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Why we did the research

The Marda Loop BIA represents over 150 businesses in Marda
Loop and is responsible for promoting the area. Their role is
to advocate and support the businesses and community in
the BIA. As such, the Marda Loop sought to conduct visitor
research and use the results and information to accomplish
the following:

* Understand who current Marda Loop BIA customers
are including where they live, demographics and
spending habits;

« Better direct BIA efforts and resources and target
market like-minded and local customers;

* Understand what improvements to the BIA customers
would like to see;

» Help with business recruiting for existing and
prospective businesses (a sell-sheet); and,

e Create information for the BIA's member base to use
as they see fit.




How we did the research

A two-phase approach allowed for broader understanding of Marda Loop’s visitors and gave
ample opportunity for visitors to provide their input.

Phase 1 — Online Survey

A total of 556 surveys were completed between April 29t and May 31st, 2021.
The survey was distributed through a wide variety of channels: via Marda Loop's
social media accounts and website, and via the BIA's business community and
community associations. The survey was also promoted throughout Marda
Loop on outdoor advertising with QR codes.

Phase 2 - Visitor Intercepts
Visitors to Marda Loop were invited to participate in an intercept survey over a
one-week period between June 17t and 2319, 2021. Visitors were randomly
intercepted by professional interviewers throughout Marda Loop and

Visitor participated in an abbreviated version of the online survey. Their responses
Intercepts were recorded on tablets. As some Covid restrictions were still in place,
interviewers wore masks and maintained social distancing at all times. While
every effort was made to reach visitors at the five locations noted below, the
research team observed visitors were in more of a rush and less likely to
participate at locations #3 and #4.

The results from both phases of - ; s S Wt 2 2 frx.f.“ R — .
research are incorporated into T e b= Tf“"! :
the following report. = T ———— ' S
The audience being reported is I \_F ‘ﬁ ; "B A el ° el
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The Story on One Page

Marda Loop visitors are
largely a local audience,
and they are very loyal to
the area.

Marda Loop visitors are primarily
drawn to the area from the
surrounding communities of ‘Marda
Loop’, Altadore, South Calgary, and
Garrison Woods; and they are visiting
often! A large majority visit at least
once per week but half are making
several trips every week. On average,
they visit 3 stores/services per trip.
Further, visitors are loyal — they are
much more likely to frequent Marda
Loop than shopping centres, malls or
competing BIAS.

While a local audience is key to
maintaining the sense of community,
and ensuring regular, repeat business,
the surrounding communities are
limited and Marda Loop will need to
draw more visitors from outside its
primary trade area in order to
promote greater growth and new
businesses to the area.

Stone—
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Pedestrian friendly spaces
are key to making Marda
Loop more attractive.

Because frequent visitors are largely
local, many visitors often walk to
Marda Loop and nearly all visitors
feel safe when they are there. As
such, there is demand for the area
to become more of a walking
destination and more easily
accessible. Parking frustrations and
a sense that Marda Loop is ‘too
busy’ are stressors that further
contribute to the need for
improving pedestrian experiences.

There is considerable interest in
having more beautification projects
and public art in the area. These
types of spaces and attractions
would enhance all visitor
experiences, but especially for
those who spend time walking in
the area.

Groceries are a primary trip
purpose but visitors are
looking for a more unique
and local offerings.

No doubt, groceries are one of the main
reasons visitors frequent Marda Loop
(followed by coffee shops, ice cream and
retail stores). Visitors also spend the
most per visit on groceries compared to
other products and services. Clearly,
having a large grocery retailer in the
area is important. However, when asked
what other businesses they would like to
see in the area, nearly all visitors point to
the need for more unique and local
offerings; offerings that set Marda Loop
apart and make Marda Loop a target
destination.

More specifically, visitors are also
looking for more book stores, family and
fine dining restaurants, women'’s
clothing stores, and arts stores/galleries.

Conversely, visitors do not want to see
more cannabis stores, fast food
restaurants, or big box/national retailers
in Marda Loop.

MARDA LOOP

Communication focused
on social media and
community signage will
only reach current visitors.

While visitors suggest social media
is the best way to communicate
about happenings in Marda Loop,
only half of visitors currently follow
@visitmardaloop on at least one
platform. Signage in the community
and newsletters will also help reach
current visitors.

In order to reach beyond their
current visitor base though, Marda
Loop might need to consider more
broad-reaching traditional media
channels such as radio. Earned
media on television about events or
happenings in Marda Loop would
also assist with these efforts.
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— Who we heard from <
Survey Respondents of the online survey tended to be female, aged 25-54 years who work full EEHRRTE. LR
(n=556) time and are part of a couple with or without children.
Age
Gender

{‘2 23% 27% 23%

dih o
O,
— L] —
Transgender: 1% Younger than 18-24 years 25-34 years 35-44 years 45-54 years 55-64 years 65-74 years 75 years or
Other: 1% 18 years old older
Employment Status Household Composition Household Income
Working full-time [ 60% Single on my own [l 17% Less than $50,000 [ 5%
: 4 Single with roommate(s 3%
Working Part-time  [Jil 16% 9 © | 3% $50,000 t0 $99,999 [ 17%
' Single with Children | 4%
Notworking [l 7% $100,000 to $199,999 [N 25%

Couple no children [N 36%
Couple with Children [N 37%

Living with parents I 3%

Retired [ 13% $200,000 to $299,999 [l 15%

Student I 3% $300,000 or more . 13%

Prefer not to answer I 3% Other | 1% Prefer not to answer - 26%
Stone—
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o Who we spoke with >
,nt;'c:;ts Visitor intercept respondents were more balanced in gender and represented a greater EEHRRTE. LR
(n=320) proportion of younger visitors; especially 18-24 year olds.
Age
Gender 9
26%

23%

17%

5} 13% 1%

@
&k & = B e -

Younger than 18-24 years 25-34 years 35-44 years 45-54 years 55-64 years 65-74years 75 years or

Transgender: 1% 18 years old older
Other: <1%

Note: Employment, household composition and household income were not asked of
intercept respondents due to sensitivities providing this information in-person.

Stone—
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Who do they visit Marda Loop with?

e Most Marda Loop visitors come to the area on their own or with just one other friend or

MARDA LOOP

re life connects

(,,‘l’Q'EZ) spouse. Families with children are less frequent visitors which aligns with household

composition (60% do not have children). Interestingly, visitors are more likely to bring their
pets to Marda Loop than children.

Visit Marda Loop With...

Bring Pets to Marda Loop

On my own 40%

With one other friend/spouse 35%

With my spouse and children or

[0)
other family 18%

With my children 5%

With a group of friends 2%

Base: All respondents (n=556)

Stone— Q5. When you visit Marda Loop, which best describes who you typically visit with?
Olafson Q6. Do you have a dog or other pet that you bring with you to Marda Loop? ?



Who were visitors with?

Visitors we spoke with also tended to be visiting Marda Loop on their
own or with just one other person. Although they were less likely than
online respondents to have kids or pets with them, this is likely
because these would impede the ability to stop and be interviewed.

Visitor

Intercepts
(n=320)

With kids?

Came to Marda Loop with?

On their own 59%

With +1 33%

With +2 5%

3%

With +3

Base: All respondents (n=320)

Stone— Q5. When you visit Marda Loop, which best describes who you typically visit with?
Olafson Q6. Do you have a dog or other pet that you bring with you to Marda Loop?
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Where do Marda Loop visitors live? <’

Online Visitor
.. MARDA LOOP
Survey Intercepts Marda Loop visitors are largely local. They tend to be drawn from nearby where ife connects

communities: "Marda Loop", Altadore, South Calgary, and Garrison Woods.

(n=556) (GEEYI)]

Visitors’ Communities

Marda Loop [ 22%
o L3 [ L3
N e 6I7/o from I.oc.al commugltles in
rda L
South Calgary (the community) [N 12% close proximity to Marda Loop
Garrison Woods [N 129
Richmond-Knobhill [ 7% I
Bankview [l 3% 48% of intercept visitors provided postal
Killarney/Glengarry [l 2% codes from the following communities:
. * Altadore
North Glenmore Park [l 2% « Bankview
OTHER SW Calgary communities [N 12% South Calgary

Garrison Woods
Lower Mount Royal
NW Calgary [l 2% Upper Mount Royal

OTHER Inner City/downtown - 4%

SE Calgary I 1%

A complete list of intercept respondent
NE Calgary [ 1% postal codes will be provided separately from

Outside Calgary [l 1% this report to ML BIA.

Stone— Base: All respondents (online survey respondents n=556) Base: All respondents (intercept visitors n=320)
Olafson S3. Which of the following best describes the community in which you live? Q16 What is your postal code? 11
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How often do visitors shop at Marda Loop? <«
Online Visitor . o o MARDA LOOP
Survey [\ Marda Loop visitors frequent the area often. A majority visit the area at least once where life connect

per week, and more than half visit several times per week or more.

Visits to Marda Loop in the Past Two Years

Several times a week or more

Visits once/week+

74% among online visitors

About once a week : -
78% among intercept visitors

Every couple of weeks

About once a month

Several times in the past year

Once or twice in the past year

[0) o e e
More than a year ago but within the past two years | 1% Reasons for not visiting Marda Loop more often
I 1% focus on inconvenient parking, traffic and a
I 19% lack of appeal/interest in what the area offers.
More than two years ago

Base: All respondents (online survey respondents n=556)

Stone— 7 when it comes to destinations in Calgary to go for shopping, dining and other services, Base: All respondents (visitor intercept n=320) o
Olafson j,, often have you been to the following in the past two years? Q4. How often do you visit the stores, restaurants and/or services in Marda Loop 13
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Where else are Marda Loop visitors shopping and dining? -
o 7o

Online Most Marda Loop visitors are fairly regular and loyal visitors: three-in-four frequent the area at least
Survey once per week. While two-thirds also visit shopping centres regularly, less than half are mall shoppers.
Marda Loop visitors don’t tend to be drawn to competing retail and business districts (17t Ave BIA, 4th
Street BIA, Kensington, Inglewood, etc.)

Frequency of Visitation At lea s-trg:i\:} month
Marda Loop 74% 15% 1% 89%
Signal Hill, Westhills, Crowfoot crossiigzmigge:ffg:;telfﬂsé:ijhoﬁ e s S (1% 65%
Chinook Centre, Markefl;\jl,;)lr;'r}g rSrLar::?ngueC :/IZS” % =5 20 ’ 40%
17th Avenue S. Retail and Entertainment District SRR 28% 58% BN 39%
Downtown Calgary 13% 20% 63% 4% 33%
4th Street SW (Mission) R 23% 63% 6% 31%
Kensington Village SN e 19%
Inglewood S22 73% 8% 19%
Fast Village |EAMMRELL 63% 18% 18%

B Once/week + M 1-2 times/month M Less than once/month B Never M Column2 rank
Stone— Base: All respondents (n=556)

Olafson Q7. When it comes to destinations in Calgary to go for shopping, dining and other services, how often have you been to the following in the past two years? “
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Why are they coming to Marda Loop? @

Online Visitor MARDA LOOP

There are some notable differences in trip purpose between visitors, likely attributed to the
context of when they last visited Marda Loop. Visitors from the online survey were also
more likely to mention multiple reasons for their past trip, compared with 80% of intercept
visitors who were in the area for a single purpose.

Survey Intercepts

Trip Purpose

I 70
T 9% 0%
59%

To go to a coffee shop, ice cream shop, or similar  FEmmmmmmmmmm 30,

E——— o
(o}
w 47%
(0]
30/— 42%
(0]

To buy groceries (including curbside pick-up)

To shop or visit retail stores (including curbside pick-up)
To dine at a restaurant (including curbside pick-up)

To walk/cycle or explore the area

To do banking 2% 31% Visitors’ age is a predictor of trip purpose.

o hang out with friends o family 4% 0% Younger visitors (18-34 years) were more likely to

To attend personal services or salon/spa service appointment  FEr o/ 29% 5 vie i 7 e o 66 e & cafias i 1k

To visit a registry 100— 29% cream shop.
. . . (o)
To go to pubs or enjoy the nightlife I 1% 21% Conversely, visitors aged 35+ were more likely to
Just passed through on the way to another destination 1% 16% go for groceries or banking.
i 15% _ ' '
Forrecreation purposes 5% ° Pubs, restaurants, fitness studios and children’s

To go to a fitness/dance/yoga studio or gym m 13% lessons were more common draws to the area for
those aged 35-44 years. However, this age cohort

; ; I 13%
To attend a medical appointment 5730, ° was the least likely to visit Marda Loop's retall

o) .
To attend Marda Gras w 12% offerings.
To work in Marda LOOp e 14%
o
Other 3%, 25%
Stone — Base online survey: Have visited Marda Loop in the last two years (n=544) Base visitor intercepts: All respondents (n=320)

Olafson Q3. Thinking about the last time you visited Marda Loop, what was the purpose of your trip? Q1. What is the purpose of your visit to Marda Loop today? What did you come to do? 15
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What time of day do they prefer to visit?

Online Weekdays are preferred over weekends for shopping and personal service appointments but a
Survey sizeable minority of visitors have no real preference or the timing of their visit depends on
what they’re doing.

MARDA LOOP

Preferred time of visit for shopping and
personal service appointments

Weekday mornings preferred by those aged

Weekday mornings: 9am — 12pm 15% 55+, those not employed full time, and
- ’ those who visit Marda Loop on their own.
Weekday afternoons: 12pm — 5pm - 17%
. Weekday evenings are preferred more often
Weekday evenings: 5pm — 9pm - 12% by visitors aged 18-34 years, those who
work full time and those who usually visit
Weekend mornings: 9am - 12pm I 2% with one other friend or spouse.

Weekend afternoons: 12pm — 5pm - 8%
Weekend evenings: 5pm — 9pm I 1%
| don't have a preference - 9%

Any of these, depending on what I'm doing _ 36%

Stone — Base: Shop/Vvisit/buy groceries/attend personal services at Marda Loop (n=470)

Olafson Q4. When do you typically prefer to shop or to attend personal service appointments at Marda Loop? 16
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How do visitors get to Marda Loop?

Survey Intercepts Half of Marda Loop visitors walk to the area from home — not surprising given they
come from nearby communities. Most others drive their personal vehicles.

MARDA LOOP

Online Visitor

Method of Transportation to Marda Loop

54% Frequent visitors (once per week or more)
— are more likely to walk to Marda Loop
62% among online visitors
66% among intercept visitors

Walk
48%

, . 42%
Drive your personal vehicle
44%

Bike

2%
4%

: : 1%
Use public transit
3%

1%
0%

Drive a commercial vehicle

|

0%

e-Scooter
1%

Stone— Base online survey: All respondents (n=544) g‘;se ;g;fr;l?;ovgigtgg 5;)2[4 ; ZZ’JGC;/I;dentS (n=320)

Olafson Q7. Generally speaking, when you visit Marda Loop, how do you get there?



Where do visitors park?

Online Visitor

Survey Intercepts Those who drive and park when they visit Marda Loop primarily
choose street parking in front of businesses or surface parking
lots. Very few park in residential areas or use parkades.

Parking at Marda Loop

o ) 54%
Street parking in front of businesses
43%
. 28%
Surface parking lot
45%
. . . . 1 O%
Street parking in the residential areas
11%
7%
Underground parkade
1%
2%
Other
1%
Stone— Base: Drive personal vehicle to Marda Loop (online survey n=228, intercept visitors n=141)

Olafson

Q8. And where do you typically park when visiting Marda Loop? / Q3. Where did you park?



SERVICES AND
VISITOR SPENDING

Stone — &
Olafson - >



9

What are visitors spending their money on?
Online Visitor MARDA LOOP

Survey [ ac Visitors spend the most per visit on groceries. Average spending on food and drink, Where itk Ghvmacs
personal services and shopping/retail is about equal but half of grocery spending.

Groceries: Spending is highest among
visitors 45-54 years, frequent visitors, and

Average Spending on Typical Visit to visited 3.1 those with higher HH incomes.
Marda Loop

On average,
intercept visitors

$84.80

stores/services Food and drink: Spending is higher among

visitors who are employed full time and those
with higher HH incomes.
$62.11 . L
Personal services: Spending is higher among
women.
$43.18 o :
$39.71 $40.22 $35.58 $38.62 Shopping/retail: Spending increases with
$34.24 visitor's age.
$8.59  $8.52
I _
Groceries Food and drink Personal services Shopping/retail Professional services Other services
i.e. salons, spas, i.e. banking, accounting, i.e. Dry cleaning, Pet
massage, physio, insurance, legal, grooming
exercise, etc. education, etc.
Stone— Base online survey: All respondents (n=544) Base intercept visitors: All respondents (n=320) (Outliers have been removed)

Olafson Q9. On a typical visit to Marda Loop, how much would you say you personally spend, on average, in each of the following categories? 21



Online Visitor

% Likely to Purchase

18%
Extremely likely

31%

Very likely
49%

29%
Not very likely

Not at all likely
20%

12%

Unsure
2%

Base online survey: All respondents (n=544) Base intercept visitors: All respondents (n=320)

Q74. How likely would you be to purchase a Marda Loop gift card that could be used at all types of businesses throughout Marda Loop?

This would be similar to a gift card purchased at shopping malls that is valid at most stores and services in the mall.

Visitor Interest in Marda Loop Gift Card

Survey Intercepts There is considerable interest in the concept of a Marda Loop gift card that could
be used throughout the area at stores and services. About half of visitors would
be extremely or very likely to purchase this type of gift card.

The concept of a Marda Loop gift card
generates the most interest from younger
visitors (18-34 years)

57% extremely/very likely to purchase among
online visitors 18-34 years

67% extremely/very likely to purchase among
intercept visitors 18-34 years

9
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What types of businesses do visitors want to see more/less of? @

Online MARDA LOOP

There is a general sense that Marda Loop should have more unique and local service offerings.
There is specific demand for book stores, family and fine dining restaurants, women's clothing
stores, and arts stores/galleries.

Survey

NET MORE

(% more-% less)
Something unique and different 83% 10% 19%6% 82%
Local retailers 14% __19% 81%
Book stores 63% PANL 4% 8% 59%
Family restaurants 57%
Clothing stores for women 33% 4% 9% 50%
Fine dining restaurants 54% 36% 5% 5% 49%
Art stores/galleries/dealers 33% 8% 12% 40%
Coffee shops 40% 55% 3%2% 38%
Speciality grocery stores 34%
Clothing stores for men 36% 36% 5% 23% 31%
Sporting goods stores 34% 43% 9% 14% 24%
Music stores 20%
Bars or night clubs 0%

B More B Same amount M Less B Unsure

Stone — Base: All respondents (n=544)
Olafson Q70. Which of the following types of businesses would you like to see more or less of in Marda Loop?
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What types of businesses do visitors want to see more/less of? -

Online . . ) . . ) MARDA LOOP
Survey Visitors are content with Marda Loop’s current offering of grocery stores, florists, liquor stores,

fitness studios or gyms, salons/spas, pet stores and banking/financial institutions. Less desired
businesses that visitors would like to see less of in the area include big box retailers, cannabis

stores, and fast food restaurants. NET MORE
(% more-% less)

General grocery stores 26% 68% 3% 22%

Clothing stores for kids 44% 10% 22% 15%
Fitness/dance/yoga studios or gyms 21% 60% 11% 8% 10%
Technology and electronics 18% 48% 14% 20% 4%

Florists 72% 4% 7% 13%
Fast food restaurants 47% 33% 4% -18%
Wine/Spirits/Beer retailers 74% 10% 4% 2%
Salons/Spas and personal services 7%
Pet stores 9% 71% 10% 10% -1%

Banking /financial services 8% 76% 10% 5% -2%
Big box stores or national retailers... -60%
Cannabis retailers A 41% 42% 12% -37%

Other 29% 14% 3% 54% 26%

B More B Same amount M Less B Unsure
Stone—  Base: All respondents (n=544)

Olafson Q70. Which of the following types of businesses would you like to see more or less of in Marda Loop?



Visitor

[1142o - Intercept visitors further support the demand for more family and fine dining restaurants in Marda Loop
(and less fast food establishments). They also want to see unique and local business offerings as well as
book stores. To a lesser extent, there is also some demand for clothing stores (women'’s and men’s),

NG

What types of businesses do visitors want to see more/less of? <

MARDA LOOP

coffee shops, and art stores. Cannabis retailers and big box/large retailers top the list of undesired

businesses.

Fine dining restaurants

Family restaurants

MORE businesses like these LESS businesses like these

P 30% Cannabis retailers [ 5%
I 36% o

Big box stores/large retailers 33%
Something unique and different [ 34%
Book stores [ 25% Bars or nightclubs - [ 15%
Local retailers [N 21% Fast food restaurants [N 14%
Clothing stores for women [ 18%
Salons/spas/personal services - 8%
Coffee shops [ 17%
Clothing stores for men [ 159 Technology and electronics . 5%
Art stores/galleries/dealers [ 15% Fitness/dance/yoga studios or gyms . 4%
Specialty grocery stores [ 7%
Other . 3%
Other [ 15%
None [l 5% None - [EINE 19%
Stone— Base: Shop/Vvisit/buy groceries/attend personal services at Marda Loop (n=470)

Olafson Q4. When do you typically prefer to shop or to attend personal service appointments at Marda Loop?

25
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Attitudes toward Marda Loop <@

Online Marda Loop visitors are largely positive about the area — they feel safe, consider it a great place to visit, and love the area’s MARDA LOOP
Survey vibe. Fewer visitors strongly agree that the business hours of operation are adequate or that Marda Loop has a diverse retail e

and business offering. Further, many visitors would like to see more beautification projects, public art, and historical content in

Marda Loop. Since many visitors walk to Marda Loop, it is not surprising that there is a desire for the area to become more of a

walking destination and more easily accessible. Parking and a sense that Marda Loop is ‘too busy’ are sore spots for visitors,

which may also be contributing to this sentiment.

% Agree
| feel safe when visiting Marda Loop 46% 50% 96%

Marda Loop is a great place to visit for people like me 93%
I'd like to see more beautification projects in Marda Loop 91%
| love the vibe of the area 90%
The hours of operation for businesses in Marda Loop are adequate 87%
I'd like Marda Loop to become more of a walking destination 86%
Marda Loop has a diverse retail and business offering 85%
I'd like to see more public art in Marda Loop 81%
I'd like to see more about the history of Marda Loop incorporated into the area 78%
Marda Loop is easily accessible 77%
Marda Loop is pet-friendly 76%
| would like to see more events in Marda Loop 75%
I'd like to see more traffic calming in Marda Loop 74%
I'd like to see more bike or scooter parking 63%
| look forward to Marda Gras every year 53%
| find Marda loop too busy 47%
Parking is easy in Marda Loop 35%

Stone— Base: All respondents (n=544) | M Strongly agree W Agree
Olafson Q73. Below is a series of statements about Marda Loop. Please indicate the extent to which you agree or disagree.




Attitudes toward Marda Loop -
MARDA LOOP
Intercept visitors provided their agreement with a subset of the attitudinal statements about Marda where life connects
Loop. While these visitors also have positive feelings about the safety of the area, their agreement
levels are weaker about Marda Loop's hours of operation, diversity of offering, and accessibility (fewer
than two-in-ten strongly agree). They also have less intense feelings than their online survey
counterparts about the need for beautification projects in Marda Loop.

% Agree

Visitor

Intercepts

23% 74% 97%

| feel safe when visiting Marda Loop

The hours of operation for businesses in Marda Loop are adequate 94%

Marda Loop has a diverse retail and business offering EEEL 93%

I'd like to see more beautification projects in Marda Loop 179 91%
(o] (o)

Marda Loop is easily accessible
15% 89%

| M Strongly agree W Agree |

Stone — Base: All respondents (n=544)
Olafson Q73. Below is a series of statements about Marda Loop. Please indicate the extent to which you agree or disagree.
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What do visitors appreciate most about Marda Loop?

Online Visitor The convenience, amenities and overall atmosphere of the neighbourhood are what visitors MARDA LOOP
Survey pedaao ) appreciate most about Marda Loop. Intercept visitors are more likely to mention positive aspects of "
the neighbourhood. Visitor
% Main Mentions (4%+ responses) Intercepts
Convenience (NET) [N 64% 41%
It's easy to walk around /it's walkable 45% 23%
It's close to many things / close proximity to everything 13% 7%
It's close to home / the proximity to where | live 11% 5%
Other convenience mentions 15% 7%
Amenities (NET) [N 56% 25%
The variety of stores / shops / retailers / businesses 26% 9%
Local /small shops / businesses 18% 6%
Restaurants / the food choices 13% 5%
Green spaces / parks / playgrounds 6% 3%
Other amenities mentions 17% 5%
Neighbourhood / Community (NET) [N 46% 559
The sense of community / the community feel 15% 12%
The friendly atmosphere 8% 8%
The people / neighbours 7% 59
The uniqueness 7% 3%
The vibe 5% 11%
Other neighbourhood / community mentions 27% 259
Stone— Base: online survey: All respondents (n=462) Base intercept visitors: All respondents (n=320)

Olafson Q71. What do you appreciate most about Marda Loop? Q71. What do you appreciate most about Marda Loop? 29
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What can Marda Loop improve?

Online Visitor Visitors would like to see improvements to the area’s amenities (food and dining options, retail MARDA LOOP
Survey Ledaao ) offerings, bike lanes, and green spaces). Traffic and congestion is also a notable area for - i
improvement, followed by convenience issues such as parking and walkability of the area.
% Main Mentions (4%+ responses) |n¥:rlct:|;ts

Amenities (NET) [N 44% 27%

Restaurants / bars /dining / food choices / coffee shops 20% 11%

More / better local shops / small shops / independent businesses 11% 2%
Variety of stores / shops / retailers / businesses 8% 3%

Bike lanes need improvement 7% 2%

More green spaces / parks / playgrounds / trees / flowers 6% 6%

Other amenities mentions 14% 8%
Less traffic / less congestion / better traffic control / flow [NEEEEGEGGGGNGNNNGNGGN 42% 43%
Convenience (NET) NN 33% 29%

Easy / better / more parking / underground parking 22% 23%

Better pedestrian crossings / more protection for pedestrians 9% 2%

Easier to walk around / more walkable 6% 4%

Less construction / buildings / high rises / condos / densification [N 14% 5%
Neighbourhood / Community (NET) [ 11% 7%

Make it safer / a safe community / less break-ins 6% 1%

Other neighbourhood / community mentions 7% 6%

Wider streets / improve the streets / pavement on streets [l 6% 3%

Better looking buildings [l 5% 29,

Stone— Base: Respondents who answered question (n=462) Base intercept visitors: All respondents (n=320) .

Olafson Q72. What improvements would you want to see in Marda Loop? Q72. What improvements would you want to see in Marda Loop?



Visitor Experience

[\ a0 - The vast majority of visitors had extremely positive experiences when they
visited Marda Loop this June. Worth noting however, is that construction and
building improvements were set to begin in the days following the intercept
research and many visitors expressed concern over how this might impact their
experience.

Visitor

Rating with Today’s Visit

0 excetlen: [ 51~ Ratings of Delight;
93% of visitors were
o I 2% delighted (ratings of 8, 9, 10)
with their experience in
8 _ 20% Marda Loop.

7 [ 4%

6 | 1%

5 | 1%

4 0%

3 0%

2 0%
1-Very Poor 0%

Stone— Base: All respondents (n=320)
Olafson Q8. And taking all aspects of today'’s visit into account, how would you rate your overall experience in Marda Loop today?




MEDIA AND
COMMUNICATION

Stone —
Olafson




=

Preferred Media Sources N

Online ' ) . o MARDA LOOP
Survey Aside from streaming services, Marda Loop visitors are most connected on Instagram and where life connect

Facebook platforms. Roughly half regularly use traditional media such as radio and TV. Currently,
one-in-four visitors also use the Nextdoor app.

Instagram usage is more prevalent among

Streaming services (Netflix, Crave, Amazon Prime) [ 76% women and those younger than 35. Women
are more likely to use Facebook, regardless
Instagram [N 729%  ——— | i age.
Facebook N 63%
Radio [N 53% — | Traditional media usage increases with the
o age of visitors.
Television [N 48% =
Online newspapers [N 42% Those aged 35-44 years and more affluent
. visitors are more likely to read online
Twitter [N 29% newspapers.
Other social media [ 24%
Nextdoorapp [N 24%
Newspapers [ 19%
Magazines [ 18%
) Men and those younger than 35 tend to use
Reddit [N 15% Reddit more often than others.
Online magazines [ 15%
Other M 4%
Don't know | 1%

Stone— Base: All respondents (n=556)

Olafson Q15. Which of the following media do you regularly read/watch/listen to or use? 33



=

What's the best way to reach visitors? O
Online Visitor Social media and signage in Marda Loop will be the best way to communicate with visitors, MARDA LOOP
Survey Intercepts followed by community and other newsletters. WO I aamed
% Mentions Visitor
(multiple responses permitted) Intercepts
NET: SOCIALMEDIA [ 74% 55%
Instagram 53% 31%
Facebook 33% 24%
Twitter 10% 13%
Other social media 4% 1%
Signage in the community [N 20% 21%
Community newsletters [ 28% 19%
Posters at Marda Loop Retailers/ Service Providers [ 26% 11%
Direct mail materials delivered to your home [N 20% 2%
Nextdoorapp [ 14% 9%
Local Magazines (Avenue, Impact) [ 15% 5%
Marda Loop BIA Website [l 9% 5%
Retailer email lists [l 7% 1%
Newsletters [l 5% 19%
Reddit N 2% 0%
Other I 6% 6%
Stone— e All respondents (online n=556, intercept visitors n=320) »

Olafson Q716, Q14.. What is the best way to help make you aware of what is happening in Marda Loop, or what interesting events, sales and promotions are happening in Marda Loop.



@visitmardaloop

Online

Survey

media platform.

NET: AT LEAST ONE - 45%  —

Instagram 36%
Facebook 15%
Twitter 8%
No, | do not follow @visitmardaloop on social media - 55%

Stone — Base: All respondents (n=556)
Olafson Q717. Do you follow @visitmardaloop on any of the following social media?

Just less than half of visitors follow @visitmardaloop on at least one social

Visitors more likely to
follow @visitmardaloop
include women and
those younger than 35.
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Questions for us?

gillian@stone-olafson.com or 403.703.4894
tim@stone-olafson.com or 403.605.0904

Understanding people. It's what we do.


mailto:gillian@stone-olafson.com
mailto:tim@stone-olafson.com

