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Background

To help support City decisions, The City of Calgary surveys citizens about their opinions, preferences and attitudes. To 

help in “making life better every day” for Calgarians, The City conducts the Citizen Perspectives Survey at various 

intervals through the year. In late 2019, a wave of the Citizen Perspectives Survey focused on opinions and perceptions of 

‘buy local’ defined as: purchasing from locally-owned businesses instead of retail chains and non-locally owned service 

providers. Locally-owned businesses include those with headquarters in Calgary, franchises owned by Calgarians, and 

farmer’s markets. The survey was conducted at the beginning of November, when The City’s Buy Local campaign 

launched. This wave is a reiteration of that survey in order to assess if there were any changes in perceptions and 

behaviour since the campaign began.

Methodology

The survey was conducted by Leger from February 24 – March 4, 2020 with 500 Calgarians via telephone using random 

digit dialing (RDD). The survey was conducted using numbers from both landlines (46%) and cell phones (54%) to obtain 

a random and statistically representative sample of Calgarians. The survey averaged 17 minutes in duration. The margin 

of error (MOE) for the total sample of n=500 is ± 4.38 percentage points, 19 times out of 20. 

To ensure the data was gathered from a representative group of Calgarians, sample quotas were set by age, gender, and 

city quadrant of the general population aged 18 and older. Data were then weighted to the 2016 Civic Census for age and 

gender.

Statistically significant differences between results from November 2019 and this wave are noted with: 

Differences that aren’t noted are not statistically significant. 
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Key Findings
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• Calgarians’ interpretations of the term ‘buy local’ centered around supporting/buying from local 

businesses, consistent with the first wave of this survey in November 2019.

• Just under one-half of Calgarians recalled seeing, hearing or reading messaging or advertising with 

the phrase ‘buy local’ in the past six months, on par with the first wave results, with grocery stores 

and TV being the most mentioned sources of the messaging/advertising.

• Among Calgarians who recalled ‘buy local’ advertising or messaging, approximately three-in-ten 

couldn’t recall the specific message they saw, read or heard. 

• While Co-op was the most mentioned sponsor of the ‘buy local’ advertising or messaging recalled, 

just over one-half didn’t know or couldn’t remember who sponsored it.

• Personal importance of buying local didn’t change compared to the results from November 2019, 

with one-third reporting it’s ‘very important’ and one-half saying it’s ‘somewhat important.’

• Perceived benefits of buying local didn’t change from November 2019, with the most mentioned 

benefits being that it supports our local economy, our local community and/or local businesses.

• Purchases of services and dining out at restaurants were most likely to be purchased from locally-

owned businesses while home décor items, kitchenware, clothing and books were least likely.

• Compared to November 2019, this wave saw slightly fewer Calgarians making all or most of their 

service purchases and purchases of home décor items from locally-owned businesses.
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• When Calgarians had the option to make a purchase either online from a site such as Amazon or 

from a locally-owned business or store in Calgary, a minority reported making all or most of these 

purchases online.

• The most mentioned barriers to buying local more often were the cost (i.e. perception that it’s more 

expensive to buy local) and accessibility issues/difficulty in getting to where local products are sold, 

consistent with results from November 2019.

• Perceptions about buying local didn’t change from November 2019 to this wave, with Calgarians

seeming to want to buy local but perceiving it to be more expensive and lacking the variety of 

products available from large retailers. 

• Perhaps as a result of having more responsibility for shopping for their household, females were 

more likely than males to answer questions in a way that suggests they are more aware of benefits 

and features of buying local.

• Overall, younger Calgarians are less attuned than their older counterparts to buying locally. 
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Calgarians’ interpretations of the term ‘buy local’ centered around supporting/buying from local 

businesses, consistent with the first wave of this survey in November 2019.

• When asked to explain, in their own words (which were then coded into themes), what the term ‘buy local’ means to 

them, respondents gave a variety of responses. The top five themes were support your local business (26%), support 

products made locally in Calgary (23%), shop at/buy from local farmers markets/local farmers (16%), buy products from 

Calgary businesses (14%) and support products made in Alberta (12%).  

• Around one-in-five (17%) responded that they didn’t know or were unsure of what the term ‘buy local’ means to them.

Just under one-half of Calgarians recalled seeing, hearing or reading messaging or advertising 

with the phrase ‘buy local’ in the past six months, on par with the first wave results, with grocery 

stores and TV being the most mentioned sources of the messaging/advertising.

• Recall of messaging or advertising with the phrase ‘buy local’ didn’t change following the Buy Local campaign 

sponsored by The City. In November 2019, recall was at 42% of Calgarians while this wave, it was 46% (the difference 

is not statistically significant).

• This wave, respondents who recalled messaging or advertising with the phrase ‘buy local’ were asked where, 

specifically, they saw it. This was an open-ended question, meaning respondents weren’t provided with a list of 

possible answers but instead answered in their own words. Around one-in-five (18%) mentioned a grocery store, 16% 

said they saw it on TV and 12% heard it on the radio. One-in-ten (10%) mentioned Facebook.

• Few Calgarians who recalled ‘buy local’ messaging or advertising mentioned City of Calgary channels:

• 3% - The City’s Facebook page

• 1% - The City’s website/Calgary.ca

• 1% - The City’s Instagram account

• 1% - The City’s Twitter account
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Among Calgarians who recalled ‘buy local’ advertising or messaging, approximately three-in-ten 

couldn’t recall the specific message they saw, read or heard. 

• When asked to describe, in their own words, what specifically they saw, read or heard about ‘buy local,’ one-in-ten (8%) 

didn’t know or remember and another 21% said they just remembered hearing the term ‘buy local’.

• One-in-five (18%) recalled the message being about locally grown or produced products, 17% repeated ‘buy local’ as 

the message, and 16% remembered something about supporting one’s community/supporting local. 

While Co-op was the most mentioned sponsor of the ‘buy local’ advertising or messaging 

recalled, just over one-half didn’t know or couldn’t remember who sponsored it.

• Slightly more than one-half (56%) of those who recalled ‘buy local’ advertising or messaging in the past six months 

didn’t know or didn’t remember who sponsored it.

• Just under one-in-five (16%) cited Co-op as the sponsor, followed by 8% mentioning farmer’s market/farmer’s store. 

Safeway was mentioned by 3%, Sobey’s by 1% and 5% mentioned a grocery store other than Co-op, Safeway and 

Sobey’s. 

• The City of Calgary was mentioned by 3% of Calgarians who recalled seeing, hearing or reading messaging or 

advertising with the phrase ‘buy local.’
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Personal importance of buying local didn’t change compared to the results from November 2019, 

with one-third reporting it’s ‘very important’ and one-half saying it’s ‘somewhat important.’

• Before being asked the remaining survey questions, respondents were read the following “For the purpose of the next 

few questions, ‘buy local’ refers to purchasing from locally-owned businesses instead of retail chains and non-locally 

owned service providers. Locally-owned businesses include those with headquarters in Calgary, franchises owned by 

Calgarians, and farmer’s markets.”

• Consistent with the results from November 2019, one-third (34%) of Calgarians reported it’s ‘very important’ to 

them personally to buy local and one-half (50%) said it’s ‘somewhat important.’ It’s considered ‘not very 

important’ by one-in-ten (11%).

Perceived benefits of buying local didn’t change from November 2019, with the most mentioned 

benefits being that it supports our local economy, our local community and/or local businesses.

• Respondents were asked to list the benefits of buying local in their own words. The most mentioned benefit was 

that it supports our local economy (46%), followed by it supports our local community (35%) and it helps local 

businesses (33%). 

• Other benefits were mentioned by only a small minority of Calgarians and included better quality products/fresher 

products (12%) and that buying local provides jobs locally (11%).
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Purchases of services and dining out at restaurants were most likely to be purchased from 

locally-owned businesses while home décor items, kitchenware, clothing and books were least 

likely.

• Around one-half (47%) of Calgarians reported having made all or most of their purchases of services (e.g. auto 

repair, home repair/maintenance, florists, health/wellness) in the past six months from a locally-owned business and 

45% said all or most of their dining out purchases were made at locally-owned restaurants.

• Purchases of items that are widely available at department stores and other big box/chain stores – books, clothing, 

kitchenware and home décor items – were least likely to be made at locally-owned businesses.

Type of Purchase

All or Most

Purchased from a 

Locally-owned Business*

Services 47%

Dining out at restaurants 45%

Groceries 34%

Coffee shops 30%

Alcohol 28%

Books 17%

Clothing 14%

Kitchenware 12%

Home décor items 10%

*excludes those who said they didn’t make this type of purchase 
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Compared to November 2019, this wave saw slightly fewer Calgarians making all or most of their 

service purchases and purchases of home décor items from locally-owned businesses.

• In early November 2019, just over one-half (56%) of Calgarians reported having made all or most of their service 

purchases (e.g. auto repair, home repair/maintenance, florists, health/wellness) from a locally-owned business in the 

previous year, compared to 47% this wave. 

• In early November 2019, 16% had made all or most of their home décor purchases from a locally-owned business 

compared to 10% this wave.

• Any differences between November 2019 and this wave for other types of purchases are not statistically significant.

When Calgarians had the option to make a purchase either online from a site such as Amazon or 

from a locally-owned business or store in Calgary, a minority reported making all or most of 

these purchases online.

• Respondents were asked what portion of their purchases in the past six months were made online from a site such as 

Amazon in situations when they also had the option to buy it from a locally-owned business or store in Calgary. 

Approximately one-quarter (28%) reported making all or most of these purchases online from a non-locally-owned 

business. Two-in-five (40%) purchased some online from a non-locally-owned business and one-third (32%) answered 

‘none.’ 
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The most mentioned barriers to buying local more often were the cost (i.e. perception that it’s 

more expensive to buy local) and accessibility issues/difficulty in getting to where local products 

are sold, consistent with results from November 2019.

• One-third (34%) of Calgarians mentioned a barrier related to it being more expensive to buy local and one-quarter 

(27%) cited accessibility issues or the inconvenience of getting to where local products are available.

• One-in-five (18%) said a barrier to them buying local more often is lack of local availability/seasonality of specific local 

products (e.g. fruits and vegetables).

• As in November 2019, one-in-five (18%) reported that nothing prevents them from buying local more often.



V05March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Overview – cont’d

13

Perceptions about buying local didn’t change from November 2019 to this wave, with Calgarians

seeming to want to buy local but perceiving it to be more expensive and lacking the variety of 

products available from large retailers. 

• Most Calgarians continue to agree (‘strongly’ or ‘somewhat’) that buying local can help the economy (97%) and that 

when we buy local, it creates jobs for Calgarians (96%), consistent with November 2019 results.

• A strong majority (84%) agree (‘strongly’ or ‘somewhat’) that they prefer to buy local whenever possible; however, as 

many agree that buying from locally-owned businesses tends to be more expensive than buying from large retail chains 

(86%) and nearly as many (81%) agree that buying from large retailers gives them access to a better variety of 

products.

• Calgarians agree that buying local can help the environment (80%), they would pay a bit more to buy local (76%), 

buying local gives them access to better quality products (76%), and they know how to determine if a business is 

locally-owned (73%).

• Just over one-half (58%) agree that it’s important to them to be able to purchase most or all items they need from 

one store. 
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Perhaps as a result of having more responsibility for shopping for their household, females 

were more likely than males to answer questions in a way that suggests they are more aware of 

benefits and features of buying local.

• More females than males said they’re responsible for all or most of their household’s shopping (82% vs. 58%).

• More than twice as many females as males cited Facebook (in general) as where they saw, read or heard advertising 

or messaging with the phrase ‘buy local’ (13% vs. 5%).

• Females were more likely than males to report that it’s important (‘very’ or ‘somewhat’) to them personally to buy local 

(91% vs. 78%) and less likely to have chosen to make all or most purchases online from a site like Amazon rather 

than from a locally-owned business when the latter was also an option (20% vs. 37% of males).

• Compared to males, more females mentioned “helps local businesses” as a benefit of buying local (39% vs. 26%).

• More females than males:

• Agreed ‘strongly’ that buying local creates jobs for Calgarians (78% vs. 64%);

• Agreed (‘strongly’ or ‘somewhat’) that they prefer to buy local whenever possible (88% vs. 79%);

• Agreed (‘strongly’ or ‘somewhat’) buying local can help the environment (86% vs. 73%);

• Agreed (‘strongly’ or ‘somewhat’) that if they want to buy local, they know where to go to find the items or 

services they need (82% vs. 72%); and

• Agreed (‘strongly’ or ‘somewhat’) that buying local gives them access to better quality products (81% vs. 71%).

• Females were more likely than males to agree (‘strongly’ or ‘somewhat’) it’s important to them that they be able to 

purchase most or all items they need from one store (65% vs. 52%) but less likely to agree ‘strongly’ that buying from 

large retailers gives them access to a better variety of products that buying local does (23% vs. 36%).
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Overall, younger Calgarians are less attuned than their older counterparts to buying locally. 

• Compared to their older counterparts, Calgarians aged 18 to 24 years were more likely to answer “don’t know” when 

asked what the term ‘buy local’ means to them (35% of 18 – 24 vs. 19% 25 – 34, 14% 35 – 54, 16% 55 – 64 and 10% 65 

or older).

• Recall of seeing, hearing or reading messaging or advertising with the phrase ‘buy local’ was much lower among 18 to 24 

year olds than among older Calgarians (23% vs. 44% 25 – 34, 52% 35 – 54, 45% 55 – 64 and 52% 65 or older).

• Younger Calgarians are less likely to have made all or most of their purchases of services, clothing and home décor items 

from a locally-owned business in the past six months.

• Calgarians younger than 35 were much less likely than those 35 or older to have purchased all of their groceries in the 

past six months from a locally-owned business (5% 18 – 24 and 1% 25 – 34 vs. 18% 35 – 54, 21% 55 – 64 and 22% 65+).

• Those aged 55 years or older were less likely than younger Calgarians to report having made all or most purchases online 

from a site like Amazon rather than from a locally-owned business when the latter was also an option (23% 55 – 64 and 

11% 65+ vs. 35% 18 – 24, 37% 25 – 34, and 30% 35 – 54).

• Compared to Calgarians aged 25 or older, fewer 18 to 24 year olds reported being responsible for all or most of their 

household’s shopping (53% of 18 – 24 vs. 74% 25 – 34, 72% 35 – 54, 66% 55 – 64 and 77% 65 or older).

All or Most Purchased from a Locally-owned Business*

18 – 24 yrs 25 – 34 yrs 35 – 54 yrs 55 – 64 yrs 65+ yrs

Services 30% 40% 49% 64% 54%

Clothing 2% 16% 12% 17% 22%

Home décor items 3% 3% 15% 10% 16%

*excludes those who said they didn’t make this type of purchase 
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BL1. What does the term ‘buy local’ mean to you? 

[NOTE: Response options were not read to the respondent.]

Base: All respondents (n=500 in Wave 2, n=503 in Wave 1)

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Interpretation and Recall of ‘Buy Local’

4%

19%

6%

2%

5%

10%

6%

15%

12%

10%

12%

19%

21%

1%

17%

10%

3%

5%

6%

7%

9%

12%

14%

16%

23%

26%

No answer/nothing

Don't know/unsure

Other

Support your local economy

Support small businesses in Calgary

Support products made in the
surrounding area of Calgary

Support products made in Canada

Support your local community

Support products made in Alberta

Buying products from Calgary businesses

Shop at/buy from local farmers
markets/local farmers

Support products made locally in Calgary

Support your local business
Wave 2 (Feb 2020)

Wave 1 (Nov 2019)

Multiple 

responses 

allowed

Respondents’ Interpretation of the Term ‘Buy Local’

BL2. In the past six months, do you recall seeing, hearing, or 

reading any messaging or advertising with the phrase ‘buy local’?

Base: All respondents (n=500 in Wave 2, n=503 in Wave 1)

Recall Seeing/Hearing/Reading Messaging 

or Advertising with the Phrase ‘Buy Local’

3%

55%

42%

2%

52%

46%

Don't know

No

Yes

Wave 2 (Feb 2020)

Wave 1 (Nov 2019)
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Source and Message Recall of ‘Buy Local’

8%

13%

1%

1%

1%

1%

1%

1%

2%

3%

3%

4%

5%

5%

5%

5%

5%

7%

10%

12%

16%

18%

Don't know/don't remember

Other

Restaurants

Business in Calgary - magazine

Flyers

The City’s Instagram

The City’s website/Calgary.ca

Twitter – general

Transit/bus shelters

Instagram – general

The City’s Facebook

StarMetro – newspaper

Billboards

Newspaper (e.g. Calgary Herald)

Stores - general

Farmers markets

Online – general

Posters

Facebook – general

Radio

TV

Grocery stores

Source of Messaging/Advertising Recalled 

Multiple 

responses 

allowed

BL3_1. Where did you see, read, or hear this? 

[NOTE: Response options were not read to the respondent.]

Base: Respondents who recall seeing, hearing, or reading any messaging or advertising with the phrase ‘buy local’ in the past six months (n=239)

BL3_2. What, specifically, have you seen, read or heard about ‘buy local’?  

[NOTE: Response options were not read to the respondent.]

8%

34%

1%

1%

1%

2%

16%

17%

18%

21%

Don't know/don't remember

Other*

Buy Alberta beef

Local sustainability

The City/the Mayor said to buy local

Co-op is supporting local farmers

Support your community/
support local

Buy local

Locally grown/locally produced

Just heard the term 'buy local'

What the Respondent Saw, Read or Heard about ‘Buy Local’

Note: New questions in Wave 2 (Feb 2020)

*”Other” includes categories of less than 1% and 

responses that referred to where they saw ‘buy local’ 

ads/messaging as opposed to the message recalled.   
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Sponsor Recall of ‘Buy Local’

Multiple 

responses 

allowed

56%

7%

1%

3%

3%

3%

3%

5%

5%

8%

16%

Don't know/don't remember

Other

Sobey's

Restaurants - general

Safeway

Media

The City of Calgary

Stores - general

Grocery stores other than Co-op,
Safeway and Sobey's

Farmers market/farmers store

Co-op

Recall of Who Sponsorsed the Messaging/Advertising

Note: New question in Wave 2 (Feb 2020)

BL3_3. Which business or organization sponsored the ‘buy local’ advertising or messaging you recall?

Base: Respondents who recall seeing, hearing, or reading any messaging or advertising with the phrase ‘buy local’ in the past six months (n=239)
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For the purpose of the next few questions, ‘buy local’ refers to purchasing from locally-owned businesses instead of retail chains and non-locally owned 

service providers. Locally-owned businesses include those with headquarters in Calgary, franchises owned by Calgarians, and farmer’s markets.

BL4. How important is it to you personally to buy local?

Base: All respondents (n=500 in Wave 2, n=503 in Wave 1)

Personal Importance of Buying Local

0%

3%

11%

52%

33%

<1%

4%

11%

50%

34%

Don't know

Not at all important

Not very important

Somewhat important

Very important

Wave 2 (Feb 2020)

Wave 1 (Nov 2019)

Important:

85%* Wave 2 (Feb 2020)

85% Wave 1 (Nov 2019)

*Rounding
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BL5. In your opinion, what – if any – are the benefits of buying local?  [NOTE: Response options were not read to the respondent.]

Base: All respondents (n=500 in Wave 2, n=503 in Wave 1)

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Benefits of Buying Local

1%

2%

3%

3%

3%

4%

4%

9%

12%

14%

29%

32%

45%

3%

2%

2%

5%

5%

5%

6%

6%

11%

12%

33%

35%

46%

None/No benefits

Don't know/unsure

Variety of products made locally

Cheaper cost of products made locally/cheaper
transportation costs

Local farmers markets to shop at/supports farmers and
growers

Good access/convenient locations/better customer service

Knowing where products come from/you can make an
informed decision

Better for the environment/sustainability/lower carbon
footprint/less shipping & packaging

Provides jobs locally

Better quality products/fresher products

It helps local businesses

Supporting your local community

Supporting our local economy

Wave 2 (Feb 2020)

Wave 1 (Nov 2019)

Multiple 

responses 

allowed

Perceived Benefits of Buying Local
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5%

4%

9%

9%

36%

36%

49%

49%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)
Clothing

14%* 86%*

14% 85%

22

BL7. For each of the following, please tell me if you made all, most, some or none of your purchases in the past 

6 months from a locally-owned business. (NOTE: The timeframe for this question in Wave 1 was one year).

Base: Respondents who have made that type of purchase in the past 6 months (n=varies)

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Proportion of Purchases from Local Businesses

Amount of Purchases from Locally-owned Businesses by Product/Service Category

*Rounding

33%

28%

23%

19%

31%

34%

11%

18%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)

All Most Some None Don't know

Services such as auto 

repair, home repair and 

maintenance, florists, and 

health and wellness

17%

15%

25%

30%

48%

42%

10%

12%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)
Dining out at restaurants

14%

15%

17%

15%

36%

38%

32%

31%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)
Coffee shops

11%

15%

12%

12%

34%

28%

42%

43%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)
Alcohol

7%

4%

9%

6%

35%

33%

48%

55%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)

Home décor items

47% 52%

56% 42%

All or 

Most

Some or 

None

45% 54%

42% 58%

30% 69%

31% 68%

28%* 71%

23% 76%

10% 88%

16% 83%

Difference is 

statistically significant
=
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14% 20% 47% 19%Wave 2 (Feb 2020)

All Most Some None Don't know

Groceries 34% 66%
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BL7. For each of the following, please tell me if you made all, most, some or none of your purchases in the past 6 months from a locally-owned business.

Base: Respondents who have made that type of purchase in the past 6 months (n=varies)

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Proportion of Purchases from Local Businesses

Amount of Purchases from Locally-owned Businesses by Product/Service Category

*Rounding

7%5% 21% 66%Wave 2 (Feb 2020)

Kitchen ware such as 

small appliances, 

dishes and utensils

12% 88%*

All or 

Most

Some or 

None

9% 7% 21% 61%Wave 2 (Feb 2020)Books 17%* 82%

Note: These items were new in the Wave 2 (Feb 2020) survey
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BL12. Thinking about all of your purchases in the past 6 months, when you had the option to buy online from a site such as Amazon, or to buy from a 

locally-owned business or store in Calgary, approximately what portion were purchased online from a non-locally owned business? Would you say all, 

most, some, or none of these purchases were made online from a site such as Amazon? 

Base: All respondents (n=500)

Proportion of Purchases Made Online from Amazon or Similar (vs. from a Locally-Owned Business)

32%

40%

23%

5%

None

Some

Most

All

All or Most:

28%

Note: New question in Wave 2 (Feb 2020)
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BL8. Is there anything that prevents you from buying local more often? [NOTE: Response options were not read to the respondent.]

Base: All respondents (n=500 in Wave 2, n=503 in Wave 1)

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Barriers to Buying Local

18%

6%

3%

2%

3%

4%

8%

0%

23%

28%

33%

18%

6%

5%

0%

1%

7%

7%

10%

18%

27%

34%

Nothing prevents me

Don't know/unsure

Other

Lack of product knowledge to make
an informed purchasing decision

Poor quality products

Lack of awareness/lack of advertising (including
where to buy, locations of vendors, etc.)

Not enough variety of products/lack of choices

Ease of online shopping

Lack of availability/seasonality of specific products
(e.g. fruits and vegetables)

Accessibility issues/inconvenience of getting to
where local products are available

The cost/high price/more expensive Wave 2 (Feb 2020)

Wave 1 (Nov 2019)

Barriers to Buying Local More Often

Multiple 

responses 

allowed
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Perceptions about Buying Local

Agree Disagree

*Rounding

68%

71%

29%

25%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)When we buy local, it 

creates jobs for Calgarians

96% 3%

96%* 3%

BL10. For each of the following statements, please tell me if you strongly agree, somewhat agree, somewhat disagree, or strongly disagree.

Base: All respondents (n=500 in Wave 2, n=503 in Wave 1)

Statements about Buying Local

71%

74%

24%

23%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)

Strongly agree Somewhat agree Somewhat disagree Strongly disagree Don't know

Buying local can help 

the economy

32%

29%

53%

52%

11%

13%

4%

5%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)
Buying from large retailers 

gives me access to a 

better variety of products 

than buying local does

42%

38%

46%

48%

8%

9% 4%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)

Buying from locally-owned 

businesses tends to be 

more expensive than buying 

from large retail chains

44%

46%

38%

38%

13%

12%

4%

4%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)I prefer to buy local 

whenever possible

41%

42%

41%

38%

11%

12%

6%

4%4%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)Buying local can help 

the environment

97% 3%

95% 4%

86% 13%

88% 11%

81% 17%

85% 15%

84% 16%

83%* 17%

80% 17%*

82% 17%
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Perceptions about Buying Local – cont’d

Agree Disagree

*Rounding

76% 21%

80% 18%*

BL10. For each of the following statements, please tell me if you strongly agree, somewhat agree, somewhat disagree, or strongly disagree.

Base: All respondents (n=500 in Wave 2, n=503 in Wave 1)

Statements about Buying Local

28%

28%

50%

47%

14%

17%

8%

6%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)I would pay a bit more 

to buy local

32%

33%

43%

44%

16%

17%

8%

6%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)

Strongly agree Somewhat agree Somewhat disagree Strongly disagree Don't know

If I want to buy local, I know 

where to go to find the 

items or services I need

28%

27%

41%

46%

21%

18%

7%

8%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)I know how to determine if a 

business is locally-owned

21%

17%

40%

41%

29%

25%

10%

16%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)
It’s important to me that 

I be able to purchase 

most or all items I need 

from one store

76%* 24%*

78% 22%

77% 23%

75% 24%

73% 26%

69% 28%

58% 41%

61% 39%

21%

27%

59%

49%

15%

17%

4%

4%

Wave 1 (Nov 2019)

Wave 2 (Feb 2020)Buying local gives me 

access to better 

quality products

Difference is 

statistically significant
=
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Household Shopping Responsibility
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BL11. How much of your household shopping are you responsible for?

Base: All respondents (n=500 in Wave 2, n=503 in Wave 1)

Respondents’ Proportion of Household Shopping for which They’re Responsible

2%

29%

30%

39%

2%

28%

35%

35%

None

Some

Most

All

Wave 2 (Feb 2020)

Wave 1 (Nov 2019)

All or Most:

70% Wave 2 (Feb 2020)

69% Wave 1 (Nov 2019)
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Demographics

Female
50%

Male
48%

Refused
1%

Other
1%

Gender 
(asked, not inferred)

NE
19%

SE
22%

SW
29%

NW
30%

Quadrant of Residence

17%

12%

18%

20%

20%

12%

65+

55 to 64

45 to 54

35 to 44

25 to 34

18 to 24

Age

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Base: All respondents (n=500), unless otherwise specified
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Demographics – cont’d

Yes
32%

No
68%

Children Under the Age of 18 

in the Household

Yes
19%

No
79%

Refused
1%

Senior (aged 65+ years) in the Household

Self-reported Disability 

(Respondent or Family Member)

1%

11%

21%

16%

35%

16%

Refused

5+

4

3

2

1

Household Size

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Yes
32%

No
68%

Base: All respondents (n=500), unless otherwise specified
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Demographics – cont’d

Years Lived in Calgary

25%

14%

26%

10%

13%

7%

5%

40+

30 - < 40

20 - < 30

15 - < 20

10 - < 15

5 - < 10

Fewer than 5 years

2%

2%

2%

2%

2%

4%

7%

8%

10%

13%

16%

17%

26%

Refused

Other

Aboriginal/First Nations/Métis

West Asian or Middle Eastern

Central/South American or Caribbean

African

South Asian

East or Southeast Asian

Southern or Eastern European

Canadian/French Canadian

Western European

British

Caucasian/White

Main Ethnic Background

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Base: All respondents (n=500), unless otherwise specified

Multiple 

responses 

allowed
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Demographics – cont’d

Born in Canada

1%

0%

58%

10%

32%

Refused

60 or older

18 to 59

12 to 17

Under the age of 12

Age Upon Arrival in Canada
(among those not born in Canada, n=145)

1%

3%

1%

1%

1%

1%

1%

1%

1%

2%

2%

87%

Refused

Other

Urdu

Persian/Farsi

Russian

French

Spanish

Chinese

Mandarin

Tagalog

Punjabi

English

Language Spoken Most in the Home

Yes
25%

No
72%

Refused
3%

Self-Report as a Member of a Visible Minority

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Among those for whom English is 

not the language spoken most often 

in the home, 28 respondents think it 

would be helpful to them or 

someone else in their household to 

get information from The City in a 

language other than English, with 

the top three languages being:

Punjabi

Mandarin

Tagalog

Yes
71%

No
29%

Base: All respondents (n=500), unless otherwise specified
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Demographics – cont’d

Yes
89%

No
11%

Primarily or Jointly Responsible for Paying 

Taxes or Rent in Household

1%

1%

26%

71%

Refused

Other

Rent

Own

Home Ownership

Dwelling Type

1%

1%

2%

9%

10%

15%

62%

Refused

Other

Another type of multi-unit complex

Townhouse/rowhouse

Duplex/triplex/fourplex

Apartment/apartment-style condo

Single detached house

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Base: All respondents (n=500), unless otherwise specified
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Demographics – cont’d

Employment Status

0%

1%

2%

17%

5%

2%

1%

5%

10%

9%

48%

Refused

Other

Unable to work

Retired

Student

Homemaker

Out of work, not looking

Out of work, looking

Self-employed

Employed part-time

Employed full-time

17%

19%

4%

6%

8%

6%

9%

9%

7%

8%

7%

Don't know/refused

$150,000 and over

$135,000 to <$150,000

$120,000 to <$135,000

$105,000 to <$120,000

$90,000 to <$105,000

$75,000 to <$90,000

$60,000 to <$75,000

$45,000 to <$60,000

$30,000 to <$45,000

Less than $30,000

Household Income

1%

44%

39%

17%

Refused

Completed
 university degree or

post-grad degree

Some post-secondary
or completed a

college diploma

Completed high school
or less

Highest Level of Schooling Obtained

March 24, 2020 l 2020 Citizen Perspectives Survey Report - Buy Local

Base: All respondents (n=500), unless otherwise specified
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Questionnaire – cont’d
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Questionnaire – cont’d
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Questionnaire – cont’d
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Questionnaire – cont’d
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Questionnaire – cont’d
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Questionnaire – cont’d
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