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The COVID-19 pandemic significantly changed the way Albertans live, 
work and play. At different points in the pandemic, public recreation 
services and facilities were closed, including some outdoor park areas, like 
playgrounds. As the public health restrictions continued to evolve during 
2020, the Alberta Recreation and Parks Association (ARPA) wanted to learn 
how important public recreation services and park areas are to Albertans.

Under the guidance of the Value of Recreation and Parks Task Group (see 
Appendix A for the list of Task Group members), ARPA developed a short, 
online survey to gather Albertans’ perceptions of the value of public 
recreation services and park areas.

The Task Group identified four overarching questions for the survey to 
answer:

1. What do people think are priority municipal programs and services 
in their community? More specifically, to what extent do Albertans 
prioritize recreation and parks in their communities?

2. How worthwhile do people think recreation and parks are in their 
community?

3. Do people believe municipalities should subsidize/invest in recreation 
and parks?

4. To what extent do people perceive recreation and parks as an 
essential reason to live in a community?
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How We Gathered Albertans’ 
Perceptions
The survey was theoretically grounded in research about measuring 
perceived value, which identified the key dimensions to assess. It was also 
informed by relevant examples of surveys in the recreation sector and Task 
Group members’ experiential wisdom (see Appendix B). A pilot test revealed 
minor changes to improve the clarity of wording. The final survey consisted 
of 14 closed-ended questions (see Appendix C).

Between October and November, 2020, the survey was available online 
for completion. In addition to promoting the survey via social media, 
ARPA shared the link and brief communications examples with its 
members. Participating municipalities distributed the link to their citizens 
in accordance with their own policies. 
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How We Analyzed the Data 
There were 3460 initial respondents to the survey. However, 317 of the 
responses came from duplicate IP addresses. The survey asked for people 
to respond on behalf of their household, as such, we needed to remove 
the data from the identical IP addresses to ensure a household level of 
analysis. We did this by consistently keeping the first response from each 
individual IP address (by date) and removing all subsequent responses. 
The final sample for analysis consisted of data from 3143 respondents.

Only four of the 14 questions were mandatory for respondents to complete 
in order to proceed with the survey; the remaining 10 were optional. This 
was consistent with voluntary participation, as per the informed consent, 
and meant that non-responses needed to be included in the data set. 
The frequency (per cent) of ‘no response’ was calculated for all of the 
questions in the survey.

Once the data was cleaned, descriptive statistics (frequencies) were 
calculated across the response options for each question.1 These initial 
analyses were shared with the Task Group members.

This summary describes the key learnings. See Appendix D for the specific 
results to each survey question.

1 We are unable to calculate a response rate due to variations in survey dissemination, 
specifically the lack of tracking of participant recruitment processes. 
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What We Learned 
Who completed the survey?

The survey was completed by 3,143 Albertans who represented households 
from more than 45 municipalities across the province.

• More than one-quarter (26.1%) of the respondents said their 
households had members who were between 35 and 54 years old. 

• More than one-third (39.2%) reported that their households included 
children and youth.

• The greatest proportion of respondents were from large (31.3%) and 
medium (27.7%) sized cities.

Albertans who responded, and others in their households, were very 
familiar with recreation and parks in their community.

• Of those who responded, 88.7% were involved in recreation before 
COVID-19.

• Nearly all of the respondents reported using parks areas both before 
COVID-19 (98.5%) and since COVID-19 (94.6%).
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Overall, responding Albertans were very supportive of recreation and parks.  
They believed…

Both recreation and parks are very 
important municipal priorities.

• 77.1% strongly agreed that recreation services 
are essential to their community

• 87.8% strongly agreed that parks are essential 
to their community

Both recreation and parks 
are very worthwhile in their 
community.

• Respondents strongly agreed that recreation 
services are very valuable to their physical 
health (77.6%), help them cope with stress 
(77.6%), and are worth their time (80.1%).

• Support for parks was higher than recreation. 
Respondents strongly agreed parks are very 
valuable to their physical health (82.7%), help 
them cope with stress (83.1%), and help them 
connect with nature (82.9%).

• Since COVID-19, about two-thirds strongly 
agreed that recreation (65.7%) and parks 
(63.4%) helped them connect with others.

Recreation and parks are 
especially important for helping 
children and youth get active.

• Across all aspects of perceived value, the 
strongest support was for the value recreation 
(86.2%) and parks (86.6%) provide children 
and youth.

Municipalities should continue 
to invest in recreation and 
parks, but support was 
divided on how best to pay.

• Respondents nearly unanimously believed their 
municipality should continue to put the same 
proportion or more of the budget to recreation 
and parks (95.9%).

• Although these Albertans supported a number 
of ways to pay, the best options were to 
keep operating costs low (31.2%) and use a 
combination of fees and taxes (26.8%).

Respondents strongly agreed 
that recreation and parks 
contribute to quality of life in a 
community.

• Nearly everyone believed recreation (95.1%) and 
parks (97.3%) make a community a desirable 
place to live.
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Areas to Further Explore

Some of the results pointed to areas to understand better through 
further inquiry.

• About two-thirds of responding Albertans strongly agreed that since 
COVID-19, recreation (65.7%) and parks (63.4%) helped them connect 
with others. These rates are somewhat lower than anticipated, given 
the strong body of research supporting the link between social 
connectedness and recreation and parks. While it is reasonable to 
assume that the responses may be related to provincial socializing 
restrictions, perceptions about the social value of recreation and parks 
should be explored in a post-COVID context.

• Compared to other aspects of perceived value, a smaller proportion of 
respondents strongly agreed that their municipal government provides 
good quality recreation (40.7%) and parks (55.4%) services. Further 
inquiry could explore people’s expectations of municipal recreation 
and parks. 
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A Final Word About the Survey Results

As is common in all surveys, this survey had limitations that should be 
considered when interpreting the results.

• This online survey captured people’s perspectives about the value 
of recreation and parks at a single point in time (known as a cross-
sectional survey). It cannot explain or predict if people will hold the 
same perceptions at another point in time.

• There were few instructions about survey dissemination and no 
tracking of participant recruitment processes. Because of these 
approaches, it is likely that some Albertans did not have an equal 
opportunity to complete the survey. We also do not know how many 
Albertans saw the survey and chose not to complete it.

• A key strength of the survey is that more than 3,000 Albertans 
completed it. However, we did not intentionally recruit a 
representative group of Albertans to participate (this survey has what 
is known as a convenience sample). Even with a high number of 
responses, the results from this type of survey cannot be generalized 
to the whole Alberta population.

• Nearly one-fifth (18.1%) of respondents preferred to not indicate 
their annual income. Given this large amount of missing data, the 
distribution of income categories were not included in the description 
of respondents’ characteristics.
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Next Steps
ARPA will share the survey results broadly. In addition to directly sending 
the Technical Report to the Steering Committee members, it will be posted 
on the ARPA website. In this way, Albertans who completed the survey 
will have access to the results, as will ARPA members, and recreation and 
parks organizations and professionals. Key findings may be promoted 
through social media channels. 
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Appendices
Appendix A - Value of Recreation and Parks Task Group 
Members 

Value of Recreation and Parks Task Group Members  
(alphabetical by last name)

Brad Babiak, Government of Alberta, Ministry of Culture, Multiculturalism 
and Status of Women

Pat Brothers, Town of Valleyview

David Ellis, City of Lethbridge

Jill Gillis, City of Edmonton

Punch Jackson, Retired

Trevor Lamb, City of Calgary

Kerry McAndrews, Government of Alberta, Ministry of Culture, 
Multiculturalism and Status of Women

Dean Ohnysty, Leduc County

Scott Richter, City of Medicine Hat

Jason Simituk, Quantum Recreation

Olivia Skidmore, City of Calgary

Juanita Spence, City of Edmonton

Jenifer Symcox, City of Calgary

David Young, City of Medicine Hat

Leadership Group

Birgitta Larsson, BIM Larsson & Associates

Sharlene Wolbeck Minke, SWM Consulting Services

Michael Roma, RC Strategies

Stephen Allan, Alberta Recreation and Parks Association

Katelyn Christensen, Alberta Recreation and Parks Association
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Appendix B - Literature Scan

Theoretical Foundations of ARPA Survey

The Steering Committee decided that the purpose of the survey is to 
provide practitioners with information about Albertans’ perceptions of the 
value of recreation and parks in their communities in the current context. 

The concept of ‘value’ included exploring:

• What do people think are priority municipal programs and services 
in their community? More specifically, to what extent do Albertans 
prioritize recreation and parks in their communities?

• How worthwhile do people think recreation and parks are in their 
community? 

• Do people believe municipalities should subsidize/invest in recreation 
and parks?

• To what extent do people perceive recreation and parks as an 
essential reason to live in a community? 

• To what extent does the presence of recreation and parks contribute to 
business owners’ decisions about staying or investing in a community? 

It also is important to the Steering Committee to understand similarities 
and differences in perceived value across:

• Settings, such as rural-urban, size of community 

• Age groups

To the best of the group’s knowledge, there is no current information that 
answers these questions about perceived value or worth of recreation 
and parks. 
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Methods

1. Using databases such as Google Scholar, Academic Search Complete and 
PsycINFO, a brief scan was completed of peer reviewed literature on 
measuring the perceived value of services. The scan yielded 4 papers of 
acceptable quality that outlined the conceptual elements to consider.

2. A similar scan was completed more generally in Google and Google 
Scholar for white papers or technical documents. No reports of 
acceptable quality were found. 

3. Qualitative (content) analysis of the four peer reviewed documents 
yielded the following considerations: 

 » The concept of perceived value is explored in marketing and 
business literature; not in the public health/health promotion 
literature. 

 » There is a long history of quantitative assessment of perceived 
value with consumer choices re: products. More recently, 
perceived value has been explored with services, especially 
tourism context, and social media marketing.

 » Perceived value of a service is not a one-dimensional construct 
because that “assumes that consumers have a shared meaning 
of value” (Petrick, 2002, p. 122). Therefore, one-dimensional 
measurement has poor validity. 

 » Perceived value is a multi-dimensional construct. 

 » Perceived value has a cognitive-affective nature, as reflected 
by the multiple dimensions. As such, assessing perceived value 
requires nuanced measurement. 

 » Elements to measure: Effort; Economic/value for money; 
Emotional; How well it works –quality, Personal & social [social 
value (ability to enhance individual’s social self-concept); 
Emotional value (feelings or affective state created). 

4. The key themes from the literature scan were cross-referenced with 
previous, relevant work. The purpose was to leverage the language 
and construction of previous recreation surveys. Two surveys were 
used: ARPA 2007 and Lethbridge 2020.

5. Informed by all the above, the ARPA survey items were developed to 
measure the key dimensions of perceived value. 
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Theoretical Considerations for Measuring Perceived Value: Summary of key 
points, by paper

1. Petrick, J.F. (2002) Development of a multi-dimensional scale for 
measuring the perceived value of a service. Journal of Leisure 
Research, 34(2), 119-134.

Petrick seems to be a classic source. 

Perceived value of a service is not a one-dimensional construct because 
that “assumes that consumers have a shared meaning of value” (p. 122); 
therefore, one-dimensional measurement has poor validity.

As a multi-dimensional construct, perceived value of a service consists of 5 
inter-related domains (p. 123): 

• Behavioural price – non-monetary cost of obtaining service (i.e., time, 
effort)

• Monetary price – cost encoded by consumer (doesn’t have to be exact 
price; can be categorized as ‘expensive or inexpensive’)

• Emotional response – pleasure a service gives the purchaser

• Quality – judgement about service’s excellence or superiority

• Reputation – prestige or status of service 

Quantifying measurement of perceived value is very difficult and has been 
done with products, but not services.

See scale items on p. 128 – excellent development process; established 
content validity and reliability in specific context; needs future work to 
confirm generalizability across contexts
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2. Oriade, A. & Schofield, P. (2019). An examination of the role of service 
quality and perceived value in visitor attraction experience. Journal of 
Destination Marketing & Management, 11, 1-9.

Perceived value is a multi-dimensional construct consisting of: social and 
personal value, monetary value and emotional value. 

A complex, inter-related relationship exists between perceived quality, 
value, satisfaction and behavioural intentions (p. 7): 

• Perceived quality directly affects perceived value, satisfaction, 
behavioural intentions; has indirect effects on behavioural intentions 
through perceived value and visitor satisfaction (p. 7).

• “…perceived value has direct influence on both satisfaction and 
behavioural intentions” (p. 9).

Limitations: Authors do not discriminate well between perceived value of a 
product vs. a service, but still extrapolate findings to services context.

3. Chen, S-C. & Lin, C-P. (2018) Understanding the effect of social media 
marketing activities: The mediation of social identification, perceived 
value, and satisfaction. Technological Forecasting & Social Change, 
140, 22-32.

Define perceived value as: “a metric of overall effectiveness of a service as 
assessed by an individual taking into account the effort made by the individual 
to use the surface [sic: service] and the benefits gained from it” (p. 23).

Value is a key factor affecting individual choices and behaviour; perceived 
value is the difference between benefits and costs (p. 23).

Perceived value results from interaction between the value produced by an 
experience and the customer’s personal preferences; experiential value is 
composed of: aesthetics, playfulness, CROI (customer ROI), service excellence.

Limitations: Use product or service as a single construct. The model focuses 
on explicating factors related to effectiveness of social media marketing – 
very different context from recreation and parks services and programs. 
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4. Zauner, A., Koller, M., Hatak, I. (2015). Customer perceived value –  
Conceptualization and avenues for future research. Cogent 
Psychology, 2:1, 1061782, DOI: 10.1080/23311908.2015.1061782.

Excellent lit review about perceived value.

Early conceptualization (1980s) was unidimensional (perceived value = 
assessment of utility of product based on what is received & given).

Multidimensional conceptualization (1990s & 2000s) – consumption 
experiences involve more than one type of value; need more nuanced 
measurement (multiple dimensions: functional value (expected performance 
and perceived quality), epistemic value, conditional value, social value 
(ability to enhance individual’s social self-concept), emotional value (feelings 
or affective state created); economic value (price/value for money).

Perceived value has cognitive-affective nature, as reflected by the multiple 
dimensions.

Multidimensional conceptualization is currently accepted (e.g., 2014 and 
later) but there seems to be a lack of consensus on the number and type 
of dimensions (overlap exists).

There also seems to be a lack of contextual specificity or sensitivity 
(i.e., conflating contexts – products vs. services vs. experiences), but 
acknowledge that the concept of perceived value is context-sensitive

Other

• Concept of perceived value is explored in marketing and business 
literature; not pubic health/health promotion literature

• Long history with consumer choices re: products; more recently 
explored with services, especially tourism context, and social media 
marketing
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Summary of Constructs to Measure

Consensus on 
Dimensions

Petrick (2002)
Oriade & Schofield 
(2019)

Chen & Lin (2018) Zauner et al. (2015)

Effort Behavioural price Effort Conditional value
Economic/Financial Monetary price Monetary value Economic value 
Emotional Emotional response Emotional value Emotional value

How well it works –
quality

Quality 

Experiential value 
is composed 
of: aesthetics, 
playfulness, CROI 
(customer ROI), 
service excellence

Functional value

- Reputation Effectiveness 

Personal & social
Social and personal 
value

Personal preference Social value

- Epistemic value
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Building off Previous Surveys 

Specific items in two previous surveys were used to inform key definitions, 
construct measurement and language level. 

Providing Definitions

Definition of park areas: These areas would include any public parks, 
playgrounds, and other open space in your community (Harper et al. 2007)

Definition of recreation: recreation activities organized by your local 
government’s recreation and parks department which, today, may be part 
of a larger department such as community services. This includes such 
things as sports activities, educational or instructional classes, children’s 
play programs and special artistic or cultural events in your community.  
(Harper et al., 2007)

Questions about Context 

Prior to COVID shut down: 

How often did you visit parks? [Never, then range]

How often did you use municipally operated recreations services and 
facilities (i.e., )

Please indicate how many times in the previous 12 months you or a 
member of your household used or visited each. Range: 1-5, 6-10, 11-20, 21 
or more, did not use (Lethbridge)

Since COVID/current:

ARPA Survey Q6: How often do you personally use your local park areas for 
any purpose? 

ARPA Survey Q11: Have you begun any new recreation activities that your 
have never done before during the past twelve months?
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Dimensions of 
Perceived Value

Committee Interests

Scales in Papers

Petrick (2002);  Oriade 
& Schofield (2019)

ARPA Survey items 
(2007)

Lethbridge (2020)

Effort 

Is easy to buy

Required little energy 
to purchase

Is easy to shop for 

Required little effort 
to buy

Is easily bought

8. Generally how 
far are you willing 
to travel (one way) 
to use the following 
recreation and 
culture facilities and 
spaces before travel 
becomes a barrier to 
participation?

Economic/Financial

Do people believe 
municipalities should 
subsidize/ invest in 
recreation and parks?

What do people 
think are priority 
municipal programs 
and services in their 
community? More 
specifically, to what 
extent do Albertans 
prioritize recreation 
and parks in their 
communities? 

Is a good buy

Is worth the money

Is fairly priced

Is reasonably priced

Is economical 

Appears to be a good 
bargain

19. Do you feel 
that your local 
government 
recreation and park 
services are worth 
$175.00 per member 
of your household 
per year? [value 
changes across Qs]

23. In your opinion, 
should local 
government parks 
and recreation 
services be 
supported: mainly 
through taxes, 
mainly through fees 
for users, through an 
equal combination of 
taxes and user fees.

14. There are 
limited resources 
when considering 
public investment 
in recreation and 
culture facilities or 
amenities. For this 
reason some facilities 
and amenities have 
to be prioritized over 
others…

16. From the list 
below, please 
select the two (2) 
most important 
criteria that should 
guide the City’s 
future approach to 
providing recreation 
and cultural services 
and opportunities.

And willingness to pay
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Dimensions of 
Perceived Value

Committee Interests

Scales in Papers

Petrick (2002);  Oriade 
& Schofield (2019)

ARPA Survey items 
(2007)

Lethbridge (2020)

Emotional

Makes me feel good

Gives me pleasure

Gives me a sense of 
joy

Makes me feel 
delighted

Gives me happiness

Q18, #1 Recreation 
participation 
contributes to my 
health and well-
being.

How well it works –
quality

How worthwhile 
do people think 
recreation and 
parks are in their 
community? 

Outstanding quality

Very reliable 

Very dependable

Very consistent

Q18, #10 The 
playgrounds in my 
community are 
generally clean, safe 
and well-maintained.

Personal & social

To what extent do 
people perceive 
recreation and parks 
as an essential 
reason to live in a 
community? 

Was delighted with

Pleased I decided to 
visit 

Visiting was exactly 
what I needed

Q18, # 6. Recreation 
and parks facilities in 
my community make 
it easier for people 
to socialize and feel 
included. 

Q18, #11. Recreation 
participation is a 
way of ensuring that 
children and youth 
get plenty of exercise. 

Q18, #9 Playgrounds 
and play facilities 
are critical to 
our children’s 
development and 
welfare. 
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Dimensions of 
Perceived Value

Committee Interests

Scales in Papers

Petrick (2002);  Oriade 
& Schofield (2019)

ARPA Survey items 
(2007)

Lethbridge (2020)

Other (not sure 
where it fits)

To what extent 
does the presence 
of recreation and 
parks contribute to 
business owners’ 
decisions about 
staying or investing 
in a community?

Has a good 
reputation

Is well respected 

Is well thought of 

Has status

Is reputable

Q18, #7 Parks 
make an important 
contribution to 
the quality of the 
environment. 

Q18, # 5. Recreation 
participation is a 
major contributor to 
improved quality of 
life.

Q17. If there were 
no public parks, 
recreation program 
and facilities, what 
effect would this 
have on you and 
your household? 

#7 Recreation and 
culture services can 
contribute to the 
local economy by 
attracting visitors 
and new residents.

Questions about Demographics

ARPA Survey Q30a) : Including yourself, how many people live in your household?

30b) How many of these are aged (Stats Can ranges)

Lethbridge

26. Please describe your household by identifying the number of members in each of the following age groups – 
including yourself!

27. Were all members of your household born in Canada?

 ARPA & Lethbridge

24. Please provide your postal code



20

Appendix C - Survey questions 

[BACKGROUND]

The COVID-19 pandemic significantly changed the way Albertans live, work 
and play. At the height of the pandemic, public recreation services and 
facilities were closed, including some outdoor park areas, like playgrounds. 
As Alberta communities gradually re-open, the Alberta Recreation and 
Parks Association (ARPA) wants to learn what Albertans think about the 
value of public recreation services and park areas in their communities. 

This survey is open to all Albertans over 16 years of age. 

Your anonymous input provides important information to ARPA about 
Albertans’ opinions of the value of recreation and parks in their 
communities. After analyzing the information, ARPA will create a summary 
of the results to share with its members and stakeholders, as well as the 
general public. This information will help organizations plan, position and 
strategize about the role and recovery of public recreation and parks over 
the coming weeks, months and years. 

Your privacy is protected. Your responses to this survey are completely 
confidential and it will not be possible to identify you in any report. 

Your participation is voluntary. It is your choice whether or not to answer 
the questions, and your decision will not impact your access to any 
municipal services. By completing the survey, you are providing consent.

If you want to know more about this survey, please contact Pamela Jones 
at ARPA by email at pjones@arpaonline.ca 
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[SECTION 1] 

First, we’d like to ask you a few questions about your experiences with 
public recreation services. 

• When we talk about public recreation services, we mean recreation 
activities organized by your municipal government’s recreation and 
parks department which may be part of a larger department, such 
as community services. This includes such things as sports activities, 
educational or instructional classes, children’s play programs and special 
artistic or cultural events in your community. It does NOT include privately 
operated programs or facilities, such as private gyms or yoga studios.

1) Before COVID-19, in a typical month, how often did you or any member 
of your household take part in a public recreation service? [Daily, 
Weekly, Monthly, Few times a year, Never]

Thinking about your experiences since COVID-19…

2)  To what extent do you agree that participating in public recreation 
services… [Strongly agree, Somewhat agree, Neither agree nor disagree, 
Somewhat disagree, Strongly disagree]:

 » Makes you feel physically healthy. 

 » Helps you cope with stress.  

 » Helps children and youth get active.

 » Helps you connect with each other. 

 » Is worth your time. 

3)  Municipal governments invest your tax dollars to operate public 
recreation services. To what extent do you agree or disagree with the 
following statements: [Strongly agree, Somewhat agree, Neither agree 
nor disagree, Somewhat disagree, Strongly disagree]

 » My municipal government provides good quality public recreation 
services.

 » Public recreation services contribute to better quality of life in my 
community. 

 » Public recreation is an essential service in my community.
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4)  To what extent do you agree or disagree that municipal investments in 
public recreation services make your community a desirable place to 
live?

[Strongly agree, Somewhat agree, Neither agree nor disagree, Somewhat 
disagree, Strongly disagree]

[SECTION 2]

Next, we’d like to ask you a few questions about your experiences with 
park areas.

• When we talk about park areas, we mean any municipal parks, 
playgrounds, trails and other open spaces in your community. It does 
NOT include provincial or national parks.

5)  Before COVID-19, in a typical month, how often did you or a member 
of your household go to park areas in your community? [Daily, Weekly, 
Monthly, Few times a year, Never] 

6)  Since COVID-19, how often have you or a member of your household 
gone to park areas in your community? [Daily, Weekly, Monthly, Few 
times a year, Never]

7)  To what extent do you agree that park areas in your community: 
[Strongly agree, Somewhat agree, Neither agree nor disagree, Somewhat 
disagree, Strongly disagree]:

 » Help children and youth get active. 

 » Make you feel physically healthy. 

 » Help you cope with stress. 

 » Provide a place for you to connect with others. 

 » Help you connect with nature. 
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8)  Park areas are operated and maintained by municipal governments. To 
what extent do you agree or disagree with the following statements: 
[Strongly agree, Somewhat agree, Neither agree nor disagree, Somewhat 
disagree, Strongly disagree]:

 » My municipal government provides good quality park areas.

 » Park areas contribute to better quality of life in my community. 

 » Park areas are essential to my community.

9)  To what extent do you agree or disagree that municipal investments 
in park areas make the community a desirable place to live? [Strongly 
agree, Somewhat agree, Neither agree nor disagree, Somewhat disagree, 
Strongly disagree]:

Over the next number of years, municipalities will experience financial 
limitations that may affect investments in public recreation services 
and park areas. 

10) Do you think it is important for your municipality to continue to put 
the same proportion or more of the total budget towards recreation 
services and park areas? [mandatory question]

 » Yes, the same proportion – skip to 10a

 » Yes, more of the budget – skip to 10a

 » No– skip to Q11 (demographics)

10a) What is the best way for your municipality to pay for recreation 
services and park areas? [Please choose one: Increase property taxes; 
Implement or increase user fees; Keep operating costs low; Allocate 
service delivery to not-for-profit groups or private sector operators; 
Combination of fees and taxes; Reduce other service areas to maintain 
recreation and parks.]
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[SECTION 3]

Finally, please tell us a bit about yourself.

11) Please describe your household by identifying the number of members 
in each age group – including yourself! [Drop down # by category of: 0-4 
yrs, 5-9 yrs, 10-14 yrs, 15- 19 yrs, 20 -24 yrs, etc.]

12) Do you live in a: [Drop down menu with the following options:] 

 » Rural Area (MD/County)

 » Small town (population under 3,000)

 » Medium sized town (population between 3,001 and 10,000)

 » Large town or small city (population between 10,001 and 50,000)

 » Medium sized city (population between 50,001 and 250,000)

 » Large city (population over 250,000)

13) What are the first 3 digits of your postal code? 

Thank you for completing this survey! You will be able to see a summary 
of the results after the completion of this study and they will be accessible 
on the ARPA website at www.arpaonline.ca
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Appendix D - Survey Results

1)  Before COVID-19, in a typical month, how often did you or any member of your household take part in a public 
recreation service?

Daily 20.8% (654)
Weekly 41.6% (1307)
Monthly 11.1% (348)
Few times a year 15.2% (477)
Never 4.6% (145)
No response 6.7% (212)

2) To what extent do you agree that participating in public recreation services…

Strongly 
Agree

Somewhat 
Agree

Neither
Somewhat 
Disagree

Strongly 
Disagree

No Response

Makes you feel physically 
healthy.

77.6% (2439) 15.6% (490) 3.9% (123) 0.6% (18) 0.6% (20) 1.7% (53)

Helps you cope with 
stress.

77.6% (2439) 16.7% (524) 3.6% (113) 0.6% (19) 0.7% (23) 0.8% (25)

Helps children and youth 
get active.

86.2% (2709) 10.1% (316) 1.7% (53) 0.3% (8) 0.5% (15) 1.3% (42)

Helps you connect with 
each other.

65.7% (2064) 24.1% (759) 7.2% (227) 1.2% (39) 0.6% (20) 1.1% (34)

Is worth your time. 80.1% (2516) 13.8% (434) 3.5% (111) 0.7% (23) 0.9% (29) 1% (30)
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3)  Municipal governments invest your tax dollars to operate public recreation services. To what extent do you 
agree or disagree with the following statements:

Strongly 
Agree

Somewhat 
Agree

Neither
Somewhat 
Disagree

Strongly 
Disagree

No Response

My municipal government 
provides good quality 
public recreation services.

40.7% (1278) 43.7% (1372) 8.5% (268) 4.8% (151) 1.7% (54) 0.6% (20)

Public recreation services 
contribute to better quality 
of life in my community.

79% (2483) 15.7% (495) 3% (94) 0.9% (27) 0.7% (21) 0.7% (23)

Public recreation is an 
essential service in my 
community.

77.1% (2424) 14.7% (463) 4.2% (131) 1.9% (59) 1.1% (36) 1% (30)

4)  To what extent do you agree or disagree that municipal investments in public recreation services make your 
community a desirable place to live?

Strongly Agree 81.3% (2554)
Somewhat Agree 13.8% (433)
Neither 3.1% (98)
Somewhat Disagree 1.2% (39)
Strongly Disagree 0.6% (19)
No Response 0% (0)

5)  Before COVID-19, in a typical month, how often did you or a member of your household go to park areas in 
your community?

Daily 35.1% (1104)
Weekly 46% (1445)
Monthly 10.8% (340)
Few times a year 6.6% (207)
Never 0.8% (26)
No response 0.7% (21)
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6)  Since COVID-19, in a typical month, how often have you or a member of your household gone to park areas in 
your community?

Daily 30.7% (965)
Weekly 40.7% (1278)
Monthly 15.4% (485)
Few times a year 7.8% (245)
Never 4.6% (145)
No response 0.8% (25)

7)  To what extent do you agree that park areas in your community…

Strongly 
Agree

Somewhat 
Agree

Neither
Somewhat 
Disagree

Strongly 
Disagree

No Response

Help children and youth 
get active.

86.6% (2723) 11.2% (352) 1.3% (41) 0.3% (8) 0.3% (10) 0.3% (9)

Make you feel physically 
healthy.

82.7% (2598) 13.5% (423) 2.3% (73) 0.7% (21) 0.4% (12) 0.5% (16)

Help you cope with stress. 83.1% (2613) 13.3% (417) 2.3% (71) 0.6% (18) 0.5% (17) 0.2% (7)
Provide a place for you to 
connect with others.

63.4% (1992) 25.3% (795) 8.2% (259) 1.7% (52) 0.8% (26) 0.6% (19)

Help you connect with 
nature.

82.9% (2604) 13.4% (420) 2.2% (70) 0.6% (20) 0.4% (14) 0.5% (15)

8)  Park areas are operated and maintained by municipal governments. To what extent do you agree or disagree 
with the following statements:

Strongly 
Agree

Somewhat 
Agree

Neither
Somewhat 
Disagree

Strongly 
Disagree

No Response

My municipal government 
provides good quality park 
areas.

55.4% (1740) 36.2% (1139) 3.8% (118) 3% (93) 1.2% (39) 0.4% (14)

Park areas contribute to 
better quality of life in my 
community.

85.8% (2697) 11% (346) 1.7% (54) 0.5% (15) 0.5% (16) 0.5% (15)

Park areas are essential to 
my community

87.8% (2759) 8.5% (266) 2% (63) 0.4% (14) 0.6% (20) 0.7% (21)
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9)  To what extent do you agree or disagree that municipal investments in park areas make the community a 
desirable place to live?

Strongly Agree 87.7% (2757)
Somewhat Agree 9.6% (302)
Neither 1.6% (49)
Somewhat Disagree 0.5% (17)
Strongly Disagree 0.6% (18)
No Response 0% (0)

10) Do you think it is important for your municipality to continue to put the same proportion or more of the total 
budget towards recreation services and park areas?

Yes, the same proportion 62.1% (1953)
Yes, more of the budget 33.8% (1063)
No 4% (127)
no response 0% (0)

10a) What is the best way for your municipality to pay for recreation services and park areas?

Increase property taxes. 12.7% (383)
Implement or increase user fees. 6.4% (194)
Keep operating costs low. 31.2% (940)
Allocate service delivery to not-for-profit groups or private sector operators 8.8% (264)
Combination of fees and taxes 26.8% (809)
Reduce other service areas to maintain recreation and parks. 13.4% (403)
no response 0.8% (23)
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11) Please describe your household by identifying the number of members in each age group – including yourself!

0-4 yrs 7.9% (763)
5-9 yrs 11.5% (1118)
10-14 yrs 12.9% (1254)
15-17 yrs 6.9% (664)
18-24 yrs 7% (674)
25-34 yrs 8.9% (861)
35-44 yrs 14.8% (1432)
45-54 11.3% (1091)
55-59 yrs 5.5% (536)
60-64 yrs 5.8% (557)
65-74 yrs 6.3% (610)
75+ yrs 1.3% (125)

12) Do you live in a…

Rural Area (MD/County) 13.4% (422)
Small town (population under 3,000) 7.1% (224)
Medium sized town (population between 3,001 and 10,000) 9.4% (297)
Large town or small city (population between 10,001 and 50,000) 10.8% (341)
Medium sized city (population between 50,001 and 250,000) 27.7% (871)
Large city (population over 250,000) 31.3% (984)
No answer 0.1% (4)

13) Which of the following categories best describes your total household income before taxes last year?

Less than $40,000 7.6% (240)
$40,000 to less than $80,000 20.3% (639)
$80,000 to less than $120,000 24% (755)
$120,000 to less than $160,000 13.7% (432)
$160,000 or more 15.7% (492)
Prefer not to answer 18.1% (568)
No response 0.5% (17)
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