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Project Objectives

The three major objectives for this project:

1.

To provide meaningful, actionable insights into the current
state of Sport Hosting and Sport Tourism in Canada.

. To enable the return of sport event hosting and to restart

local economies through sport tourism.

. To provide the information that will restore confidence

from participants, spectators and communities in hosting,
aftending and travelling to sport events.




Future Sport Hosting Success

« New sources of revenue

« Expense management with post-
COVID realities

« QOperating protocols
* Risk management
« Collaboration

* |[nnovation
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What Is Sport
Tourism?

Why is it important
to Canada?



Sport Tourism in Canada

Definition: “any activity in which people are attracted to a particular location as a
sport event participant, a spectator, or to attend sport attractions or business

meetings.”
Sport tourism in Canada is a $6.8 billion annual industry.

Sport tourism and the staging of sport events can also support the social and
sustainability impacts that can be delivered in a community.

The spending profile of the sport tourism visitor in Canada is significant!
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Respondent Groups

1. HOSTS (Destination Marketing Organizations, Municipalifies,
Regions, Economic Development Agencies, etfc.)

2. RIGHTSHOLDERS (NSO, PSO, LSO, MSO Commercial
Rightsholder / Private Event, NFP Organization, etfc.)

3. INDUSTRY SUPPLIERS (Hotels, Transportation Providers, Venues,
Agencies, etc.)
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Profile — Location Population of Hosts (Survey Only)

Less than 10,000 NG 14.1%

10,000 - 25,000 N 3.0%

Feedback from Hosts located in every province / territory and 25,001 -50,000 N 10.4%
from 86 different communities of all sizes across Canada.

50,001 - 150,000 NG 23.9%
150,001 - 500,000 NS 17.2%
More than 500,000 GG 26.4%
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The cities identified in this word cloud represent the 86 different communities participating in this study.



Importance of Sport Hosting / Sport Tourism

Much more important now _ 25.0%

Slightly more important now 27.2%
No change 29.3%
Slightly less important now 15.2%

Much less important now . 3.3%




Initiatives Implemented / Prepared / Working On

Health and safety measures || GGG :0.6%
communications || G s -
Sport-specific guidelines ||| GG 3.2
Physical environment set up ||| GG - 5%
Risk assessment [ GGG -1.6%
Risk management / legal || GGG -0.5%
Sustainability and affordability ||| G 33.7%
Fundraising _ 18.3%

Other [} 4.3%




Events — Evaluating Success (Comparison)
Evaluating Success — Overall Importance

80.1% 79.5%

71.3% 72.1%

8.0% 13.0%
4.3%

39.9% 40.6%

32.0%

0,
27'7A]25.3%

Economic impact  Social and community Legacy Image and Reputation  Capacity building Sustainability
impact

M Previously W Moving Forward

Previously = How respondents evaluated success before the pandemic. Moving Forward = How respondents feel success will be measured moving forward.

6.9%

25.6%

Media exposure
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Supports That Organizations Require — Now & For Future

Clear and concise guidelines for return to play / competition || GTcNcNENGNNNNNEEEEEEEEEEEEEEEEEEEEEEE o -
Clear, regular Public Health updates || NN :0.2%
Venue availability and COVID-19 restrictions / limitations ||| GTGTcNGNGNGNGEEEEEEEEEEEEEE .1~
strategic planning support || GGG 35.1%
Understand what funders are seeking for RO! || | | |ENG 33.0%

other [ 7.4%




Host events with fewer or no spectators

Reconfigure event to accommodate social distancing

Reduced teams and / or athletes

Increase safety protocols in relation to PPE, on-site testing, etc.
Greater focus on outdoor vs. indoor events

Manage venue bottlenecks to minimize crowding

Provide PPE for participants, staff, volunteers, or spectators

Modify or remove food and beverage services

Focus on different sports or event types to what is normally hosted
Delivering event in virtual format

Phased approach (e.g. started with local or regional events)

Strategies Considered / Implemented




Covering Increased Cost(s) of Sport Events

Raise team / participant registration fees _ 78.5%
Increased cost to spectators _ 58.1%
Bring on additional partners _ 53.8%
Increased sponsor fees _ 43.0%
Higher rights fees _ 38.7%

Other . 7.5%




Have New Opportunities Emerged

51.1%

9

® Yes ®mNo Not Sure




New Opportunities

Have New Opportunities Emerged

51.1%

mYes mNo Not Sure

Some hosts believe new opportunities
have emerged due to the pandemic and
many are taking advantage of this event
‘down-time’ to work on strategic initiatives.

“providing services and
programming virtually

would not have bee
considered otherwise”

“opportunities to
reassess priorities and
strategic planning”

e
“stronger collaboration
and conversations on how OOO OO
we can approach sport Q “venues are cleaner,

tourism collectively arn
be more competitive
have taken place”

L

d schedules are organized,

communication is strong,
and people are staying
more healthy”

“participants might be more willing
to come to a smaller community

like ours vs major urban centre
because we could be a safer option
for them”
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Rights Holders — Profile
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Rights Holders — Sports Represented
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Rights Holders — Profile

Provincial / Territorial Sport Organization
Local Sport Organization

National Sport Organization
Other Not-For-Profit Organization
Multi-Sport Organization
Commercial Rights Holder

Sport Governing Body

School Sports / USPORTS

Sports League

Registered Charity

Indigenous Sport Organization
Other

Organization Type

I 4.7%
I 153.8%
I 1 4.9%
I 7.3%

I 6.3%

H 4.5%

Hl 3.1%

Hl 2.8%

l 2.4%

W 1.4%

10.7%

Hl 3.1%




Funding Sources

Membership dues

Grants / government funding
Sponsorship (cash)
Tournament registration fees
Partner contributions / value-in-kind
Donations

Clinics / conferences

Lottery / fundraising

Ticketing

Other self-funded events
Advertising

Foundation funding

Private financing

Broadcast and/or media rights
Other

A 77.0%
A 75.0%
A 71..0%
A 59.5%
A 50.5%
AN 34.0%

. 28.0%

PN 26.5%

I 25.5%

I 23.5%

I 18.0%

BN 10.0%

BN 9.5%

B 7.5%

BN 7.5%




Largest Funding Source

Grants / government funding
Membership dues
Tournament registration fees
Sponsorship (cash)

Ticketing

Lottery / fundraising

Partner contributions / value-in-kind
Other self-funded events
Donations

Private financing

Clinics / conferences
Advertising

Broadcast and/or media rights
Foundation funding

Other

A 38.0%
I 33.3%
I 14.6%
B 4.7%
M 2.6%
N 1.6%
1 0.5%
1 0.5%
1 0.5%
1 0.5%
0.0%
0.0%
0.0%
0.0%
B 3.1%




Identifying potential government grants or subsidies
Adjusting event operations to minimize expenses
Identifying new revenue streams

Looking to secure new sponsors / partners

Looking to increase athlete / participant registration fees
Update / amend contracts with existing sponsors / partners
Restructuring the organization / streamlining / etc.
Speaking with hosts to commit funds to a future year

Joint projects / co-creation with sponsors

Joint projects / co-creation with sports marketing agencies

Other

Steps Taken to Ensure Financial Viability

A 66.0%
A 63.0%
A 58.6%
A 49.4%
A 38.9%
A" 38.3%
P 35.8%
I 23.5%

I 17.9%

B 4.9%

BN 6.2%




Financial Runway

How Long Organizations Can Sustain Themselves (Under Current Conditions)

Less than 3 months [} 2.4%
Less than 6 months [N 7.7%

Less than 9 months [l 4.7%

Less than 1 year [N 0.5%
Between 1 and 2 years | GGG 0.5
More than 2 years || NG 20.1%
Not sure [ 7.1%
It depends...planning on multiple scenarios || GGG 16.0%

Not applicable [} 1.8%




Have New Opportunities Emerged
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How Partnerships Have Been Affected

Have secured new sponsorship agreements - 8.7%

Have maintained full investment for 2020 13.0%

Have shifted agreement to other commitments 23.2%

Have shifted agreements / commitments to 2021 (or beyond)

47.8%

Have reduced the amount of agreements / commitments for 2020 36.2%

Have lost the majority of our sponsor commitments 17.4%

Unsure of full impact 29.0%

Other 5.8%




Fewer or no spectators

Reconfigure event to accommodate social distancing
Delivered event in virtual format

Reduced teams and / or athletes

Provided PPE for participants, spectators, etc.
Managed venue bottlenecks to minimize crowding
Modified or removed food and beverage services
Organized event in a hub or bubble scenario

Spaced event out across longer time period

Phased approach (start with local or regional events)
Moved indoor events to outdoor venues

Adjusted transportation / accommodation logistics
Split hosting between venues or cities

Other

Not applicable / have not run any events

Modifications Made for Event(s) to be Possible

I 4.0.1%
I 37.0%
I 36.4%
I 33.3%
I 2 7.8%
I 26.5%
I 23.5%

I 15.4%

I 13.0%

I 11.7%

I ©.3%

I ©.3%

Hl 4.3%
I 41.4%
Hl 4.3%




Biggest Barriers to Hosting / Operating Events

Local / provincial / federal restrictions not allowing events ||| [ GTGcGcNGGEEEEEE s
COVID requirements adding too much complexity to operations ||| [GTNNGNGNGNGGGGEGE s3.0%
Athlete / participant safety ||| GGG 26.5%
Financial risk || GG 33.0%
Potential of too few athletes / participants ||| 238.7%
Venue access [N 21.4%
Cost of hosting _ 21.3%

Air access . 4.6%

Hotel access I 2.6%




Long term strategies

COVID-19 specific initiatives

Event modifications

Relationship management / development
Staff training / development
Collaboration with other groups
Government lobbying

Fundraising

Other

Activities Organizations are Focusing On

I 57.9%
I 45.9%
I 45.9%
I 45.9%
I 42.1%
I 32.7%

I 22.0%

P 18.9%

Y 10.1%




Sport-specific guidelines
Health and safety measures
Communications

Risk assessment

Physical environment set up
Risk management / legal
Sustainability and affordability
Fundraising

Other

Initiatives Implemented / Prepared / Working On




Supports That Organizations Require — Now & For Future

Clear and concise guidelines 80.1%

Clear, regular public health updates 80.1%

Venue availability and clarity on COVID-19 restrictions / requirements 65.6%

Clarity on differing public health guidelines across Canada 57.0%

Access to information and resources that are best practice 54.3%

Promotional campaign to educate about the importance of sport
events and sport hosting
Solutions for financial risk associated with sport event hosting _ 49.0%

Strategic planning support 28.5%




Reconfigured event to accommodate social distancing
Fewer or no spectators

Manage venue bottlenecks to minimize crowding

Provide PPE for participants, staff, volunteers, or spectators
Reduced teams and / or athletes

Modify or remove food and beverage services

Spacing event out across longer time period

Phased approach (e.g. started with local or regional events)
Organizing event in a hub or bubble scenario

Adjust transportation and / or accommodation logistics
Delivering event in a virtual format

Moving indoor events to outdoor venues

Split hosting between venues or cities

Contracting multi-year commitments with hosts

Other

Not applicable / none of the above

Strategies Considered for Return of Live Sport Events

I, 73.2%
I, 71.2%
I 64.7%
I, 2.7%
I 60.1%
I 5 1.6%
I £ 2.5%
I 30.2%
I 32.0%
I 30.1%
I 20 .4%

I 13.3%

I 17.0%

I s.5%

Hl 5.2%

B 20%




Covering Increased Cost(s) of Sport Events

Raise team / participant registration fees _ 70.3%
Bring on additional partners _ 43.2%
Increased cost to spectators _ 33.8%
Higher rights fees - 21.6%
Increased sponsor fees - 20.9%
Other [l 10.1%




Supply Chain

* Impacts to suppliers including venues, hotels,
airlines, ground fransportation partners have
been significant and will take time to get back
to pre-COVID operating levels.




SPORT

TOURISM
CANADA

TOURISME
d SPORTIF
CANADA

Thank You



