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Background and Research Objectives

The Department of Canadian Heritage (PCH) has commissioned a survey to measure audience satisfaction 

regarding ongoing Canada Day in the Capital programming as well as create necessary data to find and maintain 

financial sponsors for the program. 

Canada Day in the Capital celebrations are organized every year on July 1st in Canada’s Capital Region (CCR). This 

year there were three official sites for programming for Canada Day in the Capital: Parliament Hill, Major’s Hill Park 

and Jacques Cartier Park. 

The topical areas investigated include:

 Attendance at all official sites

 Sites visited

 Profile of participants (demographics)

 Satisfaction levels with programming

 Impacts of programming and event organization

 Advertising recall and preferred information sources
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Research Objectives and Methodology

The Department of Canadian Heritage (PCH) has commissioned a survey to measure audience satisfaction 

regarding ongoing Canada Day in the Capital programming as well as create necessary data to find and maintain 

financial sponsors for the program. Canada Day in the Capital celebrations are organized every year on July 1st in 

Canada’s Capital Region (CCR). The topical areas investigated include:

 Attendance at all official sites

 Sites visited

 Profile of participants (demographics)

 Satisfaction levels with programming

 Impacts of programming and event organization

 Advertising recall and preferred information sources

Important methodological considerations related to this study are as follows:

 The study was completed in two stages: a) an on-site face-to-face participant recruitment stage on Canada Day at the 

three official sites: Parliament Hill, Major’s Hill Park, and Jacques Cartier Park; and  2) a follow-up online survey with the 

contacts collected through the on-site recruitment stage. A total of n=2,034 respondents 16 years of age or older, 

completed the on-site phase. From this sample, 409 valid surveys were collected online.

 The on-site recruitment phase took place on July 1st, 2015, and the online survey data collection was conducted from July 

9th to July 24th, 2015.

 The data is not weighted to replicate actual population distributions given the non-probability sampling techniques used 

at both stages.
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Sites Visited and Visitor Profile

• The most popular official site visited on Canada Day is Parliament Hill, mentioned by just over three quarters 
(75%) of respondents, followed by Major’s Hill Park (60%), then Jacques-Cartier Park (40%). On average, 
respondents visited 2 out of the 3 official sites. Visitors were more likely to have visited all three sites.

• Two out of five (41%) respondents visited from outside of Canada’s Capital Region (CCR). Over three quarters of 
respondents (78%) were from Canada, while 22% visited from other countries. The province best represented is 
Ontario (32%), followed by Central and Western Canada (14%), Quebec (8%), and Atlantic Provinces (7%). 
Visitors from outside of Canada mostly came from the United States. 

• The majority of respondents (95%) attended Canada Day celebrations as a group, consisting on average of 4 
people, and 47% reported attending with children under 16 years old. Two in five (40%) visitors from outside 
the CCR had a CCR resident in their group.

Satisfaction with Canada Day Activities

• Nearly 9 in 10 respondents (86%) are satisfied with the Canada Day festivities in 2015. The organization of 

events was generally well rated by 80% of respondents, and nearly three quarters (74%) are satisfied with the 

entertainment and performances presented during Canada Day. Similarly, 86% of respondents were satisfied 

with Major’s Hill Park, while 80% were satisfied with Jacques-Cartier Park, and 79% were satisfied with 

Parliament Hill as Canada Day sites.



6

Executive Summary

Satisfaction with Canada Day Activities (Contd.)

• The main highlights of Canada Day (measured in an unprompted manner) were the fireworks, which were 

mentioned by 19% of respondents, the performances and musical acts (16%), and the atmosphere or ambiance 

generated by the crowds (8%). Other mentions include singing “O Canada”, seeing the airplane flyovers, among 

other activities. 

• Suggestions for improvement of Canada Day festivities (again measured in an unprompted manner) include 

improving the content or activities programmed (29%) such as the variety of musical acts, fireworks, larger 

name acts, or children’s activities.  Attendees also suggested improving some aspect related to logistics (20%) 

including better crowd control, general cleanliness, transportation, or including other sites.

Economic Impact

• Canada Day accounted for 69% of visitors’ decision to visit the CCR. Nearly all visitors (83%) stayed at least one 

night in the region, spending on average 4 nights. 

• Among those who stayed in the region, the most common types of lodging used were hotels (46%) and friends 

and/or family (34%). Just over one third (35%) of CCR residents hosted family or friends for Canada Day, and a 

similar proportion believes they will be hosts again in 2017 (36%).

• On average, respondents spent $338.54 on Canada Day-related expenses. This amount is mainly driven by 

visitors to the region.
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Impact of Canada Day Festivities on Attitudes and Perceptions of Canada and of the Capital

• At least two thirds of Canadian respondents agreed with several statements related to the impact Canada Day 

celebrations had on them. The celebrations had the most impact on attendees’ appreciation for their country 

(80%).  A strong majority also agreed that the celebration is a great occasion to celebrate nationhood (78%) 

and that it increased their sense of pride about being a Canadian (74%). At least two thirds agreed the 

activities were representative of Canada (71%), the celebration made them feel more connected to other 

Canadians or to the Capital (67% each), and that the celebration was inspiring (66%).

• As for visitors to the Capital, 87% agreed their visit to the region made them feel the Capital is a vibrant and 

enjoyable place.  A strong majority also agreed that the Capital showcases Canadian talent (76%), that they 

see the Capital as a place to learn about Canada (75%),  and that they feel the Capital reflects Canadian 

culture (72%). A majority also have a better appreciation for Canada’s cultural and social diversity (62%), and 

feel that their visit to the region gave them a better understanding of the Capital’s role and significance (58%).

Communications

• The preferred source for Canada Day information among respondents is the Canada Day website (69%). To a 

lesser extent, respondents also mentioned television (27%), radio (23%), the Canada Day Facebook page (22%), 

or newspaper ads (21%).
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Communications (Contd.)

• Over 4 in 5 respondents (85%) use social media, with Facebook the most popular of all among social media 

users (92%). The Canada Day-related information social media users expect to see in social media include 

mainly details on the activities programmed (91% of social media users), schedules and timelines (89%), and 

general event information (77%). Some social media is preferred for certain type of information, for example 

Twitter and Instagram users are more likely to prefer to see photos, while LinkedIn users are more likely to 

expect shareable content more than users of other social media channels.
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Research Methodology

Important methodological considerations related to this study are as follows:

 The study was completed in two stages: a) an on-site face-to-face participant recruitment stage on Canada Day 

at the three official sites: Parliament Hill, Major’s Hill Park, and Jacques Cartier Park; and  2) a follow-up online 

survey with the contacts collected through the on-site recruitment stage.

 The on-site recruitment phase took place on July 1st, 2015, and the online survey data collection was conducted 

from July 9th to July 24th, 2015.

 For the on-site phase, Canada Day visitors were intercepted by trained interviewers using a “first available” 

approach. This phase was used mainly to collect emails that served as the sample framework for the online 

survey.

 The on-site intercept exercise took from 1 to 2 minutes on average, while the online survey was 8 minutes long.

 All respondents were given the choice of conducting the survey in English or French.

 A total of n=2,034 respondents 16 years of age or older, completed the on-site phase. From this sample, 409 

valid surveys were collected online.

 The data is not weighted to replicate actual population distributions given the non-probability sampling used at 

both sampling stages: responses for the on-site survey were considered valid if participants agreed to provide 

their email address, and respondents from the online survey were selected from among those who had 

volunteered to participate in the on-site survey.



Appendix B – Survey 
Questionnaires
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Onsite Questionnaire (English)
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Onsite Questionnaire (French)
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Online Questionnaire (English)



16

Online Questionnaire (English)
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Online Questionnaire (English)
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Online Questionnaire (English)
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Online Questionnaire (French)
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Online Questionnaire (French)
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Online Questionnaire (French)
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Online Questionnaire (French)



Appendix C – Data Tables 
(available under separate cover)


