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Project Synopsis
The Indiana Tourism Association commissioned from the IU School of Public and Environmental Affairs (SPEA) and the Indiana University Tourism Convention Event Management School (TCEM) Indianapolis a three-year study that explores return on asset or place-based community investment for both residents and visitors. The study uses a variety of methodologies to get at the question: What works best?

Phase I explores three such investments. Phase II (2017) and Phase III (2018) will culminate in a look at a myriad of place-based investments and published as a guidebook for communities and destination managers.

Project Goal
The project goal is to illustrate over time how community development investments yield quantifiable and anecdotal returns for tourism as well as local residents, with an emphasis on the intersection of the two.

Project Overview
The project will take place, as noted, over multiple years during academic periods. It analyzes community investments that focus on both residential quality of life and tourism, and analyze them quantitatively and qualitatively to provide perspective for communities wishing to explore the feasibility of place-based investments. 

The size, scope and variable nature of communities will intentionally be different and scalable, allowing the study to serve as a guidebook for return on investment. It will not be a definitive answer to the questions what matters most and what are my biggest returns on investments? That remains a community decision. But by scaling the project to feature small-, mid- and large-sized markets and a variety of investments types, it is hoped guidelines can be reached. While a multi-year project, results of the study would be released in phases.

Timeline for Implementation
· 2015-2016 Phase One:  Initial case studies
· 2016-2017 Phase Two:  Refine methodology and conduct more case studies
· 2017-2018 Phase Three:  Compile case studies and disseminate compendium


Methodology
Two levels of work are considered:

1) Identification of Project Investment Samples for Quantifiable Return on Investment
Using the Indiana Tourism Association and IUPUI Public Policy Institute bodies of knowledge, numerous sample communities and project will be explored along with the data readily available on these projects that is to study over the two-year period. Effort will be made to explore projects of varying sizes and scopes and maturity levels. Segmentation of the projects could include but not be limited to:

1. Downtown Improvements (e.g. façade improvement programs, CDBG place-based enhancements, public art/pocket park/aesthetics improvements)
2. Greenways/Trails and Outdoor Enhancements
3. Sports Arenas/Fields/Installations
4. Arts Districts/Performing Arts Centers/Artisan Development Projects 
5. Designed Spaces (e.g. PUDs, dramatically improved redevelopment districts, river front or river walk areas)
6. Convention/Conference/Convocation Centers

A review of public versus private investment options and their impact also will be considered. A cross-section will then be used as the basis for the analysis of quantifiable return on investment such as but not necessarily:
· Building vacancy rate and any +/- changes of a defined nearby area and/or if in an area with no previous businesses the + in businesses being developed in a particular area 
· New businesses and retention rates to the area during the study time period
· Assessed property values in a defined area before and after the development
· Nearby housing vacancy rates before and after
· Employment numbers in the defined areas before and after the development
· Industry codes related to the creative class as a measurement to identify talent attraction 
· Other similar quantifiable metrics (e.g. hotel demand if the project is large enough)

2) Anecdotal Evidence of Product Investment Qualitative Return on Investment
A more subjective measure of product investment return on investment measurement could include possible measurements of perception in the sample areas. Utilizing local databases provided by community stakeholder participants, surveys would measure resident and business owner perceptions on how the investment has positively or negatively impacted their views of the area. This qualitative feedback could inform a review of the impact of the investment on attitudes and perceptions.

Intended Uses
While not a predictive tool, the white paper could provide how community development impacts place making. It could serve as a validation tool for communities looking to engage more in community development, as a conversation initiator in communities looking to have a more expansive community development or as a framework for how investments could impact communities. 

This will not be a comprehensive or definitive study, but the project will explore how investments shape place and how they return on those investments in tangible and intangible ways. We hope to discuss the findings in context at a public gathering when the project concludes.




Background
Cities, towns and counties throughout Indiana desire to be great places to live and visit, but determining what makes a place “great” is subjective. For some, it’s wide-open rural spaces; for others, it’s quaint downtowns.

How to know when and how much to invest in placed-based initiatives has been studied by economists with varying opinions about the results. Elected officials, city planners and tourism professionals often work together to attract or support an amenity and often use sound research to make determinations on what is feasible and what returns on investment.

The project goal is to illustrate over time how community development investments yield quantifiable and anecdotal returns for tourism as well as local residents, with an emphasis on the interaction of the two.  

With the inclusion of small, medium and large sized projects and communities, it is hoped that over time some themes will emerge and some guidelines may be reached.  Since this is a multi-year project, results of the study will be released in phases and in the end as a comprehensive document. If deemed relevant, updates could be provided annually.

The results will not be a definitive answer to the questions what matters most and what are my biggest returns of investment?  Instead that decision is best made by the community.  


Case Study One:  Elkhart and the Lerner Theatre

[image: 9121610881_c0d41aa07f_z.jpg]The Lerner Theatre opened in 1923 in Elkhart, Ind.  After 70 years of operation, including multiple owners and name changes, the theatre was purchased by the City of Elkhart in 1990.  In 2007, the city decided to carry out a full-scale renovation of the theatre in order to reinvigorate it as a centerpiece of culture and community in downtown Elkhart. 

Public and private investments of $18 million were raised and invested in the project from 2009-2011.  The results of the renovation included the restoration of the theatre and the addition of the Crystal Ballroom, a brand new event space with capacity for up to 400 guests.

The new event space is used for dinners, award banquets and business meetings.  These events combined with theatre productions, concerts and community events created new reasons to visit downtown Elkhart.    The Lerner Theatre, Elkhart


In addition, in 2013, two years after the Lerner’s grand opening, a downtown development plan was also created to further the efforts to promote the downtown area.  The plan focused on three elements:  live, work and play. 

Questions
What, if any, impact has this significant investment had on the overall quality of place for the City of Elkhart, and specifically the area neighborhood? 




Results

Visitation 
[image: Screen Clipping]An initial study of visitors was conducted to determine who purchased tickets from the Lerner Theatre. 
The theatre provided a list of zip codes from ticket purchasers from 2011-2015.  The results indicated that the highest concentration of patrons was in the Elkhart and Goshen areas, followed by Mishawaka and South Bend.  The theatre best serves the area and then the region.

The results indicated that 86.65% of patrons come from within 25 miles of the Lerner.  The results also showed that 4.23% of patrons have come from further than 100 miles away, not an insignificant tourism draw for a regional theatre operation.

Social Media Findings
TripAdvisor (now the number one travel social exchange site) qualitative reviews offered insights about the visitor experience at the Lerner Theatre.  Overall, the Lerner Theatre received very high marks, with an average of 4.72 stars out of a possible 5 stars among its reviewers.  Of the reviewers whose locations were listed, those from Elkhart make up 48.8% and people from Indiana make up 75%, which provides an interesting insight that out-of-area guests are more likely to comment than local constituents.Lerner Theatre Sales Heat Map


Impact on Hotel Stays
In an effort to determine the theatre’s impact on hotel stays, the dates of all Lerner-associated events were assessed in relation to STR hotel data using Ordinary Least Squares (OLS) regression analysis.  

Whether the model looked at all events, just theatre events, just Crystal Ballroom events, or just events for which ticket sales were greater than 1,000, Lerner events had no statistical impact on either hotel occupancy rate or revenue per available room.   Given the out-of-area population, and the possibility of a Visiting Friends and Relative market, this is not unsurprising.

Business Owners’ Insights
An online survey was administered to business owners in downtown Elkhart in late November 2015.  While the sample size was small, the results seem to support the notion that disproportionately more restaurants, bars and coffee shops have opened than businesses in other sectors in recent years.

In addition, the results revealed that dining and nightlife-related businesses in general see anecdotal impact from Lerner Theatre events as sales were reported to rise in relation to events being held at the theatre. Business owners validated that the theatre creates business.

Qualitative Survey Insights
Finally, both the local business survey and a September 2015 survey of local residents were used to gauge qualitative opinions of the Lerner and the related downtown initiatives.

When business leaders were asked to cite their reasons for moving downtown, several motivators frequently surfaced.  Many individuals mentioned pride in the downtown area and some mentioned motivations such as a desire to help revitalize Elkhart. 

When asked about the specific impact of the Lerner and the downtown development plan projects, business leaders indicated greater impact for residents than they did for the business community.  For example, while 60% believed that the theatre renovation and the downtown development initiative have positively impacted their business by bringing more people downtown and improving Elkhart’s image, the other 40% of respondents said that these projects have not had any impact at all on their businesses. Still, more than half considered the theatre a positive impact. 

Likewise, while 65% had made at least a minor investment in their business in the last two years, only 41% of these said that the Lerner had any influence at all to motivate this investment. 

However, business owners felt almost unanimously that the Lerner Theatre renovation has had a positive impact on local residents.  They cited a number of direct effects, including increased vitality, heightened sense of community and civic pride and attractiveness of the downtown area.  

One respondent stated, “In the past years, downtown has made great strides.  The Lerner Theatre especially has been a big part of the success.”

The responses from business owners were similar to those of residents who were surveyed at an Art Walk event in September of 2015.  Of those surveyed, 88.71% thought that Downtown was moving in the right direction.
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Lerner Theatre Business District Business Change Over Time


Conclusion
[image: EmploymentChange.png]Overall, the Lerner Theatre renovation has had its biggest impact on the local Elkhart area.  

By all indications, it is the residents who benefit from the Lerner the most, and this is not surprising and was purposeful.  Although it does draw a small number of visitors from outside the region, the majority of Lerner Theatre patrons are people living within 10 miles of downtown Elkhart.    However, TripAdvisor reviews indicate that local residents feel a great deal of pride in the Lerner and visitors enjoy the experience.

The Lerner Theatre has had some impact on businesses in downtown Elkhart as well, particularly dining and nightlife that benefit from Lerner event attendees.
Lerner Theatre Business District Employment Change 

According to anecdotal and survey evidence, for a city that was particularly struggling during the Great Recession, the Lerner Theatre has improved downtown Elkhart’s reputation as a high quality location for arts and entertainment.  

Future research could continue to track whether these positive attitudes do indeed translate to increased economic success for businesses in the downtown area over time and as the project continues to mature. And more research could be directed toward the financial sustainability and return on investment of the Lerner.  There are no indications that the health of the facility is in jeopardy but it is still important for citizen to have an understanding of impacts whenever large sums of public funding are invested.  

Finally, this project shows the importance of how not all impact can be measured financially.  For Elkhart, the hope that the Lerner brought during the Great Recession was a particularly significant benefit from the project.  

While the theatre does provide a bit of injected stability and viability for downtown restaurants and nightlife, the Lerner’s main impact of civic pride should be considered substantial in its own right.


For additional data analyses related to The Lerner Theatre in Elkhart, See Appendix.
Take-Away Messages for Communities Considering Arts-Related Projects:
· Arts development and theatre projects first provide a benefit to residents
· Arts development and theatre projects take time to build success, but are nonetheless viable investment options
· Arts development and theatre projects usually take community investment to be sustainable, but the return on investment to the resident and subsequent nearby businesses is notable and worthwhile
· Arts development and theatre projects create demand, but for areas needing year-around economic viability, layers of other opportunities for engagement are needed (e.g. informal entertainment options)
· Residents take great pride in their community’s arts projects

[image: ]Case Study Two:  Evansville’s Franklin Street 
In 2012, Amy Rivers Word-Smith, the owner of Lamasco Bar, which is located at 1331 W. Franklin St., Evansville, formed the Franklin Street Events Association (FSEA).  Her bar is named for the former area’s town name and is in the National Register of Historic Places. It also is home to the annual West Side Nut Club Fall Festival, one of Indiana’s oldest-running and endearing festivals. 
This grass roots initiative includes other individuals who own and operate businesses along the one-mile stretch of Franklin Street that is bordered by North Saint Joseph Avenue to the west and North Fulton Avenue to the east.  

Franklin Street is in an older western section of Evansville, and at one time was the city’s “civic plaza.” Founded by German immigrants in the late 1880s, and by the turn of the century was a clearly defined area. While the flight from the city of the post World War II era did impact the neighborhood somewhat, it very much has maintained its own local feel and appeal.Franklin Street, Evansville


The Franklin Street group is volunteer-driven with the exception of one part-time consultant who specializes in event planning.

The association’s mission is: “…to encourage, coordinate and enhance the development and promotion of quality art, small business growth and entertainment of every variety.  We foster creative endeavors throughout the community and will position Franklin Street as a leading center for art, culture and entertainment.”

FSEA hosts regular events such as the Mardi Gras Pub Crawl, Color Me Fun 5k and the Franklin Street Bazaar to accomplish its mission.  The Bazaar, a farmer’s market, is its main event and takes place weekly on Saturdays in the spring, summer and fall.

This “home-grown” and “organic” movement is an example of how supporting a culture of entrepreneurship among business owners can re-ignite a city block by block.

Questions
What, if any, impact the activity of the FSEA has had on Franklin Street itself, as well as Evansville? 
To what extent, if any, FSEA impacted the local business climate along Franklin Street?
To what extent, if any, FSEA impacted the businesses of vendors participating in the weekly farmer’s market, the Bazaar?
How local community members have been affected by the association’s activities?
Where the visitors are coming from – is it mostly a local audience or are the visitors coming from further away?

Results
The research team sought out key stakeholders involved with the FSEA.  Through email and phone, the team communicated with these stakeholders.  With feedback from this group, the research team created a business survey for owners of businesses along Franklin Street. In addition, the team obtained previous business surveys that were conducted in 2014 and 2015. The team also utilized social media sites in order to analyze trends in the demographics and homes of its visitors.

Business Owner Survey
Anecdotal evidence was obtained from speaking with business owners that the FSEA did have a significant impact on the bricks and mortar businesses along the street.  In order to test this notion, a business survey was sent to 30 business owners on Franklin Street.  Fifteen business owners responded.  FSEA Impact on Growth
· 75% add staff on event days
· 70% have renovated space
· 77% say FSEA influenced willingness to invest more

In general, the results of the survey verified that the FSEA has had a significant and positive impact on the businesses along Franklin Street.

Four of the 15 respondents indicated that they began operations in 2013 or after, indicating business starts that began after the FSEA was formed.

One of the most significant findings of the survey was with regards to sales.  More than 86% of respondents indicated that their sales had either increased or increased significantly since the FSEA began hosting events in late 2013.  Of those who responded, 100% indicated that the believed the FSEA influenced the increase in sales to some degree.  

Moreover, 75% of respondents indicated that they either sometimes (58%) used more staff on days when events were being held or always used more staff on those days (17%).

Another key measure of economic impact was to the willingness of a business to invest in its growth.  Any revitalization that has occurred along the street in the past few years has solely been the result of investments by the business owners themselves.  

	
	2014
	2015
	Percent Change

	Number of vendors
	32
	110
	244%

	Net Profit (group total)
	$31,340
	$59,526
	90%

	Net Profit (average)
	$1,492
	$1,803
	21%


It was determined that 40% of businesses had invested in expanding their business space, 70% had invested in renovating existing space and all had invested in expanding their inventories or menu offerings.  Among these owners, nearly 77% responded that the activity of the FSEA had influenced their decision to make the investment.

With multiple comments such as “Busier on Saturday morning during Franklin St. Bazaar season and when there is an event,” the results of the business owner survey did indeed suggest that the activity of the FSEA has had a positive economic impact on the businesses along Franklin Street.

Bazaar Vendor Survey
In 2014, the first full year of the weekly farmer’s market (Bazaar), a surve
y was conducted of its vendors.  The survey identified a high level of vendor satisfaction with 30 of 32 vendors (93.75%) indicating that they planned on returning for the 2015 Bazaar season.Change in Franklin Street Bazaar Vendors and Profit in One Year of Growth. 


Average net profit reported by the vendors was just over $1,560 with a median of $910.  The highest reported net profit was $12,000 from one vendor with three vendors reporting no net profit.

In 2015, a follow-up survey was conducted and results from both surveys were compared.  Three key findings rose to the top.  First, the number of vendors participating increased 244% from 32 vendors in 2014 to 110 vendors in 2015.

Second, the Bazaar registered a 90% increase in its net profit from $31,340 in 2014 to $59,526 in 2015.Finally, the average reported net profit per individual vendor increased 21% from $1,492 in 2014 to $1,803 in 2015.

The reason that the average net profit per vendor did not increase more was due to the increased competition from more vendors with similar products. 

Finally, the Bazaar visitors also increased foot traffic to the restaurants and stores along Franklin Street as well.  The survey results supported the notion that farmer’s markets can be an important tool in developing and adding to an area’s cultural, arts and entertainment appeal.

Social Media Findings
With data that supported the premise that the Bazaar and other events were indeed creating economic impact, the group wanted to determine how the FSDA efforts and events were perceived by the community of Evansville.

Facebook Analysis
The FSEA Facebook page was analyzed.  The page had 11,461 likes and 197 user reviews with an average rating of 4.8 out of 5 starts.  With an active Facebook following, there was more information that could be gleaned.  
[image: ]
More than 77% of the site’s fans were women.  Moreover, the majority of those women were between 25-34 years old.  The FSEA Facebook page also had a high level of user engagement.

A key finding was that the city of origin of the site’s fans was much more diverse than expected.  FSEA fans were clearly not restricted to only residents of Evansville.  In fact, nearly 10% of those who were fans of the FSEA Facebook page, resided in areas more than 100 miles from Evansville.  
Franklin Street Events Association Location of Facebook Fans 

Of FSEA Facebook fans, 76.2% resided within 10 miles from Evansville; 9.63% resided 10-25 miles from Evansville; 4.62% resided 25-100 miles from Evansville; and 9.48% resided more than 100 miles from Evansville.

TripAdvisor Reviews
The research team also reviewed Franklin Street destinations reviews on TripAdvisor; however, found relatively few reviews.  No Franklin Street restaurants ranked in the city’s top 10.  Instead, most of the popularly reviewed restaurants were located closer to a major interstate exit.  Franklin Street establishments are five miles from that exit.


Yelp Reviews
Unlike TripAdvisor, the Yelp reviews of Franklin Street establishments did yield some interesting insights.  In fact, Franklin Street is home to both the top ranked sport in Evansville for arts and entertainment (PG Café and Gallery) and nightlife (Lamasco Bar and Grill.)Franklin Street Yelp Review Notes 
· Average distance for ten most recent Yelp reviews for the iconic Gerst House was almost 600 miles away
· The top Yelp rated nightlight venue, Lamasco Bar & Grill, and the top rated arts and entertainment venue, PG Café and Gallery, at the time of the study were located in the Franklin Street area


Like Facebook, the Yelp reviewers were not limited to local customers.  Although Yelp is sometimes regarded as a more “local” review service than TripAdvisor, this was not the case in this study.  

Home Values Impact
Although the business district on Franklin Street is only one mile, it is divided into two zip codes.  Housing data is also considered less than ideal for measuring the effect of the FSEA on home values.  
Since the FSEA Association only has two years of operating its events, trends in the broader economic impact of the city of Evansville are difficult to study.  As more data becomes available in future years, those studies will be able to yield increased findings.

Conclusion
The Franklin Street Events Association (FSEA) has had a measureable, positive impact the businesses located along the one-mile stretch of Franklin Street bordered by North St., Joseph Avenue to the west and North Fulton Avenue to the east since it began hosting events in 2013.

Since the FSEA’s local farmer’s market (Bazaar) has only been operating for two years, it is difficult to measure its long-term economic impact in Evansville.

However, findings from this research project do suggest that in a relatively short time, the FSEA has had positive impact on bricks and mortar businesses on Franklin Street, vendors participating in the weekly Bazaar and the community at large by adding significantly to the cultural attractions of Evansville.  

Finally, social media site reviews indicate that the FSEA events seem to be attracting visitor attention from much farther away than initially anticipated at the onset of this study.Take-Away Messages for Communities Considering Business District Revitalization Projects:
· In order for an area to be a successful candidate for revitalization, passionate leadership is essential
· Communities can encourage change of an area by enabling public policy and providing incentives for businesses to relocate to the area (e.g. reduced permitting)
· Locally grown businesses provide the most sustainable models as they are invested in the community
· Events can create demand drivers, but consistency in delivery – e.g. the weekly market – of events helps sustain business
· Having at least a part-time paid professional event planner if at all feasible ensures longevity of events, and ensures long-term viability
· Understanding the live – work – play model in a community is important
· Playing off the heritage and history of an area supports its unique selling proposition


 For additional data analyses related to Franklin Street in Evansville, See Appendix.



Case Study Three:  Indiana Dunes Tourism
Porter County features more than 15 miles of beaches along Lake Michigan, the Indiana Dunes and many trails through the dunes, nearby marshes and prairies. It has long been a playground for the region, offering a respite for those in Chicago and a destination for many throughout Indiana, Illinois and Michigan.

[image: Macintosh HD:Users:brenda:Desktop:Indiana Dunes.jpg]The Indiana Dunes State Park was established along the lakeshore in 1925.  The Indiana Dunes National Lakeshore was established in 1966.  Both parks remain popular destinations for swimming, hiking and birding.

In 1986, the Porter County Board of Commissioners created Indiana Dunes Tourism (IDT) in an effort to diversity the county’s economy that relied heavily on the steel industry.

The IDT’s mission is to “be the engaged destination leader by supporting and marketing the county’s distinct visitor experiences and advocating community and regional tourism benefits.”  IDT is funded by a 5% innkeeper’s tax.

IDT opened a new visitor center in 2006 after feasibility studies and through a unique collaboration.  The Dorothy Buell Memorial Visitor Center was built in response to remarkably low visitor rates at the center’s old location which averaged 7,500 visitors a year. The National Lakeshore visitor center also struggled with a lack of visibility.

Utilizing transportation grants and innkeepers’ tax funds, IDT built the Dorothy Buell Visitor Center along State Road 49, a major access artery to the parks.  The National Lakeshore Park is also housed in the center as IDT’s tenant.  The current visitor center hosts more than 80,000 visitors each year.

IDT also made other investments in the destination such as rebranding and improving signage for Trail 8 within the state park trails. This trail has been branded the 3 Dune Challenge.  IDT also negotiated with several towns to build the Dunes-Kankakee trail – a multi-use trail that will run on a north-south route, through most of the county, intersecting with existing east-west trails.  

Once finished, the trail will allow greater access to Porter County attractions for those arriving from Chicago by train as well as provided increased transportation options for residents

IDT also produces and underwrites the annual Dunes Deals coupon book distributed to visitors at the state park.  Dunes Deals is a tool to extend the stay of park visitors through awareness of area amenities.

Questions
To what extent, if any have local residents taken advantage of the tourism amenities in Porter County?
To what extent, if any, have tourism related investment affected the quality of life of Porter County residents?
How have local businesses been impacted by tourism and tourism related investments?
How has the tourism industry affected the economy of Porter County?

Business Surveys
It was determined that the business owner survey should seek to determine the extent to which business practices are influenced by tourism, whether businesses utilize tourism products and business owners’ perceptions of the Porter County tourism industry and products.

Business surveys were distributed via electronic newsletter through three Porter County Chambers of Commerce.  There were 47 responses.  One-third of the respondents were not directly related to the tourism industry.  The survey indicated that businesses employed more full-time and part-time workers in the summer – tourism season for Indiana Dunes.Perceived influence of Dunes tourism to local businesses. 


Despite approximately two-thirds of respondents being from tourism-related businesses, more than half of the local businesses, 56%, who responded did not perceive that tourism influenced their business’s success even though other statistics may support other views as is explained later.

Of the various amenities offered up as influencers, the beaches and visitor center were perceived to have the most influence on local businesses.  The Indiana Dunes trails and the 3 Dune Challenge were perceived to be the third and fourth most influential amenities.  

Businesses reported that they utilized tourism amenities most frequently for entertaining clients.  The beaches and 3 Dune Challenge were also mentioned as destinations for team-building exercises.  

Only 14% of respondents reported participating in the Dunes Deals promotion.  Of participants, 45% reported significant value, 22% reported some value and 33% reported no value.  Therefore 67% of respondents found significant or some value in the Dunes Deals.  
‘
Additionally, almost two-thirds of businesses, 59%, reported an increase in out of town customers since the new visitor opened in 2006.  Paradoxically, despite a significant portion of businesses reporting that tourism has no influence on the success of their business, when more specific indicators were given, many indicated positive influence of tourism related business and utilization of tourism amenities.  Change in Out-of-Area Customers Since 2006 Visitor Center Opening 


Open-ended survey questions addressed reasons for locating business in Porter County and ways in which tourism influences Porter County businesses and quality of life.  Often businesses chose to locate in Porter County because business owners lived there, good schools and opportunities for business expansion.  

Comments about the impact of tourism on business centered on the attraction of the natural beauty of the area included:

“Tourism impacts greatly especially in retail, hotels and restaurants.  We are a great destination.” 
“In the summertime, it does but not for the rest of the year.”

Business owners’ responses regarding how tourism influences quality of life included comments about a stronger economy, money brought into the county as well as summer crowding and opportunities to increase communications to residents.

“It is one of the most important quality of life factors to living in the area.”


Residents Survey
There were 160 responses to the residents’ survey.  The survey sample was recruited via postcards mailed to a random sample of Porter County residents with an incentive ($50 gift card or poster), although also advertising the survey via IDT’s Facebook page and newsletter might have biased the sample somewhat.

When asked why residents chose to live in Porter County, recreation opportunities (12.7%) and natural environment (13.5%) were cited almost as frequently as proximity to Chicago (14.3%).  Additionally, when residents were asked to rate Porter County as a place to live on a scale of 0-10, the average response was 9.  

More than 64% of respondents reported having never used the 3 Dune Challenge; however only 40% reported never using Trail 8.  The beach was the most popular amenity among residents.  The South Shore train was cited as being used by almost as many residents but not as frequently.  Hiking trails ranked third in usage with the Indiana Visitor Center ranking a close fourth.

Though residents made significant usage of IDT generated information materials, several open-ended responses mentioned greater marketing towards residents would be beneficial.  The Pavilion development in Indiana Dunes State Park was mentioned frequently in comments regarding ways to improve quality of life in Porter County.  

Improved bike lanes, public transit, reduced pollution from the steel plants, improved communications about events in Porter County and more recreation and events for kids were frequently mentioned.

Social Media Findings

TripAdvisor
IDT has produced the Dunes Deals coupon book for approximately five years.  IDT has an exclusive contract with Indiana Dunes State Park to distribute coupon books at the park.  The book includes coupons for restaurants, lodging, services and attractions.

To determine if the coupon book was bringing in tourists, the percentage of out-of-town visitors who reviewed the participating restaurants were compared to the percentage of local reviewers.  The number of reviewers located outside of the three-county area within the most recent 30 reviews for each restaurant were tallied and averaged.  

Out-of-area reviewers make up a much higher percentage of all reviewers for restaurants that advertise in the Dunes Deals coupon books compared to those restaurants that did not advertise.

Hiking and Trails Sites
To further assess the impact of the rebranding of Trail 8 as the 3 Dune Challenge, reviews of the Indiana Dunes State Park trails on various trail-rating sites including alltrails.com, everytrail.com and trails.com were analyzed.  Though reviews were limited, trends existed of complaints about poor signage and warnings about getting lost on Trail 8 before the rebranding.  

After 2013, when the trail was rebranded, though complaints about other trails continued, comments about the 3 Brand Challenge generally noted the improved signage.

Economic Indicators
IDT has commissioned several economic impact reports from the firm Certec.  Those figures were compared to other broader economic indicators.  Analysis indicated that while the country as a whole was in decline, Porter County tourism was still enjoying a moderate increase.  

Additionally, total wages in the Porter County tourism industry were able to withstand the economic downtown in 2008, while total wages overall in Porter County did not.  Total tourism wages were able to withstand the downturn but total tourism employment was negatively impacted.  However, recovery was much swifter in the tourism industry than in the general Porter County economy.

Conclusion
The findings from the business and residential surveys suggest positive impact for both from the tourism industry in Porter County.  Though business owners did not perceive positive return on investment, indicators such as seasonal employment fluctuations and perceived business opportunities indicate positive impact is indeed true.

Residents were more openly positive about tourism’s impacts.  Though some issues were raised regarding summer crowding, poor beach access and development on the beach, the general opinion was that tourism provides significant positive impact for residents.

Though the branding of the 3 Dunes Trail did not appear to increase awareness or usage among local residents, anecdotal evidence from trail review sites suggest that it has improved the experience of trail users.

[bookmark: _GoBack]Dunes Deals appears to have increased participants reach among visitors but its value does not appear to be recognized from participating businesses even though those that participate tend to garner more social media comments and reviewTake-Away Messages for Communities Considering Outdoor-Related Projects:
· Place-based investments that contribute to outdoor recreation return well in both visitor and resident perceived value but the connection to that value is not as obvious as others might be
· Because outdoor recreation investments are often removed from the businesses served by those investments, the connection can be harder to track even if impactful
· Residents have “ownership” in their outdoor spaces, and therefore may not welcome intrusions by out-of-area visitors as easily (e.g. perceptions of crowding)
· Outdoor recreation investments are not tax-producers unto themselves, but are place-producers and therefore harder to test for return on investment
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