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1.0 SURVEY OBJECTIVES

The City of Chilliwack commissioned Sensus Research Inc., an
independent marketing research firm located in Vancouver
BC, to conduct a 300-sample community survey to gauge
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with the concept (57%). Only four in ten expressed some
extent of familiarity with the concept, and a very small group
(5%) expressed a high level of familiarity.

public opinion on the potential conversion of the Chilliwack

Community Bingo Hall into a Community Gaming Centre. 3.0 Residents are divided in their support of Bingo facility

conversion into a Community Gaming Centre and the
building of a destination casino.

2.0 KEY FINDINGS

The survey found Chilliwack residents to be divided in their

support to converting the existing bingo facility to a

Community Gaming Centre. Nearly half (46%) expressed

the past 12 months and most have done so multiple their opposition to such a conversion; a third was in a

times. support (32%), while a fifth (22%) neither support nor
oppose.

1.0 Two thirds purchased a lottery/scratch and win ticket in

Among those residents that purchased a lottery tickets
and/or scratch and win card in the past 12 months (64%),
most residents do so multiple times. In fact, these residents
buy a lottery ticket and/or scratch and win card roughly 27
times a year on average. Among those that have been to a
casino over the past 12 months, the average number of
casino visits is roughly 5.

Likewise, the level of opposition to building a destination
casino is nearly identical to that against the conversion of a
bingo hall, with nearly half of the respondents (47%)
expressing their opposition to the opening of a destination
casino in Chilliwack area, a third (35%) in support, and a .fifth
on the fence (18%)

2.0 More than half of surveyed Chilliwack residents are
entirely unfamiliar with the concept of “Community
Gaming Centres”.

When asked to report their familiarity with the concept of
“Community Gaming Centres” more than half of the
Chilliwack residents claim they are completely unfamiliar
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4.0 There is a strong Correlation between past gambling
behaviour, familiarity with the concept of Community
Gaming Centre and their standing on bingo facility
conversion/building of a casino.

There appears to be a strong correlation between
respondents’ past gambling behaviour and their standing on
bingo facility conversion. Residents who have engaged in
gambling activities in the past 12 months (lottery and/or
scratch and win ticket purchase, playing at a casino, and/or
playing bingo) are much more likely to support the
conversion than those who haven’t.

Another major finding in this study is that, besides the
influence on past gambling exposure, familiarly with the

“ Co mmu nmirg @entt@a C 0 Mhas ®sipebble impact
on the level of support for the conversion. This is a
particularly important finding given that more than half of
the sample is entirely unfamiliar with the concept.
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5.0 Revenue influx for the community forms key reason for

support of the Bingo conversion/casino development in
Chilliwack area.

Of those in favour of conversion and/or casino building,
the most cited reasons involve the revenue stream this
would generate, which in turn would help in building a
financially stable community. Bringing more diversity
into the community, more tourists and job
opportunities are the top reasons for the support of the
casino development project in Chilliwack area.

Those opposing these projects fear detrimental effects
a conversion/hotel development might bring to the
community and individuals; more crime, alcohol, drug
problem, poverty and homelessness.
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3.0 EXECUTIVE SUMMARY
3.01 Previous Lottery and Gambling Experiences

Purchasing lottery and scratch and win tickets are the most often
reported form of gaming and lottery activities by the surveyed
Chilliwack residents (64% reported having purchased a lottery
ticket or scratch and win ticket in the past 12 months). The
second most often displayed gambling behaviour is playing at a
casino, with less than two in ten (19%) having reported playing at
a casino in the past 12 months. Only a few reported attending
horse racing (3 people in total), or playing online poker or other
online gambling games (4 people in total).

Figure 1: Past 12 months lottery ticket purchases

and gi ambling behaviour
Purchased a lottery ticket or
scratch and win ticket S8 64%

Played at a casino 81% 19%
" No

mYes

Played bingo at a bingo hall

-
online games for money

9
9 .
Attended horse racing 99% 19

Played online poker or other

0% 20% 40% 60% 80% 100%
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Figure 2: Frequenoyf purchase (times per year in the past
year)

oL _ . . .
60% - Lottery tickets and playing at casino
46% Mean (lottery ticket purchased) = 27.3 times per year
Mean (played at casino) = 5.1 times per year
40% -
33%

20% - 19% 18%

0% -

1-2times3-5times 6-10 11-15 16-20 21+times
p/y p/y  timesp/y timesp/y timesp/y  p/y

B Purchased lottery/scratch and win ticket M Played at casino

Figure 2 shows that, among those residents that purchased a
lottery tickets and/or scratch and win card in the past 12 months
(64%), most residents do so multiple times. In fact, these
residents buy a lottery ticket and/or scratch and win card roughly
27 times a year on average. Among those residents that have
been to a casino in the past 12 months, most have done so once
or twice (46%), with the average number of casino visits being
roughly 5.
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3.02 Bingo Facility Conversion Support/Opposition

Figure 3: Familiaritwith the concept of

'‘Community Gaming Centres' . . L )
The survey found Chilliwack residents to be divided in their

Have never support to converting an existing bingo facility to a Community
heard term 2% Gaming Centre. Nearly half (46%) expressed their opposition to
before such a conversion, a third was in a support (32%), while a fifth

C letel
unfamiliar

(22%) neither support nor oppose.

Figure 4: Support/opposition to converting an existing Bingo
Somewhat facility to a Community Gaming Centre

. 39%
familiar

Total (n=294) 22% 32%

Very familiar

Played at a casino (n=53) 28% 21%

; T T 1 Haven't played at a casino

22%
0% 20% 40% 60% (n=241) .

28%

B Oppose
Played online poker (n=4)
When asked to report their familiarity with the concept of Haven't played online poker B Neutral
L) 0,
Community Gaming Centres more than half of the Chilliwack (n=290) e b
residents claim to either never have heard of the term (2%) or M Support

Purchased a lottery ticket (n=192) 37% 20% 43%

were entirely unfamiliar with the concept (55%). Only four in ten
residents expressed some extent of familiarity with the concept, Haven't purchased lottery ticket

while only one in twenty (5%) expressed a high level of familiarity. (n=102)
Played Bingo at a bingo hall

(n=16)
Haven't played bingo at a bingo
hall (n=278)

14%

26%

12%10%

23% 29%

0% 20% 40% 60% 80% 100%

Figure 4 shows support/opposition broken out by the various
levels of gambling experience, and there is clearly a strong
correlation between respondents’ past gambling behaviour and
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their standing on bingo facility conversion. Residents who have
engaged in gambling activities in the past 12 months (lottery
and/or scratch and win ticket purchase, playing at a casino and/or
playing bingo) are more in support of the conversion than those
who haven't.

More specifically, the following notable differences can be
observed:

9 The vast majority (79%) of the respondents who played
bingo at a bingo hall in the past 12 months support a
conversion vs. 29% support among those who haven’t
played bingo in the past 12 months);

1 Almost twice as many respondents who have played at a
casino are in favour of conversion vs. those who have not
(51% vs. 28%, respectively);

9 Three times as many respondents who purchased lottery
ticket and/or scratch and win tickets in the past 12
months are in support of conversion vs. those that have
not (43% vs. 14%, respectively).

Recall, however, that the overall tendency is for residents to
oppose the conversion (46%), rather than support (32%).

7| Page
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Figure 5Support/oppositionto converting existing bingo facility
Familiarity with the concept of 'Community Gaming Centre'

Total 46% 22% 32%
heard term 44% 32% 25%
52% 24% 24%
I 36% 22% 42%
familiar
Very
famili 48% 0% 52%
amiliar
0% 20% 40% 60% 80% 100%

B Opposition M Neutral H Support

Another major finding of this study is that, besides the influence
on past gambling exposure, familiarity with the “Community
Gaming Centre” concept has a sizeable impact on the level of
support for the conversion. This is particularly important given
that more than half of the sample (55%) is entirely unfamiliar with
the concept.

Looking at the impact of age, the older residents (those between
65 and 74 years of age) are more likely to oppose the conversion
of the existing bingo facility in Chilliwack to a Community Gaming
Centre (58%) than the youngest group (25-34 years of age)
surveyed (34%).
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Family composition does not have much impact on Chilliwack In addition, the opportunity to play closer to home appealed to
residents’ standing on the Chilliwack bingo facility conversion. some, as well as the hopes for a wider variety of recreational
However, the survey had found that women (53%) are more facilities offered in the community.

likely to oppose bingo conversion than men (38%).
“It seems to me that a lot of our people have to go
elsewhere for entertainment. So why not make it local and
Figure 6: Support/oppositioto converting existing have that revenue stay in the city.”
- bingo facility - by Gender
“We may as well have it all at one spot, and leave the
Total 6% 22% 32% money in the community”.
Of those opposing the current bingo facility conversion, some of
the reasons quoted were:
I Fear of the detrimental effect on the community and
Female 53% 20% 27% individuals - more crime, alcohol and drug problems being
brought into the community

“Ld LINBea 2y LIS2LX SQa I RRAOGAZ2Y 1
enough addiction in Chilliwack”

Male 38% 25% 37%
“Because I think | can get hooked if it is too close to
. . . . . home”.
0% 20% 40% 60% 80% 100%
Escalating poverty — people not knowing when to stop.
B Oppose H Neutral B Support T gpP ¥y~ peop & P
Of those in favour of conversion the most cited reasons involve “Because our community does not need that. Because
the revenue stream this would generate, supporting a financially some people worked hard and gambled all their money
stable community. away. It is a curse!”
“From what | understand Langley was in poor shape 1 Perception that gambling is intrinsically wrong
until they got the casino and now they are in financially
good shape.” “It is against my principles!” “L R 2 Yy Qaind “WeAdd S A U
not need it”. “It is not a gaming center. It is a gambling
OSYyiuNBo® LGQa F2A0SNAy3I || az2O0Alf
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3.03 Chilliwack Destination Casino Project Support

The level of opposition to building a destination casino in the
Chilliwack area is nearly identical to that against the conversion of
a bingo hall. Nearly half (47%) expressed their opposition to
opening a destination casinos, slightly over a third (35%) were in a
support, and almost a fifth (18%) neither support nor oppose such
a move.

Figure 7: Support/opposition to destination casino opening in
Chilliwack area

Total (n=297) 47% 18% 35%
PIayeiInaztSaG)casino 20% 15% 64%
o v
Played (():zlisn)e poker 53% 47%
Hav;g:eﬁ'?:fsggr)‘"”e 48% 18% 34%
e ST
St
PIayedht;ilT%r?:it;; bingo 12% 21% 67%
o b
0% 20% 40% 60% 80% 100%

B Opposition W Neutral B Support
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The analysis of the residents’ support of a project to open a
hotel/convention center in Chilliwack and their rating of access to
indoor entertainment facilities hasn’t revealed any significant
differences in the ratings. This means that the perception of ease
of access to such indoor entertainment facilities has no impact on
where they stand in regards to opening a destination casino in
Chilliwack area.

Similar to the results shown in Figure 6, Figure 7 shows a
relationship between respondents’ past gaming behaviour and
their support of a destination casino project development in the
Chilliwack area.

More specifically higher levels of support were noted by:

9 Surveyed Chilliwack residents who have purchased a
lottery or a scratch and win ticket in the past 12 months
(45% in support of the project) compared to those who
haven't done so (16%).

T Surveyed residents who played at a casino (64% in
support vs. 28% who haven't)

I Surveyed residents who have played bingo at a bingo hall
(67%) were in favour of destination casino/hotel
development in the area of Chilliwack compared to 33%
who haven’t done so in the past.

Figure 8 shows residents’ support of the destination casino
project across various levels of familiarity with the concept of a
Community Gaming Centre. The survey has revealed that those
completely unfamiliar with the concept of Community Gaming
Centre (54%) are less in favour of casino development than those
somewhat familiar (36%).

¢o SENSUS



Figure 8: Support/oppositioto Chiliwack destination casino

development Familiarity with the concept of 'Community Gaming Centre' }

Total 47% 18% 35%
Have never |
heard term 44% 0% 56%
before
C letel
ompretely 54% 19% 27%
unfamiliar
S hat
omewha 36% 20% 45%
familiar
Very familiar 60% 4% 36%
0% 20% 40% 60% 80% 100%
B Opposition  ® Neutral H Support

In addition, the survey has found single adults with no dependent
children to be more in favour of this project (44%) compared to
couples with no dependent children (25%). Consistently with
previous findings, female residents are less likely to support the
project development (for destination casino and hotels or
convention centres) than their male counterparts (29% in support
vs. 42% among men).

Reasons for why Chilliwack residents would like to see
development of a casino/hotel/convention are many, from:
9 Betterment of the community ¢ Supporting businesses as

they would have an optiontostr @ Ay GKS | NBI

L0

2008 Chilliwack Community Issues Survey
Figure 9: Support/oppositioto Chilliwack
destination casino project by Gender

Total 47%

18%

35%

Female

Male

0% 20% 40% 60% 80% 100%

B Oppose m Neutral M Support

N
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It would be a nigh outing type of place, not just gaming

place

More jobs and lower unemployment in Chilliwack area

Closer than Langley orthe Statesd 2 S KI @S 1§ 2

G2y (2 LIXlFe (GKS 3IFYSa¢od

[N

3z 2d
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Belief that gambling is wrong in itself, along with fears of
increasing gambling problems, poverty and homelessness are
among the top reasons for residents’ apprehension and
épﬁoﬁtﬁréto the development of a destination casino in

would not havetogoSt A S6 KSNBE F2NJ 02y @Sy chiliRayka ¢ 0 @

9 Bringing more diversity into the community
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“It can increase gambling issues within our community, Respondents have echoed previously mentioned fears of
and we have enough problems in Chilliwack asis; 3 S R 2 Yy QU detrimental effects of the gambling on the individuals and society
need to add gambling”. in general.

4

2 St asqa

(¢}

“Casinos are something that youwantA' Y 42 YS06 2 R
backyard and not your own, not here.”

“It causes many issues C it brings a lot of broken homes,
drinking and discontent”.

“@ KAftfAgEFOl Aa | avylff O2YYdzyAdes LISNmR2ylFffe L R2y QG | INBS
with opening casinos and other such gaming facilities. |

think the money could be better spent, homelessness,

SGoxe
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4.0 METHODOLOGY

4.01 Collection

Dialling Results Counts Percent
This survey was conducted with a random selection of residents living within the Chilliwack Total Numbers Dialled 2,971 100.0%
CMA (Census Metropolitan Area) of British Columbia between Friday, March 14" and Friday, Invalid numbers 402 13.5%
st - . .
March 21>, 2008. A random selection of households was drawn from a list of all publicly No answer/busy 1318 44.4%
listed telephone numbers and was further randomized by asking to speak with the person in -
. Respondent not available 27 0.9%
the household over the age of 24 who was scheduled to have the next birthday. A total of
. . Refused 888 29.9%
2,971 households were dialled to procure the final sample of 300 completed surveys.
Disqualified/ineligible 36 1.2%
All interviews were conducted by a team of full-time, dedicated telephone Interviewers. All Completed 300 10.1%

calling was performed from a centralized facility in Saskatoon, Saskatchewan using Computer-

Assisted Telephone Interviewing (CATI) software. Interviewers were supervised and a random sample of calls monitored to ensure quality results. The
survey was registered with the Marketing Research and Intelligence Association (MRIA) and any respondent who inquired about the validity of the
survey were encouraged to contact the associations’ toll-free number to confirm.

The survey was introduced blind (without the topic of the survey being revealed to the respondent) to limit the effect of each person’s inherent
interest or disinterest in the topic on their decision to participate in the survey. Along with the ‘double-randomization’ of the selection of participants

for the survey, this helps ensure the survey is an accurate and unbiased estimator of the overall population at large.

The survey ran 8 — 10 minutes in length and contained approximately 25 closed and scale questions, 3 —5 open ended questions, and 7 demographic
questions. Prior to the launch of the survey, a 4 hour pre test took place on the evening of March 14th 2008.
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4.02 Survey Accuracy

The accuracy of results in any survey is always determined by the level of two different types of error:
1. Samplingerror

2. Non-sampling error Margin of error for

Non-sampling error occurs when Interviewers introduce bias into the survey, Overallresults at:

incorrectly code responses, or omit questions from the survey. Sensus Research n=300
minimizes non-sampling error by utilizing a completely and private neutral collection

. . . . ) . Margin of error for
method (mail and online). This provides respondents with assurances that their

results at:
answers are completely anonymous, which is particularly vital for any survey
pertaining to financial decisions. It also allows them to complete the survey at a time n=200
of their convenience and to spend as much time as they like to read, review, and n=150
consider their answers, ensuring the data collected is more accurate and reliable. n=100
n=50

Sampling error, on the other hand, occurs because the survey speaks to only a small

When the statistic is:

10% or 90%

+3.4%

25% or 75% 50%

+4.9% +5.7%

When the statistic is:

10% or 90%
+4.2%
+4.8%
+5.9%
+8.3%

25% or 75% 50%
+6.0% +6.9%
+6.9% +8.0%
+8.5% +9.8%
+12.0% +13.9%

portion of the entire population of interest (the "sample" or "n") and not everyone within the population (i.e. a census). As the size of the survey sample

increases, the amount of sampling error decreases at a non-linear rate. Sampling error is most commonly expressed as an interval (plus or minus a certain

percent or value) at a given level of confidence (typically 95%).

This survey collected a total sample of 300 surveys, which allows us to interpret most overall results as being accurate to within plus or minus 5.7% of the

stated value with a high level of confidence (we are 95% certain that the results are accurate). Subgroups, such as commuters/non-commuters, are less

accurate statistically because they are based on a smaller sample size. For nearly all questions, the actual sample size is somewhat less than the total

number of respondents due to some answering don't know, not applicable, or failing to provide a response. In these cases the confidence interval or

margin of error will be larger than for the entire sample. The adjoining chart depicts margin of error for a range sample sizes and percentage values to aid

in the interpretation of the report results.

13| Page
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4.03 Sample Characteristics

Demographicg-igure 1.Chilliwack areas ofesidence

Chilliwack Proper 39%
Sardis-Vedder
Promontory

Rosedale/East Chilliwack...
Greendale-Cattermole-Yarrow
East Chilliwack Southside
Chilliwack Mountain
Ryder Lake

Eastern Hillsides

Other

0% 20% 40% 60%

To ensure the survey closely represents characteristics of the
population of Chilliwack, data weights were created and applied to
correct for over/undersampling by gender and age.
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Demographicg-igure 2: Family Composition

Si i
ingle adult w!th no dependent — 22%
children

le with
e e N 34
children

Single adult with dependent o
children - %

Couple with dependent children _ 38%

Other F 1%

0% 10% 20% 30% 40%

Demographics Figur8: ResidentsAge

25003 | 17

5100 | >
05t I
5t06¢ | %

65 to 74 __ 12%

75+ — 12%

0% 10% 20% 30%
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Demographics Figure 4: Residentistome

Under $40,000 23%
$40,000 to under $60,000
$60,000 to under $80,000

$80,000 to under $100,000
$100,000 to under $120,000
$120,000 or more

Rather not say 22%

0% 10% 20% 30%

Demographics Figure 5: Residen®&ender

Female 52%

Male 48%

0% 20% 40% 60%
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4.04 Residents’ of Chilliwack Survey Weighting

People of a specific age often have experiences, behaviours, and opinions that differ S e Survey Sample

from those who are significantly older or younger than themselves. As such, the age of Age Distribution TE— Weighted

the respondents included in a survey sample should match as closely to the underlying

25 to 34 years 7,650 16.7% 14.0% 16.7%
population as possible to ensure the survey findings are representative of the E—— - 22.2% 24.0% 221%
population as a whole. Statistics Canada and the 2006 Census provide a baseline of
T ] i 45 to 54 years 9,680 21.1% 19.7% 21.1%
the true age distribution of the region and allow us to assess the representativeness of
55 to 64 years 7,445 16.2% 16.0% 16.2%
the survey sample.
65 to 74 years 5,645 12.3% 16.7% 12.3%
L L 75 + years 5,315 11.6% 9.7% 11.6%
An assessment of these distributions shows that the sample initially under-
Total 45,905 100.0% 100.0% 100%

represents Chilliwack residents between 25 and 34 years of age. To restore this
balance to the correct level, a statistical weighting procedure was used so that the survey sample more closely approximates the true age
distribution of the Chilliwack CMA. As the table above shows, the sample differs from the Census by no more than 3 percentage points in any age
category. Gender is the second demographic characteristic that often has a strong impact on people’s experiences, behaviours, and opinions.
Again using the 2006 Census as a baseline, we find that the sample over-represents women and under-represents men, a common occurrence in
household telephone surveys. To restore this balance, a second weighting procedure was used which ensures a representative survey sample.

Genderalance: Weighted survey sample Genderbalance: 2006 Census

Female
48%
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5.0 ABOUT SENSUS RESEARCH

Sensus Research Inc., formerly CV Marketing Research Inc., is one of the largest privately owned and operated Canadian marketing research firms.
Founded in 1989, Sensus’ focus is to provide clients with marketing research and customer experience measurement solutions that build
knowledge in three key spheres of the client’s business: Know your Market, Know Your Customer, Know Your Brand.

Through offices in Vancouver and Abbotsford, Canada, Sensus provides local, national and international clients with smart, customized, leading-
edge marketing research solutions founded on proven methodologies. The Sensus team of dedicated research professionals values knowledge,

learning and clients’ growth. Inquisitive, focused and strategic in approach, Sensus delivers research solutions that clients value and trust.

For more information about Sensus Research and our services, please visit www.sensusresearch.com or call 1-866-878-7839.
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