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METHODOLOGY Leser ’

QUANTITATIVE RESEARCH INSTRUMENT

A telephone survey of 600 Guelph residents was completed between January 3 and January 21, 2019, using random digit
dialing. For this survey, Leger used their in-house call center, comprised of 80 CATI telephone stations, and 250 bilingual
interviewers to collect responses.

. Residents were contacted by cellphone or landline.

. The survey took approximately 12 minutes per respondent.

Due to limited response in select Wards, the sample was weighted to provide a representative sample of Guelph. The margin
of error for this study was +/-4.0%, 19 times out of 20.

QUALITY CONTROL

Stringent quality assurance measures allow Leger to achieve the high-quality standards set by the company. As a result, its
methods of data collection and storage outperform the norms set by WAPOR (The World Association for Public Opinion
Research). These measures are applied at every stage of the project: from data collection to processing, through to analysis.
We aim to answer our clients’ needs with honesty, total confidentiality, and integrity.






KEY FINDINGS Leser 5

Residents feel positively about the community, city, and outdoor space in Guelph:

*  41% say they love the liveability of Guelph; specifically, the sense of community and friendliness.

*  36% say they love the city size, with 28% specifically saying they have a love for the small city feel.

* 22% mention a love for the activities, with positive comments focused on the amenities, and the many things to do in the city of Guelph.
* 21% love the green elements of the city, including the green spaces and the walkability.

Thinking 10 years ahead, residents would primarily want Guelph to be known for it’s sense of community and environmental consciousness.
* Residents of Guelph would like the city to be known for being a good place for families and community.
* Environmental consciousness and being a sustainable city are also areas residents would like Guelph to be known for.

Residents think environment, water, and waste and health, safety, and social issues are very important for Guelph to focus on for the next 10 years.

*  27% think environment, water, and waste issues are most important for Guelph to focus on for the next 10 years. Residents say this is most important because
the city needs to protect its water and environment for future generations.

*  58% of residents believe both the environment and the well-being of residents should be considered most important when making decisions about the future of
Guelph

Residents believe the city needs to work on the economy/future growth and transportation/accessibility to make life better.

» Specifically, 15% mention better infrastructure and 20% mention more/better transportation as areas the City of Guelph needs to work on.

* When asked to identify the one thing that Guelph could do that would create the biggest positive impact, residents again mention issues surrounding the
economy/future growth such as creating job opportunities and attracting new business. Community improvement, including better infrastructure, was also
mentioned as one of the top things that Guelph could do that would create the biggest positive change.
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WHAT DO YOU LOVE ABOUT GUELPH?

Leser '

Forty-one percent of those living in the city of Guelph say they love the “livability” and sense of “community” of the city — especially
women (47% vs. 35% among men). The city’s size (36%), amenities (22%), and green spaces (21%), are also loved. Of note, 2% say they

love everything about Guelph.
There is no statistically significant role by Ward here.

LOVE ABOUT GUELPH (NETS)

Good place for families/ diversity/ community/ livability [ N R R NRRRDEEE 1%

City size/ historical | N ENRHHIINNNGQN 3%

Access to amenities/ lots to do | | NI 22%

Green spaces | HINIEGIIIIGG 21%

“I really think Guelph has a welcoming
energy to it . .. I think City Hall is easy to
get to. I really like they do downtown
music weekends —even in the winter.”

Low crime/ safety/ quiet | N [ NNIIIIE 16%

Good place for business/ economy/ future growth | NG 16%

University of Guelph/ university town | 10%

Location/ proximity to other areas - 7%

— X

Environmentally conscious - 5%

Transportations/ accessibility [l 4%

| love everything about Guelph I 2%

“It has the culture of a large city, but the
friendly community of a small city. | love
the market, local businesses, and how
downtown is thriving.”

other | 3%

None/ nothing 3%

Don't know/ prefer not to answer . 3%

4 Base: All (n=600).

V

“[Guelph] has been committed to
social activism and concerns
about the environment, and
green spaces and trails . . .”

L—

“Ilike . . . that it’s green.
It’s the place that elected
the first Green Party
candidate.”

_

“I like the walking trails [and]
the commitment to maintaining
green spaces.”

_




WHAT DO YOU LOVE ABOUT GUELPH? Leger

More specifically, residents love Guelph’s sense of community (19%) and small-town feel (28%).

LOVE ABOUT GUELPH “I feel like I'm in a small town

community. Even if Guelph is

GOOD FOR FAMILIES / DIVERSITY / COMMUNITY / _ 41% growing, | still feel like it's a small

LIVABILITY (NET) community, and being close to

A sense of community/ Inclusiveness :I 19% the river an:eirej;cr;aiefmes fs very
Friendly city | 12% e whon hey seevou, | Z—
Cultural diversity :I 6% They are very helpful~ “[The] diversity and opportunity of
| was born and raised here/ familiar/ home :l 6% T Gue/ﬁfﬁ‘[}'srlhzzfzt;:f;gzmgJ}f;rrnilies
Good city to raise a family [I 4% cemene ,,,Zfz,';ff downtonn
=

CITY SIZE / HISTORICAL (NET) _ 36% “I like the small town feel, even

though it is a big city.”

Small city/ Small city feel ‘ | 28%
— X
. e o
Nice/ Beautiful city :l 7% “I love the fact that it's
. o small, but it has all the
Clean city D 3% amenities.”
Like the architecture/ historic/old buildings D 1% L

4 Base: All (n=600).



IF IT WERE UP TO YOU, WHAT WOULD YOU LIKE GUELPH TO Leger °
BE KNOWN FOR 10 YEARS FROM NOW?

Ten years from now, twenty-seven percent would like Guelph to be known for being a good place for families, with a diverse and livable
community. Nearly two-in-ten (18%) would like Guelph to be known for its environmental consciousness, especially those 35-64 (23%
vs. 16% of those 16-34 and 10% of those 65+) and those making S80K+ per year (24% vs. less than one-third [7%] among those making
<$40K per year). Almost just as many (17%) would like Guelph to be known for being a good place for business.

AGE INCOME
GUELPH IN TEN YEARS (NETS) 23% 24%

16% 15%

Good Place For Families/ Diversity/ Community/ Livability ||| [ || | A 272 - . 10% 7% - .

Environmentally Conscious _ 18% ¢ 1634 35-64 65+ <$40K $40K-<$80K $8OK+
Good Place For Business/ Economy/ Future Growth _ 17%
City Size/ Historical _ 14% “Environmental initiatives. Before | moved
G s 13% here, lfnew tI’;at Gu«?:;)l;hwas knov;r.l fOt: t.he “I would hope that we would be known to
reen Spaces _ o composting system wi e green bins being, be innovative in the environment:
. . I think, the first in Canada to have it. In 10 Respecting and maintaining the
Low Crime/ Safety/ Quiet - 12% years, | would like it to be known for other . . .
. tal initiati being at th environment, reducing the consumption
. . . . environmental initiatives, being at the
[ that we have. That we are a hub that
University Of Guelph/ University Town - 9% forefront of Canada. I’d like to see the city . L
idents t d helps steer our planet in the direction of
Access To Amenities/ Lots To Do - 8% encourage resiaents to c”onserve andreuse concern... Being more focused on families
more. and the environment.”

Transportation/ Accessibility . 3% T —

Health/ Social Services ] 2%
“Being a green community, not “Our commitment to providing
Other - 6% harmful to the environment, green spaces, community, and
supporting innovation and family activities in a friendly
0,
The Same As It Is Now . 2% entrepreneurship, and . . . being way.”

Don't Know/ Prefer Not To A 10% safe.”
on't Know/ Prefer Not To Answer [ NI b — < L—

5 Base: All (n=600).



WHAT COULD SET GUELPH APART FROM OTHER CITIES? Leser 10

Two-in-ten believe that the city’s size (particularly those in Ward 3) set Guelph apart from other cities. Eighteen percent believe the
community feel could set it apart from other cities. Fourteen percent also believe the environmental consciousness of Guelph could set it
apart from other cities, a sentiment that becomes more and more popular as residents’ household income levels increase.

WARD
DIFFERENTIATION (NETS) 37%A “A more progressive environmental plan, like bike
) . ) ) 129 16% 19% 150, 23% infrastructure, green sustainable development, and not a
City Size/ Historical _ 20% >— - . - || cookie-cutter . .. approach. More attention to the culture
Good PI For Families/ Di ity/ C ity/ Livabilit 5 1 2 3 4 5 6 and the arts, and also dealing constructively with the drug
ood Place For Families/ Diversity/ Community/ Livabilty SN 15% oroblem downiown through socel ocion”
Environmentally Conscious | 14% —
Good Place For Business/ Economy/ Future Growth | 14%
“Its position as an environmental “To be willing to be creative
o . :
Green Spaces [ 10% leader, to demonstrate how a city o b ot
Low Crime/ Safety/ Quiet - 9% an, grow anfi develop wh{le forefront to do what is to be
remaining sustainable and being an d .
University Of Guelph/ University Town [l 7% attractive place to live.” one.. ..
_—
Transportation / Accessibility [l 7% o
. “it has its combination of culture and
Access To Amenities/ Lots To Do - 7% " ind. it's already set environment. [A] vibrant downtown
nmy mind, It's already se and clean water. Its beautiful arts
. L o o /o . .
Location/ Proximity To Other Areas [l 4% apar_tf_r;orrt? o[th;,r C}tles, llike tl_tSJ To be a desirable place to live.”
. . o proximity to [other] major cities,
Health/ Social Services . 3% [and a] good diversification of —
Other - 8% industries . . .”
—

None/ Nothing || 2%
Don't know/ Prefer not to answer _ 14%

6 Base: All (n=600). A Significant difference




WHAT COULD SET GUELPH APART FROM OTHER CITIES? Leser 11
WHY DO YOU THINK THIS WOULD SET GUELPH APART FROM

OTHER CITIES?

The combination of Guelph’s city size (20%), livability and community (18%), and environmental consciousness (14%), all contribute to

setting the city apart from other cities.

DIFFERENTIATION (NETS)

City Size/ Historical I 0%

Good Place For Families/ Diversity/ Community/ Livability I

Environmentally Conscious | 14%

Good Place For Business/ Economy/ Future Growth | 14%

Green Spaces [ 10%

“[Guelph is set apart] mostly [because of] the
idea of balance, which is seen in so many
aspects in life. The idea there are job
opportunities, recreation opportunities.
Balance in accessibility in amenities.
Pharmacies not far away. The city's decision
offering free parking helps. Opportunities for
community engagement.”

Low Crime/ Safety/ Quiet | 9%

University Of Guelph/ University Town [l 7%

Transportation / Accessibility [l 7%

Access To Amenities/ Lots To Do - 7%

Location/ Proximity To Other Areas [l 4%

Health/ Social Services . 3%

Other - 8%

None/ Nothing || 2%

Don't know/ Prefer not to answer _ 14%

6 Base: All (n=600).
7 Base: Those who provided a response at Q6 (n=509).

—

“Well it's the combination of things all
in one place. And the combination of
industry, university, culture, and the

diversity of the population.”

=




HOW IMPORTANT, IF AT ALL, ARE EACH OF THE FOLLOWING Leser 12
FOR GUELPH TO FOCUS ON FOR THE NEXT 10 YEARS?

Nine-in-ten residents believe all of the issues listed below are at least somewhat important for the city of Guelph to focus on over the
next decade. More importantly, for all but one statement, over half of those surveyed believe each statement is very important.

Demographically, women are significantly more likely to say that that environment, water, and waste is very important (86% vs. 75%
among men). They’re also more likely to deem health, safety, and social issues as very important (80% vs. 61% among men).

Total

Sample
IMPORTANCE =600

Environment, water and waste 17% 80% 97%
Economic opportunities | 38% 59% 96%

Social connections and quality of life || 30% 66% 96%
Health, safety and social issues | 25% 71% 95%
Transportation and infrastructure | 31% 63% 94%

Leisure and culture || 46% 45% 91%

Sustainable change and community growth II 37% 52% 89%

m | don’t know / | prefer not to answer ~ m Not at all Important
Not Very Important m Somewhat Important
W Very Important

8 Base: All (n=600).



THINKING ABOUT THE FOLLOWING, WHAT DO YOU BELIEVE Leser 13
IS MOST IMPORTANT FOR GUELPH TO FOCUS ON FOR THE
NEXT 10 YEARS?

Twenty-seven percent of Guelph’s residents believe that issues surrounding the environment, water, and waste should be the city’s
focus over the next 10 years. This percentage is nearly double that of any other issue listed.

MOST IMPORTANT

Environment, water and waste 27%

Health, safety and social issues 17%

Economic opportunities 14%

Transportation and infrastructure 14%

Sustainable change and community growth 13%

Social connections and quality of life - 9%

Leisure and culture 4%

I don't know/ | prefer not to answer I 2%

9 Base: All (n=600).



WHY DO YOU THINK THE ENVIRONMENT, WATER AND

WATER ARE MOST IMPORTANT FOR GUELPH TO KEEP OR

FOCUS ON FOR THE NEXT 10 YEARS?

Leger -

The need to protect Guelph’s water (32%) and environment (22%) for future generations top the list of reasons why the environment is
most important for Guelph to focus on for the next 10 years. Interestingly, more residents in Wards 1 (38%) and 4 (52%) believe in the

need for environmental protections.

REASONS THE ENVIRONMENT, WATER,
AND WASTE ARE MOST IMPORTANT

Need to protect our water for future generations _ 32%

“I believe that other cities” habitants
are not environmentally aware or
care about the environment as much
as we do in Guelph.”

y A

Need to protect environment for future generations _ 22%

We need to deal/be ready with climate change - 13%

“I don't see other cities or the federal govt
taking climate change seriously, just talk &
talk, Guelph has to be up front, citizens
should have rights over their own water vs.

companies controlling it.”

Important to have good waste management - 10%

Important issue that needs to be addressed - 9%

Continue to show that we o
. . 8%
are leaders in the environment

Cannot live without clean water . 5%

Other comments by <5% of respondents

“Environmental leadership
that would set us apart from
other cities that are not doing
enough.”

Don't know/ Prefer not to answer I 1%

10 Base: Those who answered the environment, water and waste at Q9 (n=168).

N

“Our impact on climate. | think that’s
the most valuable to us, to be known
for environmental initiatives.”

—



WHICH OF THE FOLLOWING VALUES SHOULD BE CONSIDERED Leoger =
MOST IMPORTANT WHEN MAKING DECISIONS ABOUT THE
FUTURE OF GUELPH?

When making decisions about the future of Guelph, nearly six-in-ten (58%) say the environment, and the well-being of its residents,
should be considered important. Specifically, 24% first indicate that the well-being of residents should be considered most important.
This is followed by the environment (19%). Fiscal responsibility, integrity, and innovation round out the top five.

MOST IMPORTANT VALUES
Well-being of residents = I -
Environment [ T S::
Fiscal responsibility = T 6%
Integrity = I 1%
Innovation o TGN 37%
Inclusiveness [ T 35%
Respect = I 3%
Prosperity " 27
Communication = NN 25%
Excellence " 7%

Other comments by <2% of respondents  m All Mentions First Mention

11 Base: All (n=600).



WHAT DOES THE CITY OF GUELPH NEED TO WORK ON TO Leser 16
MAKE LIFE BETTER IN GUELPH (WHETHER IT IS FOR YOUR
BUSINESS OR YOUR PERSONAL LIFE)?

Twenty-nine percent of residents say the city needs to work on future growth/the economy in order to make life better in Guelph,
especially among men (37% vs. 21% among women). Transportation, at 23%, is another area mentioned.

BETTER LIFE IN GUELPH (NETS)

Good Place For Business/ Economy/ Future Growth _ 29%
Transportation/ Accessibility _ 23%

Good Place For Families/ Diversity/ Community/ Livability _ 16%

Access To Amenities/ Accessibility/ Things To Do - 12%
Health/ Social Services - 10%
City Size/ Historical - 8%
Environmentally Conscious - 6%

Low Crime/ Safety/ Quiet . 4%

Green Spaces . 4%

Other - 5%

None/ Nothing/ Stay The Course 2%
Don't know/ Prefer not to answer _ 14%

12 Base: All (n=600).



WHAT DOES THE CITY OF GUELPH NEED TO WORK ON TO Leser 17
MAKE LIFE BETTER IN GUELPH (WHETHER IT IS FOR YOUR

BUSINESS OR YOUR PERSONAL LIFE)?

Residents mention better transportation (20%) and infrastructure (15%) more than anything else.

BETTER LIFE IN GUELPH “Th
ey have to attract more
GOOD PLACE FOR BUSINESS/ ECONOMY/ FUTURE GROWTH o businesses and industries
(NET) _ 29% to lessen the burden of
o taxes of the general
More/ Better infrastructure :l 15% population.”

Economic development/ Attract new business [l 4%

Revitalize/ Redevelopment of downtown D 3% W dto bt
e need to focus a bit more on
Create job opportunities D 3% transportation. There are huge traffic
problems on Hanlon Expressway and
Reduce taxes D 3% parkway, we also have huge issues in the
D south end of Guelph, that have not been
Fiscal responsibilit 2% sorted that out. We have more & more - -
P Y traffic issues & problems.” Transportation needs to be
— = made better and easier

both within the city and
between nearby other
cities.”

Be more business friendly/ Remove red tape to open a D 2%
business

TRANSPORTATION/ ACCESSIBILITY (NET) _ 23%
More/ Better transportation :l 20%

More/ Better parking D 2%

Ensure accessibility to all services D 2%

12 What does the City of Guelph need to work on to make life better in Guelph (whether it is for your business or your personal life)? Base: All (n=600).



THINKING ABOUT THE FUTURE, WHAT IS THE ONE THING

Leser ’
THAT GUELPH COULD DO THAT WOULD CREATE THE
BIGGEST POSITIVE IMPACT?

Residents mention future growth (18%) and community improvements (16%) as the top things that Guelph could do that would C;f;:ggﬂ"f:ﬁif:’;ZE;{Z;[’;;"SP’E
create the biggest positive impact. It is important to note here that nearly a quarter (23%) have no idea what the city of Guelph retraining, employment, whatever it
could do. takes to help people who are
generationally poor. This will make us
POSITIVE IMPACT ON FUTURE (NETS) wealthier, reduce crime and mental
. “Industrial mall. Get something going health issues.”
Good Place For Business/ Economy/ Future Growth _ 18% there. More industry would promote more —
prosperity and benefits for the residents.
Good Place For Families/ Diversity/ Community/ Livability _ 16% Attract new industry whether it's
machining or computers. Create more jobs
Environmentally Conscious 11% in the area which will benefit the people of
y . i b,
Transportation/ Accessibility - 8% T
Health/ Social Services - 6% ] ] ] ]
“Making a commitment to the social fabric,
City Size/ Historical - 5% people before money, the downtown public
library and south end community center have
Green Spaces . 3% been waiting to be built for thirty years.”
—
ey ape . 0,
Access To Amenities/ Accessability/ Things To Do I 2% “I'l say like opportunities and
. . support for health and well-being for
Low Crime/ Safety/ Quiet I 1% residents. Like whole person support
o that would include all aspects, to
Other - 5% study, find employment, maintain a
good health, social connections, arts
None/ Nothing/ Stay The Course 2% and leisure, the whole person.”
—
Don't Know/ Prefer Not To Answer _ 23%

13 Base: All (n=600).






RESPONDENT PROFILE Leger ?

GENDER AGE GUELPH REGION

16-34 Ward 1 19%
35-44
0,
S0 Ward 3 16%
45-54
Ward 4 15%
“ 55-64 Ward'5 15%
52%
Ward 6 21%
65+

Base: All (n=600).



RESPONDENT PROFILE

HH INCOME

< $40K

$40K - < $80K

S80K+

REFUSAL

48%

Leger -

Base: All (n=600).

CHILDREN < 18

NO
59%

EMPLOYMENT

WORKING (NET) _ 59%
Working full-time 45%

Working part-time :l 9%
Self-employed -:l 5%
OTHER (NET) - 40%
Retired -:| 11%
Student -] 2%
Unemployed -:l 6%

Homemaker - 21%

REFUSAL 0%
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