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Overview of Research

The New Experience Economy research project has been designed as province-wide initiative. Using a
longitudinal approach over the course of one year (the same respondents surveyed each wave), the purpose of the
work is to provide relevant facts about local audiences that organizations who offer live group experiences can use

to breath life back into our communities.

Details on Wave 2:
* Online survey, Albertans 18+

* Respondents were recruited through Angus Reid Forum.

* Field dates: July 8 to July 23,2020

Quotas set regionally, final data was weighted within
Calgary by age and gender.

A total of 1,346 surveys collected with Albertans. Within
that sample, 499 Calgary-only surveys were collected:

* 352 base surveys (within main sample)

* 147 booster surveys
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How to use this report:

This report will focus on outcomes from Calgary respondents only. The purpose of
this report is to provide a supplementary perspective of the Calgary market
specifically, for organizations who operate in the region.

It should be noted that the implications from the full report remain applicable to
each individual market. The full (province—wide) results are available at:

www.stone-olafson.com/ insights

Please note:

Numbers presented have been rounded and sums may not correspond exactly to numbers in the detailed data tables made

available.
Throughout the report, arrows are used to indicate a statistically significant results (up or down).

Due to the inclusion of online, non-random sampling, a standard margin of error is not calculated for the results. However, an
approximate rate of reliability typically associated with an overall sample of this size would be +/- 4.47, 19 times out of 20.



http://www.stone-olafson.com/insights

What is different in Calgary?

1.

Comfort levels unchanged
but greater acceptance of
mask wearing

Calgarians are reacting very similar
to re-opening efforts as the rest of
the province: they are growing
more comfortable with the pace
but still wary with larger groups.
But more than any region,
acceptance of mask wearing has
grown. This may be a function of a
younger demographic or the
lingering impact of earlier
outbreaks (now overcome).

2.

Outdoor pursuits and
“Stay-cations” have higher
consideration in YYC

More Calgarians are considering
activities like staycations or hiking
than other Albertans. Great
opportunity to continue to
capitalize on these during warmer
months and consider how to
continue leveraging once seasons
shift and outdoor activities become
more challenging.

3.

Calgarians are becoming
morejittery about
economy

Calgary still has the highest overall
caseload to-date but weathered
early outbreaks. Driven by 35-54-
year olds (primary working ages,
more likely males), there is a
growing sense of economic
concern in the city and greater
eagerness to get back to work that
is not as strong as in other regions.
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How have comfort levels shifted

in Calgary?
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Calgarians continue to mirror the rest of the province with respect to re-
opening outlook, comfort level interacting with others, and emotions

Opinion on Re-opening

33%
32%

| think we’re moving
too fast

50%
43%

| think we’re moving

at the right speed

17%

| think we’re moving
too slow

25% m Wave 2
B Wavel

Comfort level

High comfort:
Large groups
in close proximity

(8-10)

Mid comfort:
Own social groups

4-7)

Low comfort:
Self or immediate

family (1-3)

Wave 2

Wave 1

Current State of Mind (First Mentions)

Worried [N 34%
Optimistic [l 15%
Indifferent [} 10%

Bored [JJ 10%

Isolated [ 7%

Happy | 4%

Sad || 4%

lgnored || 3%

Curious | 2%

Which statement best reflects your personal opinion on the current state of re-opening in Alberta? As Albertans start to re-connect with the community, everyone has a different
comfort level in terms of interacting with others. Based on how you feel today, how comfortable are you with reintegrating or re-connecting with your community? Given everything

that is happening in Alberta, which of the following best describes how you are feeling today? And how else are you feeling?

Base: Calgary sample (n=499)
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Demonstrating the balance between returning to normalcy and risks of
COVID-19, there is still wariness but comfort with masks is growing
% Agree
Wave 2 Wave 1
I’m.wary about interacting 29% 41% 22% 8% 70% 68%
with people | don’t know
| would be fine wearing a face mas.,k'h.c it 25% 44, 19% A 69% 56% 61% Albertans
meant | could return to my regular activities (wave 2)
.We have n?ade good progress bl:lt now 21% 40% 27% 12% 61% )
is not the time to let up on restrictions
I’'m very excited restrictions are lifting - it - - o
feels like things are getting back to normal 33% 11% 6% )
I’m not sure I'll ever Fsﬁl as clzomfc:)rt;ble 132 40% 31% 16% 53% )
in public as | was before
| think COVID-19 has been " 5 S ° ° °
blown out of proportion 17% 19% 22% 36% 42% ﬁ o A(f;[/lze;;tans
B Completelyagree m Agree m Disagree M Completely disagree
Now that restrictions are starting to lift, we want to ask your opinion about the next couple months. Please indicate your level of agreement with the following statements. 8

Base: Calgary sample (n=499)



Summer Activities and

Substitutions
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Thereis an expansive range of activities that Calgarians gave up this

summer due to COVID-19

% Not doing this year because of COVID-19
(Mentions of 10% or higher)

Cagary Sarpede | 70 S—
Travel outside of Canada | 577% Sports tournaments (slo-pitch,... [l 16%
Canada Day Activities | 53 Shakespeare inthe Park [ 15%
Travel to other provinces [ NG 0% Calgary Comic Expo [N 15%
Live music concert | 26% Surmer idscarps [N 157
Lilac Festival | 25
Museurn/Gallery visits | 24%
Travel within Alberts [ 23
Folk Festival [ 18%

Summer sports leagues - 17%

Fringe Festival - 10%

Other tourist attractions _ 29%
Other community festivals _ 23%

Other local arts festival - 14%

Summer is a busy time in Alberta and traditionally a season with lots of different activities. Thinking about your typical summer activities, which of the following are you or your family
not doing this year because of COVID-19 (but used to do)? 10
Base: Calgary sample (n=499)



Which act

Travel outside Canada
Summer sports leagues
Sports tournaments
Travel other provinces
Camping

Live music concert
Travel within Alberta
Museum/Gallery visits
Calgary Stampede
Canada Day Activities
Folk Festival

Lilac Festival

v

% Missing Activity
67% 25% 8%
61% 28% A
61% 28% 12%
60% 31% 8%
55% 34% 10%
52% 38% 10%
38% 48% 15%
36% 47% 17%
30% 50% 20%
16% 58% 26%

M Really missing [ N\issing a little

B Not missing at all

ities are missed the most?

And when you think about all the things you typically do, to what degree are you missing these activities

Base: Calgarians who typically participated in each activity (n=varies)
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Similar to the province, the number of Calgarians
who are replacing activities is high and there is a risk
of |osing audiences over the |ong term (what will be

needed to earn them back?).
% Replacing Activities
Nothing - just have o
more free time _ 437%
Replacing with completely o
new activities - 37%
Participating in scaled back o
versions of what we used to do - 22%
E i ith online/digital
ngaging with online/digita - 19%

versions of what we used to do

R ting th t/
ecrea mg e even - 15%

activities on our own

To what extent are you replacing the activities you really used to miss? 11

Base: Calgarians who are ‘really missing’ at least one activity (n=372)
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Providing information and being transparent is most important for
experience organizations

Communication remains critical. First and foremost, Calgarians want to simply hear from organizations on the steps they are taking to re-open (even if decisions
have not been finalized or there is no real “information” available). When Calgarians feel informed, they will be more likely to make decisions on participation,

even in modified forms.

What experience organizations could be doing:

61%

Provide updates on when they will be open

40%

Provide information on refunds

Deliver modified versions of
events/activities

31%

26%

Offer regular content to keep my interest

Deliver online versions of their
experiences

23%

22%

Develop new experiences online

19%

None of these

There are lots of things organizations that offer experiences could be doing. What do you want them to be doing to keep you connected? 12
Base: Calgary sample (n=499)
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What are Calgarians considering this summer? Olafson

Relative to the rest of the province, Calgarians are more likely to consider some recreational/fitness pursuits like hiking (proximity to mountains
likely influences) and returning to fitness centres.

% Consider doing

Hiking INIIINNNENENGNGNNNN 4/7. — 40% Albertans
Visiting a restaurant/bar [ 467 ‘ (wave 2)
Visiting other parts of our province [N 43%
T —
Hosting small social events at home [N 39%
‘Stay-cation’ NN 31% ‘ 25%(A|be2;tans
Visiting other provinces in Canada | I 28% e
Explore our own city [N 25%
Returning to fitness/rec centres NN 217 ~ 19% Albertans
Golfing I 18% e
Going to a movie NN 17%
Attending modified events with social distancing [N 16%
Visiting a museum/art gallery [HIEIE 11%
Participating in live experiences online [l 9%
Staying in a local hotel [l 8%

Attending summer camps . 3%
None of the above [l 8%

Now that some restrictions are lifting, what are some of the things your household is considering in the next few months of summer? Please select all that apply. 13

Base: Calgary sample (n=499)
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Realization is setting in for Calgarians, much like the rest of Alberta, that
COVID-19 s having a lasting impact
The shift in perceptions on re-connecting from wave 1 to wave 2 reflects our phased re-opening and the available of more activities than in wave 1. Calgarians are
slightly less fatigued with what’s being offered (because there is more available) but also conflicted with how exactly to re-engage in the most comfortable (and
enjoyable) form.
% Agree
Wave 2 Wave 1
| value the social connections 19% 60% 18% 3% 799% 33%
| have more than ever
e thethings s to 1 ’ ’
forall the things | used to do 17% 497 28% 6% 66% 7%
| won’t go back to doing things the same way 8% 40% 34% 49% 37%
’'m enjoying a lot of the new ways organizations % 43% 43% 9% 48°% 56
are working to keep me connected
I’m nervous tz resume r.ny regular activities 4% 34% 440/0 18% 38% 449,
ut am going to do it anyways
m Completely agree W Agree m Disagree m Completely disagree
Now that we’ve asked you about the ways you have been connecting with organizations and activities throughout restrictions, we’d like to understand how you feel at this time. Please
indicate your level of agreement with the following statements. 14

Base: Calgary sample (n=499)



Understanding how External

Influences Shape Perceptions




Calgarians are following COVID-19 news and information closely, mostly
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through Canadian news online, government sites, or the news

Like the rest of Alberta, those who follow the news most closely, are more likely to get their information from online sources over traditional.

% Following News & Information

Very Closely — lactively look for updates, 38%
facts, statistics and stories °
Quite closely — | pay attention when it 44%,
comes up but don’t go looking for it °

Not closely — lonly pay attention when
someone makes me or if something really gets . 1%

my attention
Avoid it — | am tired of the news on o
COVID-19 and avoid it if at all possible 7%

Generally speaking, how closely are you following any news and information about the COVID-19

Pandemic?

Base: Calgary sample (n=499)

Net Onlinesources
Net Traditional media
Net: Social media

Canadian Online News sites
Government Sites

v

Facebook

Radio

American Online News Sites
University/ Academic sites
Newspapers

Twitter

Instagram

Other Sodal Media

Another source

% Use to Access Information

— 787
I 577
I 417

I— 637
I 497
I 38%
I 277
I 267
I 21%

. 14%

I 15%

. 13%

m 5%

m 7%

Il 9%

16
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the experience economy

But as with the rest of the province, there are portions of Calgarians who feel no impact from the news cycle. These respondents tend to be male, between the

ages of 34-54 and haven't experienced a shift in income as a resutt of COVID.
% Net Impact

Information on progress/
openings in Alberta

Updates on COVID stats

in your community

Stories about COVID

5% 22% 16%

in other parts of Canada 474 35% 367 19% 3%
Information about COVID-related 39, 439, 31% 1% 32,
news around the world
Stories about outbreaks 26 129 89

in your community

Stories about a 2nd wave 18% 1% 27% 5%37%

of the pandemic

Coverage of events in the US 27% - BYA

B Very negative impact M Somewhat negative M No impact B Somewhat positive Bl Very positive impact Bl Unsure

What impact, if any, do the following stories have on how you feel about re-engaging with activities you used to do? 17
Base: Calgary Sample (n=499)



What about marketing? Because Calgarians are paying attention to news,
they are also noticing information about activities (817)

And the impact is positive (or at worst, neutral). This shows a receptivity to marketing. Although direct communication and promotions/deals have slightly lower
awareness (may reflect weight in market), these have the most positive impact on intent to participate.

% Aware % Impact on Participation
Media stories about visiting provincial o ps p
parks, experiences, attractions _ 64% 44% 49% /
psencouragng youto vt | 497
attractions/experiences around Alberta 497% 537% 42% ®
Adbvertising for local hotels _ 429 1% 549, 5o
promoting ‘staycations’ °

N

Promotions/deals for visiting o o o o
other parts of the province - 33% o1% 43% x4
Marketing for outdoor fitness - 23% 37% 60% 3°

Direct Mail/email offers reminding - 13% 529, 429, 6%/

you attractions are open

None of these - 19%

Over the last few weeks there have been efforts to attract attention to various activities and experiences. Before today, which of the following were you aware of? (These could be
online, in print, radio or TV). Please select all that apply. Base: Calgary sample n=499

B Positive m No impact [ Negative

Thinking about the marketing/promotions you were aware of, what impact did these have on your intentions to participate in those activities?
Base: Aware of each type of marketing/promotion (n=varies)
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How has Spending Shifted?
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Calgarians are generally aligned with the province on perceptions of Olafson

economic impact of COVID-19 and the severity of concerns

The North region is driving more serious concerns about the economy (and to a lesser extent, south and central) but there is still a
clear dichotomy on the issue across he province, including Calgary — a tug and pull between restrictions and the cost of them/overall
economic uncertainly.

% Agree

The economic impa'ct of restrictions 23% 16%
is steep but worth it to keep us safe

61%

The economic uncertainty in Alberta is a 5 o & o o
more serious problem than COVID-19 31% 25% 29% 15% >6%

B Com pletely agree M Agree [ Disagree m Com pletely disagree

Now that restrictions are starting to lift, we want to ask your opinion about the next couple months. Please indicate your level of agreement with the following statements. 20

Base: Calgary sample (n=499)
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Discretionary spending has decreased at a greater rate for Calgarians and

more have no intention of spending in the short term

Ca |garians have experienced income reductions at a similar rate as the rest of the province but do seem more anxious about the
economy/returning to work (14% of Calgary males say this is the thing they miss most, compared to 9% of males across Alberta as a whole).

This s likely being reflected in a sharper spend decrease.

Spending on non-essential items Reaction to spending less

} o Saving the money with no intention of

Spendlng R GReEERE _ 63% spending it in the short term
Spending has stayed the same - 27% Redirect our spending into other
areas — home or other activities

Spending has increased l 9% Save the money for when
things open up and spend it then

Unsure

2%

No plans yet

. 1%
- 17%

Thinking about your overall spending on non-essential items, would you say your overall discretionary spending has decreased, stayed the same or increase?

Which of the following best describes how your household is most likely to react to spending less during the pandemic?
Base: Calgary sample (n=499)

35%

Albertans

21



Overall, spending trends mirror the province with large reductions on
major sectors but an increase in online options

While organizations will not be able to simply offer an online replacement for activities (as noted in Wave 1), there will be opportunities to
monetize online or hybrid offerings as Calgarians (and the rest of Alberta) have started to spend more in this area.

Spending on...
Travel 82% 14%
Festivals & community events 73% PRYA
Live arts and culture activities
Live sports events 62% 32%
Online entertainment [IRAYA 53% 17%
Online shopping IEEMSIAL 49%

B Decrease W Same B Increase W Unsure

Now thinking more specifically, how has your spending on the following changed?
Which of the following best describes how your household is most likely to react to spending less during the pandemic?
Base: Calgary sample (n=499)
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Respondent Profile
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Who We Heard From (Calgary)
Age Gender Location
NW  somm 29%
18-34 | 33% S Male NE mm 10%
50% 49% SE mmmm 20%
35-54 38%
I SW mmm 15%
Downtown B 4%
55+ %
- 30% Other 1% S di o
urrounding I 22%
Children in the Household Emp|oyment Household Income
v Employed—Full time _ 46%
es o,
33% Employed - part time . 11% Under $75,000 I 26%
Looking for work [l 10% $75,000 to $149,995 | 33%
N Freelance/Consultant/... . 9%
(o} o,
o Retired - 189, $150,000 ormore | 22%
Homemaker/ caregiver I6% Prefer notto say [l 19%
Student I6%
24

Base: Calgary sample (n=499)
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Who We Heard From (Calgary)

[ Income Changes (COVID) ] [ AcceSS|;§ri;:;zrnment ] [ Connection to COVID ]

Tested positive ‘ 0%
Yes . ¢

Decreased - 42%

Tested negative . 17%

Symptoms/not tested I 8%
Increased I1O‘%>

Know someonepositivellivingin

0,
No 66% high rate areas - 26%
Know someonelivinginthe US - 23%
Unchanged -48%
None of theseapply to me - 52%

25
Base: Calgary sample (n=499)
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Understanding people. It’s what we do.




