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Background & Purpose

The overarching purpose of this work is to give leaders of community sports, recreation, arts & culture, professional
sports, active living, heritage, tourism or hospitality sectors relevant facts about where we are right now and to continue
building recovery solutions that enable organizations in these important sectors to adapt and thrive.

With caseloads increasing across the province, additional protocols and restrictions were put in place. Attitudes and
behaviours of Albertans have the potential to shift a|ongside these changes. The fourth round of research focuses on
the Following:

Monitoring key attitudes, consumer mindset, measures of comfort and
risk;

Capture impressions and impact of restrictions and protocols; and,

Build on understanding of how Albertans are spending their time and what
they want to see from experience organizations.
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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. A total of 505 Calgary-specific surveys were
collected (340 base surveys, 165 boost) from December 8t to 20th.

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.
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What is different in Calgary? Calgarians continue to closely mimic their fellow

Albertans.
1.

Comfort levels drop, but

risk tolerance is steady

Comfort levels shift significantly as the
number of cases rise and restrictions are
enacted. However, how Calgarians
approach re-engagement has not

changed.

They have come to terms with protocols
and restrictions if it means they can re-
engage, but are feeling frustrated,

annoyed, stressed (like the rest of the
province).

Benefits must address lower comfort,
but also escapism to speak to their
motivations.

2,

Engagement is on hold

Many Calgarians feel like their life is on
pause right now. They are eager to
return to their usual activities, but while
current restrictions are in place,
Calgarians are discovering new activities.

As restrictions ease, audiences are likely
to be more comfortable engaging in their
usual activities, but also have a new set
of activities they enjoy.

For organizations, that means breaking
through a larger competitive set to
capture the attention of their audiences

3.

Contexts Framing
marketing

Audiences in Calgary are wary,
frustrated, and concerned about safety.
All the while, they are looking for
options to escape and want to know their
options if restrictions start to lift.

They rely on medical professionals to let
them know when it’s safe to re-engage
but turn to their trusted sources
(friends/ influencers) on what to re-
engage with.

Organizations are likely going to need a
multi-layered media strategy that can
reach influencers who can help propel
the message. Not pure social media, but
messages that are repeatable to others.
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Comfort levels, risk tolerance, and

consumer mindset
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Comfort levels are shifti Calgari hi ' Olafson
omrort levels are shi Ing, yet d ga"ans are approac Ing engagement ina
similar manner despite the rising number of cases
Comfort Level Risk Tolerance
High comfort - large groups - /56% Risk Taker - 18%
(8,9,10) 22% (8,9,10) 20%
25%
. . N 37% .
Medium comfort - social groups 55% Risk Reducer _ 53%
(4:57617) 58% (4,5,6,7) 58%
56%
: . 42% : :
Low comfort - self/family groups 19% Risk Avoider _ 29%
(1,2,3) 21% (1,2,3) 22%
.
W Phase 4 Phase 3 m Phase2 M Phasel W Phase 4 Phase 3
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 7

reintegrating or re-connecting with your community? Average risk tolerance score. Base: Calgary (n=505)



Acceptance of protocols and restrictions is growing, more so in Calgary

compared to the rest of the province

Phase 4  Phase 3

We all have to do our part to protect each other, 54% 30% 10%6 7871

even it means changing our habits

| am fine with protocols (e.g. waiting in lines, distancing, wearing 447, 36% 127% 84Ky

a mask) if it means | can return to my regular activities”

|’ve come to terms with the protocols and 32% 43% 13% 12% B2V

restrictions — they’re just part of my life now

The pandemic has got me re-prioritizing 20% 51% 212 3Ly

what is most important to me

| wish the most recent restrictions would have been implemented 46%, 20% 16% 17% B3

earlier so | could've gotten back to my normal activities sooner™

The pandemic and restrictions have 89, 32% 497, T8 39%

caused my interests to change

| think COVID-19 has been blown out of proportion [ [l LS5AS 714 )/ T YA 34%

B Completely agree m Agree m Disagree  m Completely disagree

*Slight wording change from phase 3 **Question added mid fielding
Below are a few statements about the pandemic. Please tell us if you agree or disagree with each one.

Base: Calgary sample (n=505)

7%

39%

% Agree

Phase 2

69%

36%
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Phase 1

56%

J
- ) 1 70% Albertans

i

42% l 38% Albertans
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|mpact of protocols

and restrictions
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Confidence increases with enhanced government protocols put in place to Olafson

curb the pandemic, yet it lacks intensity

Confidence that government action will have a positive impact in curbing pandemic % Confident
Overall [YA 33% 247 35% 37 39%
Enhanced protocols announced on November 24t 8 a 5 5
o) 3% 18% 27% 22%
Enhanced protocols announced on December 8th 5 5 °
(n=294) 21% 25% >t%

B Very confident M Somewhat confident M Not very confident M Not at all confident B Not sure

On [November 24/December 8] the Provincial government announced enhanced protocols and restrictions on social gathering to curb the pandemic. Overall, how confident are you that 10
these kinds of government action will have a positive impact in curbing the pandemic here in Alberta? Base: Calgary (n=504)
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Frustration and annoyance emerge as the dominant emotion and are more Olafson

universal than emotions earlier in the pandemic

% Current state of mind

Frustrated [ 60
Annoyed I 497 _
Stres\ied I 43%9 RlSk Takers
Exhausted N 43%
Worried GG 387
Isolated G 387%
Angry I 357
Sod I 32%
gEiEn: [ L
Understanding il 24%

Frustrated (80%), annoyed (69%), angry
(53%), impatient (47%), and exhausted (39%)

Pefeated NN 207 Risk Avoiders
Grateful p— 17°

o t:;z;c 17f Worried (57%), frustrated (43%), stressed
: —— (43%), isolated (38%), and sad (35%)

Confused s 4%
Confident B 4%

Assured g 2%
Something else . 12%

As the pandemic progresses things change — case numbers go up and down, protocols become more strict or less. What words best describe how you are feeling right now? 1

Base: Calgary (n=505)
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Health and safety protocols are top priority for Calgarians to participate Olafson

% Negative % Positive
impact impact
Insufficient health and safety protocols being mplgmented 549, 199 22% 739, 5% — 69% Albertans
(overcrowding, etc.) ‘ (Neg)
Other attendees not following safety measures 53% 17% 24% 4% 70% 6%
Long lines/longer wait times due to capacity requirements 32% 28% 32% YA 65% 6%

ot being able to participate wih people 7 ;
outside oFyour household/cohort 28% 377% 29% 3% 60% 9%
Fewer experiences/exhibits available than normal 22% 34% 38% 3% 56% 6%
Limited food and beverage options 17% 28% 48% 5% 45% 7%

Having to wear a mask/face covering during activity 14% 17% 43% 1% 15% 31% 26%
Having to arrive at a specific time/timed tickets 10%| 17% 51% N% 1% 26% 22%

W 1 - This will make me m2 m3-I'llcontinue these m4 WS- Thiswill make me do

stop doing my activities activities no matter what my activities more often

Over the past few months, organizations have been navigating safety measures that can impact guest experiences. What impact, if any, do the following have on your willingness to participate 12
in experiences (assuming restrictions allow)? Base: Calgary (n=505)
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Assessing activities
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With restrictions and higher caseloads notable proportions are adding other Olafson

activities to substitute what they cannot do.

Risk Tolerance

High Medium Low
n=105 n=278 n=122

We're doing and planning to do

new/different things 31% 47% 47%

43%

We're just doing what we've

always done 69% 53% 53%
57%

With the pandemic, we’re interested in understanding new and different things that you might do this time of year. By this we mean new activities, new hobbies, something you used to do as 14

akid, etc. Thinking ahead to the next few months, are you...? Base: Calgary (n=505)



Stone —

Only a small proportion of those who are doing what they've always done are Olafson

Iimiting their experiences to nothing

% doing or planning to do

Doing less than normal but
18199 o 17%
still doing some activities
Doing about the same level of 649
. (o]
activities or even more than before
. . . o,
Hunkering down - doing nothing at all - 20%

You mentioned doing what you've always done. Are you...? 15

Base: Doing what they've always done (n=286)
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There is continued interest for outdoor experiences, but appetite for online Olafson

[ , [ ] ] ] ]
isn’t diminishing
% doing or planning to do new activities
[Net] Outdoor activities NG /3%
Hiking NG 36%
An outdoor activity/event put on by an organization [N 32%
Ice skating (outdoor rink) NN 30%
Sight seeing NG 19%
Snowshoeing I 19%
Cross-country skiing [ INEEEEG 17%
Downhill skiing/snowboarding NN 17%
Sledded/Tubing M 11%
Biking (fat biking) Il 9%
Hockey/ringette/shinny (outdoor rink) Il 5%
Snowmobilingl 1%
Exploring new hobbies, crafts, music, art [ R R 547%
Finding experiences online to watch/do I 48%
Traveling within Alberta [ IR 35%
Learning a skill/taking a class or workshop | I NREREEEEEEN 28%
Traveling within Canada [N 17%
An indoor activity/event put on by an organization [l 8%

Something else I 13%

You mention you and your family/cohort are doing or planning to do new or different activities this year. Which of the following is new or different (or perhaps something you’re doing more 16
of) Base: Doing or planning new or different activities (n=219)
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Main motivators to explore the province focus on escapism and fulfilling Olafson

social motivations

% reasons to travel within Alberta

To get away from everyday life [ RN 507

Visit friends and relatives | 387 degrees of interest in outdoor activities, but
To go sight seeing [ INENGNINGEG 35% they share in common the need for a break
To go snowshoeing/hiking | NI 30% and social connection. Communications to

. : . promoting travel in Alberta need to
To go sking/snowboarcing. N 267 reinforce these motivators.
To explore heritage/historic sites | NN 23%

To go skating | 20%
Forwork [ 16%
To explore museumns [ 14%
Attend an event/festival [ 11%
To go dog sledding [l 6%
To go snowmobiling il 5%
Another reason [Jj 4%

I would not consider any travel to other places in Alberta ||| [ [ I 24%

7 Calgarians, like Albertans, have varying

Some Albertans are considering travel to other places in the province in the next couple months (as restrictions allow). What kind of reasons or activities/experiences would help you make the 17
decision to travel within Alberta? Base: Calgary (n=505)



What do Calgarians need to decide to travel within the province?

Would consider travel within Alberta Would not consider travel within Alberta
(n=382) (n=123)

4 Eeiisheioattall  EY
ac- I e )
as7 | :; e i 13
a5 I e e e
ss N T 20
2 et |
22 I P
2 N LT |
8% - Something else . 79%
Nothing will change my mind -
| don't plan to travel untilthis is over TG ¢

And what do you need to see or hear to finalize a travel decision? You indicated you aren’t planning to travel within Alberta. What do you need to see or hear to change your mind?

Base: Calgary sample (n varies)
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Calgarians largely feel their life is on ‘pause’ and are waiting to rediscover
their usual activities. With restrictions in place, they are finding things to do
while they wait.
% Agree
| can’F v'va.it to rediscover the experiences, 259, 52% 19% 4% 7%
activities, and events in my community
When this is over | know | will just go back o o o o o
to the things | used to do 28% 49% 21% 3 76%
| feel like my life is on ‘pause’ right now y L VA 45% 20% 5% 75%
’'m already changing what | do and what 69°%
experiences | spend money on ¢
I’m sa;Ln(jgg(hat .| might bahve spent on activities 12% 487, 349, 6% 60%
periences right now for when | can
m Com p|ete|y agree M Agree [ Disagree m Com plete|y disagree
Below are a few things people might say about the current situation and how they spend their time and money - please tell us if you agree or disagree. 19

Base: Calgary (n=505)
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How to reach audiences?
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Similar to the rest of the province, Calgarians trust medical experts most Olafson

when it comes to re-engaging
% Trust when it comes to re-engaging
Dr. Deena Hinshaw [ NG N 487
My doctor [ NG 487%
AHS N 427
Family/Friends [ N RN 267
Premier Kenney [N 18%

Local businesses - 17%
Other politicians - 1%

Media/news - 1%

Sports & rec organizations Bl 9%
Arts & culture organizations B s

Government Employees B 5%

Other B 132
| trust no one - 1%

Who do you trust when it comes to re-engaging with experiences and activities? Please select all that apply. 21

Base: Calgary (n=505)



Audiences will need a different message

Risk Tolerance
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- . High Medium Low
% Increase willingness to participate n=92 n=269 n=119
Show me the protocols help keep me/cohort safe _ 46% 1% 52% 60%
Show me the refund and cancellation policies _ 41% 40% 45% 33%
Offer me promotions to make it cost less _ 38% 42% 45% 19%
Show me thaF my experience may be _ 32, 239 40% 2%
better with fewer people around
Show me the protocols won’t impact my experience _ 28% 29% 32% 17%
Offer me promotions to include/share . o o o
it with my cohort _ 25% 23% 28% 19%
Show me | will have a unique and new experience _ 21% 1% 29% 13%
Show me it may be a new twist on o o o o
what I've always done before - 18% 10% 24% 12%
Remind me that lines really won’t be that long - 13% 7% 16% 13%
Something else . 6% 9% 6% 5%
Nothing they say will make me want to engage o o o o
as long as these protocols are in place _ 21% e 5% 2%
Besides telling you about the experience itself, what could organizations say or do to increase your willingness to participate (assuming restrictions allow)? Please select all that apply. 22

Base: Any rating of negative impact from any safety measure (n=480)
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Stress relief, escapism and connection are key benefits Calgarians seek Olafson

during restrictions

% Gain from participating in experiences

Is a stress relief [N 51%
Is a break from the normal [N 477
Helps me escape the day-to-day grind I NN 467
Gives me time with my family NN 417
Makes me laugh I 387
Is uplifting (NN 347,
Makes me feel something (happy, sad, angry — anything) | NN 287
Is something new to do [ NN 247
Gives something back to the community [INEEEE 247
Inspires me NI 237
Makes me think [N 19%
Gives me time away from family [N 12%
Beawed 1 11%
Surprises me [l 9%
Be shocked | 2%
Nothing - | do not plan to participate in activities until this is over | il 197

We know this is a tough time for everyone right now. Assuming restrictions allow and an organization can assure you that they are following protocols, what do you want to get out of 23
participating in any activity during times like these? Please select all that apply. Base: Calgary (n=505)
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Organizations that provide a safe and enjoyable experience will see the Olafson

return through word of mouth. Make an experience repeatable.

% Hear about new activities/events

Friends/farnily [ 62%
Social media ~ someone you follow ||| GG 52%
Social media - an ad ||| GG 43
Social media - organization’s page [N 42%
Radio [ 29%
Emal [ 28%
™ I 2

A source that informs a variety of things to do you in your area o
(e.g. Curiocity Calgary, Explore Edmonton) - 20%

Another way l 4%

Now these organizations will have to reach you in new ways, especially if it’s an organization that’s new to you. How do you typically hear about new activities/events that you’ve never done 24

before? Base: Calgary (n=505)
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Respondent Profile
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Who We Heard From (Calgary)
Age Gender Location
NW mm 26%
18-34 - 32% Female Male NE mm 10%
50% 49% SE mmm 17%
35-54 N 38% SW 22,
Downtown 1 3%
55+ %
- 30% Other 1% S di R
urrounding I 22%
Children in the Household Emp|oyment Household Income
Y Employed - full time _ 52%
es o,
359 Employed - part time . 8% Under $75,000 I 227%
Looking for work || 8% $75,000 o $149,999 NN 35%
Freelance/Consultant/... I 3%
Retired - 19% $150,000 ormore | 23%
No 65% Homemaker/caregiver I6% Prefernotto say [ 19%
Student I 7%
26

Base: Calgary sample (n=505)



Who We Heard From (Calgary)

Income Changes (COVID)
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Decreased and steady _ 37%

Decreased but rebounded . 7%

Increased . 7%

Unchanged _ 50%

Base: Calgary sample (n=505)

Connection to COVID

Tested positivel 2%
Know someone who .
tested positive - 31%

Quarantined because. 10%

of contact tracing

Tested negative _ 33%
Positive case(s) - °
at child's school 14%

Had symptoms butI 59%

was not tested

Know someone living in o
community with high rate - 21%

None of these apply to me _ 37%

27
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Understanding people. It’s what we do.




