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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 an ongoing Citizen Perspectives Survey fielded at various intervals 

through the year. This 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.

Methodology

The survey was conducted by NRG Research Group from October 30 – November 5, 2019 with 503 Calgarians via telephone using 

random digit dialing (RDD). The survey was conducted using numbers from both landlines (47%) and cell phones (53%) 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=503 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.
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Key Findings
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• Calgarians’ interpretations of the term ‘buy local’ include supporting local/Calgary businesses and 

purchasing locally-made products, with some referring to Calgary as ‘local’ and some mentioning 

Alberta or even Canada.

• Many Calgarians reported that it’s important to them personally to ‘buy local,’ agreed they prefer to buy 

local whenever possible, and think that doing so can benefit the local economy; however, cost was cited 

as a drawback of, and barrier to, buying local.

• In addition to cost as a barrier, issues of accessibility and/or convenience (in terms of getting to places 

where they can purchase local products vs. the ease of buying elsewhere/online) were mentioned.

• While a slight majority of Calgarians reported making all or most of their service purchases locally in the 

past year, fewer made this proportion of their food and dining out purchases from locally-owned 

businesses.

• Clothing and home décor was purchased locally by a minority of Calgarians in the past year.

• Quality of products, customer service, convenience and price are important factors when deciding 

where to purchase something, while where a product is made is less so.

• Despite cost being mentioned as a barrier to buying local, the majority of Calgarians agreed they’d be 

willing to pay a bit more to buy local.

• Although many Calgarians agree that buying local creates jobs for Calgarians and it can help the 

economy, fewer agree that they know where to go to buy local and that they know how to determine if a 

business is locally-owned.



V05December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Overview

6

Calgarians generally view ‘buy local’ as meaning support local businesses and/or purchase 

locally-made products and doing this is personally important to a majority of Calgarians.

• 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.  One-in-five (19%) responded that they didn’t know or were unsure while the majority 

provided answers that largely referred to supporting or buying from local businesses and/or buying locally made products.  Where

respondents differed somewhat was in what they consider to be ‘local’:

• Two-in-five (42%) recalled seeing, hearing or reading messaging or advertising with the phrase ‘buy local’ in the past six months. 

• Before being asked the remaining questions, respondents were read the following definition of ‘buy local’: 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.

• One-third (33%) said it’s ‘very important’ to them personally to buy local while one-half (52%) said it’s ‘somewhat important’ to 

them (for a total of 85% saying it’s important to them). One-in-ten (11%) reported it’s ‘not very important’ and 3% reported it’s ‘not 

at all important’ to them.

Support your local businesses 21%

Support products made locally in Calgary 19%

Support your local community 15%

Shop at/buy from local farmers/farmer’s markets 12%

Support products made in Alberta 12%

Buy products from Calgary businesses 10%

Support products made in surrounding area of Calgary 10%

Support products made in Canada 6%

Support small businesses in Calgary 5%
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Many Calgarians see the benefits of buying local (supporting our local economy, community and 

businesses) but also view cost as a drawback of buying local.

• In their own words, respondents cited the benefits of buying local to be supporting our local economy (45%), supporting one’s 

local community (32%), and helping local business (29%). Fewer mentioned the benefits of better quality products/fresher 

products (14%), providing jobs locally (12%), and that buying local has environmental benefits (i.e. sustainability, lower carbon 

footprint, less shipping and packaging needed) (9%).

• Over one-half (54%) of respondents said the predominant drawback of buying local is the cost (i.e. higher prices, more 

expensive). The next most mentioned drawback, at 18%, was the lack of variety of products/choices. Around one-in-ten (13%) 

said a lack of availability of local products where they shop and/or that some products are seasonal (e.g. produce) and locally-

grown/made options aren’t available at certain times of the year is a drawback. Nearly one-in-five (17%) reported that they don’t 

think there are any drawbacks of buying local.

Services were more likely than products to be purchased locally in the past year, with home 

décor and clothing least likely to be purchased locally.

• Citizens are most likely to buy local for services (such as auto repair, home repair and maintenance, florists and health and

wellness), with 56% reporting they made all or most of these types of purchases from a locally-owned business in the past year.

• All or most baked goods were purchased from a locally-owned business by 44% of Calgarians, meat by 43%, fresh produce by 

34%, dairy by 33%, and alcohol by 23%.

• Two-in-five Calgarians (42%) reported that all or most of their dining out trips in the past year were at locally-owned restaurants 

while around one-third (31%) said they made all or most of their coffee shop purchases at a locally-owned business.

• A minority of Calgarians said they’ve made all or most of their purchases of home décor items and clothing from a locally-owned 

business (16% and 14%, respectively).
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Cost was mentioned, unprompted, as a barrier to buying local, as were issues of accessibility 

and convenience.

• When asked if there was anything preventing them from buying locally more often, one-third (33%) mentioned a cost-related 

reason such as higher prices or being more expensive. 

• Around one-quarter (28%) mentioned barriers related to issues of accessibility and/or convenience (in terms of getting to 

places where they can purchase local products vs. the ease of buying elsewhere/online). Nearly as many cited reasons 

regarding a lack of availability of local products where they shop and/or that some products are seasonal (e.g. produce) 

and locally-grown/made options aren’t available at certain times of the year (23%).

• Approximately one-in-five Calgarians (18%) reported that nothing prevents them from buying local more often.
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A variety of factors were rated as important by Calgarians when deciding where to make a 

purchase, with quality of products topping the list.

• Respondents were read a list of factors that might be taken into account when making a purchasing decision and asked how 

important each factor is to them when deciding where to purchase something. Quality of the products was rated as important 

(‘very’ or ‘somewhat’) by virtually all respondents (99%), followed by customer service (96%), convenience (95%), and price 

(94%).

• The factors rated as important by fewer than nine-in-ten Calgarians were variety of products (89%), recommendations from friends

and family (85%), where a product was made (82%), and the business’ involvement in the community (79%). 

• Trailing far behind the other factors was online reviews or ratings by strangers, with only 58% rating it as important.

• While most factors were rated as ‘somewhat’ or ‘very’ important by a large majority, ratings of ‘very’ important reveal more 

variation:

Rated

‘very’ important

Quality of the products 83%

Customer service 66%

Convenience 55%

Price 55%

Variety of products 37%

Recommendations from friends/family 35%

Where a product is made 31%

The business’ community involvement 28%

Online reviews or ratings by strangers 12%
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Calgarians generally agreed that buying local helps the economy and creates jobs for Calgarians 

but agreement was weaker in terms of being willing to pay a bit more to buy local and preferring 

to buy local whenever possible.

• Most Calgarians agreed (‘strongly’ or ‘somewhat’) that “When we buy local, it creates jobs for Calgarians” (96%) and that “Buying 

local can help the economy” (95%). Ratings of ‘strongly agree’ with these statements were relatively high at 68% and 71%, 

respectively.

• While 88% of Calgarians agreed that “Buying from locally-owned businesses tends to be more expensive than buying from large 

retail chains,” only around half (42%) agreed ‘strongly’ with this statement.

• The majority (85%) reported they agree that “Buying from large retailers gives me access to a better variety of products than 

buying local does,” with one-third agreeing ‘strongly’ (32%).

• Calgarians were somewhat split between agreeing ‘strongly’ (44%) and ‘somewhat’ (38%) with the statement “I prefer to buy local 

whenever possible” and evenly split in strength of agreement that “Buying local can help the environment” (41% ‘strongly’ and

41% ‘somewhat’).

• Although 80% agreed that “Buying local gives me access to better quality products,” most of these Calgarians (59%) agreed 

‘somewhat’ rather than ‘strongly’ (21%).

• Although around one-quarter of Calgarians (28%) agreed ‘strongly’ they “would pay a bit more to buy local,” one-half (50%) 

answered ‘somewhat agree.’

• Three-quarters (75%) agreed with the statement “If I want to buy local, I know where to go to find the items or services I need”

(32% ‘strongly’ and 43% ‘somewhat’) while slightly fewer agreed they “know how to determine if a business is locally-owned” 

(69%, with 28% ‘strongly’ and 41% ‘somewhat’).

• Agreement was lowest for the statement “It’s important to me that I be able to purchase most or all items I need from one store,” 

with 61% agreeing (21% ‘strongly’ and 40% ‘somewhat’).



V05December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Overview – cont’d

11

Statistically significant differences between those who reported being responsible for all or most 

of their household’s shopping and those responsible for only some or none of it were limited to 

only a few measures. 

• Two-in-five respondents (39%) said that they are responsible for all of their household’s shopping while three-in-ten (30%) are 

responsible for most and just as many (29%) do some of the household shopping.

• Those who reported being responsible for all or most of their household’s shopping were more likely than those said their 

responsible for some or none to:

• Say it’s ‘very important’ to them personally to buy local (38% vs. 23%, respectively);

• Make all or most of their produce purchases locally (38% vs. 26%);

• Report that a business’ involvement in the community is an important factor when deciding where to purchase something 

(82% vs. 72%);

• Be willing to pay a bit more to buy local (82% vs. 71%);

• Know where to go if they want to buy a service or product locally (79% vs. 66%), and

• Feel it’s important to be able to purchase most or all items they need from one store (65% vs. 53%).
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Older Calgarians were more likely than their younger counterparts to express interest in buying 

local and to purchase certain items from locally-owned businesses.

• When asked what the term ‘buy local’ means to them, twice as many Calgarians aged 55 years or older as those under the age of

55 gave a response related to shopping at/buying from farmer’s markets or local farmers (21% vs. 9% of 35 – 54 year olds, 7% of 

those 25 – 34, and 4% of 18 – 24 year olds).  

• Those 55 years of age or older are more likely than those under 35 to recall seeing, hearing or reading messaging or advertising

with the phrase ‘buy local’: 52% of 65+ and 63% of 55 – 64 vs. 42% of 35 – 54, 32% of 25 – 34 and 23% of 18 – 24. 

• The tendency to purchase all or most produce, meat, baked goods, and services from locally-owned businesses is higher among 

older Calgarians:

• Although convenience is an important (‘very’ or ‘somewhat’) factor for most Calgarians aged 25 years and older (95%) when 

deciding where to purchase something, 100% of 18 – 24 year olds rate it as important.

• Recommendations from family and friends is important to more 18 – 24 year olds than their older counterparts (95% of 18 – 24 

compared to 80% to 86% of Calgarians aged 25 or older.  Online reviews by strangers is also less important to older Calgarians. 

While 80% of 18 – 24 year olds and 71% of those aged 25 – 34 rated it as important (‘very’ or ‘somewhat’), 58% of Calgarians 35 

– 54, 45% of 55 – 64 year olds and 36% of those 65+ did so.

Purchase All or Most from Locally-owned Businesses

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

Produce 4% 27% 36% 41% 50%

Meat 32% 36% 41% 55% 56%

Baked goods 35% 38% 38% 53% 64%

Services 34% 53% 55% 60% 71%
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(cont’d from previous slide)

• Calgarians aged 35 years or older are more likely than their younger counterparts to ‘strongly agree’ that they ‘prefer to buy local 

whenever possible’ (49% of 35 – 54, 58% 55 – 64, and 55% 65+ vs. 25% 18 – 24 and 28% 25 – 34) and they ‘would pay a bit 

more to buy local’ (34% of 35 – 54, 33% 55 – 64, and 32% 65+ vs. 15% 18 – 24 and 18% 25 – 34).

• Compared to Calgarians who are 25 years of age or older, fewer Calgarians aged 18 – 24 years agree that ‘if [they] want to buy 

local, [they] know where to go to find the items or services [they] need’ (49% 18 – 24 vs. 74% 25 – 34, 75% 35 – 54, 81% 55 – 64

and 84% 65+).
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Women were more likely than men to agree that buying local can help the environment and 

provides access to better quality products but also to agree it tends to be more expensive and 

that it’s important that they be able to purchase most or all items they need from one store.

• More women than men (80% vs. 58%) reported being responsible for all or most of their household’s shopping. 

• Women were more likely than men to recall seeing, hearing or reading anything with the phrase ‘buy local’ in the past six months 

(49% vs. 36% respectively) and to say that it’s important (‘strongly’ or ‘somewhat’) to them personally to buy local (90% vs. 80%).

• More men than women (48% vs. 35%, respectively) reported making all or most of their dining out purchases in the past year from 

a locally-owned business. 

• More women than men rated whether a business is involved in the community (86% vs. 71%) and where a product is made (89% 

vs. 75%) as important (‘very’ or ‘somewhat’) when deciding where to make a purchase. 

• Slightly more women than men rated variety of products (93% vs. 86%) and price (97% vs. 91%) as important. 

• Women are more likely than men to agree that buying local can help the environment (89% vs. 74%), buying local provides 

access to better quality products (85% vs. 76%), buying local tends to be more expensive than buying from large retail chains

(91% vs. 84%), and that it’s important to them to be able to purchase most or all items they need from one store (66% vs. 56%).
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Despite price being an important factor in where to make a purchase, northeast residents were 

more likely than other Calgarians to agree that they’re willing to pay a bit more to buy local.

• Buying local is rated as important by more northeast and southeast residents (96% and 90%, respectively) compared to their 

southwest and northwest counterparts (80% each).

• More residents of the northeast and southeast (99% and 97%) than those in the southwest and northwest (93% and 90%) rated 

price as an important factor when deciding where to make a purchase; however, northeast residents were the most likely to agree 

they’d be willing to pay a bit more to buy local (88% vs. 73% SE, 76% NW, and 78% SW).

• Northwest residents were the least likely to agree they know how to determine if a business is locally-owned (58% vs. 72% NE 

and 74% SW and SE).

Compared to other Calgarians, those who have a disability or a family member with a disability 

tended to make all or most of several types of purchases from locally-owned businesses in the 

past year.

• Calgarians who have a disability or a family member with a disability are more likely than others to have made all or most of their 

produce, meat and dairy purchases in the past year from a locally-owned business (49% vs. 32% for produce, 55% vs. 41% for 

meat, and 49% vs. 30% for dairy), as well as their services (74% vs. 52%) and coffee shop (43% vs. 29%) purchases.

• Those who have a disability or a family member with a disability were more likely than other Calgarians to agree they prefer to buy 

local whenever possible (90% vs. 81%).
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Buy Local
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BL1. What does the term ‘buy local’ mean to you? [NOTE: Response options were not read to the respondent.]

Base size: All respondents (n=503)

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Interpretation of ‘Buy Local’

4%

19%

2%

5%

6%

10%

10%

12%

12%

15%

19%

21%

No answer/nothing

Don't know/unsure

Support your local economy

Support small businesses in Calgary

Support products made in Canada

Support products made in the surrounding area of Calgary

Buying products from Calgary businesses

Support products made in Alberta

Shop at/buy from local farmers markets/local farmers

Support your local community

Support products made locally in Calgary

Support your local business

Multiple 

responses 

allowed

Respondents’ Interpretation of the Term ‘Buy Local’
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BL2. In the past six months, do you recall seeing, hearing, or 

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

Base size: All respondents (n=503)
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Recall of ‘Buy Local’ Advertising/Messaging

Yes 42%

No
55%

Don't 
know 3%

Recall Seeing/Hearing/Reading 

Messaging or Advertising with the 

Phrase ‘Buy Local’

BL3. What do you recall seeing, hearing, or reading?  

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

Base size: Respondents who answered “yes” to question BL2 (n=231)

11%

3%

3%

3%

4%

4%

4%

5%

5%

6%

7%

9%

9%

24%

Don't know/unsure

Buy things local in YYC/love YYC

Online

TV

Radio

Locally grown/locally produced/item is local

Newspapers

Sign at a farmer's market

Sign at a retail store or restaurant

Labels on produce/packaging on product

An ad/sign/poster

Signs at grocery stores/grocery store ads

Co-op supports local farmers/local farmers'
products at Co-op (Eat Local)

Buy local

What Respondents Recalled 

Seeing/Hearing/Reading about ‘Buy Local’

Mentions 

of <3% 

are not 

shown

Multiple 

responses 

allowed
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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=503)

Personal Importance of Buying Locally

0%

3%

11%

52%

33%

Don't know

Not at all important

Not very important

Somewhat important

Very important

Important:

85%
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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=503)

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Benefits of Buying Local

1%

2%

3%

3%

3%

4%

4%

9%

12%

14%

29%

32%

45%

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

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

Good access/convenient locations/better customer service

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

Multiple 

responses 

allowed

Perceived Benefits of Buying Local
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BL6. And what – if any – are the drawbacks of buying local?  [NOTE: Response options were not read to the respondent.]

Base: All respondents (n=503)
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Drawbacks of Buying Local

17%

6%

4%

7%

13%

18%

54%

None/No drawbacks

Don't know/unsure

Poor quality products

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

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

Not enough variety of products/lack of choices

The cost/high price/more expensive

Multiple 

responses 

allowed

Perceived Drawbacks of Buying Local

Mentions 

of <4% 

are not 

shown
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5%

7%

11%

14%

16%

12%

17%

20%

21%

33%

9%

9%

12%

17%

18%

22%

25%

23%

23%

23%

36%

35%

34%

36%

30%

53%

48%

38%

41%

31%

49%

48%

42%

32%

35%

11%

10%

18%

15%

11%

Clothing

Home décor items

Alcohol

Coffee shops

Dairy

Fresh produce

Dining out at restaurants

Meat

Baked goods such as bread and pastries

Services such as auto repair, home repair and
maintenance, florists, and health and wellness

All Most Some None Don't know
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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 year from a locally-owned business.

Base: Respondents who have made that type of purchase in the past 12 months (n=varies)

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Proportion of Purchases from Local Businesses

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

All or 

Most

Some or 

None

56% 42%

44% 55%*

43% 56%

42% 58%

34% 64%

33%* 65%

31% 68%

23% 76%

16% 83%

14% 85%

*Rounding
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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=503)

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Barriers to Buying Local

18%

6%

2%

3%

4%

8%

23%

28%

33%

Nothing prevents me

Don't know/unsure

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

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

Barriers to Buying Local More Often

Multiple 

responses 

allowed
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12%

28%

31%

35%

37%

55%

55%

66%

83%

45%

51%

51%

50%

52%

39%

40%

29%

16%

26%

15%

12%

11%

8%

5%

3%

3%

15%

5%

5%

4%

3%

Online reviews or ratings by people you don’t know

The business’ involvement in the community

Where a product is made

Recommendations from friends and family

Variety of products

Price

Convenience

Customer service

Quality of the products

Very important Somewhat important  Not very important Not at all important Don't know
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BL9. How important are each of the following factors to you when deciding where to purchase something?

Base: All respondents (n=503)

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Factors In Deciding Where to Purchase

Importance of Factors in Deciding Where to Purchase Something

Important

Not

Important

99% 1%

96%* 4%

95% 4%

94% 6%

89% 10%*

85% 15%

82% 18%*

79% 20%

58%* 41%

*Rounding
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41%

44%

32%

42%

71%

68%

41%

38%

53%

46%

24%

29%

11%

13%

11%

8%

3%

2%

6%

4%

4%

3%

Buying local can help the environment

I prefer to buy local whenever possible

Buying from large retailers gives me
access to a better variety of

products than buying local does

Buying from locally-owned businesses
tends to be more expensive than

buying from large retail chains.

Buying local can help the economy

When we buy local, it creates
jobs for Calgarians.

Strongly agree Somewhat agree Somewhat disagree Strongly disagree Don't know
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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=503)

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Attitudes Regarding Buying Local

Statements about Buying Local

Agree Disagree

96%* 3%

95% 4%

88% 11%

85% 15%

83%* 17%

82% 17%

*Rounding
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21%

28%

32%

28%

21%

40%

41%

43%

50%

59%

29%

21%

16%

14%

15%

10%

7%

8%

8%

4%

3%

It’s important to me that I be able 
to purchase most or all items 

I need from one store.

I know how to determine if a
business is locally-owned.

If I want to buy local, I know where to go
to find the items or services I need.

I would pay a bit more to buy local

Buying local gives me access to
better quality products

Strongly agree Somewhat agree Somewhat disagree Strongly disagree Don't know
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Attitudes Regarding Buying Local – cont’d

Statements about Buying Local – cont’d

Agree Disagree

80% 18%*

78% 22%

75% 24%

69% 28%

61% 39%

*Rounding

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=503)
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BL11. How much of your household shopping are you responsible for?

Base: All respondents (n=503)

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

2%

29%

30%

39%

None

Some

Most

All

All or Most:

69%
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Demographics

Female
50%

Male
49%

Refused
1%

Gender 
(asked, not inferred)

NE
19%

SE
22%

SW
29%

NW
30%

Quadrant of Residence

17%

13%

20%

18%

24%

9%

65+

55 to 64

45 to 54

35 to 44

25 to 34

18 to 24

Age

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Base: All respondents (n=503), unless otherwise specified
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Demographics – cont’d

Yes
34%

No
66%

Children Under the Age of 18 

in the Household

Yes
17%

No
83%

Senior (aged 65+ years) in the Household

Self-reported Disability 

(Respondent or Family Member)

1%

13%

17%

19%

32%

17%

Refused

5+

4

3

2

1

Household Size

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Yes
24%

No
76%

Base: All respondents (n=503), unless otherwise specified
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Demographics – cont’d

Years Lived in Calgary

23%

16%

26%

10%

10%

8%

7%

40+

30 - < 40

20 - < 30

15 - < 20

10 - < 15

5 - < 10

Fewer than 5 years

2%

1%

2%

2%

2%

6%

9%

10%

12%

14%

17%

31%

Refused

Aboriginal/First Nations/Métis

African

West Asian or Middle Eastern

Central/South American or Caribbean

South Asian

East or Southeast Asian

Southern or Eastern European

Western European

Canadian/French Canadian

British

Caucasian/White

Main Ethnic Background

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Base: All respondents (n=503), unless otherwise specified

Multiple 

responses 

allowed
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Demographics – cont’d

Born in Canada

0%

62%

11%

28%

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=112)

5%

1%

1%

1%

1%

1%

1%

1%

89%

Other

Hindi

Urdu

Arabic

Persian/Farsi

Chinese

Cantonese

Punjabi

English

Language Spoken Most in the Home

Yes
19%

No
78%

Refused
3%

Self-Report as a Member of a Visible Minority

December 3, 2019 l 2019 Citizen Perspectives Survey Report - Buy Local

Among those for whom English is 

not the language spoken most often 

in the home, 20 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.
Yes
76%

No
24%

Base: All respondents (n=503), unless otherwise specified
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Demographics – cont’d

Yes
85%

No
15%

Primarily or Jointly Responsible for Paying 

Taxes or Rent in Household

1%

3%

24%

72%

Refused

Neither

Rent

Own

Home Ownership

Dwelling Type

2%

7%

8%

15%

67%

Another type of multi-unit complex

Duplex/triplex/fourplex

Townhouse/rowhouse

Apartment/apartment-style condo

Single detached house
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Base: All respondents (n=503), unless otherwise specified
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Demographics – cont’d

Employment Status

1%

1%

1%

17%

5%

3%

1%

4%

9%

12%

45%

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%

16%

5%

5%

7%

12%

8%

6%

8%

7%

8%

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%

50%

33%

16%

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
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Base: All respondents (n=503), unless otherwise specified
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Questionnaire – cont’d
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Questionnaire – cont’d
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