
     

    

     
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

 

 

 

 



 
 

 

 

 



 
 

 

 



 
 

 

 

 

 

 



 
 



LaughFest Outcomes for 2015 Festival 
DGRI – Diversity & Inclusion Sustaining Partner 
 
 
General Festival Outcomes: 
Approximately 45,000 attendees engaged in all levels of laughter, participating in 272 free and ticketed events 
across LaughFest 2015.  LaughFest visitors came from 644 U.S. zip codes, plus 7 from Canada and 1 from the 
United Kingdom.  From 2014 to 2015, the percent of people attending the festival who were not from the 
Grand Rapids area increased from 40% to 45% and there was an increase in the amount spent on both meals 
per attendee and the amount spent on “other” things (retail, etc.)  The overall economic impact at LaughFest 
combined with indirect and induced spending for 2015 was $2.5 million.  
 
DGRI Funding Specific Outcomes: 
LaughFest greatly appreciated the support of DGRI as a sustaining partner for diversity and inclusion for the 
2015 festival.  With this partnership and a multi-pronged approach, the festival hoped to accomplish the 
following objectives: 
 

 Increase LaughFest exposure to the community at large – specifically diverse populations 
 Ensure that the festival brings together an increasingly well rounded audience that is representative of 

our community 

 Provide additional opportunity for more Grand Rapidians regardless of age, race, or socioeconomic 
status, to participate in LaughFest events and activities 

 Increase the diverse turnout of attendees to LaughFest events 
 
Our implementation plan covered the following areas, with results noted: 
 

1. Additional targeted marketing dollars for minority publications 
 Advertising spends were made with El Vocero, GR Times, Power/Joy Radio, Farandula, and The 

Touch. 
2. Outreach, presentations, and promotions to relevant stakeholders and community groups 

 The festival made presentations and worked on collaborative promotional efforts with the 
Community Inclusion Group of the VAA, Hispanic Chamber of Commerce, LINC, and BLEND. 

3. Feet on the street promotion in the downtown area and surrounding neighborhoods 

 Volunteer task forces canvased targeted downtown neighborhoods and businesses with new 
printed materials highlighting the diversity of festival offerings 

4. Providing tickets and fast passes to free events to select organizations and groups 
 We coordinated group ticket buys, free tickets, and Fast Pass distribution to the following 

organizations:  OutPro, Hispanic Chamber, AKA Sorority, Eastown Community Association, 
Campus Elementary, Bethany Christian Services, GRPS, Wellspring Lutheran Social Services, 
Gilda’s Club Sister to Sister Youth Program 

 
Survey Outcomes: 
Through our consumer impact data through GVSU we had hoped to increase the percentage of non-Caucasian 
attendees to the festival from 15% (in 2014) to 20%.  While our 2015 survey data showed no overall change 
in the 15% number, we did have some change in percentages that were significant.  
 
The total number of 2015 usable surveys divided by the number of those who identified themselves as white is 
84.8%...just under 85%.  An interesting shift is that while the Asian, African American and Native American 
demographic (using 2015 raw data) appears to still be hovering around the same percentage, the Hispanic 
demographic increased – possibly due to the intentional programming of shows like Cristela Alonzo and 
George Lopez. 
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Limitations & Next Steps: 
A clear limitation of our Consumer Impact Study and primary way of collecting data is that it is optional to 
participate in.  The survey is administered online to all ticket and Fast Pass holders who provided an email 
address at the time of purchase/pickup.  Should someone not provide an e-mail address, or choose not to 
participate in the survey, of course their data and demographics are not included.  It’s possible, for example, 
that accessibility to technology could impact our festival results.  For 2016 and beyond, we will be looking at 
how to better capture demographics and data “in the moment” at festival events, rather that post-event via 
electronic survey. 
 
Conclusion: 
While we were disappointed not to see a significant shift in the demographic data and percentage of diverse 
attendees through our Consumer Impact Survey, we do feel like the initiatives detailed above allowed us to 
better market to, and create more accessibility for attendance to, diverse populations.  We recognize that the 
types of events we program – as much as the costs and venue – impact inclusivity and accessibility to the 
festival, and that demographic data will change each year as programming changes. 
 
We have from the inception of the festival been purposeful about the diversity of programming during the 10 
days of LaughFest as well as the accessibility to events for the entire community – and will continue to 
elaborate on this year’s purposeful strategy and spend to elevate these initiatives further for 2016 and beyond.  
Again, we thank DGRI for supporting these efforts and contributing to the success of the festival in 2015. 
 
2015 Diverse Programming Examples 
Friday, March 6 - LINC Up First Fridays 
Saturday, March 7 – Cristela Alonzo 
Monday, March 9 – Wanda Sykes 
Wednesday, March 11 – Lavell Crawford (planned) 
Friday, March 13 – A Night of Skittles 
Friday, March 13 – Jerrod Carmichael 
Sunday, March 15 – George Lopez 
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