LIGHTER, QUICKER, CHEAPER
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ACTIVATE

» Six events — May through October
* Four different venues

 Budget: $120,000

« BID: $30,000"

« Sponsors: $78,000

e Sales: $12,000

» Online RSVP/Survey
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Benchmarks

« 32% of respondents attended 3 or more
events

* June was the most popular event

« 50%  of attendees were between 25-34
(very attractive demographic!)

« 37% of attendees were between 35-64
(young at heart and.disposable income!)

2’3 CHICAGO LOOP ALLIANCE



Benchmarks

 Attendees . spent $38.82 before or after the
event in the Loop

» 56% at restaurants; 49%. at bars; 34% a Loop
landmark and 30% did.some shopping

« 21 different Loop businesses participated in
Linger Longer discount program

%Y CHICAGO LOOP ALLIANCE



Benchmarks

« 48% of attendees reported they are more
likely to spend money in the Loop
because of the event

* 94% of attendees are likely to attend
another AGTIVATE event

« 76% of attendees said ACTIVATE
positively affected their feelings about the
Loop

%Y CHICAGO LOOP ALLIANCE



Impact

* 16,300 attendees

* 121 local artists and 3 legacy murais

« $474,575 in new: spending in'the Loop
*. 6,296,595,0nline:media Impressions

* 6,197,972 print/broadcast media
iImpressions
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Social Media

» LoopChicago.com
— ACTIVATE Pageviews: 118,081
— Unigue Pageviews: 97,867
— Time on,Page: 1.31 minutes

— Referrals'to ACTIVATE Page from Facebook:
15,119 Sessions/24,582 pageviews

— Referrals to ACTIVAFE Page from Twitter: 717
Sessions/1,478 pageviews

%Y CHICAGO LOOP ALLIANCE



Social Media

Facebook:

~acebook Ad Clicks: 10,390
Reach: 96,345

mpressions: 120,136
Engagement: 5,944

Twitter:
Impressions: 136,630
Engagement: 3,380

Total Number of ACTIVATECHI Posts:
Twitter: 821

Instagram: 727
Facebook Posts: 147



Conclusions

* Placemaking Benchmarks:
— Interns
— Observations
— Online survey

» Benefits
— Better decision-making
— Sponsorship development
— Board justification
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