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Objective of the Economic Impact
Assessment

We sought to quantify the following:

Expenditure of foreign Wider economic impact of
participants and organisers expenditure

Value of media
exposure received
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About the Race
Background and organisers



About the Race

The event - the Rolex Middle Sea Race

e Established in 1968
e The 2019 Race marked the 40" edition of

this event ROLEX
* Rapidly growing participation rate, with a MIDDLE SEA RACE
record 130 boats in 2018 2019

 The 2019 race saw 113 boats participate

* Renowned individuals in yachting have
taken part, such as Raul Gardini and Eric

40h

TCIbCII"g EDITION

* Organised by the Royal Malta Yacht Club,
in association with the Royal Ocean Racing
Club
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About the Race

The organisers - the Royal Malta Yacht Club

* Founded in 1835
* The only yacht club in Malta

* Engaged in the organisation of a full

programme of racing and other social
activities .

e  Other well-known races include the Malta-
Syracuse race RovaL Marta YacHT CLUB

* Club is run by a committee made up of 9
members, with Mr Godwin Zammit holding
title of Commodore

* Mr John Ripard Sr is the Honorary President
of the club

 H.E. Dr. George Vella is the Club's Patron
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Expenditure of foreign participants and
organisers

Drafting of survey

A survey was drafted and circulated among non-Maltese Entrants, to
establish the:

Demographics Expenditure
of the participants, such as age of the Entrants on themselves, their family

and gender and their crew members during their stay
in Malta

000\ Size of crew Average
=

w that accompanied the Entrants expenditure per day per capita, as
for the race as well as family compared to that of the average tourist

members
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Expenditure of foreign participants and
organisers

Organisers were requested to provide us with their event-related
expenditure, which consisted of:

Race Entertainers
expenses at events

PR &
Communic-
ations

Food &
Beverage

Volunteer

Printing on

and
stationery
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Expenditure of foreign participants and
organisers

Total incremental expenditure by entrants: €1,158,625

250,000
200,000
150,000
100,000
N I I
Accommodation Docking/birthing Boat Food & drinks Entertainment Air travel Local transport Other
fees maintenance
B Total incremental expenditure by entrants (€) On crew B Total incremental expenditure by entrants (€) On self and family
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Expenditure of foreign participants and
organisers

Total incremental expenditure by crew: €932,512

Average number of

Average daily Number of foreign crew !
expenditure of tourist members: days spent n .Malta by
‘h 2019: x x Race participants:
€112 11.5

I
 €932,512
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Expenditure of foreign participants and
organisers

Total incremental expenditure by organisers: €239,943

40,000
35,000
30,000
25,000
20,000
15,000
10,000

5,000 I I I

- Food and Website Entertainers at Printing & Race expenses  Berthing fees at Trophies RMYC Race Accomodation Other

beverage events stationery  (committee boats marinas organisation  Jury/RORC/VIP
& trackers) clothing
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Expenditure of foreign participants and
organisers

Total expenditure of foreign
participants and organisers:

€2.3m
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Wider economic impact
Methodology and findings



Wider economic impact

Multipliers were used to estimate to wider economic effect of the expenditure

Type | multiplier - used to measure the impact on Type Il multiplier - used to measure the economic impact
economic activity derived from both the direct effect and that results from the three effects combined, i.e. including
the indirect effect. the induced effect.

Type ll
Typel

Direct Indirect Induced
The result of
increased personal
income caused by the
direct and indirect
effects

Initial spending The result of business-

creates additional to-business

activity in local transactions caused
economy by the direct effects
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Wider economic impact

The effect of the €2.3m expenditure on the Maltese economy is €2.1m

|
[

2,600,000 | 2,331,080
[

2,091,137 1 2,087,273
I
2,000,000 1,886,846 I
[
|
I
1,500,000 1
[
|
I
1,000,000 :
|
I
1
500,000 I
239,943 200,427 I
I
T
I
Participants and accompanying family Organisers : Total

W Expenditure (€) W Actual Economic effect (€)
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Wider economic impact

Total economic impact of event-related
expenditure:

€2.1m
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Value of media exposure recelved
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Value of media exposure received

An independent media monitoring agency was engaged to calculate this
value based on the online articles and TV features that went live in 2019

Advertising Value Equivalence

Reach

Advertising Rate

Rate Specifications

The number of
people that visit a
website to see an

advertisement

The price of 1,000
advertisement
impressions on one
webpage (CPM)

This refers to the
length and size of the
article and where the

article is hosted

Advertising Value Media
Equivalence value multiplier

PR value
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Value of media exposure received

An independent media monitoring agency was engaged to calculate this
value based on the online articles and TV features that went live in 2019

190 2

online articles television features on BBC

\ 4 \ 4
€2.1m €472k

worth of exposure worth of exposure
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Wider economic impact

Total value of media exposure received:

€2.6m
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Value of media exposure received

Media coverage in the run up to the Race was widespread, with at least 190 online
articles published in over 18 languages

Online articles by country General social media statistics - growth since 2018

7% ?
%% ‘ i ‘
4%
i increase in social media | increase in viral
0 | . .
post engagements, from | impressions - a total of
v 96k to 145k ~ 1.19m viral impressions
6% e

69% 68%

m ltaly m UK = Spain USA m Turkey Australia . . P . .
Increase In comments on | Increase in repeat online

social media posts | video views

Russia m France m Sweden  m Argentina Ireland Other
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Value of media exposure received

The Race was responsible for attracting 62% of the annual visitors of the RMSR
Facebook page, as well as 93% of the annual video views on the page

Social media performance by platform - 25t May to 5t" November 2019

Page Unique page Video views Viral page Repeat page Viral post
impressions  impressions on page impressions  video views  impressions
@ 3.23m 1.81m 205k 2.46m 43k 2.13m
of which occurred
during the month 62% 55% 93% I'|'80A) 98% 52%

of the Race

1k bibk 965k - - -

of which occurred

during the month N/A 46% 65% - - -

of the Race
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Value of media exposure received

The Race contributed a total of €4.7m to the Maltese economy, in terms of economic
activity and media exposure

©

€2.1m €2.6m

the economic impact of the Race the PR value of media exposure received

.......................................................
. "
o ‘e

the total impact of the race

8
. o
..........................................................
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Unquantifiable benefits
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Unquantifiable benefits

Unquantifiable benefits:

Q

Offering a Establishing Malta as
unique experience a hub for yachting events
Attracting tourism and economic Repeat visits -

activity in off-peak months 94% intention to visit again
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Conclusion
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Conclusion

The RMSR generates a significant economic contribution, especially when taking
into consideration that this spend is attributable to only c.940 persons

4 h

[ ) [ ]
L L
- ® [
Total expenditure Number of foreign Average stay per
\ (excl. Organisers) participants & family person (nights) j

Daily expenditure per visitor = €193.40
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Conclusion

When comparing the economic activity of the Race to the Government
sponsorship awarded, the rate of return is €119 for every €1 invested

___________________________________________________________________________________________________________

Return on sponsorship

5 € i
| Sponsorship for 2017 & 2018 17,500 i
i Total contribution of the event 2,087,273 i
. Economic activity per € of sponsorship 119.3 i

__________________________________________________________________________________________________________
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Conclusion

The following is a summary of the key information that emerged from the report:

€4./m

was the total impact of the race

€119 S\ €193

"
@* is the economic benefit generated = was the average daily expenditure of
per €1 of sponsorship provided by the participants and their family- €81
the MTA more than that of the average tourist
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