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2016 Drag Race Survey Summary  

A HiRail North Shore Challenge Drag Race survey was developed by the Economic Development department 

through research on sport tourism events, and the Canadian Sport Tourism Alliance.  The survey was developed to 
attempt to measure the economic impact the 2016 HiRail North Shore Challenge Drag Races had on the Municipality 
of Elliot Lake, as well as any tourism impact it may have had.  The survey was created using Survey Monkey, a web 

based survey company that takes real time data and analysis of results.   

Throughout the weekend of July 16, 17, 18, multiple surveyors toured the Airport Drag way randomly approaching 
attendees and completing the survey with them on iPads.  The data was entered in real time online, and stored on the 

SurveyMonkey.com website, within the City’s account.  The data was then retrieved for analysis.  

Assumptions made for survey data analysis: 

• That survey results are adult attendees 

• That survey results are a representation  of 1104 adult attendees (from final gate numbers) 

o Sample size 130 

o Confidence level  95% + or – 10 

 

Attendee Information 
1. 100% of attendees specifically came to Elliot Lake to attend the drag races 

a. Of which 8% of people have never been to Elliot Lake before, while 92% are returning visitors 
2. 60% of attendees travelled from out of town of which; 

a. 53% were from Sudbury 

b. 27% from the North Shore 
c. 13% from Sault Ste. Marie 

d. 7% from Southern Ontario 
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Travel and Accommodation 

3. 36% of attendees from out of town stayed overnight, while 64% made day trips. 
4. 66% of attendees who stayed overnight stayed between 2-3 nights in varying accommodations 
5. It is assumed that 56% of attendees who stayed 

overnight booked paid accommodations.  
Accommodations booked by attendees included; 

a. 24% hotel 
b. 24% family/friends 
c. 24% camping 

d. 8% lodge 

 

6. 64% of attendees made day trips to attend the drag 
races of which; 

a. 55% made 1 day trip 
b. 16% made 2 day trips 

c. 29% made between 3-5+ trips to attend 

Tourism 
7. Although attendees travelled 

specifically for the drag races, 36% 
of attendees planned on spending 

extra nights in Elliot Lake for 
leisure/visiting family friends, etc. 

8. Of those 36%; 

a. 40% stayed one extra 
night 

b. 30% stayed 3 extra nights 
c. 20% stayed 2 extra nights 
d. 10% stayed 4 extra nights 

 

Spending 
9. General spending was measured within 9 different categories by asking attendees about their spending habits 

in Elliot Lake during/for the Drag race weekend.  
a. 66% spent on Restaurant/Bars/Fast Food in town 
b. 25% spent on groceries  

c. 61% spent on merchandise at event 
d. 14% spent on other retail in Elliot Lake 

e. 38% spent on car expenses (Gas etc.) In Elliot Lake 
f. 11% spent on Taxi services 
g. 38% spent at the LCBO/Beer Store in Elliot Lake 
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Event Information 

10. 70% of attendees have been to the Drag Races 
before while 30% were newcomers this year 

a. Of the 70%, over 30% of attendees 

have been attending for 10+ years 
b. 31% between 4-6 years 

c. 28% between 1-3 
d. 9% between 7-9 years 

 

 

11. What attracted attendees to the races were surveyed by car racing, on track/off track entertainment, kids 

activities or all of the above.  While most attendees were attracted for the highlight event of car racing 
(68%), about 20% of people were attracted for all the events listed above throughout the drag race 
weekend. 

12. Overall all types of marketing and media were seen by attendees however the top 5 ways attendees heard of 
the drags were; (note this question allowed multiple answers so each answer is based out of 100%) 

a. Friends/Family – 68% of attendees heard through 
b. Radio Ads – 32% 
c. Print Ads/paper – 17% 

d. Billboard – 15% 
e. CTV and Website – 14% each 
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13. Attendees were asked on a scale of 0-10 (0 being you would not attend again, and 10 being excellent) their 
overall experience of the drag races 

a. 30 % rated the overall experience at 10 
b. 18% rated the overall experience at 9 

c. 39% rated the overall experience at 8 
d. Remaining 15% ranged from 7-1 
e.  0% of attendees responded they would not attend again 
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Economic Impact  

Using data and assumptions from the Drag Race Survey, an Economic Impact analysis was developed using the 

Ministry of Tourism, Culture and Sports’  ‘Tourism Regional Economic Impact Model’.  The Impact model allows 
you to enter the Census division of the community, in this case Algoma, and then the number of attendants to event, 
the percentage of attendees who stayed overnight or made day trips, and the average days spent over night.  The 

econometric model then calculates the overall impact the 2016 drag races had on the Algoma Region.   

Assumptions inputted into the Tourism Regional Impact Model included; 

• All attendees were used including; Adult day/weekend/VIP, Child day/weekend/VIP and Youth 10& 

under Free = 1469 

• Drivers and Pit crews were not included in calculation 

• Percentage of those who made day trips and stayed overnight was used from the survey results: 64% Same 

day visitors, 36% stayed overnight 

Overall estimated economic impact to the Algoma region over the three day event was $244,315.  This includes 

visitor spending within Tourism and supported industry related expenses.  The detailed report is attached for more 
detailed information. 
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