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PREVIEW
VERSIONHighlights

Best attendee comments

“Great event.  Always fun to see what is new in bespoke stuff.”

“Too much celebrity worship!  I came to see cars.”

“We most enjoyed the Dodge fast lane rides we took; wow!”

Tourism and economic impact

Percentage non-local:  30%

Estimated hotel room nights:  16,000

Estimated impact of non-locals:   $63.9M

Top preferred brands of attendees

Auto insurance:  State Farm

Beer:  Budweiser or Bud Light

Liquor:  Crown Royal whisky

Most popular reasons for attending

1 Enjoy looking at collector vehicles

For entertainment

To visit brand and corporate sponsor displays

2

3

Most recalled sponsors

1 Ford

Chevrolet/GM

Dodge

2

3

Most visited auto manufacturer exhibits

1 Ford

Chevrolet

Dodge

2

3

Top beverages consumed on-site

1 Soda or soft drinks

Bottled or boxed water

Beer

2

3

Most appreciated auto manufacturer exhibits

1 Ford

Chevrolet

Bentley

2

3

Most visited non-manufacturer exhibits

1 Tub O’ Towels DIY Pavilion

Indian Motorcycle

Meguiar’s

2

3

Most popular ride and drives

1 Dodge Thrill Ride

Chevrolet test drive

Ford fast lap

2

3
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PREVIEW
VERSIONEvent Experience

Enjoy looking at 
collector vehicles

For entertainment

To visit brand and corporate 
sponsor displays

To socialize with friends 
and family

To learn more about the 
collector vehicle hobby

To purchase automotive 
accessories

For vehicle test rides and 
drives

To purchase or bid on 
vehicles

To sell a vehicle or vehicles

60s vehicles

70s vehicles

50s vehicles

Street rods

Resto-mods

Racing and high-performance

Exotic or high luxury

Pre-war vehicles

Late model classics

Trucks and commercial

80s vehicles

Celebrity-owned vehicles

90s vehicles

One of reasons

Main reason

Reasons for attending the event (aided) Interest in collector vehicle types (aided)
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PREVIEW
VERSIONEvent Experience

Feature attractions visited at event Other Phoenix-Scottsdale automotive events attended in 2017

Event ratings

Main auction block and pavilion

Vehicle display tents

Automobilia displays

Sponsor pavilion at front entrance

Midway food vendors

Salon Collection pavilion

Meguiars Staging Lanes

Equidome events

Salon bistros

Wide-Open Performance 
Baja Experience

VIP Ladies Lounge

McDonald’s Rock ‘n’ Roll 
Classic Car Show

Quality of entertainment Variety of entertainment Cleanliness Variety of 
food and beverage

Value for
admission price

Quality of 
food and beverage

excellent good fair poor

Russo and Steele

Silver

Arizona Concours d’Elegance

Gooding & Company

RM Sotheby’s

Worldwide Auctioneers

Bonhams
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PREVIEW
VERSIONSponsor Recall and Appreciation

Sponsor recall

Extent to which brands and corporate sponsors enhanced experience

Sponsor recall (top 3 unaided among those who could recall sponsors)

Could recall at least one sponsor

Could not recall any sponsors

Yes

No

Greatly
enhanced

Somewhat
enhanced

Did not
enhance

71%

4%

32%

3%

9%

2%

2%

60%

4%

13%

2%

2%

4%

2%

1%
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PREVIEW
VERSIONAuto Manufacturer Exhibit Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

Ford Chevrolet Dodge Lincoln Chrysler

1 2 3 4 5

Watched Mustang 
drag race

Sat in vehicle Sat in vehicle Sat in vehicle Sat in vehicle

Received free t-shirt Spoke with 
Representative

Watched or played 
Viper Challenge game

Spoke with 
representative

Relaxed with family 
and friends

Sat in vehicle Received free t-shirt Spoke with 
representative

Received free 
merchandise

Watched auction 
on live screen

Purchased Chevrolet 
apparel or merchandise

Spoke with 
representative

Entered contest to 
win Corvette

Received free t-shirt Spoke with 
representative

Ford-Lincoln owners GM owners FCA owners Ford-Lincoln owners FCA owners

Other owners Other owners Other owners Other owners Other owners
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PREVIEW
VERSIONAuto Manufacturer Exhibit Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

Mini Tesla Fiat Bentley

6 7 8 9

Sat in vehicle Looked at Design 
Studio in Airstream

Watched auction 
on live screen Sat in vehicle

Spoke with 
representative

Sat in vehicle Relaxed with family 
and friends

Spoke with 
representative

Received free 
branded merchandise

Spoke with 
representative

Sat in vehicle

Spoke with 
representative

Mini owners Tesla owners FCA owners Bentley owners

Other owners Other owners Other owners Other owners
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PREVIEW
VERSIONBeverage Activation Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

Coca-Cola Garage and Patio Jack Daniel’s Bar and Exhibit Miller Lite Muscle Lounge and Bars Tito’s Handmade Vodka Trailer

1 2 3 4

Watched auction 
staging lanes

Looked at Indian 
motorcycle

Purchased Miller 
brand beer

Purchased Tito’s 
beverage

Purchased Coca-Cola 
products

Purchased or looked at 
Jack Daniel’s merchandise

Purchased other 
beverage or food

Purchased other 
beverage

Purchased other 
beverage or food

Made purchase 
from bar

Visited Miller Lite 
Muscle Lounge

Relaxed with family 
or friends 

Watched other 
entertainment

Visited mobile 
Distillery tour

Relaxed with family 
or friends

Played golf putting 
game

Coca-Cola preferred brand Jack Daniel’s preferred brand Miller preferred brand Tito’s preferred brand

Other preferred brand Other preferred brand Other preferred brand Other preferred brand
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PREVIEW
VERSIONOther Activation Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

Tub O’ Towels DIY Pavilion Indian Motorcycle Meguiar’s Edelbrock

Collector vehicle owners

All visitors

1 2 3 4

Watched live vehicle 
build projects

Spoke with 
representative

Spoke with 
representative

Spoke with 
representative

Received 
complimentary wipes Sat on motorcycle

Purchased Meguiar’s 
product

Purchased Edelbrock 
products

Learned about 
restoration techniques

Received free Indian 
merchandise

Purchased show special 
Ultimate Buffer Kit

Purchased other 
products

Received other 
merchandise Participated in test ride
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PREVIEW
VERSIONOther Activation Evaluations

PARTICIPATION RANKING

PARTICIPATION

Entered exhibit

Greatly enhanced

ENHANCEMENT RANKING

Saw from outside

Somewhat enhanced

Collector vehicle owners

ACTIONS TAKEN (among those who entered)

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among those who entered)

EXTENT ENHANCED EVENT EXPERIENCE (among those who entered)

Did not see

Did not enhance

All visitors

Textron Aviation BF Goodrich Griot’s Garage Shell Pennzoil Pioneering Performance Stage

5 6 7 8

Watched special 
presentations

Spoke with 
representative

Spoke with 
representative

Looked at airplanes

Listened to industry 
experts

Purchased Griot’s 
products

Relaxed with family 
and friends

Looked at off-road 
vehicles

Watched in-depth 
vehicle presentations

Purchased show special 
6” orbital kit

Participated in Pick a 
Fact, Get a Hat

Used phone 
charging stations

Spoke with 
representative

Relaxed in lounge
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PREVIEW
VERSIONTest Rides and Drives

PARTICIPATION RANKING

PARTICIPATION (among ride and drive participants)

Greatly enhanced

ENHANCEMENT RANKING

Somewhat enhanced

MORE LIKELY TO PURCHASE BRAND THAN BEFORE THE EVENT (among participants)

EXTENT TO WHICH RIDE OR DRIVE ENHANCED EVENT EXPERIENCE (among participants)

Did not enhance

Overall ride and drive participation

Entered ride and drive area

Saw from a distance

Did not see

Ford fast lap Dodge test driveDodge Thrill Ride Chevrolet test drive Ford test drive Chevrolet fast lap

1 3 52 4 6
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PREVIEW
VERSIONOn-site Beverage Consumption

Beverages consumed on-site Percentage
consumed

on-site

Average 
consumed 

at event 
(among consumers)

Type of liquor or spirits consumed most on-site 
(among those who consumed liquor or spirits)

Soda or soft drinks

Bottled or boxed water

Beer

Liquor or spirits

Coffee or coffee drinks

Wine or wine coolers

Energy drinks

Juice

Other beverages

50%

12%

6%

0%

21%

8%

3%

1%

On-site Purchases
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PREVIEW
VERSIONProduct Ownership and Use

Product ownership Products purchasing within next 30 days

Fast food

Soda or soft drink

Beer

Liquor or spirits

Airline ticket

Mobile phone services

Energy drink

Car or light truck (for regular driving)

Smart phone

Home or auto insurance

House or condo

Dog or cat

Collector vehicle

Vacation home or cottage

Motorcycle

Boat or personal watercraft

Airplane
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PREVIEW
VERSIONVehicle Preferences

Vehicle ownership

Total Vehicles

Type of vehicle driven (among owners)

Total cars

Total pickup trucks

Total SUVs

Total other

Own car or light truck

Do not own

31%

10%

10%

6%

4%

11%

10%

8%

5%

3%

2%
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PREVIEW
VERSIONBrand of Vehicle Driven (among owners)

21%

5%

3%

2%

1%

1%

9%

4%

3%

1%

1%

1%

20%

4%

3%

2%

1%

1%

6%

4%

2%

1%

1%

3%

Total General Motors

Total Japanese

Total Ford-Lincoln

Total FCA

Total European

Total Korean

Total other
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PREVIEW
VERSIONTelecommunications Brand Preferences

Smart phone or tablet used most often (among owners) Wireless service provider (among users)

53%

10%

3%

1%

19%

8%

1%

1%

4%

55%

31%

5%

5%

2%

1%

1%
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PREVIEW
VERSIONBeverage Brand Preferences

Beer brand drink most often (among beer drinkers)

Soda or soft drink brand drink most often (among soda drinkers)

Preferred liquor or spirits brand (among liquor drinkers)

Preferred energy drink brand (among energy drink consumers)

19%

7%

2%

1%

9%

4%

1%

14%

17%

4%

2%

1%

8%

3%

1%

7%

14%

9%

3%

2%

11%

5%

2%

1%

1%

12%

7%

2%

2%

1%

10%

3%

2%

1%

12%

36%

33%

21%

3%

7%

35%

7%

3%

11%

5%

1%

1%

13%

7%

2%

1%

8%

4%

1%

1%

Total
vodka

Total
whisky or 
bourbon

Total
rum

Total
other
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PREVIEW
VERSIONBank, Insurance, and Airline Brand Preferences

Bank used most often

Preferred US airline (among those flying within 30 days)

Auto insurance company

21%

2%

1%

1%

17%

2%

1%

1%

17%

2%

1%

1%

4%

1%

1%

1%
26%

17%

8%

3%

2%

9%

4%

2%

1%

1%

12%

6%

3%

2%

1%

8%

4%

2%

1%

14%

44%

13%

6%

1%

22%

7%

5%

1%

1%
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PREVIEW
VERSIONDemographics of Attendees

Male

Female

Age categories

Current living situation

Occupation

Household income (before taxes)

0-5
6-10

11-15
16-20
21-25
26-30
31-35
35-40
41-45
46-50
51-55
56-60
61-65
66-70
71-75

Over 75

Single - with parents
Single - on own/with roommates

Single - with children
Couple - no children

Couple - with children
Couple - children grown

Other

Under $49,999

$50,000-$74,999

$75,000-$99,999

$100,000-$149,999

$150,000-$199,999

$200,000-$299,999

$300,000 or over

Retired
Self-employed

Professional
Sales/business/management

Labor/factory/construction
Health care

Government
Service/restaurant/retail

High-tech/Internet
Office/clerical

Disability
Police/fire/military

Agriculture
Consultant/specialist

Teacher/professor
Other

Note: ages and genders include 
respondent plus all members 
of their group
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PREVIEW
VERSIONTourism and Economic Impact

Estimated attendance Place of residence (among non-locals)

Transportation to Phoenix Metropolitan Area (among non-locals)

Accommodations in Phoenix Metropolitan Area (among non-locals)

Average nights stayed (all non-locals)

Attendee hotel/motel room nights

Total person-visits 
(from published attendance)

Average visits per person

Estimated unique attendees

Total locals 
(Phoenix Metropolitan Area)

Total non-locals 
(outside Phoenix Metropolitan Area)

Estimated unique attendees

22%

4%

3%

3%

8%

3%

3%

11%

8%

4%

3%

3%

5%

3%

3%

14%

Personal or private vehicle

Private home
Vacation home or condo

Camp site
Hotel or motel

Other
Did not stay overnight

Air
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PREVIEW
VERSIONEconomic Impact of Attendees

Total spending by non-locals Spending by non-local attendees Spending by local attendees
(not economic impact)

Economic impact 
(Industry output)

Direct and indirect

Admission tickets

Concessions at venue

Shopping and retail

Restaurants outside venue

Retail clothing

Parking and fuel

Ride share services

Public transit or taxis

Total spending by locals

Accommodations

Shopping and retail

Concessions at venue

Groceries

Restaurants outside venue

Admission tickets

Retail clothing

Other entertainment

Parking, fuel, and repairs

Car rentals

Public transit or taxis

Ride share services

Total spending by non-locals

Induced

Total employment supported
(full-year job equivalents)

Total taxes supported

Federal

State

Local
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PREVIEW
VERSIONComments from Attendees

“Barrett-Jackson merchandise is priced too high.”

“Not happy with increasing costs and your muddy parking lots.  You can afford to 
  pave them.”

“First time Barrett-Jackson visitor and first time spending the winter months in 
  the Phoenix area.”

“So much to see and not enough time in one day.  Next time I will spend a few days.”

“I have always enjoyed the Barrett-Jackson event and love living in the “Valley of the Sun”.

“Very disappointed that ticket prices were raised for the final day.”

“I truly feel the food vendors were highly over-priced and heard many customers 
  saying it was a rip off.”

“We have attended from Minnesota the past 6 years.  It is wonderful!”

“Lot 20 is what we took home!” “We spend a few months of the winter here.  We choose to stay in Phoenix area in 
  January so we can attend Barrett-Jackson.”

“Checked off another bucket list item. Thanks.”

“Please bring back Bud Light.”

“Great event.  Always fun to see what is new in bespoke stuff.”

“Too much celebrity worship!  I came to see cars.”

“I have always loved this event.  5 of the 6 from our party fly in from out of 
 state every year.”

“We bought a home here in 2012 due in part to the wide variety of car shows.”

“I used Barrett Jackson as a family get-together. My father and girlfriend flew in from   
  Georgia and I invited my daughter and her boyfriend.”

“We most enjoyed the Dodge fast lane rides we took; wow!  What fun and our drivers  
  were so nice and friendly!”

“More TVs in bidding area.  Your premier customer cannot watch what is going on while 
  waiting in line for a beverage.”

“I was surprised to see so many non-automotive booths at the event.”
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PREVIEW
VERSION

About Enigma Research Corporation®

World’s leading event research firm

Approximately 1000 events surveyed since 1993

Offices in New York, Toronto, and Santa Monica

Other Enigma Independent Event Audits
No list of events is publicly distributed.  Consultants must be 
contacted for a list of scheduled events.

Verification

Skill-testing questions at end of survey verify actual attendance

Names and email addresses of respondents collected
Subscribers may request skill-testing response data or email lists for 
independent verification

Methodology
Enigma Independent Event Audits provide unbiased data for senior 
marketers.  Leading event marketing brands subscribe to confidential 
reports.  Event promoters and marketing agencies are not involved in 
the data collection.  Unauthorized copying or distribution is strictly 
prohibited.

Survey technique

Survey method

Field dates

Sampling 
method

Sample size

Incentive for 
respondents

Unbiased, online post-event survey

One week commencing final Sunday evening of event

Proprietary algorithm featuring targeted pay-per-
click ads and other databases

Approximately 600 respondents

$200 Visa gift card


