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OVERVIEW
Methodology

These are the results of The City of Regina’s Citizen Satisfaction
Research.

A total of 796 telephone interviews have been conducted with a
randomly selected representative sample of Regina residents aged 18
years or older.

Interviews were conducted between October 26" and November 19t
2015.

The data has been weighted to ensure the age/gender distribution
reflects that of the actual population in Regina according to the most
recent Census data.




SUMMARY OF KEY FINDINGS
Quality of Life

Overall perceptions about the quality of life in Regina are strong.

€@ Roughly eight-in-ten (78%) citizens say the quality of life is ‘good’, while just 5% say it is ‘poor.’

@ Further, the majority (77%) of Reginans say the quality of life in the past three years has ‘improved’
(28%) or ‘stayed the same’ (49%).

€ When asked what actions The City could take to improve quality of life, a wide range of suggestions are
offered.

X/

*» The top three mentions are improvements to: “infrastructure, traffic and roads” (23%), “crime,
safety and policing” (14%), and “homelessness, poverty and affordable housing” (10%).

* It is notable that more than one-quarter (26%) say “none” (18%) or “don’t know” (8%).

Sustainability metrics are varied.

@ Eight-in-ten (80%) agree that ‘Regina is on the right track to be a better city 10 years from now’ while
55% agree that ‘Regina is moving in the right direction to ensure a high quality of life for future
generations.

@ Just over four-in-ten (43%) residents say they generally ‘trust’ the City of Regina while 17% ‘distrust’
the City, 26% are ‘neutral’ and 13% ‘don’t know’.




SUMMARY OF KEY FINDINGS
Key Issues

“Infrastructure, traffic and roads” dominates the issue agenda, well ahead of “crime, safety and policing”
in second place.

@ Fully half (50%) of Reginans cite “infrastructure, traffic and roads” as an important issue facing their
community, with 39% saying it is the most important issue.

€ Additionally, satisfaction with a number of services related to “infrastructure, traffic and roads” fall in
the bottom tier of 28 programs and services assessed.

X/

*»* Snow removal (73% satisfied, 26% very satisfied); on-street parking (68% satisfied, 15% very
satisfied); City-operated roads and infrastructure (67% satisfied, 12% very satisfied); bike lanes on
roads (64% satisfied, 18% very satisfied); traffic flow management (61% satisfied, 12% very
satisfied); and, road maintenance (48% satisfied, 7% very satisfied).

€ Further, road maintenance, traffic flow management, City-operated roads and infrastructure and snow
removal emerge as ‘primary weaknesses’ in the action grid analysis, and they receive the highest
percentage of ‘invest more’ ratings.

€ Rounding out the top four issues are “crime, safety and policing” (16% important, 9% most important),
“homelessness, poverty and affordable housing” (10% important, 7% most important), and “(property)
taxes” (10% important, 6% most important).




SUMMARY OF KEY FINDINGS
City Programs and Services

Satisfaction with City programs and services is generally strong, though it varies considerably by specific
program or service.

€ Satisfaction with the overall level and quality of City services and programs is moderate at 62%.
* Itis notable, however, that dissatisfaction is quite low at 11%.

€ Citizens indicate high levels of satisfaction for many programs and services, though satisfaction is
somewhat tempered.

X/

** More than eight-in-ten citizens are satisfied (somewhat or very) with 16 of the 28 programs and
services evaluated, and more than six-in-ten are satisfied with another 11 — the only one falling
below the fifty percent mark is road maintenance (48%).

* That being said, satisfaction is somewhat tempered with very satisfied ratings falling below the
forty percent mark for most.

* The five exceptions are: Regina Fire Department (80% very satisfied), residential garbage
collection service (67% very satisfied), Regina Police Service (54% very satisfied), residential
recycling (49% very satisfied) and parks and open spaces (42% very satisfied). Py

€ Action Grid analysis identifies primary strengths and weaknesses.

X/

s The City’s ‘primary strengths’ (that is, importance and satisfaction are both high) are: Fire
department, Police service, garbage collection, residential recycling, parks and open spaces,
recreational facilities, recreation programs, community services, street sweeping, and
development, building inspections and permits.

L)

» In addition to those mentioned previously (i.e. road maintenance, traffic , roads and infrastructure
and snow removal), priority areas for improvement for The City include transportation planning,
growth management and land use planning.
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SUMMARY OF KEY FINDINGS
Taxation

The perceived value of property tax dollars is moderate.

€@ Half (50%) of Regina residents give the City a ‘good value’ rating for the value of their property taxes,
while 35% are ‘neutral’ and 14% offer a ‘poor value’ rating.

€ Two-thirds (67%) agree that ‘the City is a good fiscal steward’ though agreement is tempered, with just
9% giving a strongly agree rating.

The majority of citizens support maintaining or expanding services — if necessary, through tax increases,
though increasing user fees is strongly preferred over increasing taxes.

€ The majority support maintaining existing services (35%) or expanding services (24%) — if necessary,
through increased taxes, while one-third prefer reducing services to maintain (24%) or reduce (10%)
taxes.

The vast majority of Reginans are interested in knowing how their property tax dollars are invested,

though fewer agree The City is doing a good job of providing this information and current knowledge
levels are limited.

€ More than nine-in-ten (92%) citizens agree ‘I am interested in knowing how my property tax dollars are
invested in various City services, with fully half (50%) saying they strongly agree.

€ Just 55%, however, agree that ‘The City does a good job of informing citizens of how their property tax
dollars are invested in various City services’ (10% strongly agree).

€ Six-in-ten (62%) citizens say they are ‘knowledgeable’ about how City tax dollars are spent.
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ABOUT IPSOS

Ipsos ranks third in the global research industry. With a
strong presence in 87 countries, [psos employs more
than 16,000 people and has the ability to conduct
research programs in more than 100 countries. Founded
in France in 1975, Ipsos is controlled and managed by
research professionals. They have built a solid Group
around a multi-specialist positioning — Media and
advertising research; Marketing research; Client and
employee relationship management; Opinion & social
research; Mobile, Online, Offline data collection and
delivery.

Ipsos is listed on Eurolist - NYSE-Euronext. The company
is part of the SBF 120 and the Mid-60 index and is
eligible for the Deferred Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA, Bloomberg
IPS:FP
WWW.ipsos.com

GAME CHANGERS

At Ipsos we are passionately curious about people, markets, brands and
society. We deliver information and analysis that makes our complex
world easier and faster to navigate and inspires our clients to make
smarter decisions.

We believe that our work is important. Security, simplicity, speed and
substance applies to everything we do.

Through specialisation, we offer our clients a unique depth of
knowledge and expertise. Learning from different experiences gives us
perspective and inspires us to boldly call things into question, to be
creative.

By nurturing a culture of collaboration and curiosity, we attract the
highest calibre of people who have the ability and desire to influence

and shape the future.

“GAME CHANGERS” - our tagline - summarises our ambition.



