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EXECUTIVE SUMMARY

The Executive Summary is a brief account of the research findings, which are outlined in greater
depth in the Detailed Results section of this report.

Survey Objectives
CV Marketing Research, an independent research firm, conducted a 150-sample telephone survey
of randomly selected Yaletown residents.  The purpose of the survey, which was commissioned
by the Yaletown Business Improvement Association, was to understand how residents viewed
the current level of services, events, and faciliti es available in Yaletown.  This included the type
and variety of retail businesses in Yaletown and how this compared with shopping alternatives in
the surrounding area, as well as public amenities, local festivals, security, cleanliness, li veabilit y,
and their overall enjoyment of li ving in Yaletown.

Current Shopping Habits of Residents
As noted above, one of the main objectives of the survey was to understand where residents
currently do their retail shopping and, if not in Yaletown, to understand where and why.  The
survey results clearly show that the bulk of retail shopping is in fact not done in the Yaletown
area.  When asked to estimate what share of all household retail spending was done in the
Yaletown area in the past month, the average amount given was just under 27 percent.
Conversely, this means that despite their close proximity to these stores, over 73 percent of all
household retail shopping was done in areas outside of Yaletown.

When asked to expound on the reasons for why so littl e shopping is done in the area nearest to
their homes, three primary reasons emerged.  These included:

• High prices;
• Lack of variety of stores;
• Lack of certain types of stores.

To the first point, a common perception shared by many of those surveyed was that Yaletown
currently contained a number of ‘ exclusive’ or ‘boutique’ type stores that set their prices higher
than those in the surrounding area (Robson Street, Pacific Centre Mall ).  This was particularly
true of clothing and grocery stores.  To the second point - the lack of variety - this is the feeling
that stores in Yaletown are too small and distinct and, while that may contribute to the character
of the area, it does not appeal to a broad market of shoppers.  Finally, to the third point, many of
those surveyed indicated a preference to shop at more diverse, chain-type stores that carry a
broader selection of name-items at more reasonable prices.  Many indicated that they travel
outside of Yaletown to shop at a Safeway, Costco, Bay, Home Depot, or other big box or general
retail stores.
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Retail Businesses In Demand
Residents were asked to identify what types of stores or services they felt were most needed in
Yaletown.  Consistently, two types of stores in particular were mentioned: a conventional or
lower-priced grocery store and a broader selection of clothing stores.  The greatest demand was
for a conventional grocery store, such as Safeway or Mainline Grocery, as this need was echoed
by one out of every three respondents.  And this did not even capture the various calls for deli 's,
bakeries, and produce markets that carry items also found in a full grocery store.

The second area of retail i n strong
demand was for a greater variety of
clothing shops.  One in every four
respondents expressed the opinion
that there was a need for more
variety and brand name stores in
Yaletown.  However, unlike the
demand for grocery stores, the needs
of residents appear to be well met
already by the nearby Downtown
shopping faciliti es on Robson Street
and the Pacific Centre Mall .
Clothes, unlike groceries, are a high-
involvement purchase where the act
of shopping is as important as the
actual purchase itself.  As such,
residents are less likely to confine
their shopping to a single, local area.
Rather, even with additional options
in Yaletown, they will li kely
continue to patronise their favourite
stores or districts, of which there are
many nearby.  This behaviour is
evidence by the fact that residents
were asked how much they might
shop  in  Yaletown  if  more  of  their

types of clothing stores were to open.  On average, they estimated that they might do 75 percent
of their shopping there.  While on the surface this seems to be a relatively strong indication, it is
considerably lower than many other types of stores or services that were tested with residents.
Thus, while there is strong demand for additional clothes shops in Yaletown, there appears to be
less willi ngness to all shopping there exclusively.

Other retail businesses in less demand, but still on the radar screen, include drugstores, hardware
stores, and books, cards, and stationery stores.  For the majority of these types of retail stores,
respondents would be quite li kely to shift their shopping habits to more local stores, particularly
for functional items such as drug stores, and pet supply stores or services where convenience is a

5 M ost Desired Store-Types: 
Unaided Demand
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* Respondents were asked, without assistance or suggestion, to describe what types
of stores or services they though Yaletown could use more of.  Respondents could
provide  as many responses to this question as they liked.  The above graph shows
the top 5 responses.
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large consideration such as video stores, financial services, speciality foods stores, or hardware
stores.  Items that would not attract as much of resident’s wallets include more ‘event’ or
‘destination’ type stores, such as family restaurants, home furnishings, sporting goods stores, or
garden stores.  Also, stores that attracted customers who were away from home, such as fast food
outlets, would not attract much additional share-of-wallet.

Current Shopp ing In Yaletown
While residents were provided with the opportunity to make suggestions for any type of store or
service needed in Yaletown, the survey also sought information on nine specific types of stores
or services.  These included the following:

• Clothing stores;
• Dry cleaners;
• Eyeglass centres;
• Florists;
• Grocery stores;
• Health Care Professionals;
• Photo Developers;
• Restaurants;
• Video rental stores.

Of these stores and services, it was found that residents do the greatest share of their shopping in
Yaletown at video rental stores (75 percent of all rentals).  This was followed by dry cleaning (64
percent), which like video rentals, is driven largely by proximity and convenience.  The other
store types are less reliant on these two factors and thus were frequented more often outside of
Yaletown.  Clothing stores in Yaletown had the lowest share at just 20 percent of all purchases,
followed by eyeglass centres (26 percent) and photo developers (32 percent).

Because of the lack of local shopping options in Yaletown, many residents find it easier to pick
up convenience items on their way to or from work.  This is particularly true of grocery stores,
where most respondents indicated that they make many of their purchases in the Kitsilano / West
End area or in the Downtown area.  They also indicated that the types of stores in these areas are
much less pricey than the speciality foods stores found in Yaletown.

A lot of photo developing is done at the nearby London Drugs locations Davie Street, Broadway,
and Granville Street.  Respondents also indicated that there currently are no photo finishing
services available in Yaletown.

Despite most video rentals being done in the Yaletown area, a number appear to be done at the
Roger’s Video located on Davie Street just outside of Yaletown.  Again, it was suggested that no
major video rental chain exists in Yaletown and that is what prevents residents from renting here
often.
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Most clothes shopping, as described earlier, is done on nearby Robson Street or the Pacific
Centre Mall.  A common complaint was that the prices were too high and there were too many
speciality stores in Yaletown.  Many prefer the selection found in malls or departments stores and
indicated that they could not find their styles in Yaletown.

Restaurant choices tend to be more scattered, with many respondents answering that they eat all
over and do so for the variety.  As indicated by the demographics of Yaletown, most residents are
younger and childless, thus making them extremely mobile.  They also tend to eat out a lot (on
average, over ten times a month) and so are not likely to be satisfied with just a small selection of
restaurants to choose from.

Most Health Care Professionals are also outside of Yaletown and are long-standing relationships.
Since these relationships are built up over the years, likely beginning when the individual initially
lived in that area, they have continued them over the years.  This was similarly true of eyeglass
centres, with many respondents stating that they have always gone there.

Finally, many florists are chosen
outside of Yaletown again because
they are on the way home from
work.  Other factors include better
selection and better price.

Overall, however, most residents
surveyed indicated that
development of the shopping in
Yaletown would encourage them to
do at least some additional shopping
there.  The indications are that
‘every-day’ items - such as grocery
stores, drug stores, and hardware
stores -would serve a greater need
than development of further
restaurants or fashion-type outlets.

Quali ty of Living In Yaletown
With the main demographic of Yaletown being that of younger, childless adults, either single or
married, the main appeal of the area centred around its central location Downtown.  This location
– convenient to the Downtown core and all the associated activities – and proximity to the water
were the primary reasons why residents felt so positively towards the area.  They valued the
variety and quality of the activities available in the surrounding area, including the Seawall,
beaches, and theatres.  These specific comments were paralleled in the high ratings of satisfaction
for the convenience of the area, feelings of personal safety, and physical character of the area.
Overall, residents felt that Yaletown has a nice urban feel, while still maintaining a sense of
quaint community.   This was helped by the fact that it has fewer high rises and excellent bus
services to the surrounding areas.

Shift In Residents Shopping Patterns If 
Shopping In Yaletown Developed

Would do no  or 
v ery l i t t le 
additional 

shopping in 
Yaletown

6%

It would depend 
on the stores

13%

Other
1%

Would do 
considerably 
m o re  of my 
shopping in 
Yaletown

49%

Would do s o m e 
additional 

shopping in 
Yaletown

32%

This question was asked as Q12 “If Yaletown had a similar selection of stores to the
area(s) that you just mentioned, would you be likely to do considerably more, some
additional, or no or very little additional shopping in Yaletown?”
Please also note that, due to rounding, percentages in this graph total 101 percent.



Yaletown Business Improvement Association Residential Telephone Survey – June 2003

- 7 -                      A BC Owned and Operated Co.

However, some residents still felt
that the area is developing too
quickly and becoming too populated.
They displayed concerns about the
increasing amount of nightlife in the
area, which resulted in complaints of
additional noise and decreased
feelings of safety.  There were also
negative feelings directed at the lack
of parking and banking options in the
area.  These sentiments were further
echoed in the fact that these areas -
parking, selection of retail stores,
community events, and selection of
convenience services, such as
banking and dry cleaning – received
lower levels of satisfaction than any
of the other aspects asked about.

Despite having a variety of
community events in the area, most
of these were not widely known by
the majority of residents surveyed.
The Jazz festival, held in late June,
was the most well known at 38% of
respondents.   No other Yaletown
events displayed nearly as much
awareness, and several in particular -
the Summer and Winter Solstices
and the Halloween Trick or Treat –
had almost no unaided awareness.
However this suggests that with even
greater promotion, these events could
be used to further strengthen the
already strong sense of community in
Yaletown and contribute further to
the overall quality of life in the area.

O verall L ivabili ty  of Yaletown: 
Sat i sfact i on  W i t h  A spects of Yal etow n  L i fe
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* The mean rating of satisfaction is the arithmetic average of the numeric ratings
given by respondents using a five-point scale from one, which means Very
Dissatisfied all the way to five, which means Very Satisfied.
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METHODOLOGY

Collection
The 150-sample telephone survey was conducted from Friday, June 13th to Thursday, June 19th,
2003.  As many as sixty-one questions were asked to residents of Yaletown, a suburb of
Vancouver, British Columbia, and CV Marketing Research recorded each person’s response.  In
addition, eleven demographic questions were asked to ensure that an even distribution of people
had been selected for the survey.  To ensure quality results, calling was supervised from a
centralised facility in Coquitlam.

The respondents were surveyed between the hours of 5:30 p.m. and 9:30 p.m. to provide a good
cross-section of the target population.

All respondents were pre-screened for their involvement in the following fields:

§ Marketing research or Public Relations;
§ For any media, including newspapers, radio stations, television stations, and magazines;

Anyone working in any of these fields or who had a member of their household working in any
one of these fields was excluded from the survey.  Only respondents who were 18 years or older
were asked to participate in this survey.  Yaletown was defined as the area of downtown
Vancouver south of Robson Street and east of Seymour Street inclusive.  All respondents were
contacted using a residential list provided by the Telus White Pages.  Only numbers falling
within the borders of Yaletown were selected for this survey.

Margin Of Error
The margin of error for a 150-sample survey is + 8.0%.  In other words, if all Yaletown residents
listed in the Telus White Pages were contacted, the results of that survey would be within 8.0
percentage points of the results of this one, 19 times out of 20.



Yaletown Business Improvement Association Residential Telephone Survey – June 2003

- 9 -                      A BC Owned and Operated Co.

DETAILED RESULTS

Q1. Over the past month, please estimate what percentage or share of your household retail
spending, excluding gas and restaurants, was done within the Yaletown area and what
share was done outside the Yaletown area?  By Yaletown we mean the area of downtown
Vancouver located south of Robson and east of Seymour inclusive.

Mean Percentage of
Household Spending
In Past Month*

26.82 percent 73.18 percent

Retail Spending Within
Yaletown

Retail Spending Outside
Yaletown

Percentage of
Household Spending
In Past Month Percent Respondents Percent Respondents

Zero percent 13.3% 20 2.0% 3

1% to 25% 50.0% 75 8.0% 12

26% to 50% 23.3% 35 11.3% 17

51% to 75% 6.0% 9 21.3% 32

76% to 99% 5.3% 8 44.0% 66

100 percent 2.0% 3 13.3% 20

Sample size 100.0% 150 100.0% 150
* The mean is the arithmetic average of the percent of household retail spending done in the past month.
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IF LESS THAN 100% OF SPENDING DONE WITHIN YALET OWN: Q2. Why do you
not do more of your shopping in Yaletown?

Reasons More Shopping Not Done
In Yaletown

Percent Mentions

Stores are too expensive in Yaletown 47.6% 70

Not enough variety of stores 34.0% 50

Not enough of certain types of stores
(Please refer to Appendix A)

12.9% 19

Prefer stores elsewhere (Please refer to
Appendix A)

5.4% 8

Other (Please refer to Appendix A) 34.0% 50

Based on a sample of 147 respondents.  The sample size used to calculate the percentages
excludes 3 respondents that did 100% of their shopping in Yaletown in the past month.
Please note that respondents could provide more than one response to this question.  For this
reason, column percentages total more than 100 percent.
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Q3. Which types of stores or services do you think Yaletown could use more of?

Stores or Services That Yaletown Could Use
More Of Percentage Mentions

Grocery stores / Supermarket 33.3% 50
Clothing stores 24.7% 37

Drugstores 17.3% 26

None / cannot think of any stores or services
needed 12.0% 18

Hardware stores 10.7% 16

Books / cards / stationery 7.3% 11

Specialty foods 6.7% 10

Shoes 6.0% 9

Family restaurants 4.7% 7

Consumer electronics / TV / computers 4.0% 6

Gyms / fitness centres 4.0% 6

Personal services (dry cleaners, hair dressers, etc) 4.0% 6

Video rentals 4.0% 6

Convenience stores 3.3% 5

Toy stores / kids stores 3.3% 5

Fast food restaurants 2.7% 4

Full service restaurants 2.7% 4

Home furnishings 2.7% 4

Low priced or discount stores 2.7% 4

Sporting goods 2.7% 4

Financial services 2.0% 3

Coffee shops 1.3% 2

Garden stores 1.3% 2

Music / record stores 1.3% 2

Optical 1.3% 2

Pet supplies 1.3% 2

Other (Please refer to Appendix A) - 56
Based on a sample size of 150 respondents.  Please note that respondents could provide more than one
response to this question.  For this reason, column percentages total more than 100 percent.
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Q4. If more of these types of stores were in Yaletown, and assuming that it was a store that
you liked, approximately how much of your shopping would you do likely do there?  You
can use a % to estimate the amount.

Stores or Services That Yaletown Could Use
More Of

Mean Percentage of
Shopping That Would Be

Done In Yaletown*

Sample
Size**

Hobbies 100.00 percent 1
Music / record stores 100.00 percent 2
Optical 100.00 percent 2
Second hand stores 100.00 percent 1
Veterinary clinics 100.00 percent 1
Personal services (dry-cleaners, hair dressers, etc.) 95.00 percent 6
Drugstores 94.20 percent 25
Financial services 90.00 percent 2
Pet supplies 90.00 percent 2
Books / cards / stationery 89.55 percent 11
Specialty foods 89.00 percent 10
Low priced or discount stores 88.75 percent 4
Coffee shops 87.50 percent 2
Hardware stores 85.69 percent 16
Consumer electronics / TV / computers 85.00 percent 5
Gyms / fitness centres 85.00 percent 5
Shoes 81.67 percent 9
Cosmetics / fragrances / beauty aids 80.00 percent 1
Full service restaurants 80.00 percent 4
Toy stores / kids stores 80.00 percent 5
Clothing stores 75.42 percent 36
Home furnishings 75.00 percent 4
Family restaurants 60.00 percent 7
Garden stores 51.50 percent 2
Sporting goods 48.75 percent 4
Fast food outlets 38.75 percent 4

* The mean is the arithmetic average of the amount that respondents estimate they would shop at each type of store if it
were to open in Yaletown.  The response Grocery Stores / Supermarket is not shown in this table as it was originally
captured as an Other response on the survey and so an average percentage could not be calculated.

** The sample sizes are based only on the respondents that answered Yaletown could use each type of store in Q3.  In
some cases the sample size is smaller than in Q3 due to some respondents answering don’ t know.



Yaletown Business Improvement Association Residential Telephone Survey – June 2003

- 13 -                      A BC Owned and Operated Co.

IF WOULD DO LESS THAN 75% OF SHOPPING IN YALETOWN: Q5. If more of these
types of stores were in Yaletown, and assuming that you liked them, why would you not do
more of your shopping in Yaletown?

Please refer to Appendix A for a complete list of responses to this question.

Q6. Are there any other services or institutions that you would like to have within walking
distance of your house?

Would Like Other Services or
Institutions Near House Percent Respondents

Yes (Please refer to Appendix A) 32.7% 49

No 67.3% 101

Sample size 100.0% 150

Q7. Besides adding the stores you just mentioned, what else would cause you to do more of
your shopping in Yaletown?

Please refer to Appendix A for a complete list of responses to this question.
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Q8. Please indicate within the past month, how many times were you a customer at any:
a. Grocery store?
b. Dry cleaner?
c. Photo developer?
d. Video rental store?
e. Clothing store?
f. Restaurant?
g. Health care professional?
h. Eyeglass centre?
i. Flor ist?

Number of Times At Each Store In Past Month

Store Types
Zero Times

1 to 4
Times

5 to 10
Times

More Than
10 Times

Mean
Number of
Times At

Each Store
In Past
Month*

Grocery store 0.0% 17.3% 39.3% 43.3% 12.18
times

Restaurant 5.3% 28.7% 28.0% 38.0% 10.57
times

Clothing store 32.7% 47.3% 17.3% 2.7% 2.91
times

Video rental store 29.3% 48.0% 20.7% 2.0% 2.77
times

Dry cleaner 54.7% 40.7% 4.0% 0.7% 1.18
times

Florist 65.3% 29.3% 4.7% 0.7% 0.86
times

Health care professional 56.0% 41.3% 2.7% 0.0% 0.82
times

Photo developer 67.3% 31.3% 1.3% 0.0% 0.56
times

Eyeglass centre 87.3% 12.7% 0.0% 0.0% 0.13
times

Based on a sample size of 150 respondents.  Percentages should be read across rows.

* The mean is the arithmetic average of the number of times that respondents had been to each of the stores in the past
month.
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IF HAVE SHOPPED AT PARTICULAR STORE TYPE: Q9. And of these times, how many times
were you a customer at this type of store in Yaletown?

Number of Times At Each Store
In Yaletown In Past Month

Store Types
Zero

Times
1 to 4
Times

5 to 10
Times

More
Than 10
Times

Sample
Size*

Mean
Number of
Times At

Each Store
In Yaletown

In Past
Month**

Grocery store 15.3% 45.3% 17.3% 22.0% 150 6.63
times

Restaurant 13.4% 47.2% 26.1% 13.4% 142 5.34
times

Video rental store 20.8% 53.8% 22.6% 2.8% 106 3.15
times

Dry cleaner 31.3% 62.7% 4.5% 1.5% 67 1.67
times

Florist 46.2% 48.1% 3.8% 1.9% 52 1.15
times

Clothing store 71.0% 26.0% 2.0% 1.0% 100 0.83
times

Health care professional 47.0% 51.5% 1.5% 0.0% 66 0.73
times

Photo developer 66.7% 31.3% 2.1% 0.0% 48 0.56
times

Eyeglass centre 73.7% 26.3% 0.0% 0.0% 19 0.32
times

* The sample sizes include only those respondents that answered that they had shopped at each particular type of store at
least once in the past month (Q8).  For this reason it is possible for the responses in Q9 (Yaletown) to actually be higher than
in Q8 (overall).  The sample sizes exclude respondents that answered don’t know to Q9.  Percentages should be read across
rows.

** The mean is the arithmetic average of the number of times that respondents had been to each of the stores in Yaletown in
the past month.
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Q9. continued

Supplemental Table: Percentage of Overall Times Shopped At Yaletown Stores

Percent of Times At These Stores In Yaletown
In Past Month*

Store Types
Zero

percent
1% to
50%

51% to
75%

76% to
99%

100
percent

Mean
Percent of
Times At

These Stores
In Yaletown

In Past
Month **

Video rental store 20.8% 3.8% 0.9% 0.0% 74.5% 76.08
percent

Dry cleaner 33.3% 2.9% 0.0% 0.0% 63.8% 65.54
percent

Restaurant 13.4% 24.6% 11.3% 7.7% 43.0% 53.45
percent

Grocery store 15.3% 26.0% 11.3% 7.3% 40.0% 50.75
percent

Florist 46.2% 3.8% 1.9% 0.0% 48.1% 49.75
percent

Health care professional 47.0% 7.6% 0.0% 0.0% 45.5% 48.98
percent

Photo developer 67.3% 2.0% 0.0% 0.0% 30.6% 31.94
percent

Eyeglass centre 73.7% 0.0% 0.0% 0.0% 26.3% 26.32
percent

Clothing store 71.3% 7.9% 1.0% 1.0% 18.8% 19.78
percent

* These percentages were derived using the number of times the respondent had been to each type of store (Q8) and the
number of times they had been to the same type of store in Yaletown (Q9).  Respondents that had not been to a particular
type of store in Q8 were excluded from the calculations.  The sample sizes, which are not shown in this table, are the same as
in the previous table.  Percentages should be read across rows.

** The mean is the arithmetic average of the percent of times that respondents had been to each of the stores in Yaletown in
the past month (based on the number of times they had been to that store anywhere).  For example, the table shows that, on
average, respondents visited a local video rental store 76% of the time that they visited any video store last month.
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IF HAVE SHOPPED AT ANY OF THESE STORES OUTSIDE OF YALET OWN IN
PAST MONTH: Q10. What area do you typically shop at when shopping outside of
Yaletown?

Please refer to Appendix A for a complete li st of responses to this question.

IF HAVE SHOPPED AT ANY OF THESE STORES OUTSIDE OF YALET OWN IN
PAST MONTH: Q11. And why do you travel to this area instead of doing more of your
shopping in Yaletown?

Please refer to Appendix A for a complete li st of responses to this question.

IF HAVE SHOPPED AT ANY OF THESE STORES OUTSIDE OF YALET OWN IN
PAST MONTH: Q12. And if Yaletown had a similar selection of stores to the area(s) that
you just mentioned, would you likely do considerably more of your shopping in Yaletown,
some additional shopping in Yaletown, or no or very li tt le additional shopping in
Yaletown?

Willi ngness To Shop In Yaletown I f
Increased Selection

Percent Respondents

Would do considerably more of my
shopping in Yaletown

48.6% 69

Would do some additional shopping in Yaletown 32.4% 46

Would do no or very littl e additional shopping
in Yaletown

5.6% 8

It would depend on the stores 12.7% 18

Other (Please see comment below) 0.7% 1

Sample size excluding skip response and don't
know

100.0% 142

Skip, have not shopped at any of these stores
outside Yaletown in past month

6

Don't know 2

Total sample size 150

“ OTHER” AMOUNT OF SHOPPING:

§ It would depend if they got rid of the signs.
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Q13. We are trying to determine your level of satisfaction with characteristics of the
Yaletown shopping area using a scale of 1 to 5, where 1 means you are Very Dissatisfied all
the way to 5, which means you are Very Satisfied.  You may choose any numbers in between
which may represent your range of feelings.  To begin how would you rate Yaletown in
terms of:

Aspects Of Living In Yaletown Mean Level Of
Satisfaction* Sample Size Interpretation

Of Scale

Being convenient to get to 4.32
out of five 149

Feeling of personal safety 4.31
out of five

150

Overall desirability as a place to live 4.26
out of five

150

Physical character of area 4.19
out of five

149

Cleanliness 3.96
out of five

150

Quite
Satisfied

Variety of food services 3.53
out of five

147

Public amenities, such as added benches,
bike racks or waste containers

3.37
out of five

147

Security patrols 3.35
out of five

123

The overall quality of shopping in
Yaletown

3.33
out of five

147

Hours that the stores are open 3.20
out of five

142

Selection of other services, such as
banking, beauty salons, and dry cleaning

3.19
out of five

142

Moderately
Satisfied / Not

Dissatisfied

Community events 2.89
out of five

133

Overall selection of retail stores 2.76
out of five

149

Amount of parking 2.17
out of five

124

Somewhat
Dissatisfied

* The mean is the arithmetic average of the five-point scale where one means very dissatisfied and five means very
satisfied.  The means should be read as becoming more positive as they approach five and more negative as they
approach one.  The sample sizes vary due to some respondents answering don’t know.
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Q14. Is there anything else, that has not already been mentioned, that you really like or
dislike about Yaletown?

Additional Likes or Dislikes
About Yaletown Percent Respondents

Yes (Please refer to Appendix A) 42.0% 63

No 58.0% 87

Sample size 100.0% 150

Q15. Are you aware of any annual festivals held in the Yaletown area?

Aware of Annual Festivals
In Yaletown Percent Respondents

Yes 61.3% 92

No 38.7% 58

Sample size 100.0% 150
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IF AWARE OF FESTIVALS: Q16. Which ones?

IF AWARE OF FESTIVALS: Q17. And which of these, if any, have you attended in the
past year?

Q16. Festivals Aware Of
Q17. Have Attended In

Past YearYaletown Festivals

Percent Mentions Percent Mentions

Jazz festival 38.0% 57 26.7% 40

Dragon boat festival 18.7% 28 6.0% 9

Farmer©s Market 15.3% 23 13.3% 20

Summer Celebration 8.7% 13 8.0% 12

Car show 6.7% 10 5.3% 8

Halloween Trick or Treat 1.3% 2 1.3% 2

Winter Solstice 1.3% 2 1.3% 2

Summer Solstice 1.3% 2 0.7% 1

Other (Please see comments below) 12.7% 19 6.0% 9

Based on a sample size of 150 respondents.  Although Q16 and Q17 were asked only to respondents that
answered yes to Q15, these all respondents are still i ncluded in the calculation of the percentages to show the
true levels of awareness and attendance of each particular festival amongst all  Yaletown residents.

“OTHER” ANNUAL FESTIVALS:

♣ Round House 4 mentions
♣ Sun Run 2 mentions
♣ Yaletown Days 2 mentions
♣ Alcan Festival
♣ Asian Month in May
♣ Cabaret events
♣ Festival of Lights
♣ Library book event
♣ Molson Indy
♣ Mother's Day Pancake Festival
♣ Paper Show
♣ Street Fair
♣ Street Festival.
♣ The music festival in the soccer field.
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DEMOGRAPHICS

Q18. How many years have you lived in Yaletown?

Mean Number of Years
L iving In Yaletown*

3.66 years

Number of Years L iving In
Yaletown

Percent Respondents

Less than one year 8.7% 13

1 to 5 years 69.3% 104

6 to 10 years 20.0% 30

11 to 20 years 2.0% 3

Sample size 100.0% 150

* The mean is the arithmetic average of the number of years each respondent has
been living in Yaletown.  The response less than one year was assigned a value of
0.5 for inclusion in the mean.

Q19. Do you currently rent or own your home?

Housing Arr angement Percent Respondents

Own home 59.3% 89

Renting 40.7% 61

Sample size 100.0% 150
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Q20. Which of the following best describes your current employment situation?  Are you
self-employed, employed in the public sector or private sector, or not currently employed?

Employment Situation Percent Respondents

Employed in private sector 37.6% 56

Employed in public sector 23.5% 35

Self-employed 23.5% 35

Not currently employed 15.4% 23

Sample size excluding refused 100.0% 149

Refused 1

Total sample size 150

IF SELF-EMPLOYED: Q21. Do you work or operate a business out of your home?

Operate Business Out of
Home Percent Respondents

Yes 62.9% 22

No 37.1% 13

Sample size excluding skip
response 100.0% 35

Skip, not self employed 115

Total sample size 150
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IF EMPLOYED IN PUBLIC OR PRIVATE SECTOR: Q22. And in what area of the
Lower Mainland do you work?

Area Worked In Percent Respondents

Yaletown / Downtown
Vancouver

64.4% 58

Burnaby / New Westminster 10.0% 9

Vancouver 10.0% 9

Richmond 7.8% 7

North Shore 2.2% 2

Surrey / Delta / Ladner /
Tsawwassen

2.2% 2

Abbotsford / Mission 1.1% 1

Chilli wack 1.1% 1

Other (Please see comment below) 1.1% 1

Sample size excluding skip
response and refused

100.0% 90

Skip, self-employed, not
currently employed or refused

59

Refused 1

Total sample size 150

“ OTHER” AREA:

♣ All over the Greater Vancouver Regional District.
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Q23. Including yourself, how many people live in your household?

Mean Number of People In
Household*

1.80 people in household

Number of People In
Household

Percent Respondents

Just myself (1) 35.1% 52

Myself and one other (2) 50.7% 75

Myself and two others (3) 12.8% 19

Myself and more than two
others (4+)

1.4% 2

Sample size excluding refused 100.0% 148

Refused 2

Total sample size 150

* The mean is the arithmetic average of the total number of people living in the
household.
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Q24. And which of the following best describes your household:

Household Type Percent Respondents
2001 BC-Wide

Household
Types*

Two adults with no children 49.7% 74 28.5%

Single adult with no children 36.9% 55 27.3%

Two adults with children 9.4% 14 27.6%

Other (Please see comments below) 4.0% 6 16.6%

Sample size excluding refused 100.0% 149 1,534,330

Refused 1 -

Total sample size 150 -
* Information provided by Statistics Canada as part of their 2001 Census release.  It should be noted that
the census information uses the terms ‘couple’ when referring to two or more person households, whereas
this survey referred only to the number of adults in the household (as opposed to the nature of their
relationship).  However, this comparison helps serve to highlight the unique make-up of the population of
Yaletown.

“OTHER” DESCRIPTION OF HOUSEHOLD:

♣ Three adults 4 mentions
♣ Three single adults 2 mentions
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IF HAVE CHILDREN IN HOUSEHOLD: Q25. And how many children are over the age
of 18?

Children Over 18 Children 18 and Under*Number of Children In
Household Percent Respondents Percent Respondents

None 64.3% 9 35.7% 5

One child 28.6% 4 57.1% 8

Two children 7.1% 1 7.1% 1

Sample size excluding
skip response 100.0% 14 100.0% 14

Skip, no children in
household 136 136

Total sample size 150 150
* Please note that the number of children 18 and under was calculated using respondents’ answers to Q23 (number of
people in household), Q24 (household type), and Q25 (number of children over 18).

Q26. Which of the following age ranges best describes yourself?

Age Ranges Percent Respondents
2001 BC-Wide

Age
Distribution*

18 to 24 years of age 6.0% 9 8.3%*

25 to 44 years of age 64.7% 97 40.1%

45 to 64 years of age 25.3% 38 33.4%

65 years of age or better 4.0% 6 18.2%

Sample size 100.0% 150 2,931,380
* Information provided by Statistics Canada as part of their 2001 Census release.  It should be noted that
the census information shown here has been adjusted to be based only on the age ranges collected in this
survey.  This survey spoke only with respondents aged 18 years or more, while the Census information
collected is based on all ages of the population (0 to 85 and over).  To be comparable with the survey data,
the BC-wide age distribution was re-calculated to be based only on those aged 20 years or better (the
Census combines the ages 15 to 19 together, and as such 18 and 19 year could not be included).  The
purpose of providing the BC-wide age distribution is only to highlight the unique make-up of the
population of Yaletown.
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Q27. Which of the following income ranges best describes your total combined household
income last year?

Combined Household Income
In 2002 Percent Respondents

Under $30,000 7.3% 10

$30,000 to under $60,000 24.8% 34

$60,000 to under $90,000 27.7% 38

$90,000 or more 40.1% 55

Sample size excluding refused 100.0% 137

Refused 13

Total sample size 150

Q28. Gender

Gender Percent Respondents

Male 50.7% 76

Female 49.3% 74

Sample size 100.0% 150


