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What This Research Found 

The UK outdoor events sector is worth at least £25 billion a year to the national economy. That figure covers 
the core economic value that outdoor events generate - not just ticket sales and organiser income, but every 
pound spent on transport, staffing, production and supply chains because an event happened. It makes 
outdoor events the single largest component of the UK's £61.6 billion events industry - bigger than 
conferences, exhibitions and business events combined. 

To put flesh on that headline number, this research mapped and profiled more than 500 named UK outdoor 
events, collected survey data from 178 event organisers and ran focus groups with over 100 professionals 
from across the industry. These data sources were triangulated with event impact evaluation reports 
produced throughout the UK to gain broad and robust insight into the true value of the outdoor events sector. 
The findings are consistent: the sector is larger than it knows, more valuable than it can currently prove, and 
under more pressure than government and stakeholders appreciate. 

 

£25bn+ 

Annual direct economic 
value of the sector 

UKEVENTS Report 2024, VOE 
research1 

592 

Music festivals in the UK 
(2025) 

AIF Festival Forecast 2025 

7 million 

People attend agricultural 
shows every year 

ASAO  

Est. 70,000 

Charities running outdoor 
events 

VOE research, ONS 

 

23.5m 

Music tourists at live 
events (2024) 

UK Music Hometown Glory 
2024 

£10bn 

Total tourism value of live 
music (2024) 
UK Music 2024 

200m+ 

Attendance occasions all 
outdoor events 

UKEVENTS / VOE research 

249 

Festivals closed since 
2019 

AIF 2025 

 

The central finding of this research is not complicated: events generate far more economic value 
than their organisers ever see in their own accounts. Every pound of ticket income, sponsorship 
or grant triggers roughly another £1.50–£2.80 in spending by visitors, suppliers and staff - and in 
many cases much more. Understanding that gap is the foundation of any credible advocacy for 
the sector. This means that the sector’s total economic impact could be as much as £50billion. 

 

 
1 VOE Research = the data gathered through this research project to understand the value of outdoor events 



A Note on Methodology: Comparison with the 2019 EIF Study 

This research builds on the only previous comparable study of the UK outdoor events sector: the Value of 
Outdoor Events 2018, produced by Bournemouth University (Dr Caroline Jackson, Professor Adam Blake 
and Jon Hibbert) for the Events Industry Forum in October 2019. That report established the first 
independent, credible baseline for the economic and sociocultural contribution of the sector, finding 141.5 
million attendance occasions, £39.5 billion in total spend, £30.4 billion in Gross Value Added and 
approximately 589,000 full-time equivalent jobs in 2018. 

The two studies differ significantly in methodology, which means their headline figures should not be directly 
compared. The 2019 study measured the economic contribution of outdoor events from the demand side: it 
surveyed a representative sample of 4,463 members of the UK public about their attendance at, and 
spending on, outdoor events in 2018. Economic contribution (GVA and employment) was then calculated by 
applying ONS input-output multipliers to that reported expenditure. This approach captures the full breadth of 
attendee spending and produces a top-down estimate of the sector’s total scale. Its strength is 
representativeness; its acknowledged limitation is that it relies on retrospective memory recall by consumers 
rather than on direct data from event organisers. 

The present study takes a predominantly supply side approach: it gathered data directly from 176 event 
organisers through surveys, mapped and profiled more than 500 named UK outdoor events, and triangulated 
those findings with published impact evaluations and sector data. Economic value is estimated upwards from 
organiser turnover and supply chain spend using event-type multipliers, rather than downwards from 
consumer expenditure surveys. This approach is well suited to understanding the organiser and supply chain 
economy, and to providing practical benchmarks that event managers can use. Its acknowledged limitation is 
that organiser-reported turnover data tends to undercount the full visitor economy, particularly for free-to-
attend events where the organiser’s own financial account bears little relation to the economic activity the 
event generates. 

The two approaches are complementary rather than competing, and both are consistent with the 
eventIMPACTS two-stream framework (visitor spend and organiser/supply chain spend) that is the national 
standard for event impact measurement. Where the findings of the two studies point in the same direction – 
as they do on the scale of employment, the importance of volunteer labour, the dominance of music events 
in economic terms, and the breadth of the sector’s sociocultural contribution – that convergence strengthens 
the overall evidence base. Where headline figures differ (the 2019 study produces a larger total spend figure, 
reflecting its capture of full visitor expenditure), this reflects methodological scope rather than a real-world 
decline in sector value. In fact, accounting for inflation, post-COVID recovery, and the growth of the festival 
and outdoor events market between 2018 and 2025, the sector’s underlying economic contribution is likely to 
be at least as large as it was in 2018, and in many sub-sectors considerably larger. 

Both studies agree on what matters most: that the outdoor events sector is systematically underestimated, 
that its economic contribution rivals other DCMS-recognised sectors, that its sociocultural value is real and 
important but consistently under-evidenced, and that the sector needs better data infrastructure if it is to 
make its case effectively to government and funders. The 2019 study noted that the sector tends to be 
“underestimated and undervalued” because measuring it is difficult. Seven years on, that observation 
remains accurate. The present research is a further step towards addressing it. 



The Sector Nobody Has Fully Counted 

One of the most striking discoveries in this research is how difficult it is to say with confidence how many 
outdoor events take place in the UK each year. Nobody has counted them all, and the EIF's own UK 
Festivals Data Map (launched in 2024/25 in partnership with LIVE) was, remarkably, the first attempt to count 
music festivals alone. It found 850 festivals in England, Wales and Scotland in 2024. The AIF's Festival 
Forecast 2025 put the current number at 592, noting that the sector's peak was 800–900 before the losses of 
recent years. 

Music festivals are the easiest category to count because they attract the most attention. Every other 
category, such as agricultural shows, community events, running races, food festivals, charity events, 
Christmas markets is much harder to gauge. When you add them all together, the picture that emerges is of 
a sector of extraordinary breadth and depth that has never been comprehensively captured in a single 
dataset. 

Here is what we know about the scale of each main category: 

 

Category Est. no. of events 
UK 

Attendance (annual) Best data source 

Music & performing arts 
festivals 

592 music 
festivals (2025) 

23.5 million (music 
tourists alone) 

AIF Festival Forecast 2025; UK 
Music 2024 

Agricultural & countryside 
shows 

200–500+ shows 
annually 

7 million people per year ASAO / House of Commons 
Library 2022 

Community, heritage & 
cultural events 

Tens of thousands 50 million+ occasions 
(est.) 

UKEVENTS 2024 (£5.6bn 
contribution) 

Running, cycling & mass 
participation sport 

300+ major events 10m+ participants  UK Sport / RunThrough / Let's 
Do This 

Food, drink & lifestyle 
festivals 

Thousands 5–10 million (est.) Streetfoodhub; Foodies Festival 
data 

Christmas markets & 
seasonal events 

Hundreds 50 million+ occasions 
(est.) 

UKEVENTS 2024; Visit Britain 

Vehicle, air, boat & 
specialist shows 

Hundreds 500k–1m (major shows) UKEVENTS 2024 

Charity outdoor events Est. 70,000 
organisations 

Millions of participants VOE research; Enthuse Charity 
Pulse 2025 

 

These numbers are the backdrop to everything else in this report. The outdoor events sector is not a niche. It 
is a mass-participation industry that touches tens of millions of people's lives every year, from the 
grandmother who goes to the county show to the teenager in a field in Somerset. What it lacks is a coherent 
way of telling its own story. 



What Events Are Actually Worth 

Understanding what an outdoor event is truly worth to its host area requires separating two distinct types of 
economic impact that are frequently conflated. Getting this right matters enormously for event managers 
making their case to funders, councils and sponsors, because each stream of value has a different audience 
and a different argument. 

Two streams of economic impact 

The eventIMPACTS framework, developed in partnership with EventScotland, Discover Northern Ireland, the 
Welsh Government and UK Sport, and used as the national standard for event impact assessment, 
distinguishes clearly between: 

 

Stream What it is Who benefits Typical share of 
total 

Visitor 
spend 

Additional expenditure by people 
who attend the event - in hotels, 
restaurants, transport, retail and 
local attractions. Counts only 'new 
money': spending by visitors who 
wouldn't otherwise have been in the 
area. 

Hotels, B&Bs, restaurants, pubs, 
cafes, petrol stations, car parks, 
shops, local transport operators. 
Flows primarily to the hospitality and 
retail economy. 

60–80% of direct 
impact at most 

events 

Organiser 
/ supply 
chain 
spend 

Event organiser expenditure on 
locally-sourced goods, services and 
labour: production crews, security, 
site infrastructure, contractors, 
equipment hire, marketing, catering 
suppliers. Counts only spending 
with suppliers based in the host 
economy. 

Local production companies, 
security firms, technical suppliers, 
printers, caterers, marquee and 
equipment hire companies, local 
freelancers and contractors. Flows 
primarily to the B2B economy. 

20–40% of direct 
impact at most 

events 

 

Added together, and after deducting 'deadweight' (spending that would have happened without the event) 
and 'leakage' (money flowing to suppliers outside the area), these form the direct economic impact. Apply a 
multiplier to account for secondary effects (money circulating further through the local economy as recipients 
spend their income in turn) and you reach the total economic impact. 

The Edinburgh Festivals 2022 impact study illustrates this clearly. Of the festivals' £367 million net economic 
impact for Scotland, different multipliers were applied to visitor spend (a tourism multiplier, reflecting 
spending in hospitality and retail) and organiser spend (a non-tourism multiplier, reflecting spending in 
production and supply chain businesses). These are different parts of the economy with different circulation 
patterns and treating them as the same produces a less accurate result. 

For event managers: when presenting your economic case, distinguish clearly between what your 
visitors spend locally (the visitor economy argument - strongest for local authorities and tourism bodies) 
and what your organisation spends with local suppliers (the supply chain argument - strongest for 
economic development organisations and procurement teams).  

 

The multiplier in practice: evidence from across the sector 

The ratio between an event's total economic impact and its direct inputs is known as the multiplier. This 
research draws on four independently commissioned impact studies published in 2025/26, alongside the 
eventIMPACTS case study library, to calibrate multipliers for different event types and scales. The evidence 
spans free street festivals, international sporting events, small rural music festivals and large urban events. 

 



Event Type Visitor 
spend 
(direct) 

Organiser / 
supply chain 

spend 

Total direct 
economic 

impact 

Multiplier 
(approx.) 

Source 

Eurovision 
Song Contest, 
Liverpool 2023 
(473,000 total 
attendees) 

Urban 
cultural 

£43.0m £11.8m £54.8m 
direct 

(£24.4m 
GVA) 

1.9–2.2x eventIMPACTS 
/ Liverpool 
Heseltine 
Institute 

UCI Cycling 
World 
Championships, 
Scotland 2023 
(multi-venue, 14 
local 
authorities) 

Outdoor 
sport (free 
spectator) 

£220m 
(visitor 
spend) 

Included £205m GVA 
(£344m 

incremental 
spend) 

~1.7x GVA 
(2.5x gross) 

eventIMPACTS 
/ UCI / Scottish 
Govt 

BBC Radio 1 
Big Weekend, 
Dundee 2023 
(33,652 unique 
visitors) 

Outdoor 
music 

£1.8m Included £2.9m net 
direct 

~2.4x vs 
visitor spend 

alone 

eventIMPACTS 
/ Dundee City 
Council 

HebCelt 
Festival, 
Stornoway 
2023 (~5,000 
capacity, rural 
island) 

Rural music 
festival 

Included Included £3.6m boost 
to local 

economy 

~2.5–3x vs 
est. turnover 

eventIMPACTS 
/ MKA 
Associates 

Briggs 
Equipment 
North West 
200, NI 2024 
(74,741 unique 
spectators — 
free event) 

Outdoor 
motorsport 
(free) 

£19.5m 
tourism 
impact 

Not reported £19.5m 
(tourism 

only) 

High: 
~£260/unique 

visitor 

eventIMPACTS 
/ NW200 
organisers 

Hijinx Unity 
Festival, Cardiff 
2022 (8,000 
visitors — 
inclusive arts) 

Community 
arts 
(outdoor 
elements) 

Included Included £300,000+ 
direct 

£4.84 social 
value per £1 

invested 

eventIMPACTS 
/ Hijinx 

Glastonbury 
Festival, 
Somerset 2023 
(140,000+ 
attendees, 5 
days) 

Outdoor 
music 
festival 

≤£1.6m off-
site 

(Somerset 
community); 
~£6.5m off-

site 
campsites 

£12m to 258 
Somerset 

companies (of 
£62m total 
organiser 

spend across 
922 

organisations) 

£168m 
national 
income; 

£32m 
Somerset; 
1,100+ UK 
jobs (325 

Somerset); 
10,000+ 

volunteers 

~2.7x 
national 
(£168m 

income / 
~£62m 

organiser 
cost) 

Fourth Street / 
Glastonbury 
Festival 
Economic 
Impact 
Summary 2023 

Notting Hill 
Carnival, 
London 2024 
(~2m visitors — 
free event) 

Free street 
festival / 
cultural 

Included in 
£396m (free 
event — no 

ticket 
income) 

Included in 
£396m 

£396m 
direct 

economic 
impact for 
London; 

~3,000 FTE 
jobs; 

160,000 
international 

tourists 
annually 

~£198 per 
visitor (free 

event — 
entire impact 
from visitor 

spend) 

JN Bank / The 
Voice (Aug 
2024); Mayor 
of London, City 
Hall 2025 



Event Type Visitor 
spend 
(direct) 

Organiser / 
supply chain 

spend 

Total direct 
economic 

impact 

Multiplier 
(approx.) 

Source 

Warwick Folk 
Festival 2025 
(Warwickshire 
— 70% out-of-
county visitors) 

Arts / folk 
festival 
(regional) 

Majority of 
~£1m; 
70.5% 

overnight 
stays 

Included in 
~£1m 

~£1m 
additional 
benefit for 
Warwick; 
59% town 

centre 
footfall 

uplift (2025); 
46% avg 

uplift 2023–
25 

High: 70% 
out-of-
county, 
70.5% 

overnight 
stays — 
strong 

additionality 
profile 

Independent 
economic 
impact 
analysis, 
Warwick Folk 
Festival, Feb 
2026 

Diwali, 
Leicester 
(annual — free 
community 
event; tens of 
thousands of 
visitors) 

Free 
cultural / 
heritage 
(community) 

Included in 
£3.5m (free 
event — no 

ticket 
income) 

~£250,000 
organiser cost 

(2023); 
funded by 

Leicester City 
Council 

£3.5m local 
economic 

contribution 
(Leicester 

City Council 
Tourism 

Action Plan 
2020–25) 

~14x 
organiser 
cost (free 

event — high 
multiplier 
typical of 

community 
events with 

low 
organiser 

cost relative 
to visitor 
activity) 

Leicester City 
Council 
Tourism Action 
Plan 2020–25; 
ITV News 
Central (Aug 
2024) 

Royal National 
Mòd, Paisley 
2023 (traditional 
cultural festival) 

Heritage / 
cultural 

£1.65m 
visitor + 
pre/post 

£0.56m 
organiser 

local spend 

£2.29m total 
direct 

27 jobs via 
Type I 

multiplier 

eventIMPACTS 
/ independent 
study 

Derry 
Halloween 2023 
(110,000 
visitors — free 
event) 

Free street 
festival / 
seasonal 

Included in 
£3m 

Included in 
£3m 

£3m 
economic 
benefit (+ 
£5.4m PR 

value) 

~£27 per 
visitor (free 

event) 

eventIMPACTS 
/ Derry City 
Council 

Belladrum 
Tartan Heart 
Festival 2025 
(25,000/day, 
Highlands) 

Rural music 
festival 

£5.6m 
visitor 
spend 

Not 
separately 
reported 

£7.8m 
Highland 
£11.2m 
national 

2.8x vs est. 
organiser 
turnover 

Independent 
report, Feb 
2026 

The Open at 
Royal Portrush 
2025 (278,000 
attendance, 6 
days) 

Outdoor 
sport 

Majority of 
£89.2m 

Included £89.2m 
direct NI 
(+£191m 

destination 
marketing) 

2.6x vs est. 
operational 

cost 

R&A / Sheffield 
Hallam / 
Tourism NI 

DF Concerts 
summer 
programme 
2025 (17 
outdoor events, 
607,632 fans, 
Scotland) 

Outdoor 
music 
(multiple) 

£113.8m 
direct visitor 

spend 

£50.7m 
supply chain / 

indirect 

£164.6m 
total impact 

1.9x avg 
(2.8x peak 

events) 

Standout 
Magazine / DF 
Concerts 

Sources: eventIMPACTS case study library (www.eventimpacts.com); DF Concerts / Standout Magazine 
(January 2026); independent economic impact report for Belladrum Tartan Heart Festival (February 2026); 
R&A / Tourism Northern Ireland / Sheffield Hallam University SIRC (November 2025); Fourth Street / 
Glastonbury Festival Economic Impact Summary 2023; JN Bank / The Voice (August 2024); independent 
economic impact analysis, Warwick Folk Festival (February 2026); Leicester City Council Tourism Action 
Plan 2020–25. 



What the evidence tells us about multipliers 

Several consistent patterns emerge from these studies that event managers can apply to their own 
situations: 

• Rural and island events generate disproportionately high local multipliers. HebCelt on the Isle of 
Lewis and the North West 200 on the Causeway Coast both demonstrate that when visitors travel 
specifically for an event and have limited alternative spending destinations, the economic circulation 
stays tightly within the local area. Warwick Folk Festival reinforces this in an English context: with 
70% of visitors from outside Warwickshire and 70.5% staying overnight, the festival generates a 
strong additionality profile typical of events that draw a regional or national audience to a smaller 
host town. This is a powerful argument for rural and market-town events that often underestimate 
their own value. 

• The split between visitor spend and organiser/supply chain spend varies significantly by event type. 
The DF Concerts data is unusually transparent: of their £164.6 million total economic impact, £113.8 
million came from direct visitor spend (accommodation, food and drink, transport) and £50.7 million 
from indirect supply chain effects - a roughly 70/30 split. Eurovision Liverpool showed a similar 
pattern: £43 million visitor spend and £11.8 million organiser spend in the city, from a total direct 
impact of £54.8 million. Glastonbury 2023 provides an English benchmark at a different scale: of its 
£62 million total organiser spend, just under £12 million stayed in Somerset with local suppliers, 
while the £168 million national income figure captures the broader ripple through the UK economy. 

• Organiser spend matters most to local economic development arguments. The £11.8 million of 
Eurovision organiser spend in Liverpool City Region supported local production companies, 
hospitality operators and contractors in a way that visitor spend does not. Procurement decisions are 
entirely within an organiser's control and directly determine the supply chain component of economic 
impact. 

• The multiplier is highest for events bringing in out-of-area overnight visitors. For example, the Open 
at Royal Portrush (59.5% of attendees from outside Northern Ireland; 62% attending for the first 
time), HebCelt (53% from outside the local authority area), and Warwick Folk Festival 2025 (70% 
from outside Warwickshire; 70.5% overnight stays) all demonstrate that ‘additionality’ - new money 
entering the local economy - is the key driver of impact. Day visitors from within the area represent 
lower additionality because they would likely spend locally regardless. 

• Sporting events with open road courses or free viewing have particular measurement challenges. 
The UCI Cycling World Championships illustrates this: with spectators watching from multiple points 
along a free-access course, raw crowd estimates can overstate unique visitor numbers significantly. 
The eventIMPACTS methodology applies a 'repeat viewing factor' - for example, if spectators watch 
from an average of two locations, a headcount of 10,000 represents 5,000 unique visitors for impact 
calculation purposes. 

How to think about free events 

Some of the most important outdoor events in this research are free to attend. This creates a specific 
measurement problem: with no ticket income, the organiser's financial account tells almost nothing about the 
event's economic value. Understanding this distinction is critical for free event organisers making their case 
to funders and local authorities. 

The eventIMPACTS framework provides clear guidance on this. For free events, the visitor spend 
component is calculated not from ticket income (which is zero) but from survey-based estimates of what 
attendees actually spend beyond the event gate - accommodation, food, transport, shopping. The supply 
chain component is calculated from the organiser's own expenditure with local suppliers, which may be 
substantial even when entry is free. 

Derry Halloween - Europe's largest free Halloween festival - drew 110,000 visitors to the city over three 
nights in 2023 and generated £3 million in economic benefit plus £5.4 million in PR value. The economic 
impact per unique visitor was approximately £27 - a modest figure by commercial event standards,but 
multiplied across 110,000 visitors this represents very significant local hospitality and retail income. By any 
measure, this is a public good that far exceeds its cost to organise. 

The North West 200 road racing event in Northern Ireland provides a striking free-event case study. With 
74,741 unique spectators (not raw headcount) generating £19.5 million in tourism economic impact, the 
average economic contribution per unique visitor was approximately £261. This is a free-to-watch outdoor 
motorsport event delivering £261 of economic value per spectator, entirely through spending on 
accommodation, food, fuel and associated tourism rather than any ticket income. 



England’s largest free outdoor event makes the same point at a different scale entirely. Notting Hill Carnival 
drew approximately two million visitors to west London over the August bank holiday weekend in 2024 and 
generated an estimated £396 million in direct economic impact – all of it from visitor spending on 
accommodation, food, transport and retail, with zero ticket income. Research commissioned by The Voice 
(JN Bank economist James Williams, 2024) found this equates to roughly £198 per visitor, supporting 
approximately 3,000 full-time equivalent jobs and attracting 160,000 international tourists annually. The 
Mayor of London cited these findings when announcing additional public investment in the event. At a more 
local scale, Leicester’s Diwali celebrations – free to attend and drawing tens of thousands to the Golden Mile 
each October – contribute an estimated £3.5 million to the local economy annually according to Leicester 
City Council’s own Tourism Action Plan, generated at an organiser cost of around £250,000. The ratio of 
economic impact to organiser cost is approximately 14:1: a reminder that for free community events, the 
organiser’s account is almost entirely disconnected from the economic value generated. For free event 
organisers of any scale making their case to funders and local authorities, the principle illustrated here 
applies just as much to a free community festival drawing 5,000 people as to one drawing two million: the 
absence of a box office is not the absence of economic value. The visitor survey is the box office for a free 
event, and the numbers it reveals are what matter. 

Our own survey data reinforces this point with two contrasting examples. Gwyl Fwyd Caernarfon - a food 
festival with 42,000 visitors in a single day - reported organiser turnover of £70 because it is entirely grant-
funded. The town of Caernarfon received millions of pounds of visitor spend from an event that would 
register as negligible in any turnover-based economic analysis. Similarly, Ipswich Music Day draws 10,000–
25,000 people to the town centre with £16,860 in organiser turnover, but generates hospitality and retail 
spend that is orders of magnitude larger. 

 

What influences the multiplier most 

Based on the published studies and the data gathered in this research, the following factors have the 
greatest influence on how large an event's multiplier will be: 

 

Factor Higher multiplier Lower multiplier 

Visitor origin ▲  Majority from outside the local area 
(national/international) 

▼  Majority local day visitors who 
would spend locally anyway 

Overnight stays ▲  High proportion of attendees 
staying in commercial accommodation 

▼  Predominantly day visitors 
returning home same day 

Location ▲  Rural or coastal area with limited 
alternative visitor spending 
destinations 

▼  City centre with abundant 
alternative spending options 

Procurement ▲  High proportion of organiser spend 
with local/regional suppliers 

▼  National or international 
contractors sourced from outside the 
area 

Event type ▲  Multi-day festival or championship 
requiring participant travel and 
accommodation 

▼  Single-day community event 
drawing primarily local attendees 

Additionality ▲  Event is the primary or sole reason 
for visit; visitors would not have come 
otherwise 

▼  Event visitors were already in the 
area for another purpose 

 

A practical guide to multipliers by event type 

For event managers without the budget to commission a full economic impact study, the following indicative 
multipliers provide a starting point for estimating total economic impact from organiser turnover. These are 
conservative estimates; actual impact at well-attended events with significant out-of-area audiences will 
typically be higher. 

 



Event type and scale Visitor 
spend 

multiplier 

Supply 
chain 

multiplier 

Notes/Examples 

Major outdoor music festival 
(Tier 1–2: 25,000+ capacity, 
multi-day) 

2.5–3.5x 1.5–2.0x DF Concerts / Belladrum evidence. High overnight 
stay component is key driver. Rural/island events at 
upper end. 

Medium outdoor music 
festival (Tier 3: 5,000–24,999, 
multi-day) 

2.0–2.8x 1.4–1.8x BBC Radio 1 Big Weekend: 33,652 unique visitors, 
£2.9m net direct impact. Mid-range multiplier. 

Small festival / community 
event (Tier 4–5: under 5,000, 
local/regional audience) 

1.3–1.8x 1.2–1.5x Lower additionality for local audiences. Impact 
concentrated in immediate hospitality spend. 

Major outdoor sporting event 
(national/international 
competition, free spectator) 

2.5–4.0x vs 
organiser 

cost 

1.5–2.0x NW200: £261 per unique visitor (free event). The 
Open: 2.6x direct. High overnight stay and travel 
spend. 

Mass participation sport 
(runs, cycles, triathlons — 
participant travel required) 

2.0–2.8x 1.3–1.7x Participants travel to event, often with supporters. 
Entry fees plus local spend. St Albans Half 
Marathon: £160k turnover, 15,000 footfall. 

Free civic / community / 
cultural event (carnivals, 
Pride, heritage, seasonal) 

Impact per 
visitor £10–
£80 (not a 
turnover 
multiple) 

1.2–1.5x Derry Halloween: £27/visitor. NW200: £261/unique 
visitor. Visitor spend is the dominant metric; 
turnover-based multipliers not applicable. 

Agricultural show / country 
fair (regional audience, rural 
location) 

2.0–2.6x 1.5–2.0x Strong rural multiplier. Royal Norfolk Show: £20m 
for Norfolk. Royal Highland Show: £65m for 
Edinburgh economy. 

Heritage / cultural festival 
(moderate size, specialist 
audience with travel) 

2.0–2.8x 1.4–1.8x Royal National Mòd: £1.65m visitor + £0.56m 
organiser = £2.29m direct. HebCelt: £3.6m from 
~5,000 capacity (rural island amplification). 

Seasonal / illuminated event 
(Christmas market, light trail, 
Halloween) 

1.6–2.2x 1.3–1.6x Derry Halloween: £3m economic benefit, 110,000 
visitors. Urban Christmas markets generate high 
footfall but lower per-visitor spend. 

Charity / free community 
event (volunteer-run, local, 
no ticket income) 

Impact per 
participant 
(est. £10–

£50) 

Minimal Economic value primarily through participant 
spending rather than organiser supply chain. 
Volunteer labour is major unpriced input. 

These figures should be used as indicative guidance, not precise claims. The actual multiplier for any given 
event depends on local economic conditions, the proportion of out-of-area visitors, procurement decisions 
and methodology.  



Extrapolating Across the Sector 

The events mapped and surveyed for this research are a sample, not a census, but they are a representative 
one, and they allow us to make informed estimates about the scale of value generated across the sector as 
a whole. The following section takes what we know about individual events and scales it to what we can 
reasonably estimate about the full sector. 

These extrapolations are deliberately presented as ranges rather than single numbers, because honest 
uncertainty is more useful than false precision. They should be read as order-of-magnitude estimates, well-
grounded in observed data but not claims of mathematical precision. 

Music Festivals 

There are currently 592 music festivals in the UK (AIF Festival Forecast 2025), down from a peak of 800–
900 before 2019. The mapping for this research includes 115 music and performing arts events with a 
combined estimated turnover of £289–374 million. Scaling this to the full sector: 

• The 4 major festivals (80,000+ capacity) account for a disproportionate share of total turnover – 
estimated combined organiser turnover of £150–200 million annually. 

• The 33 medium festivals (20,000–49,999 capacity) represent the commercially solid middle tier. 
Using an average estimated turnover of £3–5 million each gives a combined figure of roughly £100-
165 million. 

• The 334 small festivals (1,000–19,999 capacity) have widely varying turnover. At an average of 
£500,000 each, this group generates around £167 million. 

• The 214 micro festivals (under 1,000 capacity) are typically community-scale events. At an average 
of £50,000 each, they represent around £10.7 million. 

Combined organiser turnover for UK music festivals: approximately £430-575 million annually. Applying an 
average visitor spend multiplier of 2.3x gives a total economic impact of approximately £1.0-1.3 billion from 
festivals alone - consistent with LIVE and UK Music's broader live music figure of £6.1 billion, of which 
outdoor festivals are a significant but not dominant part. 

DF Concerts' summer 2025 programme provides the most granular available benchmark: 17 outdoor events 
generating £164.6 million in economic impact, with £113.8 million from direct visitor spend and £50.7 million 
from supply chain and indirect effects. The average economic impact per ticket was £232. Applied to 23.5 
million music tourists in 2024, this implies total live music tourism economic impact of the order of £5-6 billion 
– consistent with UK Music's £10 billion figure when indirect and induced effects are included. 

Agricultural and Countryside Shows 

The ASAO states that its member shows collectively host 400 days of entertainment and attract 6.5 million 
visitors annually. The House of Commons Library cites the ASAO's own estimate that around 10% of the UK 
population - approximately 7 million people - attend agricultural shows each year. 

Survey data provides useful anchors: Royal Cornwall Show (approximately 120,000 visitors over three days 
at Wadebridge, £2.7 million organiser turnover — one of the top agricultural shows in the country and a 
cornerstone of Cornwall’s rural economy since 1793), Royal Norfolk Show (independent study: £20 million 
for Norfolk), Royal Highland Show (estimated £65 million for Edinburgh economy). The Royal Cornwall Show 
illustrates the significant gap between organiser turnover and economic value: with 120,000 visitors travelling 
to a rural location from across Cornwall, the South West and beyond, visitor spending on accommodation, 
food and local hospitality dwarfs the organiser’s own account. For mid-size county shows, an organiser 
turnover of £500,000–£1.5 million is typical, generating economic impact of £1–3 million through the visitor 
and supply chain multiplier. 

UKEVENTS puts the agricultural events contribution at approximately £6 billion annually, capturing the full 
supply chain and visitor economy impact. Agricultural shows are embedded in rural economies in ways that 
amplify their multiplier - visitors travel significant distances, stay overnight, and spend in hospitality and retail 
sectors that are often otherwise quiet during the show period. 

Community, Heritage and Cultural Events 

This is the hardest category to count but probably the largest by event volume. The Edinburgh Festivals 
2022 impact study found £367 million net economic impact for Scotland from 11 major festivals, with 3.2 
million total attendances and an average visitor stay of 4.6 nights. The festivals return £33 for every £1 of 
public investment. This is an exceptionally high-performing example, but it establishes the benchmark for 
what a cluster of well-attended cultural events can achieve. 



At the smaller end, the Royal National Mòd in Paisley 2023 shows a different but equally instructive pattern: 
a heritage cultural festival of moderate size generating £1.65 million in visitor expenditure and £0.56 million 
in organiser spend, generating a total direct impact of £2.29 million, supporting 27 jobs through the Type I 
economic multiplier. This is a replicable template for the hundreds of similar heritage and cultural festivals 
across the UK. 

For free community events, the per-visitor approach is the most appropriate metric. Notting Hill Carnival's 
£396 million economic impact from approximately two million visitors implies roughly £200 per visit. Derry 
Halloween's £3 million from 110,000 visitors implies £27 per visit. The range reflects the difference in dwell 
time and travel distance - overnight visitors at Notting Hill generate far more spend than day visitors at a local 
Halloween event. 

Outdoor Sporting Events and Mass Participation 

Outdoor sport generates approximately £9.75 billion in annual economic contribution (UKEvents 2024). The 
UCI Cycling World Championships 2023 demonstrates the scale available from a single major event: £220 
million in visitor spend across Scotland, £205 million GVA, and 5,285 full-time equivalent jobs. But even mid-
scale outdoor sporting events generate significant impact. 

The St Albans Half Marathon (15,000 footfall, £160,000 organiser turnover) illustrates the mass participation 
model: most of the economic value comes from participant and supporter spending in local hospitality before 
and after the event, not from entry fees. Extrapolating from 300 major running events at an average turnover 
of £200,000 and a visitor spend multiplier of 2.2x suggests £130–170 million in economic impact from 
running events alone. 

The Open at Royal Portrush 2025 remains the most thoroughly evidenced single outdoor sporting event 
case study. Of its £89.2 million direct economic impact, the majority reflects visitor spend from 59.5% of 
attendees travelling from outside Northern Ireland, with 62% attending for the first time. The £191 million 
destination marketing value (a measure of the PR benefit to Northern Ireland as a tourism destination) shows 
that economic impact calculations that stop at direct spend are capturing only part of the picture. 

Food, Drink and Lifestyle Events 

The UK food festival market is highly fragmented with no single published total, but with over 7,000 street 
food vendors (Streetfoodhub, 2023) and the Foodies Festival series drawing 250,000 combined 
attendances, the sector is substantial. Our survey data, including Nantwich Food Festival (10,000–
15,000/day, £150,000 turnover), FyneFest beer festival (£400,000 turnover), and Gwyl Fwyd Caernarfon 
(42,000 visitors, £70 turnover) illustrates the wide range of commercial models. Using an average organiser 
turnover of £75,000 across several thousand food and drink events gives £150-300 million in combined 
organiser turnover and £270-540 million in estimated economic impact at a 1.8x visitor multiplier. 

Seasonal Events, Light Trails and Christmas Markets 

Hyde Park Winter Wonderland (3 million+ visitors, est. £30-40 million organiser turnover) anchors the 
commercial end of this category. Birmingham's Frankfurt Christmas Market draws over 5 million visitors in 28 
days. Illuminated heritage trails such as those at Windsor Great Park, Chatsworth, Blenheim, and various 
National Trust properties, have expanded rapidly with premium ticket prices of £15-40. There is no 
consolidated economic estimate for UK Christmas markets and seasonal events, but with Birmingham's 
market generating visitor spend in the hundreds of millions, the sector-wide total is almost certainly in excess 
of £1 billion annually. 

Derry Halloween's case study adds important nuance: its £3 million economic benefit (plus £5.4 million PR 
value) from a free three-night festival shows that seasonal outdoor events do not require ticket income to be 
economically significant. The PR value is worth noting specifically for organisers making destination 
marketing arguments to local and national government. 

The Charity Events Sector 

An estimated 70,000 UK organisations run at least one outdoor event per year (VOE research; Enthuse 
Charity Pulse 2025: 88% of charities plan mass participation events). The RNLI's 2025 programme (105 
events, zero paid staff, median turnover £1,500) exemplifies the charity model. Their combined reported 
turnover for 67 events was £193,326, but economic impact through participant spending in coastal 
communities is considerably larger. 

The top 25 UK charity mass participation events raised £132 million in fundraising income in 2024, 88% from 
in-person physical events (Massive Top 25, 2024). The London Marathon raised £67 million for charity in 



2024 alone and has raised over £1 billion since 1981. These events' economic value flows almost entirely 
through participant travel and spending. 

 

Employment 

When the focus groups for this research asked event managers and industry professionals what matters 
most about the economic case for outdoor events, employment came out top. In every group, local 
businesses, supply chains, freelancers, artists and performers were all specifically named as employment 
beneficiaries. 

The LIVE Report 2024 attributes approximately 230,000 jobs to live music alone. UKEvents puts the broader 
events industry at around 700,000 jobs. The UCI Cycling World Championships 2023 alone supported 5,285 
full-time equivalent jobs in Scotland. Edinburgh Festivals 2022 supported 5,850 FTE jobs in Edinburgh. The 
outdoor events sector's employment contribution runs through several distinct workforces. 

The Permanent Workforce 

Major festival companies, agricultural show societies, sports event organisations, and local authorities with 
dedicated events teams employ permanent staff year-round. A large festival might employ 30–80 permanent 
staff; a county show society 10-30. Across hundreds of music festivals, agricultural shows and thousands of 
other recurring events, permanent event employment runs to tens of thousands of people. 

The Seasonal and Casual Workforce 

Most of the visible employment at outdoor events is seasonal or event-specific. Security staff, stewards, 
medical personnel, bar and catering workers, production crew, technical operators, site services etc are 
engaged for days, weeks, or occasionally months around events. A major festival employs 500-2,000+ 
people on-site during delivery. A large agricultural show employs 100-500. Across 592 music festivals alone, 
using an average of 250 seasonal workers per event, the sector employs approximately 148,000 people in 
seasonal event delivery annually. 

The Freelance Workforce – The Invisible Majority 

The focus groups were explicit about what standard employment statistics miss: the freelance workforce. 
Sound engineers, lighting designers, riggers, production managers, stage managers, photographers, graphic 
designers, marketing consultants, event planners, catering contractors, equipment hire companies - these 
people and businesses are engaged by events but do not appear in any organiser's payroll. They are the 
reason the sector's employment contribution is systematically underestimated. 

UK Music's analysis suggests live music supported 72,000 jobs in 2024, but that figure captures only part of 
the picture. The broader freelance economy around outdoor events, from the single-person catering trailer at 
a village show to the national production company deploying 50 crew at a major festival, represents 
employment that flows through business-to-business relationships rather than employment contracts, and is 
largely invisible to policymakers. 

Artists, Performers and the Creative Economy 

The outdoor events sector is the primary route to market for UK music artists, performers, theatre 
companies, comedians and street artists. Lewis Capaldi played Barn on the Farm in 2019; he headlined 
Glastonbury in 2023. Dua Lipa played the Secret Garden Party in 2016; she headlined Glastonbury in 2024. 
Outdoor events provide extensive opportunities for creative talent to be showcased, supporting growth and 
profile, particularly in the music sector. 



Volunteers 

No analysis of the outdoor events sector is complete without considering the value of volunteers. They are 
the reason most community, charity and mid-tier events can happen at all and their contribution is almost 
entirely absent from economic accounts. 

The data collected in this study includes an estimated 20,900+ volunteers in event delivery across the 537 
events we mapped. By way of example: The RNLI runs 105 outdoor events per year with zero paid staff. 
Eurovision Liverpool 2023 contributed 12,000 volunteer hours. Agricultural shows are heavily volunteer-
dependent: a county show might involve 200-500 volunteers. Community festivals often run on volunteer 
committees who give hundreds of unpaid hours across a year. 

At the National Living Wage of £12.21 per hour (from April 2025), an event with 200 volunteers each giving 
30 hours has £73,260 of unpriced labour in it. A larger event with 500 volunteers giving 40 hours each has 
£244,200 of unpriced value. Across tens of thousands of charity and community outdoor events, the 
aggregate is in the billions. 

UK charities collectively had 6.5 million volunteers in January 2026 (Register of Charities / Markel Direct). 
Parkrun alone had 279,710 registered volunteers at its UK locations – many more volunteers than most 
organisations have employees. These numbers represent a vast unpaid workforce delivering public benefit 
at zero cost to the public purse. 

The Volunteering Crisis 

Against this backdrop, the sector’s volunteering base is under severe and growing pressure. Every focus 
group raised it, and the specific detail is worth recording, because it points to structural causes, not just 
individual fatigue. The most cited issues were: ‘a small number of volunteers doing a large amount of work’; 
‘actual inability to recruit new volunteers’; ‘burnout and fatigue’; ‘no maternity benefits, meaning women are 
lost’; low wages and long hours making entry-level roles unattractive to younger people; and a pervasive lack 
of succession planning. That last point is particularly damaging: when a key volunteer steps down after 20 
years, their institutional knowledge, relationships and personal commitment go with them, and there is rarely 
anyone trained to replace them. The sector is also losing women at the point of starting families because 
voluntary event roles carry none of the employment protections that would otherwise support them. This is 
not a crisis that will announce itself suddenly – It will emerge gradually, as events quietly stop happening. 



What the Sector Is Telling Us: Themes from the Field 

Four focus groups with event managers and industry professionals, conducted across 2025/26, produced 
fourteen recurring themes. These are not abstract findings; they are the lived experience of people running 
outdoor events across the UK. The following summary presents the themes with the strongest practical 
implications, covering not only the economic and operational pressures the sector faces, but the social, 
cultural and community value it creates – value that is at least as important to practitioners, audiences and 
communities as the economic case, but far harder to evidence. 

Safety Is the Sector’s Absolute Non-Negotiable 

Safety was the single most consistently cited value across all four focus groups – rated ‘Essential’ more 
times than any other theme in the entire dataset. This is worth stating plainly, because it reframes some of 
the frustration that appears elsewhere in the research. The sector’s complaints about regulatory burden are 
not about wanting to do less on safety: they are made by the same professionals who rate safety as their 
highest priority, event after event, year after year. The distinction they draw is between safety as a value, 
which is uncontested, and safety frameworks that are designed for large commercial venues being 
inconsistently applied to small, ungated community events, which they experience as disproportionate and 
counter-productive. 

The focus groups were particularly clear that safety is also a positive argument for events, not only a 
compliance obligation. A well-run outdoor event is a safe public space. The sector invests substantially in 
crowd management, medical provision, stewarding, counter-terrorism planning and site safety – Investment 
that benefits attendees, local communities and emergency services alike. Government and funders should 
recognise this contribution, not simply add to its cost. 

It is important to note the current review of the Safety Advisory Group process with local authorities and the 
potential for this advisory process to more effectively support the event organiser, be they volunteer or 
professional. The Purple Guide and Purple Guide Lite are valuable resources supporting all event organisers 
across the safety spectrum. 

The Cost Crisis Is Real and Getting Worse 

Every group raised rising costs as a significant and growing challenge. Insurance, security, medical provision 
and compliance are the main pressure points. Ambulance services have withdrawn free coverage from many 
events. Security costs have risen, particularly following counter-terrorism requirements. The AIF reported 72 
festival closures or cancellations in 2024, double the number in 2023. Portable toilet hire for a two-day 
festival of 5,000-10,000 rose from £28,000 in 2021 to £54,000 in 2024. Production budgets have increased 
by 40% or more since 2021 for many operators. 

The specific combination of rising costs and constrained income is most dangerous for events in the 
£100,000-£500,000 turnover range: too large to operate purely on volunteer goodwill, too small to absorb 
cost shocks through economies of scale. This is the tier that has experienced the most closures, and it hosts 
the majority of UK outdoor events by number. 

Practical implication: if you are in this cost bracket, the strongest thing you can do is document your 
economic impact in detail. Demonstrate what the local area loses if your event closes. That is your most 
powerful negotiating tool with councils, sponsors and funders. 

Regulation Is Being Interpreted Inconsistently 

One of the most strongly felt frustrations across all four focus groups was inconsistency in the interpretation 
of regulations, particularly in terms of proportionality in relation to the size, type and audience profile of an 
event. The core complaint: 'We are expected to comply with rules designed for major events like Manchester 
Arena when our event doesn't have a ticket income stream and doesn't have a fixed venue.' This is not a 
complaint about safety as everyone rated safety as their absolute non-negotiable priority. By way of 
example, Martyn's Law (Terrorism (Protection of Premises) Act 2025) is welcomed in principle but creates 
real uncertainty for community events about whether and how it applies outdoor gatherings. The Purple 
Guide is a valued reference document for the sector, but it does not currently cover ungated, unticketed 
community outdoor events adequately. The variation in experiences with Safety Advisory Groups was also 
reflected in these conversations and recognition that SAG can be a route to gain advice about the practical 
and contextual interpretation of relevant legislation. However, it was also recognised that many events, 
particularly community or charity events, are not engaged in the SAG process. 

 



The Tourism Benefit Is Real But Unevenly Distributed 

Outdoor events generate very significant visitor economy benefits, but those benefits flow unevenly. Focus 
groups were candid: high street businesses that pay rates year-round while event traders don't; local 
hospitality businesses whose footfall diverts when events provide all food on-site from non-local suppliers; 
money leaving the area when organisers source from national contractors. The tourism benefit depends 
heavily on procurement decisions, and this is within event organisers' control. 

UK Music's Hometown Glory 2024 documents 23.5 million music tourists in 2024 with 26% year-on-year 
growth. Events position places in the minds of visitors and repeat visitors attracted back by an annual event 
are among the most valuable tourists any destination can generate. 

Community Is the Core Value and the Hardest to Measure 

‘Bringing communities together’ was the second most cited theme across the entire focus group dataset, with 
the second-highest multiplied count of any single item. This is not a soft finding: community cohesion, shared 
identity, sense of belonging and civic pride are what event managers consistently say motivates them and 
what they believe matters most about what they do. Participants described their events not as products or 
services, but as community infrastructure – the mechanism through which neighbourhoods celebrate shared 
identity, collaborate across divides, and build the resilience to get through harder times. 

The challenge is that unmeasured value is politically invisible value. Local authorities increasingly make 
funding and planning decisions based on quantifiable outputs, and outdoor events lose out because their 
most significant outputs – community resilience, social cohesion, reduction of isolation – resist simple 
quantification. The eventIMPACTS framework provides a social impact toolkit alongside its economic one, 
and it offers a practical starting point. The Hijinx Unity Festival in Cardiff demonstrated that a smaller 
inclusive arts event can generate £4.84 of social value for every £1 invested, a figure that far exceeds the 
conventional economic multiplier and makes a compelling case to funders focused on social return on 
investment. Measuring social value is not beyond community event organisers; it requires a methodology, 
not a research budget. 

Wellbeing and Mental Health: Real Value, Underarticulated 

Wellbeing and mental health benefits were cited across all focus groups, but there is a consistent gap 
between the strength of the benefit that participants observe and the sector’s ability to claim it credibly. In the 
In Person session, ‘interaction with other individuals / socialise without expectations’ received the fifth 
highest multiplied count of any item in the dataset. ‘Make memories / have a great experience / shared 
moments,’ ‘improving mental health and wellbeing,’ and ‘celebrate important moments’ all featured 
prominently. Participants noted early intervention effects: events that bring people into shared public spaces 
have documented associations with reduced social isolation, improved mood and access to support 
networks in an informal setting. 

The challenge is not a lack of evidence that these effects exist, but a lack of consistent tools to evidence 
them at the event level. This is both a research gap and a communications opportunity. The sector that is 
providing a significant part of the UK’s informal mental health infrastructure is not receiving any credit for 
doing so. At a time when public health bodies are investing heavily in social prescribing and community 
connection programmes, there is an unarticulated argument to be made about outdoor events as a 
(relatively) low-cost, high-reach mechanism for public wellbeing – one that does not require a GP referral or 
a waiting list. 

Events as Placemaking and Regeneration 

The role of outdoor events in animating physical spaces, regenerating underused sites and driving place-
based investment was cited across all focus groups as a distinct form of value that the conventional 
economic framework does not fully capture. In the In Person focus group session, ‘regeneration’ received 
five mentions; ‘animating underused spaces / enlivening the public realm’, ‘improving public realm’, and 
‘parks and open spaces (revenue and regeneration)’ all featured. FG2 participants cited ‘placemaking’ and 
‘re-imagining public spaces’ as high priority values; FG3 participants noted ‘improving place and investment 
in place, especially outside London’; and one participant offered a remark that is worth quoting directly: ‘On 
placemaking, events differentiate our venue from other shopping centres.’ 

This is a significant argument for the sector that is currently absent from most advocacy. Local and national 
regeneration strategies, levelling-up funding criteria, and town centre investment plans are all legitimate 
contexts in which outdoor events have a demonstrable placemaking value. A car park that becomes a food 
festival; a redundant industrial site that becomes a music venue; a civic square that comes alive for a 
carnival and these are not incidental uses of space. They are the events sector performing a regeneration 



function that permanent infrastructure cannot replicate, often at low public cost. Events also preserve 
outdoor green spaces: focus groups noted that parks and open spaces generate revenue through events 
that justifies their maintenance and protection against development pressure. 

Heritage, Cultural Identity and Soft Power 

Preservation of heritage and cultural identity was cited across all focus groups as a distinct, valued output of 
outdoor events; one that extends from centuries-old local traditions to the UK’s international standing as an 
events nation. One group specifically referenced maintaining a 200-year-old custom as an ‘Essential’ value; 
FG1 cited heritage, traditions, showcase of heritage, and the preservation of sites such as forests; FG2 
described ‘historical heritage maintained’ as an essential function. These are events whose disappearance 
would represent an irreversible cultural loss, not merely a gap in a local calendar. 

The international dimension is equally significant. In Person participants cited ‘international recognition for 
major events / soft power globally’ and ‘UK is world leading’ twice each. The UK’s global reputation as a 
home for world-class outdoor events, from Glastonbury and the Edinburgh Festivals to the Proms and the 
Chelsea Flower Show, is a form of national soft power that generates inbound tourism, media coverage and 
diplomatic goodwill well beyond the direct economic impact of the events themselves. The Open at Royal 
Portrush’s £191 million destination marketing value illustrates this: a single outdoor sporting event, lasting six 
days, delivered the equivalent of a sustained national tourism campaign. This form of value is currently not 
reflected in how government prioritises and resources the sector. 

The same principle applies to the living cultural traditions maintained by England’s Mela and Diwali events. 
Mela, from the Sanskrit ‘to meet’, has been a feature of British cultural life since the 1980s. The Mela 
Partnership, led by Nutkhut, now encompasses events across the country from Bradford and Manchester to 
Southampton and Bournemouth, collectively reaching hundreds of thousands of people annually. The 2023 
Mela Report, launched at the UK Parliament, documents the sector’s role in cultural continuity, community 
cohesion and the development of South Asian artistic talent, from Riz Ahmed to world-class classical 
musicians who first performed on Mela community stages. For many South Asian communities, Mela is the 
highlight of the cultural year and often the only large publicly funded cultural event they regularly attend. 
Leicester’s Diwali, now one of the largest Diwali celebrations outside India, drawing tens of thousands to the 
Golden Mile each October, has been running since 1983 and contributes an estimated £3.5 million to the 
local economy annually according to Leicester City Council’s Tourism Action Plan. These events do not fit 
neatly into economic multiplier frameworks, but their heritage value is precisely the kind of irreplaceable 
community asset that disappears permanently when funding is withdrawn: Leicester’s recent decisions to 
scale back the celebrations due to rising safety and infrastructure costs illustrate directly how the cost crisis 
identified throughout this research threatens events whose cultural significance extends well beyond their 
economic account. 

Inclusivity: Strong Intent, Persistent Gaps 

Inclusion and accessibility are consistently cited across the dataset as important values and the same 
groups that champion them are equally candid about the gap between aspiration and practice. Safe 
environments specifically for women, LGBTQ+ and disabled attendees were cited as high priorities; open 
access for all was a stated ambition. But the data on who does not benefit is equally frank: those with access 
and inclusion issues due to inadequate physical access; neurodiverse individuals, including those with 
autism and sensory sensitivities; marginalised communities who do not feel represented; people with young 
children; those who simply do not feel that events are designed with them in mind. 

This is an area where the sector is self-aware, which matters: awareness is a precondition for improvement. 
The diagnosis from the focus groups is systematic under-resourcing of inclusive design, not a lack of intent. 
For event managers, the practical implication is that inclusivity is not a separate budget line but a design 
consideration that, when built in from the outset, costs significantly less than retrofitting it at the planning 
stage. For government and funders, it is a legitimate criterion against which to assess public investment in 
outdoor events and one on which the sector is willing to be held accountable. 

There are various resources and networks available for developing this area of social value including the 
Diversity Alliance, Attitude is Everything, local authorities, the Purple Guide and resources via charities such 
as EventWell.  

Environmental Sustainability: Ambition Ahead of Practice 

All four focus groups cite environmental sustainability as a value the sector holds. The In Person session 
recorded ‘environmental awareness, reducing impact and sharing values’ five times. Participants described 



working with developers on green spaces, engaging local authorities on walking and cycling infrastructure, 
using carbon calculators, and pursuing greener event accreditation. There is genuine ambition here. 

But the challenges data is unsparing: ‘Events are currently very unsustainable – needs better funding to 
develop this area.’ ‘Events are generally not environmentally friendly and costly when done properly.’ 
Participants cited the high environmental impact of audience travel as the largest and least controllable 
factor; the cost of proving environmental impacts being prohibitive for smaller events; sustainability not being 
built into planning from the outset; and the absence of affordable sustainable options across much of the 
supply chain. Greenwashing was explicitly named as a concern by practitioners themselves, not as an 
accusation from outside the sector, but as an internal recognition that the gap between stated values and 
operational reality carries reputational risk. 

The honest position is that environmental sustainability is where the sector wants to get to, not where it 
currently is. Closing that gap requires investment in greener infrastructure, sector-wide supply chain 
development, affordable measurement tools, and planning frameworks that embed sustainability from the 
earliest stage. Local authorities and funders who want events to be more sustainable need to resource that 
ambition – making it a requirement without making it affordable will simply accelerate closures. 

There is a plethora of resource available to support sustainable practice in events, spearheaded by the 
Green Events Code of Practice (GECoP), together with A Greener Future, Julie’s Bicycle, Vision for 
Sustainable Events, the Purple Guide, Attitude is Everything, and the Sustainability toolkit for festival 
managers (British Council). 

The Sector Does Not Feel Valued by Government 

Respondents described outdoor events as 'the first to go and the last to come back' in times of austerity. 'Not 
treated as a serious industry' is a direct quote. Events were among the first activities shut down in March 
2020 and among the last permitted to resume. The closures that followed - 249 festivals gone since 2019, 
hundreds of community events that never came back - are partly a legacy of that period of structural under-
support. Government priorities were characterised as focused on revenue, employment statistics and public 
safety compliance, with community, arts, environment and heritage as low priorities. 

Measuring Value Is the Sector's Most Urgent Need 

'Economic impact is difficult to measure. Ticket sales alone don't capture on-spend in accommodation, food 
and drink outside the event.' 'Definitely need the metrics - this research is going to be very helpful.' The 
appetite for better measurement is real. The problem is the cost of closing the gap. Commissioning a 
credible economic impact study costs thousands of pounds; that is not viable for a community festival with a 
five-figure budget. 

The eventIMPACTS calculator at www.eventimpacts.com is a free, nationally endorsed tool for doing exactly 
this, calibrated to sporting, cultural and community events of all sizes. The multiplier framework established 
through this research is a complementary resource. But a sector-wide measurement standard, endorsed by 
UKEvents, industry networks and relevant government departments, is what is ultimately needed. 



What Event Managers Should Take From This 

This research was commissioned to give the outdoor events sector a stronger evidence base for 
conversations they need to have with local authorities, funders, government and sponsors. Here are the 
practical takeaways. 

Your economic value is bigger than your turnover 

Whatever you earn in ticket sales, pitch fees, grants and sponsorship, the economic impact you generate in 
your local area is roughly 2 to 3 times larger. That is the number to lead with when you're talking to a council 
about road closures, to a sponsor about value, or to a funder about why your event matters. You don't need 
a commissioned impact study - the multiplier framework in this report and the free eventIMPACTS calculator 
at www.eventimpacts.com are your starting point. 

Separate your visitor spend argument from your supply chain argument 

These are different conversations with different audiences. Visitor spend - what people eat, drink, sleep and 
travel because of your event - is the argument for local authorities, tourism bodies and hospitality sectors. 
Supply chain spend (what you procure from local companies) is the argument for economic development 
teams and procurement officers. 

Free events generate real economic value - document it 

If your event is free to attend, you may feel invisible in economic discussions because you have no ticket 
income to point to. You are not invisible. Conduct a simple visitor survey: where did you travel from, where 
are you staying, how much will you spend today? Those numbers, multiplied by your attendance, are your 
economic impact. Derry Halloween generated £3 million from 110,000 visitors. The North West 200 
generated £19.5 million from 74,741 unique spectators. Neither has ticket income. 

Your volunteers have a measurable value - use it 

Count your volunteers. Count their hours. Apply the National Living Wage (£12.21 from April 2025). Present 
that number as the unpriced labour contribution of your event. If you have 150 volunteers giving 20 hours 
each, that is £36,630 of volunteer labour contribution. That is a real number and a legitimate part of your 
event's value statement. 

Employment is your strongest argument 

In focus groups, employment was the most cited economic value of outdoor events, more than tourism, more 
than visitor spend. Count everyone: permanent staff, seasonal workers, freelancers, contractors, local 
suppliers, caterers, security companies. The UCI Cycling World Championships supported 5,285 FTE jobs 
across Scotland. Edinburgh Festivals support 5,850 FTE in Edinburgh. Your event's employment story, 
however modest, is your most resonant political argument. 

The regulatory environment is improvable but you have to engage 

Regulatory inconsistency is a sector-wide problem, but it is addressed one local authority at a time. Build 
relationships with your SAG, your council events officer and your local police events liaison before you need 
them. Note that the SAG process is under review at the time of writing – please share your feedback via 
relevant networks such as NOEA, AIF or ASAO. Martyn's Law is coming and its implementation for 
community events needs to be shaped by people who understand the reality of running ungated, unticketed 
outdoor events. 

Make your economic case before you need it 

The sector’s biggest vulnerability is that it only makes the economic case for events when they are 
threatened. By then it is often too late. Build your impact evidence into your annual reporting, your end-of-
event documentation and your sponsor proposals.  

Make the community and wellbeing case – It is your strongest argument with local authorities 

Economic arguments resonate with economic development officers. Community cohesion and wellbeing 
arguments resonate with the councillors and directors who decide whether your event gets a road closure, a 
licence renewal or a grant. Articulate what your event does for social connection, mental health, civic pride 
and community identity, not in vague terms, but with specific evidence. How many first-time attendees 
came? What proportion travelled from deprived wards? Did you partner with mental health organisations, 
youth groups or community charities? The eventIMPACTS social impact toolkit at www.eventimpacts.com 
gives you a framework for gathering and presenting this evidence systematically. 

 



Use the placemaking argument with regeneration funders and town centre partnerships 

If your event animates an underused space, activates a park, or brings footfall to a struggling town centre, 
that is a placemaking argument — and placemaking has its own funding streams, its own government 
priorities, and its own stakeholder audience. Business Improvement Districts, local enterprise partnerships, 
regeneration teams and heritage bodies all have budgets tied to place-based investment. They are not 
natural audiences for an events sector that talks only about ticket sales and visitor spend. Reframe your 
event as place-based infrastructure and you open doors that the economic multiplier argument alone will not. 

If your event preserves heritage or tradition, say so explicitly 

Heritage and cultural continuity are values that resonate across political lines and with audiences who may 
not attend your event but who care deeply about what it represents. If your event has been running for 
decades, document that history. If it maintains a tradition — agricultural, musical, ceremonial, communal — 
name that explicitly in your funding applications and advocacy materials. The heritage argument is also a 
loss argument: if this event stops, something irreplaceable stops with it. That framing is more compelling to 
funders and councils than a turnover figure. 

On sustainability and inclusion: be honest about where you are, not just where you want to be 

Credibility matters more than greenwash. The sector’s own focus group participants named greenwashing as 
a reputational risk, and they are right. If you are not yet where you want to be on sustainability, say what you 
are doing and what you need in order to get there. Audience travel is your largest environmental footprint 
and it is also largely outside your control; acknowledge that. Document what is within your control: 
procurement from local suppliers reduces food miles and supports the local economy simultaneously; waste 
management, energy sourcing and site restoration are all measurable. Funders who require environmental 
credentials are more likely to support an organisation with a credible improvement plan than one making 
claims it cannot substantiate. Use the resources, toolkits and advice to up your game to be part of the 
solution to this major global issues. 

 

 

The UK outdoor events sector directly contributes at least £25 billion to the national 
economy each year, employs hundreds of thousands of people, engages tens of thousands 

of volunteers, preserves centuries of cultural heritage, animates public spaces, builds 
community cohesion, and creates experiences that communities return to, year after year, 

for generations. 

It deserves to be treated as a strategic national asset. 

 

 

This report was produced for the Purple Guide by Claire Drakeley, John Gallery and The Power of Events, 
April 2026. It draws on the organiser and supplier surveys (176 respondents), four focus groups with over 
100 industry professionals, mapping of 537+ named UK outdoor events, and published data from UKEvents, 
UK Music, LIVE, AIF, ASAO, the Charity Commission, Enthuse, eventIMPACTS (www.eventimpacts.com), 
and independently commissioned economic impact studies by Sheffield Hallam University SIRC, Quantum 
Consultancy, and others. 

 

 


