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A collaborative and evolving resource

Purpose and Objectives:

As Alberta continues to recover from a pandemic five years ago that changed public life
and reshaped the economy, market conditions continue to be volatile and unpredictable.
This work was developed exclusively for the arts sector to help arts organizations
understand the market and their audiences. It builds upon research that began in 2020
butis 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 4:

*  Explore general interest in the arts/current levels of arts participation

«  Capture updated understanding of consumer mindset

*  Assess how well consumers expectations are being metin the arts

*  Explore methods to inspire potential audiences (mid-funnel marketing)

How to use this report:

« This work is designed to be shared and applied. We encourage our partners to
distribute and actively apply the insights to their business.

* Incorporate your data to deepen the application of this information for your needs.
Adding ticket sales data or audience profiling helps extend and customize the insights
for your organization.
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Research Approach

This report represents the fourth 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 interest in at
least one art form.

Atotal of n=1,160 surveys were collected across the following regions:
- Calgary + area (n=400)

* Edmonton + area (n=400)

*  Northern AB (n=120)

e Southern AB (n=120)

 Central AB (n=120)

The survey was conducted between January 17t - 27th, 2025.

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 Calgary region only. Results are shown alongside
total results to provide a directional comparison to other areas of the province.




A reminder o
learned so far -
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Each phase of this work is designed to build on what we learned before. Outcomes do
not replace findings from earlier phases. This research is most useful when all waves are
considered. Some important points from previous waves:

G"’;)\ 1. Not everyone engages to the same degree. \We know we already attract audiences who are deeply engaged
9 4 orimmersed in the arts. Our goal is to inspire more connections with the 51% who are passively engaged.

= 2. There are two currencies of engagement: time and money. And competition for the 16 hours a week and
@ the $200/month is fierce.

3. Showing value for time and money is not about dollars and cents - it's about emotional and personal
% resonance. Show the benefits of connecting and you will be able to show value in a more meaningful way.

#3 4. Artseducation can be a valuable way to attract more audiences but it's about the benefits (experience,
éﬁ% enjoyment, memorable, novel) more than the learning.

5. Affordability is a challenge that is not going away. Spending is constrained but it is happening. Offering
ﬂ savings is helpful but it's not the whole story. Remember to also talk about the return on their investment -
which are the benefits.

6. The planning window has shortened, and audiences are committing much closer to the event. But they are
'Y= considering it way before they choose to commit. Inspire consideration early but be ready for a last-minute
decision.
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The mindset of Albertans has shifted
decidedly negative...

« Alack of economic stability and ongoing uncertainty is causing difficulties for Albertans.
This is leading to feelings of lethargy and unease, which creates a challenge to showcase
the value of experiential offerings to residents who are becoming more and more strict
about their time and money.

* Inthe midst of challenging conditions, this data shows how important arts and culture
are to the overall health of the community and helping audiences deal with uncertainty.
The effort put forth by artists and those within the experience economy positively impact
one's attitudes. The arts are, in effect, a salve.

 Albertans are clear: our communities need to come together now more than ever. Given
the ability of arts experiences to bring people together, arts and cultural experiences are
essential for one's quality of life.

« Why does this matter? Albertans want an escape, to have fun, but they remain sensitive
to economic conditions. They want to know exactly what they are getting, and how easy
it will be. Your tone, language, and specific message must cater to these variables.
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...which leads to some unique
considerations as you look to engage them

Albertans are tired, uneasy, and pessimistic, but they also believe arts and cultural
experiences are important for the quality of life within the community.

* These negative emotions are largely tied to weakened personal economics for many
and general instability that is very prominent right now.

» Butaudiences also recognize that arts and culture are essential to their community—
offering an opportunity to escape negativity, feel connected, and experience joy.

* 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.

* Remember, Albertans are busy and stressed. As they look for things to do, they want to
know exactly what to expect, and how much it’s going to cost. Be upfront and make it
easy.

* Passive audiences are naturally less informed than those who are more engaged. They
also tend to receive and retain information differently. Building basic awareness with more
direct and traditional media like community signage, news media, and billboards will be
important.

10
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While this is a period of significant uncertainty, there are real opportunities for enhancing your marketing and engagement activities. Those that build
relationships with their audience now are most likely to grow when things are more stable and positive.

1. Be empathetic: The audience is in a difficult spot and marketing choices 1. Take a holistic approach to the experience: Audiences -
need to take this into consideration. Recognize they are likely to respond best particularly the passive ones, are there for more than the artistic
to those messages and opportunities that alleviate their current state of mind. offer. Their motivations are broader and want the whole
Comfort, reassurance, levity and appealing to their motivations will be key. experience: escape, social, emotional, etc. Critically review the
2. Be nimble: Conditions are changing quickly. Consider a strategy that ENTIRE experience from early stages of planning to going
incorporates room for timely messages that can reflect external conditions home afterwards and identify any features that inhibit their
and resonate with audiences. motivations and strive to address them.
3. Getting the attention of passives: Your loyal audiences are likely only going * For example: Digital tools that make it difficult to plan
to need a reminder. Reaching new and passive audiences are going to need create frustration and inhibit experiences.
more - it will be important to get their attention first with media that can reach * For example: line-ups that increase angst or cause patrons
- radio and out-of-home can be cost-effective for achieving this. to wonder if they will have enough time to be served create
4. Continuing the focus on simple sequences of messages: uncertainty. (The uncertainty they are looking to escape
v" Show the experience and benefits first. This is not the activity. This is what from.) That has a negative impact on experiences.
people will feel, experience or get out of the engagement. 2. Adjust experiences to reflect motivations for different

v" Make the value clear: financial stresses are paramount right now. Show kinds of activities: People will engage with different types of
value, promotions or offers that can incent audiences who may have less experiences for different reasons - identify how you can cater
to spend. (Perceptions of good value will climb when this follows the to those.
promise of experience and benefits.) * Recognize those that want to DO (arts education, creation)

v" Make it easy: Build on findings from the last wave and make their are mostly looking for escape, novelty and social.
planning easy - give the information they need to have a hassle-free * Those ATTENDING (performances, events, festivals) are
experience. This can help audiences with limited time to invest. looking for social, positive and escapist benefits.

v Help them see themselves in the activity: This is where you can show the * Those simply OBSERVING (media, galleries) are there for
activity - but where possible put them in it. contentment and relaxation.

1



What is different in Calgary this winter?

In short, attitudes and perceptions are
quite consistent across the province
(which we have seen before). Where
Calgarians show some differences is
with respect to their outlook on finances
and the activities they participate in.

O

©

Calgarians display similar attitudes and
perspective on overall mood in their community
but experience slightly more gratitude. They are
also slightly more optimistic about their personal
financial situation over the next year.

Calgarians engage in activities at a similar rate to
the rest of province but do go to community
festivals more often, which might reflect the
number of festival offerings in the region.

Calgarians are also slightly more likely to indicate
a willingness to try new arts experiences
(although it is not pronounced - 54% vs. 51% for
the rest of Alberta).

12
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Understanding Community
Sentiment
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The majority of Calgarians have a neutral general mood Olafson

This is similar to all Albertans and suggests a level of ambivalence in the current state. Residents may be taking a m

pragmatic approach as they deal with an uncertain future.

% Positive

(104+9+8)
Albertans  Calgarians Local Economy
General Public Mood
12% 10%

B 10 - Very positive  H9 8§ ©7 m6 E5 4 3 B2 B1-Verynegative

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)
Q10.. Using ascale of 1to 10 where 1 is very negative and 10 is very positive, how would you rate both the local economy and the general public mood in your community?

% Negative
(3+2+1)

Calgarians  Albertans

17% 15%

19% 19%

14



Attitudes are generally negative, as with the rest of

Alberta

Stone—
Olafson

s,

Calgarians are more grateful when thinking about their life and community than Albertans overall but otherwise

exhibit generally similar attitudes.

Current State of Mind

444 26

ONLY
ONLY POSITIVE
NEGATIVE EMOTIONS

EMOTIONS

31%

MIX OF POSITIVE
AND NEGATIVE

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)

Feelings Towards Life and Community

Pessimistic
Tired
Grateful
Nervous
Optimistic
Annoyed
Content
Depressed
Angry
Calm

Sad
Confused
Ambivalent
Relaxed
Bitter
Confident
Happy
Light-hearted
Energized
Excited

e 31%
P 26%
26% —> 21% Albertans
. 26%
24%
. 21%
18%
e 15%
e 13%
10%
e 10%
e 10%
10%
9%
8%
7%
7%
4%
2%
1%
15

Q11. When it comes to how you are feeling about life and your community in general, what word or words would you use to describe your overall mood? Select up to 3 choices (please scroll to see the full list)



And while there is a more negative view for the future of
their quality of life, Calgarians are more optimistic about
their financial situation in the year ahead compared to
the rest of Alberta.

Personal and Community Outlook

44%
200, 330, WORSE
WORSE BETTER é’@'\

34%
28%

Albertans
Albertans

My personal financial situation The quality of life in my city/town

® Getalotworse = Getalittle worse = Staythe same u Getalittle better m Get a lot better

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)
Q12. Now thinking ahead over the next year, how do you think things will be for the following for you and in your local community?

Stone—
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18%

BETTER

16
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experiences and togetherness in Calgary T V.

General Community Perceptions Perceptions of Arts and Culture

in Community Today
% Agree % Agree
Albertans Albertans
Our community needs to e maiiable
come together now, more 38% 91% 90% P £ d t 49% 90% 87%
than ever essential for a good quality

of life in our community

A strong arts and culture
23% 54% 50% scene is essential to a
vibrant city or community

My city/town is losing its

unique identity 87% 84%

Everything in my communit | consider my community
erything in my y 359 33% to have a strong arts [EEAN 519% 53%
is changing too fast today and culture scene
B Strongly agree Somewhat agree B Strongly agree Somewhat agree

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160) 17
Q13.Below are a series of statements that could be made about your community and things to do. Please indicate if you agree or disagree with each statement






Desired outcomes are similar across the province; most
look for social benefits and positive emotional relief

Desired Outcome From Activities

RANKED TOP THREE

Spend time with people | care about, doesn’t matter what it is _42?% <« SOCIAL
40, HEALTH

Get healthy (emotionally, mentally, or physically)
Feel happy and content

Humour and laughter

Escape for a little bit

Feel relaxed

Get out of the house

Learn something new

Share a unique experience with people

Do something different, out of routine
Break out of my rut

Do something different, out of the ordinary
Excitement and thrills

Feel "wowed”

| want to celebrate!

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)

:‘W HAPPINESS/JOY
E—

27%

23%
20%
20%

18%
14%
15%

11%
9%

7%

% m Calgarians

B Albertans

Q14. When you think about doing activities that you love to do, what are the things you MOST want to feel or get out of the activity, given your current mood right now? Select and rank up to three, in order
ofimportance with 1 being the most important thing you want, 2 being the second most important, and 3 being the third most important- 1 + 2 + 3

Stone—
Olafson
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To achieve social and emotional outcomes, Calgarians Olafson
engage in a variety of activities Ml

They do, observe, and attend at similar rates to all Albertans, but Calgarians are going to community festivals more
often which is likely due to the availability of festivals in Calgary.

What are Calgarians doing?

Watch movies or shows online oron TV ] 64%
Being outdoors M 62%
Travel I 59%
Listen to music FEn 57%
Exercise, fitness activities B 52%
Attend live music events I 40%
Community festivals s 40% > 30% Albertans
Attend the cinema or film events s 33%
Visit museums and heritage sites NN 32%
Learn a new skill s 29%
Watch live sports online oron TV i 29%
Attend live sports events NN 29%
Attend live theatre NN 29%
Learn a new art, creative skill, or craft T 26%
Play sports s 23%
Attend other live arts experiences INNEGGE ?23%
Visit art galleries, art shows or other visual arts I 22%
Performing arts festivals s 22%
Cultural/Heritage festivals BT 21%
Watch live performances online oron TV il 15%
Attend literary events I 8%

93%

Actively
Doing

82%
Observing

79%
Attending

Base: Selected at least one activity at Q14 - Calgarians (n=397); Albertans (n=1,148) 20
Q15. What types of activities do you regularly do to achieve the outcomes you selected (listed below)? Select as many as apply that help you get what you are looking for.



There is a gap between the benefits Calgarians seek from
doing, observing, and attending and how well those needs

are being met by arts and culture experiences

Role of Arts and Culture to Achieve Outcomes

14%
12%

Meets that need | have/
benefit very well

44%

Meets it fairly well
45%

Doesn't really meet those

needs very well 28%

Does not at all meet my needs/ 7%
deliver benefits for me at all 8% B
5%
Not sure
6%

Base: Selected at least one activity at Q14 - Calgarians (n=397); Albertans (n=1,148)

Q16. Earlier you indicated [ANSWER FROM Q14] was the most important thing you were looking to get out of the activities you participate in. Overall, how well do the arts and culture activities you engage

30% )

58% Indicate their needs

are met with arts and
culture activities

37% Do not feel their needs

are met with arts and culture
activities

= Calgarians

B Albertans

in meet that need? This could be any arts and cultural experience, activity, event you participate in, or event you attend.

Stone—
Olafson
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But slightly more Calgarians are willing to try new arts

experiences

Likelihood to Try a New Arts Experience

Very likely - I love trying new things,
especially when it comes to the arts!

Somewhat likely

Might or might not

Not very likely

Not at all likely - I like what | like and
don't really like to try new things

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)

16%
13%

38%
38% |
30%
31%

15%
16%

1%
3%

54% Likely

51% Albertans

B Calgarians

B Albertans

Q18. How likely are you to try a brand-new arts experience (a show, exhibit, or even a new art form) that you have never done or seen before?

Stone—
Olafson
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Most Calgarians report that they are inspired to seek other
arts experiences or explore their own creativity after
engaging with the arts

Attitudes When Engaging in Arts and Culture Experience % Agree

Calgarians  Albertans

When | attend a ||v§ arts event, 259 10% 69% 69%
| am rarely disappointed

Once | visit an arts experience,

| am often inspired to seek out % 8% 67% 66%
other arts activities
Attending arts and culture
experiences inspires me to be 7% 67% 64%
more creative in my own life

B Strongly agree Somewhat agree Somewhat disagree M Strongly disagree Not sure

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)
Q19.Below are a series of statements about arts and culture related experiences. Please indicate your level of agreement with each statement

Stone—
Olafson
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The lack of knowledge is a barrier for some Calgarians to

engage in the arts more

Of those who don’t know where to start, messages about social enjoyment and humour are most appealing.

| would like to engage with the arts more,
but | just don’t know where to start

m Strongly
agree

52%
Agree

m Somewhat
agree

Somewhat
disagree

m Strongly
disagree

Not sure

Q19. Below are a series of statements about arts and culture related experiences. Please indicate your level of agreement with each statement Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)
Q20. Which of the following arts related experiences are most appealing to you personally and would be something youwould want to engage with more? Select all that apply. Base: Want to engage, but don't know

where to start - Calgarians (n=207), Albertans (n=556)

-

Enjoy with my friends and family

Makes me laugh

Make me think

Learning (classes, workshops,
etc.)

Nostalgic

(selections of 40% or more)

59%
58%

52%
48%

48%
50%

41%
42%

What would be appealing to those who want to engage more?

73%
71%

m Calgarians

B Albertans

Stone—
Olafson
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About half of Calgarians believe traveling is the best way Olafson

to get exposure to the arts, but slightly more also indicate e,
there are great local arts experiences

Perceptions of Quality Arts and Culture Experiences % Agree

Calgarians  Albertans

My city, town or region offers great

: ¥ 8% 63% 60%
arts and culture experiences

16%

You have to travel to get exposure o M
to really great arts experiences 56 52% 55%
Some of the best arts and
culture | have experienced 13% 10% 46% 44%

can be found where | live

| usually only take in the

o, (¢) O,
arts when | am travelling U1 S 61’ 43% 44%

B Strongly agree " Somewhatagree Somewhat disagree M Strongly disagree Not sure

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160) 25
Q19. Below are a series of statements about arts and culture related experiences. Please indicate your level of agreement with each statement
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Informing and Inspiring
Audiences
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they rely on social media and WOM to hear about
upcoming experiences

“In the know"” on Arts and Culture Experiences

4% é

= Very informed - | h Preferred Information Sources
/eryinformed - thave my (selections of 40% or more)
finger on the pulse of
creative things to do in my Social media posts 72%
community 46% P 72%
© Fairly informed - | have a Informed 66%
. , (o)
pretty good idea of what's People tell me/word of mouth .
available to me 69%
. 57%
Not very informed - | know Online search -0%
there are creative things to
do but | couldn't tell you 48%
more than that Online ads or promotions
46%
® Not at all informed - | have
) ) 50%
no |dea.of whats Previously attended/just know °
happening in my 46%
community 18% B Calgarians
Email/direct mail 1429 ° B Albertans
(e]

NG J

Q21. When it comes to arts and culture experiences, how informed or ‘in the know’ do you consider yourself to be? Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)
Q22. Where do you get your information on what experiences and activities are happening in your community? Select all that apply. Base: Informed or on arts and culture experiences - Calgarians (n=184); Albertans (n=570)

27



For those less informed, there is a need to communicate
basics: lead with the promise of experience, benefits and

value

“In the know"” on Arts and Culture Experiences

® Very informed - | have my
finger on the pulse of
creative things to doin my
community

© Fairly informed - | have a
pretty good idea of what's
available to me

Not very informed - | know
there are creative things to
do but | couldn't tell you
more than that

® Not at all informed - | have
no idea of what's
happening in my
community

54%

Uninformed

Stone—

Communication Strategies to Get Attention
(selections of 30% or more)

EXPERIENCES
and BENEFITS

INCENT

REINFORCE

SIMPLE

N\

Describe what the
experience is like
and what it entails

Show me a deal
or how little it costs
to get my attention

Just show the
activity, either in
words or an image

Just show the
dates and times

36%
36%

31%
33%

52%

52%

52%

51%

B Calgarians
B Albertans

J

Q21. When it comes to arts and culture experiences, how informed or ‘in the know’ do you consider yourself to be? Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)

Q23. Ifa company wanted to get your attention about an activity, event or experience, what would they have to do orsay? Please select up to three. Base: Uninformed on arts and culture experiences - Calgarians (n=216), Albertans (n=590)

Olafson

28
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Where to capture attention? Olafson
And, what can be leveraged for the consideration phase?
Even though Calgarians have a more positive outlook on their financial situation than others in Alberta, deals are enticing. In addition, ensuring people m

know how to get there and where to park and offering multiple dates and times can create more opportunities to convert. Consider which levers to
pull to eliminate any barriers that exist in the decision process.

Channel Strategies to Get Attention Elements to Entice Final Decisions to Participate

O,
Signs around my community 46% . o
49% Offer me deals to make it more 57%
] ) ] affordable 54%
In the news (TV, radio, online or print) 49%
with interviews, reviews, etc. 48% Make it easy to get there 529%
39 (parking, transportation, etc.) 50%
Online at a specific website 40;
° Provide me flexibles dates and times to 48%
Outdoor ads (bus stops, billboards, - 32% participate 45%
etc.) 33%
Make it easy for me to bring 24%
In community publications that are 27% friends/family - 24%
available in community spaces 31%
219 Tell me about the performers/artists and 22%
Ads on the radio - 12;7 why they matter 23%
(e]
0 Tell me stories about the show or 12%
Adson TV . 19% i 0
22% experience 13%
Do a promotional activity in a central 21% Make it an intimate and cozy experience 1%
location that gets my attention 20% (small theatre, etc.) 12%
. . ® Calgarians m Calgarians
Get a local celebrity or influencer I 8% ® Albertans Include other experiences that go along 10% u Albert
to promote it 8% with the activity 10% ertans

Q24. Ifan arts company that you didn't know about wanted to make you aware of a remarkable experience, where would they be most likely to get your attention? Select all that apply.
Q25. What should organizations be doing to finalize your decision to spend your time or money with them? Select up to three choices Base: Calgarian respondents (n=400); Albertan respondents (n=1,160) 29
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Jhldes, Respondent Profile

Gender

r@\ 51% 48%
9\ 46 48%

Another gender/

Prefer not to say

3% 3%

Employment

Employed
full-time
Employed
part-time

Self-employed
Unemployed
Student
Homemaker

Retired

Prefer not
to answer

i
43%
. 9%

9%

8%

8%

4%
5%

B

26%

3%
2%

Age
34%,y70,  37%34% 3094107
18-34 35-54 55+
years years years

Household Income

16%
Under $50K . 17%
24%
scsone [ 7%
30%
$100K-5200K -29%

Over $200K

Prefer not 17%
to say 18%

Base: Calgarian respondents (n=400); Albertan respondents (n=1,160)

Increased Unchanged

Stone—
Olafson

Diversity / Identity

Indigenous, First o o
Nations, Metis, Inuk 3? MOVdeto Canada r 4%
(Inuit) 4% inthe last 5 years 2%
Identify as a 14% Seniors over 65 live 19%
visible minority 10% in my household 24%
Identify as 12% Physical or mental 12%
LGBTQ2S+ 10% disability in my home 14%
Born outside 18% Mental illness 17%
of Canada 1% in my home 15%

Income Change
PAST THREE YEARS

13 31% 30% 54% 57«

Decreased

u Calgarians ®m Albertans 31



Questions or Comments?

Please contact: mathew@stone-olafson.com
kim@stone-olafson.com
jason@stone-olafson.com
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