer of conservative assumptions were maode
fo help to calculate these:

feam spending was based on an average feam

size of 25 —including riders and support staff. They

stayed between 3 and 5 nighfs in Yorkshire in 4 and

5 star hotels, then a further night in Comboridge

and Essex;

e fofal media from oufside the host regions,
especially Yorkshire, was estimated atf 2,000, They
stayed for 2 to 3 nights in 3 and 4 star hotels ond
ed and breakfasts. The ASO reported that they
had never seen as many applications for journalist
accreditations,

* the ASO calculated their fotal bed nights for the
entourage as 4,500 for the period of the event,
generally 3 star hotels and bed and breckfosts;
and

e there were 8,000 Tour Makers. The survey of

volunteers established how many lived outside

the host regions and thelir expenditure.

All of this contributed an estimated £200,000 of
additional expenditure in YOIk,




Yorkshire Festival

There can e no doubt that the Yorkshire Festival
created a buzz in the build-up fo the Tour and
significantly boosted the visifor economy over of
the event. The festival atfracted 816,000 people
f0 2,225 performances, workshops and exhibitions
which took place in the 100 days running up fo the
Grand Depart, a number of which were in York.

An evaluation of the festival was carried out that
looked af the overdl economic impact. This
anmounted o a direct contribution of £7,500,000 into
Yorkshire. This figure was calculated using the Festival
and Event BEvaluation Toolkit developed by Create,
the support organisation for festivals and events in
North Yorkshire, in association with the UK Cenfre for
Events Management af Leeds Beckett University. Of
this, an estimated £800,000 was spent in York.

Other Economic Impacts

A range of other expenditure which would have hod
local economic impact and was not counted in
the figures above, 1o ensure this work is consistent
with the eventMPACTS methodology. These figures
fell a lroader story about the impact of the event
and demonstrate the wider value of the event to the
economy. These include:

Yorkshire Grand Départ International Business
Festival

The Yorkshire Grand Départ Infernational Business
Festival, which ran from 2nd fo 4th July, highlighted
the businesses of Yorkshire and the UK with a series
of events and seminars. It was a Tour de France first
and generated a significant amount of business
inferest in Yorkshire. While the final impact will not
e apparent for a few more months, a number of
Sizeable deals and inward investment inquiries have
een registered. If successfully closed, these deals
will see the overall economic impact figure for both
Yorkshire and the UK increase significantly. Becouse
of the success of this inifiative, Utrecht (the 2015 host
city for the Grand Départ) are looking af organising
a similar usiness festival,

Economic and Social Impacts

: [
FBuilding the bioeconom,

| Esborcay 5ih duy 2074

Building the Bio-economy

Over the weekend of the Tour de France,
partners across York welcomed major industrial
piofechnology and agri-fech businesses and
investors from across the UK and Europe for an
exciting series of events,  Companies such as
Unilver and GlaxoSmithKline came to  discuss
opportunities around the Bioeconomy in York
and the wider region; with around 70 attending
an event at the Ron Cooke Hub on the Friday
before the Tour. The highlight of the weekend was
a ceremony for the signing of a memorandum of
understaonding between BioVale (@ Bioeconomy
Cluster for Yorkshire & Humiboer) and the Northem
France based cluster, IAR.

With a high guality delegate list, the events proved
very profifable for many involved, with a numioer
of prospective business dedls struck over the
weekend. Tony Duncan, CEO of Circa Group, an
Australion business which has recently expanded
fo Yok, said ‘It was stunning - and perfect
combination of functions....and sport.”
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Spending of local residents

While not counfed in the additional economic
figures, there was clearly an economic footorint
from the spending of local residents who aftended
the event. Assuming the same spending pattem
as that for day visitors, the 1.8 million local residents
wafching the roce spent approximately £48m - in
fotal. This includes £27.8m in Yorkshire overall. The
figure for local resident spending in York was an
estimated £2.5m.

Figure 8: Local resident spectators spending

£27.8m £2.5m

Yorkshire York

Blossom Street Gallery &
Framing,

In the weeks leading up to the Tour de
France, Blossom Street Gallery & Framing
(@n independent art gallery, design shop
and framing business) held an  exhibition
showcasing work by local arfists on the
theme of ‘all things cycling’. The Gallery also
encouraged artists fo create bespoke Tour de
France related merchandise, most of which
was exclusively sold there. The exhibition
Was a huge success, and the merchandise
attracted new customers and helped 1o raise
the Gallery's profile. The Gallery has confinued
fo sell and re-stock the Tour de France
merchandise as per customers’ requests and
is planning to hold more themed events.

Future impacts of visiting spectators coming
back to the regions

Another key component of the economic impact is
the future spending of visifors who will visit again. While
not counted in the economic impact figures overall,
further visitor expenditure is expected in the future.
To demonstrate this, the spectator survey showed
that 64% of Yorkshire visitors said that they were very
likely 1o return in the next two years. Assuming the
same proportions of day visitors and stayers, as well
as overseas visitors recorded atf the Tour, this would
resulf in an aaditional regional impact of £24m in
this period. When applied 1o York, this is could result
N an additional £2m coming into the city in the
coming two years from refurning visitors.

Figure 9: Future Impacts of retum visits to the host

regions

£24m £1.7m

York

Yorkshire




Local business perspectives

This section presents the perspectives of  local
usinesses and the reported impact of the event on
them, lbased on the findings of the lbusiness survey
caried out for this research as well as other local
surveys. It sets out local business views on hosfing the
event, followed by the direct commercial impacts
as o result of the days of the event and period either
side.

This business survey was undertaken across the
three UK sfages, although it broadly represents local
usiness views in York,

Local business perspectives on hosting the
Tour de France

The road consensus from usinesses across the UK
host regions was that hosting the UK sfages would
oost tourism for the future and had enhanced the
image of those regions for future marketing and
refurning visitors. It was recognised however, that
some businesses had had fo change their usual
business operatfions and there had been some
disruption,

Figure 10: Businesses opinions (strongly agree)
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Overall, the majority of businesses recognised that
an event like the Tour de France was something
public authorities should be investing in.  In Yorkshire,
58% of businesses strongly agreed while 74% of
pusinesses strongly agreed the image of the region
had been enhanced.

Commercial impacts on businesses
While local businesses were broadly supportive
of hosting the event, the survey showed that the
views of businesses on the impact of the event
vared significantly between the pre, during and
post-event periods. Views also varied by sector.
This is demonstrated in Figure 11 which shows the
proportion of local businesses reporting a positive or
negative iImpact over a range of time periods.

Figure 11: % of local businesses that saw G positive
or negative impact in sales and attribute this 1o the
Tour de France

3 month period

before the event 6%

1 week period

12%
before the event

Il
]

Negative

On race day(s) 22%

1 week period
after the event

14%

Positive

INn summary, the survey shows largely positive Impacts
in the period before and after the event from those
who reported them. As may have been expected,
most impacts attributable o the event were on the
[ace days themselves and included businesses
reporting  both  positive  and  negative  Impacts.
Negatfive impacts included disrugtion  through
having fo close, or customers being less likely fo visit,
especially if their premises were away from the Tour
route.
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Three months before

Only 6% of businesses reported an impact in this
period, though they were mostly positive. Figure
12 shows that the main sectors that saw positive
impacts in this period were cycling usinesses and
souvenir shops, together with accommaodation and
food and drink estaplishments.

Figure 12: % of local businesses that saw a positive
or negative impact in sales and atfribute this fo the
Tour de France (3 months efore the event)

The week before the race

Overal, 5% of businesses reported higher than
normal sales tumover in the week running up fo
the hosting of the UK stages. Cycling businesses
reported the most positive impacts, followed by
pubs, restaurants and accommaodation providers. It
is nofable in this period that negative impacts were
also increasingly seen.

Figure 13: Proporfion of local businesses by sector
who reported higher or lower sales in the week
running up to event
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During the race Figure 14: Sectoral disfribution of sales impact
A significantly higher number of businesses said — dulng the UK Sfoges
that the staging of the UK stages had an impaoact on o
their normal sales funover on the ace days — the  Hotels and similar -10%. 22%
: : : e accommodation
proportion of business expressing a Clear opinion on
this increased 1o 54% of the sample. Other 23% 23%
accommodation

Given the approach fo the sampling of businesses Licensed ) .
close fo each race stage, it was 1o e expected restaurants =31% 4%
that many businesses would report a drop in sales
on race days — the sunvey revealed that 10% of
businesses reported that sales levels were lower than

normal. Other food and -44% 329%
beverage serving

Public houses -13%
and bars

62%

The sectoral variation in normal sales levels was af its
most pronounced across the UK Stages with hotels,
accommodation ond  barsfestaurants  typically

Cultural activity [REEXS 2%

indicating that sales were much higher than nomal ocreation 11%
(with most other visitor economy businesses reporting
that sales were lower than normal). Souvenir shops 26%
Other tourism 7%
related activities
Bicycle retail and 16%
maintenance
Other -39% 10%
[

Negative Positive

Visit York and the Visit York
Information Centre (VIC)

Visit York and the Visit York Information Centre (VIC)
worked fo generatfe inferest in York and Yorkshire for
cycle toursm. The VIC opened at 7/7am on Sunday
6th July, 3 hours earlier than a normal Sunday.  In
fotal there were 3,510 customers through the doors,
just short of their busiest ever day and a huge 179%
higher than the first Sunday in July 2013. The VIC staff
sold £24,923 of merchandise in the week beginning
30th June 2014, exceeding their farget by 98% and
faking £10,000 more than the same week in 2013. The
VIC have been told anecdotally that businesses are
seeing an increased inferest in bookings from France
as a result of the TV coverage.
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One week afier the race

The reported sales pattemns one week after the event
reveal a different perspective from businesses. They
reflect the fact that businesses were better able 1o
digest and set in confext the effect of the event in
the week before the race on their sales, balanced
against any reported drop in sales durng the event —
SO In broad net ferms, business views on the impact
on sales in the week after the event present a more
rounded commercial view.

The sectoral distribution of reported impacts on
normal sales fumnover levels was more consistent
with the paftemn seen in the week running up to the
event, although the overall impact in some sectors
was much higher (cycling businesses were twice
as likely to report that their normal sales levels were
higher in the week aofter the event compared with
the week before the event).

Figure 15: Sectoral disfrioution of local business
sales impact one week affer the event
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Temporary employment impact:

The survey of businesses also explored the extent
o which femporary employment was created in
the week before and across the race. The survey
revedled that 11% of businesses reported that their
employment levels were higher than normal, with
89% of businesses reporting that employment levels
were unchanged.

The femporary employment boost was maost visible
in the hospitality sector where proportionately more
pusinesses in the Yorkshire stages of the race in these
sectors reported that employment levels were higher
than nomal. Figure 16 below summarises the key
data by sector.

Figure 16: Temporary employment impact by sector
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A key consideration throughout is the proximity to the
roufe, although this may e both a positive and a
negative depending on the nature of the business.
Figure 17 shows that the majority of the temporary
employment was in establishments close o the
route and, as set out previoulsy, was primarily about
serving food and drink,

Figure 1/: Jobs created by distance from the roufe

Within 1/2 mile Within 1 mile Rest of region

National Railway Museum

"Af the National Railway Museum, we didnt know
what to expect from the Tour and over the weekend
our Vvisifor numbers were apout 25% lower than a
nomal July weekend. However the Monday to
Friday before the Grand Départ exceeded our
udget by almaost a quarter, our benefit was ether
side of the weekend.”

Tim Neal, Senior Visitor Insight Executive

Economic and Social Impacts

Conclusions on economic impacts

This section has set out the economic impacts of
hosting the Tour de France in Yorkshire and in York in
particular. While these figures are positive, it should
e recognised they are consenvative esfimates
undertaken ot a particular point in fime.  Longer
ferm impacts, including those that are less easy 1o
quaontify and those that might occur latfer through
future visitors and inward investiment as a result of
the Tour, are yet 1o e seen. As a result, the ulfimarte
economic footorint is likely 1o e significantly higher.

It was clear from both the economic impact data

and the business survey that the sectors that benefit

MOost are those most obviously associated with the

eventincluding:

* accommodation providers including hotels, bed
and reakfasts and campsites;

* festaurants, pus, shops and local events selling
food and drink;

e souvenir and clothing shops, as well as ofhers in
the visitor economy;

e cycling shops;

* fransport providers, and

* suppliers to event organisers.

While other businesses did less well directly, most
reported a faily neutral position over the period,
even if there was disruption on race days. Some
pusinesses clearly had to change their usudl
pusiness operations but while there were some
negative impacts, most believe that the event wos
good for the host regions overall, and that disruption
could e managed. Proximity 1o the route was
positive for visitor economy sectors, though perhaps
less positive in other sectors, especially while the
event was toking place.

On balance, a clear economic LOoSst was seen
as result of the event and the supporting events
leading up fo if.
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The three UK stages of the Tour de France proved that cycling is for everyone. The Tour
inspired people 1o have a go, from adapted bike sessions 1o cycling lessons in school
and charity bike rides for keen amateurs. Inferest and particioation in cycling has never
een so high. This is particularly positive for York as the Councill is the lead local authority

for the Cycle Yorkshire inffiative.

INnspinng people 1o cycle and be more active wos
a key reason for wanting fo stfage the event and it is
Clear from the evidence in the surveys that there has
been a significant inspirational effect. For example,
63% of spectators felt inspired o take part in sport
more offen than they nomally do as a result of
wafching the race, especially younger people
(aged 16-24), 72% of whom were inspired to get
more active. Over 80% of these inspired individuals
(1.8 milion people) said they felt inspired to cycle
more frequently.

Of the UK adult population, 27% said they felt inspired
fo cycle more (this is equivalent to 14 million people
— SO some caution is needed here in inferpreting this
resulf). The post-event survey shows as many as 30%
of spectators have increased their levels of cycling,
with all of the associoted benefits that this can ring.
For those who were already regular cyclists (people
who cycle once a week or more) 66% said that
watching the race had a positive impact on thelr
infention 1o cycle more. There was a similar effect
on those who cycle less often, as 58% were inspired
fo cycle more. A gquarter of those who had never
cycled said they felt encouraged o cycle.

Almaost half of spectators in York — more than 80,000
people — said they were ingpired o cycle more as a
result of the Tour de France.

Figure 18: Inspired to cycle more frequently

52%

Yorkshire

49%

York

Affendance of the Tour had a stronger effect on
the younger age group than the older age groups
with 56% of 16-24 year olds being inspired o cycle
more, compared to, for example, 14% of those
aged 65+.

Figure 19: Impact of affendance on inspiration fo
cycle by age
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16-24 25-44

45-64
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Post-event take-up of cycling

Three months after the Tour de France, spectators
who were happy fo be confacted again were asked
apout their take up of cycling since the event. This
showed that 28% of spectators were cycling more
offen, with 2% of spectators having taken up cycling
for the first fime since the event. Toking account of
the relatively small sample size (n=300), the initial
indications are that at least 760,000 spectators have
cycled more freguently since the race.

Half of spectators who wanted to cycle more reported
that their enthusiasm inspired others to cycle or fo
cycle more than they did before, particulary their
partners, children and friends. People also reported
that the event had encouraged them to maoke
cycling related purchoses as 11% bought a bike for
themselves and 8% had bought a bike for a friend
or family memiboer.  This reinforces the expectation
that there will be ongoing economic benefits from
hosting the race, through increased cycling take-

up.

Figure 20: Post-event cycling take up amongst
spectators
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Figure 21. Spectators inspinng others 1o cycle more
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Beyond the Tour — securing a cycling
legacy

To secure a lasting cycling legacy from the Tour de
France lots of organisations have been working hard
to create opportuniies o cycle and to improve
cycling infrastructure,

In Yorkshire, there will be a Cycle Superhighway,
inking Bradford and Leeds. A new velodiome
i under consfruction in York and across Yorkshire
the cycle lone network is being improved.  In one
example, North Yorkshire County Council successfully
pid for £1.65m from the Local Sustainable Transport
Fund fo deliver upgraded cycle parking spaces and
Crossing improvements,

In addition, the Cycle Yorkshire inifiative has lrought
fogether and galvanised 21 local  authorities,
Welcome to Yorkshire, Brifish Cycling and Sustrans
o form an agreed sfrategy 1o develop cycling and
opportunifies 1o gef more people cycling more
offen. York city council was the lead local authority
for this inifiative.  The five core objectives for the next
fen years are 1o

* get more people cycling — provide adults and
children with greater fraining and access o
cycling;

Economic and Social Impacts

e make choosing cycling easier — work closely
with local authorities, businesses and  partiners
fo improve cycling infrostructure and  facilities
fo address both real and perceived barrers 1o
cycling;

* more events 1o see and fake part in — broaden
the number and awareness of cycling events
and opportunities for people of all generations
and ablliies 1o get involved;

* greatfer awareness of cycling and cyclists — create
campaigns and events o generate a wider
appreciation of the benefils of cycling, fravel
planning, bike safety, cycle fiendly routes and
respect between everyone using our roads; and

e afhriving network of cycling businesses and social
enterorises — encourage and support all cycling
relafed businesses in the region 1o provide
dedicated network of experts o sustain Yorkshire's
growing cycling community.

Britisn Cycling (the national govemning body  for
cycling) have also done a lof of work 1o ensure a
lasting legacy of cycling parficipation as a result
of the Tour de France. Their work and investment,
in partnershio with local authorifies and others, has
heloed to grow the volume and accessibility of
cycling opportunities in advance of the event and
created the condifions for the anficipated growth in
interest,

urse
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The legacy of the Tour de France will continue affer 2014 and well beyond, not least
ecause the evidence shows that hosting the event successfully raised the profile of York
and Yorkshire, and encouraged people 1o visit in the future.

Likelithood to revisit

Survey findings show that the image of Yorkshire
overall, and of Yok have all been enhanced as a
result of hosting the event and can expect increased
Visifor numioers as a result in future.,

Of Stage 1T and 2 spectators from outside Yorkshire,
75% strongly agreed they would e more likely to
recommend Yorkshire 1o fiiends and family. Of the
same group, /2% said their image of Yorkshire had
been enhanced and that 66% would be more likely
o visit Yorkshire for a short break or holiday.

76% of visitors to York said they were more likely 1o
recommend Yorkshire to family and fiends, 68% said
they were more likely 1o visit Yorkshire for a short treak
or holiday and 59% said their image of Yorkshire had
een enhanced. While the questionnaire asked
about Yorkshire, the fact that these were spectators in
York suggests that the city is likely 10 see an increose
in visitors in future.

Figure 22: More likely to recommend host regions 1o
family and friends

75% 76%
Stage 1 and 2 visitors York Visitors
(from outside
Yorkshire)

Figure 23: More likely to visit Yorkshire for a short
reak or holiday

66% 68%
Stage 1 and 2 visitors York visitors
(from outside
Yorkshire)

Figure 24 Enhanced my image of the host regions
as a tourist destinatfion

72% 59%

Stage 1 and 2 visitors York visitors
(from outside
Yorkshire)
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Of the National Omnibus survey respondents, 27/%
said that they sfrongly agreed that the image of the
UK overall and the areas that hosted the Tour have
been enhanced. The eguivalent of 4 million people
(8% of respondents) said they were maore likely 1o visit
these areas.

Figure 25: Enhanced image of the host regions

8%
27%

More likely to visit
host regions for a short
Enhanced image break or holiday in the
of the UK next two years

The spectator follow-up  survey  suggested  that
repeat visits are already happening. In the three
month period after the event, 44% of non-residents
who visited to wafch Stages 1 or 2 have visited
Yorkshire again in the three month period following
the event. This supports the view that the economic
oost to the areas that hosted the Tour de France will
continue 1o see the benefits in the future and Not just
in the short period before, durng and affer the race.

Figure 26: Visiting spectators revisiting host regions
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44% 15% 41%
Visited Yorkshire Planned a visit fo None of the above
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Businesses views on the future

impacts of the event

As discussed earlier, while some local businesses
were adversely offected, a large proportion agreed
that the Tour was a good thing for their respective
local areas. Nearly three guarters of businesses in
Yorkshire (74%) strongly agreed that the image of the
region had been enhanced. The survey showed
that Yorkshire businesses were unanimous in fhinking
that the region had benefitted from hosting the Tour
overall,

54% thought tourists would tbe more likely 1o visit
Yorkshire for a short reak or holiday as o result of the
Tour de France.

Figure 27. Business perspectives on future impacts of the
Tour de France
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Economic and Social Impacts

The evaluation framework used in this study was designed 1o measure the social and
economic impacts of the three UK Stages of the Tour de France 2014, We were guided
oy the nationally recognised, industry sfandard methodology developed by UK Sport -
eventMPACTS. In line with the eventMPACTS framework, all the expenditure of attendees
who were residents of a defined host region was excluded, as was the expenditure of all
‘casual’ spectators - ie. those for whom the event was not their main reason for being in

the given area.

Because this was a unigue event, on a large scale and
with activities specifically designed to increase inferest
and engagement in the event, we have also looked at
other information 1o help describbe ifs impacts. We know
fhat not all of these can be measured in numbers or
pounds and pence — some things are more infangible
put still very valuable.

An independent, specialist research agency (SPA Future
Thinking) was commissioned fo carry ouf the primary
research, which included four surveys (ouflined elow).

Four surveys

1. A foce to face survey of over 4,000 spectators was
completed over the three days. Fifty inferviewers were
positioned along the route each day fo ask guestions
about:

* Where people live;

* Whether they were aware the Tour was coming fo
the UK

* Where people watched the race — and whether
they planned fo watch in more than one location,
or on more than one day;

* How much money people spent on average dunng
their trip (how many nights they stayed, in what
accommodation, how much was spent on food
and drink for example);

e How many were in their group;

* How people fravelled to the event:

* How often people cycled or were physically active

* Whether the Tour would inspire them to cycle more
or bbe more active; and

* People were asked about their perception of the
local area and whether they would recommend it
fo friends and family fo visit.

This sample size gave overall confidence intervals of
+/- 1,63 for the three stages overall — this means that our
results are reliable.

From this, 1,200 spectators who agreed were re-contacted
three months affer the event to ask whether they had
cycled more, so we could see if people’s behaviour had
changed as a result. Around 300 people completed this
follow-up survey.

2. The 8,000 volunteer Tour Makers were asked o similar
series of questions o understand their experiences,
spending pattemns, perceptions of the local area and
other impacts the Tour might have. Around 2,200 Tour
Makers responded 1o this survey.

3. A survey of over 700 businesses across the three UK
sfages was carried out immediately following the event
with a follow-up three months afferwards. Businesses in
the visitor economy and cycling sector were targeted,
particulary those near the routes, as they were the maost
likely to have felt an effect from the Tour. Businesses
were asked about:

e any impacts on their fumnover oth pre-, during and
post-event,

* whether they had done any specific marketing or
promaotion work associated with the Tour de France;

* whether they had employed any additional staff
specifically because of the Tour,

¢ owareness of the Tour taking place;

* the potfential long-term impact to their business and
o tourism in their areqa, the perception of their local
areq, and if they thought the event would inspire
more people fo cycle more offen;

* whether local authorities should stage similar events
in the future; and

* 1o get abalonced picture we also asked specifically




IMPACT OF THE TOUR DE FRANCE 2014 IN YORK

obout any negative, as well as positive Impacts.

4, An online survey was undertaken a week after the event
with a nationally representative somple of the UK adult (over
the age of 16) population. This ‘national omnibus survey’
of 2,000 people was used to benchmark awareness of
the event across the country, the inspiration to increase
cycling parficioation and recognition of the host regions
and likelihood to visit. The sample was also asked whether
they had watched the race in person, which was used as
a Cross check of other spectator counts.

Other information sources

A project feam then brought this together with ‘wider

information. This included:

* a defailed assessment of the spending of the main
delivery organisatfions (local authorities, Transport for
London and TdFHUB2014 Lid) and the impact on local
supply chains;

* O detailed set of case studies which were collected
fo show the range of experiences of the Tour. These
inCluded sfories from local businesses, schools and
community groups that described special activities
or events that were put on to celebrate the Tour. The
feam collected nearly 300 in tfotal, 29 of these are
reproduced in this report;

* the evaluation of the Yorkshire Festival conducted by
&Co Cultural Marketfing;

* informatfion and research from a range of partners,
including the local authorities, National Park Authorities,
Tronsport for London, TAFHUB2014 Ltd., METRO, British
Cycling and Cycle Yorkshire; and

e frends from social media, such as Facebook and
Twitter to shine a light on what people were saying
about the Tour — including the riders themselves.

The framework we have used for this study therefore allows
us fo look at both the economic impacts of the Tour and
the social and inspirational impact it had on people.
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