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A collaborative and evolving resource:

Purpose & Objectives:

Alberta continues to be at a crossroads brought by a pandemic that has changed public
life and re-shaped our economy. This is especially true in the arts sector which continues
to experience a decline in engagement with events and activities. This work was
developed for this sector exclusively. It builds upon research that began in 2020 but is
designed to provide specific, relevant and reliable facts to support the leaders in the arts
sector as they build relevance and grow attendance.

Key topic areas for Wave 3:

*  Assess interest and engagement with arts related education opportunities
* Understand spending habits and how they've altered

* Identify current barriers to last minute engagement

* Understand ad hoc decision variables

How to use this report:

This work is designed to be shared. We encourage our partners to distribute and actively
apply the insights to their business. The ultimate goal is to build on collaboration by
sharing resources that can drive smart and focused engagement strategies.




Research Approach:

This report represents the third of six (6) waves of work.

The survey was delivered to a representative sample of arts receptive Albertans,
ages 18+. In order to qualify for the survey, respondents had to indicate interestin
at least one art form.

Atotal of n=1,160 surveys were collected across the following regions:

« Calgary + area (n=400)

*  Northern AB (n=120)

¢ Southern AB (n=120)

 Central AB (n=120)

The survey was conducted between August 5t - 15th, 2024,

An approximate margin error for a typical sample size of n=1,160 is +/- 2.9% (which
is not typically applicable for online non-probability samples).

This report focuses on the only. Results are shown alongside
total results to provide a directional comparison to other areas of the province.







First, not all audiences will
engage in the same way or

to the same degree
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IMMERSED: The most active,

eager, and supportive.

ENGAGED: They are active but

not as enthusiastic.

PASSIVES: They will need to be

inspired to engage more.

INFREQUENT: They may be

interested but rarely engage.



Inspiring more
engagement
requires widening
our reach to
audiences who
need to
understand
experiences in
more personal and
emotional terms.
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Promises of emotional benefits are key to garnering greater
investments of time and dollars. Edmontonians indicate they are the
most constrained for time.

In a market with less time, success is likely to hinge deepening
connections with those who are already engaging and widening
reach to inspire attendance from passive audiences.

The journey to a special live experience starts at home. Audiences
are not after empty experiences. They want to see themselves in
the activity. Help them see it.

Philanthropic support will be a challenge but notimpossible. Evolve

messages past the personal motivations which drive support now.
Show impact, create urgency, make it easy.




What is different in Edmonton this fall?

In short, very little! Arts-interested individuals across Alberta have very similar behaviours and motivations when it comes to
arts education, spending on discretionary activities, and making last-minutes decisions. Similar to last wave, there are very few
regional differences this wave. A summary of what we learned is below:

Communicate the ‘fun’ factor for greater engagement. Promotions for arts activities are often focused on learning and development.
While self-development and personal growth are indeed key benefits of participation, this may not be enough to get Edmontonians through
the door. The primary reason(s) adult Edmontonians participate in arts activities are overwhelmingly related to fun, social, and entertainment.
Communication efforts should be focused on entertainment and uniqueness factors first, and that skill development simply comes along as
an added benefit of participation.

Show value to compete with other entertainment options. The cost of living remains a top issue both nationally and provincially. On a
local level, we learned that 52% of Edmontonians feel they are "just getting by" financially or "falling behind"—a figure slightly higher than

@ that of the rest of the province. However, the good news is that Edmontonians have a propensity to spend and are not necessarily focused
on cost alone. Instead, they consider the experiences or activities available to them and then decide what fits into their somewhat flexible
budgets. This serves as a strong reminder that organizations must demonstrate their worthiness of Edmontonians’ time and money by
making experiences easy, attractive, social, and timely.

Decisions are shared, just like experiences. Findings show that only a small number of experience decisions are actually made
impulsively. Most decisions are made more than a week before an activity, and the process of deciding is typically a shared task. While some
individuals may take the lead in researching options, the vast majority share the final decision with others in their household. Because the
commitment to participate is a collective decision, organizations must continually emphasize the shared benefits, such as having fun
together, enjoying unique experiences, and learning together.

Cost is not the only barrier; addressing the hassle factor is also essential. Not surprisingly, cost is the most frequently mentioned reason
for not engaging, but it is rarely cited as the sole reason (less than 1%). Although it is part of the equation for many, the "hassle" factoris a
significant consideration as well. The importance of making engagement easy—and demonstrating how simple it is to participate—has not
diminished, and organizations must also ensure that potential participants feel comfortable, especially if they are uncertain.






Children participate in more than double the number of
classes/workshops than adults.

However, children in Edmonton participate at a slightly lower rate than children in the rest of the province.

48% have
participated
in at least
one activity

46% Albertans

Class/workshop participation - % participated in the past two years

Personal participation

2.4 - rage classes/workshops

Painting party
Crafting

Painting/illustration

Music
Dance
Cultural

General art

5
.
N 7
. 7
s
e

B 3

Writing/poetry . %;f

Ceramics

Digital arts

4
s

Acting/Theatre '4@20

Film/Animation

B Edmontonians

Wi

B Albertans

Music

Painting/illustration

Crafting
General art
Dance
Cultural
Writing/poetry
Painting party
Acting/theatre
Digital arts

Band/orchestra

Corarmics . 552,

Film/animation

m Edmontonian (Children)

Q11. Which of the following have you personally done in the last two years? Base: Edmontonian respondents (n=400); Albertanrespondents (n=1,160)
Q13. How about for your children? Have they participated in any of the following within a school setting or outside of school in the past two years? Base: Have children under 18 in household - Edmontonian respondents (n=96); Albertan

respondents (n=303)

Child participation

5.8 rage classes/workshops

.
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72% have
participated
in at least
one activity

80% Albertans

m Albertan (Children)

1
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There are strong benefits to engaging with arts education.
Edmontonians hold a view similar to that of the rest of Albertans regarding arts education, although they agree l'll
slightly more than other Albertans that arts experiences facilitate a cultural connection. v
% Agree
(STRONGLY+AGREE)
Perceptions of arts education on personal/child development Edmontonians Albertans
Developing‘cre‘ative or arti;tic 45% 529 | 96% 96%
skills is a good thing |
your creative side sometimes
Having arts experiences available
: : 39% 52% 21% 20%
makes this a better place to live
Arts education is an important part of my 899 889
child(ren)’s development as they grow up* ° °
Arts experiences allow me and o 5
my family to connect with our culture 122 SR P 65% 61%
B Strongly agree B Agree Disagree B Strongly disagree
Base: Edmontonianrespondents (n=400); *Have children under 18 in household - Edmontonians (n=96) 12

Q15. Below are a few statements about arts education; please review them and tell us if you agree or disagree with each one.
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Edmontonians also see relevance in artistic experiences.
Similar to the rest of the province, a larger proportion (78%) of younger Edmontonians (ages 18-34) agree on the l'll
element of fun they have experienced while being artistic or creative. This is a higher proportion when compared to ».|
the same age group in Calgary (71%) or regional Alberta (69%).
% Agree
(STRONGLY+AGREE)
Perceptions of arts education on personal/child development Edmontonians Albertans
It is my hope my child(ren) continue(s) o S o o
artistic pursuits as they get older* % 5% ' 4% 2%
Some of the most fun | have experienced
has been in artistic/creative 24% 44% i 68% 66%
activities or experiences
| appreciate and enjoy the arts, &8 5 s
but | don't consider myself creative i o %0 1% 53%
Arts experiences are for other people, 4%189% 399 . .
not really for me/my family - . 21% 20%
B Strongly agree B Agree Disagree m Strongly disagree
Note: As a negative statement, reversed,
this translates to 79% agree that arts
experiences are relevant to them
Base: Edmontonian respondents (n=400); *Have children under 18 in household (n=96) 13

Q15. Below are a few statements about arts education; please review them and tell us if you agree or disagree with each one.



Many Edmontonians are simply unaware or complacent,
which presents a significant opportunity.

The opportunity is greater in city centres (Edmonton as well as Calgary) where there is a slightly higher propensity to
be uncertain of where to start or just haven't considered these types of activities.

Reasons for NOT participating in arts education activities

Cost is too high

Involved in other activities

Not interested in the activities

Other areas | want to focus on/more important things
Not a creative/artistic person

No reason - just never considered it

Not aware of opportunities to do those things

| don’t know where to start

Never available when | want/need them
Locations are not easy to get to

Health concerns

| don't like or gravitate to the arts
Transportation to get to activities is a challenge
Not accessible for me

Accommodations (e.g. disability) are not available

I, 0%,
I, -/ 5,
. %,

7 .

1%

56% identify lack of awareness

16%
-1 4%° or need for reassurance

. 7
gk
.

A4

53% Albertans

%

11%
10‘%

s
%
o
-
| 1%

B Edmontonians

B Albertans

Base: Have not participated in arts related activities or experiences in the past two years- Edmontonian respondents (n=208); Albertan respondents (n=621)
Q12. Which of the following best describes why you personally have not participated in any of the listed arts related activities or experiences?
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What art experiences do Would love to

learn more about

Edmontonians want available? R o

instrument and be able to find the time through arts
to actually do it and progress. experiences.

I would like to take singing classes
and perhaps learn how to play guitar
ordrums. | also wouldn't mind taking

e et iih classes on oil or acrylic painting since
I only really learned how to do

others who paint in S o
Learning instruments [N %%, oils. ;Vriiirggh%%r/ Clore, N i

Music lessons [ 7 7o,
Art classes [N 1101;?

More groups and
activities,

Desired arts education experiences opportunities to learn

(mentions of 4% or more)

. . O,
Painting [ o7 more kid friendly activities in . '
Theatre [ %%, pub/igplfaces - withogt having Some k/nd of kit or
- o to go inside or sit quietly. DIY set, with all
Affordability [ 7 . necessary
Pottery .62/;% N tools/equipment/impl
o s ements needed to do
Art appreciation .5%’ . . an art project, with
b | wish we had live theatre et ot
Dance [ f%o closer to our community. It is Sl anel s, 55
. el (¢) H / y/
Creative writing [JIF 45)/? hard to always hg\{e to dr/ve to oitisgy or saulaiuEs,
‘ ‘ 25 a big city to participate in the i
Live music [l %55, B Edmontonians P or paintings.
Accessibility . ff«%’ ® Albertans
Base: Edmontonianrespondents (n=400); Albertan respondents (n=1,160)

Q16. What types of arts education experiences, if any, do you wish were available to you and/or your family?
This could be anything - playing or learning an instrument, general leaming about art or music history, trying or
learning about a new art form, art appreciation class, theatre, etc. Edmontonian respondent open-ends




Enjoyment is of superior importance for adults compared to

development.
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However, Edmontonians stand out slightly for identifying interest in a specific art form or developing a specific skill. =
That said, like the rest of Albertans, having fun is the most important.
Reasons for participating in arts education - % selected (top 3)

For fun
Specific interest in this type of art form
Interest in arts in general

Something new to try

I, * 125
I (7
L g

. ©7 <,

69% mention enjoyment or
entertainment as a reason

73% Albertans

Develop specific skills | <,
Something unique/different [N, 705"
B
Opportunity to express themselves/ourselves [ 118%%

Good for overall development [ 7%,
%5
Activity was available/fit into our schedule [’ 719,

Free/subsidized activity [l 75/°
—iy
~E
—E’
B’ 755,
To manage special needs | 010%

Another reason [ %%

Base: Participated (personally or children) in arts related activities or experiences in the past two years - Edmontonian respondents (n=225); Albertanrespondents (n=655) 16
Q14. What are some of the MAIN reasons [you/your child(ren)/you and your child(ren)] participated in the arts related activities or experiences selected? (select up to three reasons only).

Something to entertain/fill time

36% mention development as

Foster creativity a reason

A\ 4

37% Albertans

Learn to appreciate art/music
Just something we did as kids too

Cultural connection

Develop fine/gross motor skills

B Edmontonians

H Albertans



What do Edmontonia nsS get out When pam'cipaing inan event, | ; Emotional

o often get a chance to relieve stress  [§ & experience, or just
1 1 and learn new skills. «(§ 151 seeing something
of attending arts experiences? gl WA Pt

~usual.
mental stimulation, sense of

accomplishment, pride from
creation, increased self-esteem and
confidence, feeling of spiritual
connection to something.

Personal outcomes from experiencing/participating in arts g | A senseof
Mentions of 5% or more fn%fage/r./rzer/)t and /
. , 199 2y eeling like I'm part o
Entertainment and enjoyment - 150/{? To explore my creative side. the community.

Learning and knowledge acquisition - H(Zg
Fun and relaxation - 83//(‘;

| like seeing other people's

Unique and memorable experiences . 890{970 ideas and how the express The ability to be qeative
7% themselves. Especially Tigelbanc.uskaglng
Joy and happiness : ; :
yand happiness [l 6% when I can relate o St ol
Personal growth and self-development 'SZ;% connect with something :
' ' o that speaks to me. It
Something new and different [l %/, inspires me and sometimes rhe, A
i At o it makes me feel good hcge. 22
Creativity and inspiration . 56%0 ke 9 exparicnEing
Sense of community . 5523% something new and
N out of the norm. [ like
Stress relief and tranquility . fcyf’ to go with my spouse
o . co Love seeing others creativity and or friends / family so
Social interaction [l 2%, perhaps the option of learning AE e B e T
Inspiration and motivation ' 5%3 new skills is available... | want the experience as we
3% ® Edmontonians something that lighten my spirit, go.
. . (®) -
Emotional fulfillment '4%53 = Albertans leaves a smile on my face.

Base: Edmontonianrespondents (n=400); Albertan respondents (n=1,160)
Q32. What is it that you personally get out of attending an arts related experience or participating in an arts :
related activity that you do not get from other types of experiences/activities? (This could be anything.) Edmontonian respondent open-ends
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can be described as stable or struggling. :

A slightly higher proportion of Edmontonians feel as though they are ‘just getting by’ or ‘falling behind’, which serves -
as a reminder of the consumer mindset while facing challenging economic conditions and gives insight into how
they will spend.

Financial situation

7%
Getting ahead
9%

In a good financial position 40%

~

(butnot getting ahead) 42% aHabits among Edmontonians who are getting by or falling
> behind are similar across the province. They tend to have
Just getting by - 33% P a strict budgej: gnd have a specific amount they want to
30% spend on activities and are more thoughtful when
selecting what fits into the budget. Show them the value.
19% In addition, they seek out flexibility and options when it
Falling behind -1 - comes to activities. They prefer many activities at a lower
’ cost over one more expensive activity and are less likely
to prefer to make a commitmentin advance.
Not sure I 1 \_ )
1% ® Edmontonians
B Albertans
Base: Edmontonians respondents (n=400); Albertan respondents (n=1,160) 19

Q36. Thinking about your own financial situation and the overall cost ofliving, are you...?
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Slightly more Edmontonians have a strict budget; however, the majority of consumers in this market either maintain a

rough budget or don't follow one at all. This indicates that it's not solely about spending, but rather about how arts m
experiences align with the money allocated for activities. In fact, just under six in ten Edmontonians (59%) are B

spending the same as or more than they did last year on discretionary activities. This suggests that they are making

informed and sensible choices about which activities to engage in by evaluating their value. As an arts organization, it

is critical to demonstrate to Edmontonians that your offerings are ‘worth it.

Budget for discretionary Spending on discretionary

experiences and activities experiences/activities
(compared to a year ago)

37% ‘ 13%
Spending more
14%
37%
46%
Spending about the same
51% 46%
54% i 389%
ending less
P J 37%

3%
3%

We don't follow any budget
and find the money when we
want to do something

We have a rough budget
that we follow but there
is some flexibility

We have a strict
annual budget that
we set and follow

12%

99 Not sure

B Edmontonians B Albertans

Base: Edmontonianrespondents (n=400); Albertan respondents (n=1,160)
Q21. Which of the following best describes how you decide on spending on discretionary activities and experiences?

Q18. Thinking about your current situation compared to this time last year and spending on discretionary activities and experiences, are you...? 20
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Edmontonians are spending similar amounts on
discretionary activities as the rest of Albertans.
ry M

The proportion spent on arts activities compared to all activities is also similar across the province. Organizations are

competing for share of wallet.
How much do you spend on activities?

79%

$60 average monthly spend on arts activities

$59 among Albertans
$207 average monthly spend on discretionary activities
$204 among Albertans

15%
3%
1% 1% 1%
q a q q q e
GS;\Q . %\q . GS;Lq . Ggqu . %b(q . %c)cl . ngq . G;\ q . chbq . Ggqq ) ((\O(
e o O O O° O° O° A0 o0 o W0 °
N 5 5 5 S 5 5 S 5 5 O
Monthly spend on discretionary activities Monthly spend on arts activities

Discretionary activities defined as: Any discretional activity, experience, or thing to do outside of your regular expenses or financial obligations
(mortgage, rent, groceries, transportation, debt, etc.). This could include spending on dining, recreation, classes you take, activities, arts and culture,
concerts, arts creation you may do, dance, etc. - per month on experiences

Arts and culture activities/ experiences could include music, concerts, cinema, performances, theatre, museums, galleries, creative writing, arts classes

of any kind, cultural festivals, and other similar activities/experiences.
Data reflects self-reported spend. Base: Respondents who spend on discretionary and arts experiences - Edmontonians (n=317) - outliers removed

Q17. The next few questions ask you about spending on experiences. Overall, how much would you estimate you spend every month on EXPERIENCES?
Q19. When you think about all the discretionary experiences and activities and experiences you spend on, about what percent is for arts and culture related activities/experiences?

21



Spending on arts experiences is unlikely to grow

significantly in the next year.

The proportion of Edmontonians who are very or extremely likely to spend more is small. An increase in spend is

Stone—
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most likely to happen from those who are already spending. Organizations will likely be collecting from those who

attend or participate within the arts in some form.

Consideration to spend MORE
on arts experiences

Extremely likely I S;
(e]

7%
7%

Fairly likely -2%
(e)
Not very likely - ;2;’
(o)
Not at all likely l1112//

Very likely

11%

Not sure 10%

Base: Respondents who stated spending less than 100% of total discretionary spend on arts experience - Edmontonians (n=385); Albertans (n=1,118)

40% likely to spend more
40% likely to spend more for Albertans

B Edmontonians

H Albertans

Q22. Earlier you indicated you spend about [QID19-TotalSum]% of your discretionary budget on arts related experiences and activities. How likely are you to consider spending more than that in the year ahead on arts experiences?

22
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catered towards social motivations to increase spend. :

These elements are critical for the early stages of consideration for all Albertans, Edmontonians included. -

Messages to increase consideration to spend

more on arts experiences/activities Edmontonians Albertans
Activities/experiences that are easy to enjoy and do 49% 50%
Activities/experiences that help me learn something new 46% 47 %
Something that | can do with my friends/social group 45% 44%
The promise of experience that will make me feel something 43% 41%
Something that also supports a cause in the community 37% 36%
Activities/experiences where ‘extras’ like parking or refreshments are included 36% 34%
Activities/experiences that are interactive 29% 27%
Activities/experiences for your whole family or household 26% 27 %
Activities/experiences that are not available anywhere else 24% 24%
Something | can do over and over 22% 20%
Activities/experiences where ‘perks’ are included 15% 16%
Packages that cost more but deliver savings for more individual experiences 12% 10%
There is nothing organizations could do to get me to spend more 12% 12%

Base: Edmontonian respondents (n=400); Albertan respondents (n=1,160)
Q23. There are different things organizations could say, offer, or do to get consumers, like yourself, to spend more. Which of the following would get you to consider spending more on arts related activities and experiences in the year 23

ahead? Select all that apply.



There is a willingness to spend, but it has to be ‘worth it"

This sentiment is similar to others in Alberta and shows Edmontonians are budget conscious and hesitant, but they

are willing to spend if an activity stands out or feels right for them. Price as the sole decision criteria is higher in

Edmonton, but overall, most are not choosing based on price alone. There is an ongoing tension between financial
constraints they face at home and a desire to engage with experiences. This reinforces the priority to communicate
the value of an experience - the ‘why’ messages that speak to intrinsic motivations.

If I find an event, experience, or activity that is
particularly unique or appealing to me, I'm
willing to spend forit

| don't mind committing a long time in
advance if it means that | will get the access |
want

| tend to spend on the same
activities/experiences each year rather than
new ones each year

I'll choose an activity/experience if the price is
right even if itisn't something that I'd normally
participate in

| choose which activities/experiences | do
based on the price alone

B Strongly agree

Base: Edmontonianrespondents (n=400); Albertans (n=1,160)

Q20. Below are a few things people might say about how they decide which activities and experiences to spend money on. Please tell us if you agree or disagree with each one.

[
@)

R

B Strongly disagree

% Agree
(STRONGLY+AGREE)
Edmontonians Albertans
86% 85%
78% 79%
53% 51%
44% 43%
36% 32%

Stone—
Olafson
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Flexibility and offering options has a wide appeal,
especially to those who are more budget conscious.

Edmontonians are very similar to the rest of Albertans in many of their attitudes towards spending, although they
'strongly agree’ more than the rest of Albertans when it comes to their preference to budget for many low-cost
experiences rather than spend in one place and picking and choosing what fits into a pre-determined budget.

Because of this, considering how to offer affordable options will be key to fostering greater engagement.

% Agree
(STRONGLY+AGREE)
Edmontonians Albertans

| first decide on an activity/experience I'm

interested in and then will find a price option EEZ 69% I 83% 82%
that works for me
| prefer to budget for many

activities/experiences at a lower cost rather JREEZ I 66% 63%
than spending it all in one place
| have a specific amount | want to spend on

activities/experiences, so | pick and choose [EF 7% 60% 57%
what fits into that budget

I'll take advantage of promotions even if it's [ 5 5
not the lowest price - | just love a deal! % e s 52% 50%

B Strongly agree W Agree Disagree B Strongly disagree

Base: Edmontonianrespondents (n=400); Albertans (n=1,160)
Q20. Below are a few things people might say about how they decide which activities and experiences to spend money on. Please tell us if you agree or disagree with each one.

Stone—
Olafson
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While individuals are often doing the legwork, the final
decision on engagement is usually shared.

Sharing the decision-making process is a trend across the province and tells us marketing messages have to
resonate with a wider audience.

Who does research on Who makes the final decision on
which experiences/ activities to do? which experiences/ activities to do?

| do the research... ...and | make the final decision 249
—

43%

72%

519, We both do research... ...and both make the final decision
% >

Base: Respondents who live with at least one other person - Edmonton (n=324); Alberta (n=963)
Q25. Inyour case, who typically does the research and comes up with ideas on what activities and experiences you might do? 27
Q26. And how about the final decision? Who typically makes the final decision on what activities or experiences to do?
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Cost is a major consideration, but not the only barrier Olafson

Not surprisingly, cost plays a critical role. But for Edmontonians, as well as Albertans, there are other barriers to

address. Consumers in this market compared to Calgary or regions outside of the city centres are more likely to A.Imu
identify logistics, how they're feeling, and lack of time available as barriers.

Barriers to participation

: 75% . 31%

o ~ ~ 529 .

Location is hard/inconvenient to get to -49%" No one to attend with - 238?6
49%

Logistics - location, parking, etc. 9
9 P 9 43% Getting the tickets/seats/spaces | wanted 22252
46%

O, o, 1 (o)
42% 1% mention Simply not knowing enough about the event - 22564;0
g

How | am feeling that day

Eventis too crowded or busy ﬁg‘i;o cost as the )
Qn|¥ reason Accessibility of the venue %CA,Z’

Date/time of the event fér’;@
? to not Event or performance not in a language | - 21%
Not interested _ 1%)/5% engage. understand 23%
0 : 18%
Conflicts with other planned activities _ ?21%/5% Length of the event is too long 19%
Not liking the art form or type _ %%ZZ; Inability to connect with other people at the event ' Séc;f
No available time -3313% Event is not busy enough, too quiet I %Zﬁ
Availability of friends/family to go -2?;3]’/:/0 Something else iz//o

B Edmontonians ™ Albertans

Base: Edmontonianrespondents (n=400); Albertan respondents (n=1,160)
Q31. Thinking about any decision, short or long term, that you make about attending events or participating in arts related a ctivities/experiences, what are those things that are most likely to prevent you from going? This could be anything 28

that stops you from making that final decision to attend or purchase tickets. Select all that apply.
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committing to ‘last-minute’ experiences.

Edmontonians’ planning behaviour is similar to that of the whole province. Impulse decisions are fairly elastic “—‘Im.‘
with a small proportion thinking in immediate terms. A variety of factors will impact the timing of a decision -

besides awareness. Factors like availability of tickets, timing and cost are all things that will impact the planning
behaviour.

Defining last-minute timeframe for planning

. A Planning for all experiences/activities
experiences/activities

. 6%
Immediate
6%
1 hour before experience or 14%
activity 13%
1 day before experience or 36%
activity 35%
1 week before experience or 23%
activity 24%
More than 1 week before 21% ® Edmontonians
experience or activity 229% ® Albertans

Base: Edmontonianrespondents (n=400); Albertan respondents (n=1,160)
Q27. Thinking about the timeframe in which you typically make decisions to participate in experiences or activities, what would you consider to be ‘last minute’ or an ‘impulse’ decision? 29
Q28. When you think about all the experiences you typically engage in, what proportion are decided well in advance? How about last minute?



Awareness and opportunity will be THE factors inspiring
impulse engagement in Edmonton.

Edmontonians are also slightly more motivated by factors such as cost savings and advertisements.

Messages to inspire last-minute experiences/activities
Top 3 selections

Being invited by a friend or family member _5%%

Knowing the experience would be of great/high quality _ 22%(22)

Seeing an offer that promised significant savings
Other plans changed to free up time _ %8%/2
Opportunity to sample or try something new/different _ 22%04%
Becoming aware of a performer, artist or show that is well known -158%70

Hearing/seeing other people talk about the experience - 82%3%
Seeing an offer of a unique, exclusive experience _ 117804%

Hearing/seeing an ad that was very engaging

The promise of doing something completely new and different - 210/5%%

Seeing an experience shared on social media by someone I- %8?2

Seeing something on TV/online that made me find a live version.., 67O;f>
Convenience of combining multiple experiences together 6‘% .
B Edmontonians
Some other reason . Ec%
© B Albertans

Base: Edmontonianrespondents (n=400); Albertan respondents (n=1,160)
Q30. What is most likely to inspire you to do something at the last minute? Select up to three.
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What makes art experiences or g
a CtiVitieS WO rth it? Experiencing exceptional talent. get to and from.

Sentiment is similar across Alberta, and it will be importantto tap

, , , , , A memorable high quality Something the
into emotions to draw Edmontonians in and leave a lasting experience that is unique and whole family will
Impression. different. enjoy.

Defining what makes an arts experience ‘worth it’ What will | get - will | be inspired or informed or

Mentions of 5% or more will | have fun stories to tell or something to take
Enjoyment N, %, TR
Unique Experiences [N 15% Good quality event, feeling of enjoyment, not disappointed
Value [" 507 with price per experience delivered.

Learning -9?01%

Shared Experience '6§:/°

Memories - %‘Zj) How much | enjoy myself/if They impact me on an
New . 780% | would pay to do it again. emotional or intellectual level.
Cost . 6%20
Performance Quality [ 54, If it is exceptionally well Economically priced, if the
fact 9% done or structured. quality of the experience
Satistaction . g% exceeded expectation which
Novelty ' 4(320 also is cost dependent and
. : . . % how well know the
Time with Friends/Family [l 2% ® Edmontonians Absorbing.. being performance is, if |
Fulfillment [k 560% B Albertans completely personally feel that I've

immersed in the gotten something out of the
activity. activity/experience.

Base: Edmontonianrespondents (n=400); Albertan respondents (n=1,160)
Q33. What makes an arts experience or activity worth it (both in time and money)? Edmontonian respondent open-ends
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Respondent Profile: amullal,, Olafson
Who We Heard From

Gender Employment HH Income

Employed full-time [ 51%

35%
Retired [ 22%
49% 47% Self-employed | 4% 15%
- - Employed part-time [l 9%
%
Homemaker [ 4%
Female Male Other Student | 3% 53
gender/prefer
not to say Unemployed | 5%
Prefer not to answer | 4%
Age Diversity/ldentity Income Change - Past 3 Years
31% There are seniors over 65 in my household _ 20%
17% 15%  149% 16% I/someone in home is dealing with a mental illness _ 21%

5% . . . l 4% I/'someone in my home has a physical/mental disability - 14% UnChanged
- dent . s

I identify as LGBTQ2S+

18-24 25-34 35-44 A5-54 55-64 65-74
years years years years years years years or | was born outside of Canada - 9% ncreased
older

Decreased

| identify as a visible minority - 9%

I am Indigenous, First Nations, Metis, Inuk . 4%

I have moved to Canada in the last5 years I 1%

Base: Edmontonian respondents (n=400) 33



Questions or Comments?

Please contact: mathew@stone-olafson.com
megan@stone-olafson.com
raquel@stone-olafson.com
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