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Methodology
D Market survey

3,000 online interviews

Visitor survey
40 shifts of face to face interviews
2579 completed interviews

e Fieldwork =

E Wave 1 - Aug — Sep 2017 WA Sl =9 o B
Wave 2 - Oct — Nov 2017 % u. { =
Wave 3 - Mar — Apr 2018 Other Jocations * T mame

N.B. Despite there being the same number of face-to-face shifts every wave, the poor weather during the wave 3 fieldwork meant that the
number of interviews completed was much lower

2 Arkenford



Understanding the report ©

A This report combines two surveys. You will be able to identify which survey the report is referring to by the colour of the
title and the icon next to the title:

A Online Market Survey .3

A |':'|

A A Combination of both surveys L3 []
A The methodology for the two surveys differs which is why there are noticeable differences in the results

A For the Online Market Survey only respondents living in London, the South East and East of England qualified to take part,
these respondents were intentionally targeted as they are within the ‘catchment area’ of the Park

A Results include people who have never visited the Park, as well as visitors from any time since Games time
A This means that the online respondents will include some games time respondents

A The Onsite Visitor Survey sample is random and includes anyone who agreed to be interviewed during their visit to the Park

A Where onsite and online visitor data is merged to create a ‘whole market’ total the onsite data makes up a higher
proportion of the sample than the online data (as less than half of online respondents are visitors). The onsite data
therefore has a stronger weighting on the ‘whole market’ percentages

A Where ‘east London’ is mentioned, this refers to respondents living in the London Boroughs of; Barking and Dagenham,
Hackney, Havering, Newham, Redbridge, Tower Hamlets, Waltham Forest

3 Arkenford
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Age
Household make-up
<18 40%
23%
18 -24
15%
11% 20
(o]
- —— 1]
Single Parent  Living with partner Living with partner Live alone Share home with Live with parents
and children NO children adults
35-44
Employment status
61%
45 —-54
55-64 0
12% 7% o 7% 8% %
(+]
- I - | I —
65 + Working full ~ Working part Self-employed — Unemployed Wholly retired Full-time Looking after
time (30hrs+  time (<30hrs full or part time and available from work education home/ family
pw) pw) for work

E Arkenford



Ethnicity

White British

White other

Mixed groups

Asian groups

Black groups

Other

1%

Origin

57%

14% 15%
East London Rest of London South East/ East of
England

Day to day activities limited because of health
problem or disability

97%

® @ [
(D)) m ﬁ
0% 3%
Yes, limited alot  Yes, limited a No
little

6%

Other UK

8%

Abroad

Arkenford
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Main Reason for Visit [

Onsite Respondents

Relaxation, 6%
Attend an event at stadium, 5%

To explore in general— see what’s here, 5%

Cycle ride via or through park, 4%

Visiting the parkland, 4%

Running or walking via or through the park for exercise, 3%

Attend an event in the park, 3%

Visiting Westfield Shopping centre, 3%

To see where the Olympics/Paralympics were held, 1%

(o]

Passing through en route to somewhere else, 6%

Online Respondents

Had tickets for Olympics/ Paralympics in 2012, 19%

Attend an event at stadium, 14%
Leisurely Walk, 13%

Relaxation, 9%

Visiting Westfield Shopping centre, 6%

To use or visit sports facility, 6%

Attend an event in the park, 6%

To explore in general— see what’s here, 5%
Other, 3%

To see where the Olympics/Paralympics were held, 2%

Visiting the parkland, 2%

- Passing through en route to somewhere else, 2%
- Attractions or experiences, 2%

- Cycle ride via or through park, 2%

- Running or walking via or through the park for exercise, 1%

Family or group day out (taking children to play areas), 7%

Arkenford



Events 0[] o

Onsite respondents

Football [ 25
9%

pvcelorMital orot [ 27%
Run/ race _ 8% visited for an event

Arts Festival | 8% (onsite survey)
Rugby [0 5%
Other - 4%

Cancer charity event/ race - 4%

Taekwondo - 4%
3% Online respondents

40%

visited for an event
(online survey)

Cycling

il s I 5%
oym/ Class . 2 Other sport _ 23%
. Con,ference - 1:/° Olympics/ Paralympics _ 19%
Children's event I 1% —_— .
Tough mudder I 1% Football _ 11%
Music Event || 1% Music [ 10%

Velo I 1%

9  *This % only includes people who attended an event, not all respondents Arkenfo rd



Attractions O[]

Visited/ Used Attractions

ArcelorMittal Orbit

13%
12%

Boat Tours

Swan Pedalos

Fountains

Playgrounds
Onsite Online
London Stadium Tours

West Ham Store

Cafes, Bars, or Restaurants

10

NB. Online responses include from Games time in 2012 to present

Onsite Online

- D
I
4%I. 14%

Arkenford




11

33%

On my own

15%

™

With children

33%

m

With adults

20%

™

With adults and
children

Main Reasons for Visiting

To use or visit sports facilities (22%)
Leisurely walk (19%)
Passing through en route to somewhere else (14%)

Family or group day out (39%)
To use of visit sports facility (12%)
Other (12%)

Leisurely walk (18%)

Visiting attractions or experiences (17%)
Attend event at stadium (10%)

Family or group day out (45%)
Visiting attractions or experiences (11%)
Other (9%)

Arkenford



Transportation used O[] eoe

Onsite Online

@ I .
a 2= I 10%

12 Arkenford

33%

51%
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MW Total
MW East London
Rest of London

Other places

96% will return in the next year

100% will return in the next year

99% will return in the next year

89% will return in the next year

A

78%

Return visitors
(have previously
visited the Park)

22%

First time
visitors

14

59%

37%

15%

6%

In the next week

28% 7%

23%

13%

In the next month

29%

In the next 6 months

28%
20% 21%

5%

In the next year

50%

11%
4%
I

Unlikely to visit again

0% 1%

Arkenford
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[]

W Total 74% are regular visitors 26% are occasional visitors
M East London 89% are regular visitors 11% are occasional visitors

Rest of London 48% are regular visitors 52% are occasional visitors
Other places 31% are regular visitors 69% are occasional visitors
AN AN
- N7 A
43%  42%
35%
26% 26%
23%
20% 19%
17% 16%
% 16%
14% 15% 13% ° 14%
0,
11% 99, 10%
7% 7% 7%
3% 4% . 1%
|
More than once a week Once a week Once a fortnight Once a month Less than once a month Once a year or less
but at least 2-3 times a
year

Arkenford
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61% spend in the Park

Most spend on food & drink

IEZO average spend per party

Reason for not spending any money in the Park

Brought own food and drink

Cheaper elsewhere

More choice/ brand names
elsewhere

Have membership to a sports
venue in the Park

Already purchased tickets

Was not aware of places to eat
or drink

Other

Arkenford
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Awareness and Appeal of Offer o

Visitors and Non Visitors
How appealing are these to you personally?

Parklands and waterways to enjoy for leisurely walking, relaxing, cycling, etc
A range of places to eat and drink
A large shopping centre on its doorstep

Attend 'big name/ headline' events and concerts

Watch sporting events including premiership football, athletics, swimming, diving, track
cycling

The ArcelorMittal Orbit - viewing tower and slide

Attend smaller community based events or concerts

Opportunities to take part/ have lessons in various sports including swimming, diving,
tennis, cycling, bmx

Children's playgrounds and fountains
New homes and neighbourhoods next to the Park

New business/ commercial areas next to the Park

18

% who were fully or partly aware of the offer (overall)

62%

60%

52%

50%

|

47%

|

44%

|

39%

|

48% 35%

T

58% 32%

60% 24%

23%

ﬁ"

Arkenford



Associations with QEOP o 000

How much do you associate the following characteristics with Queen Elizabeth Olympic Park?
% that agree (8 or more out of 10)
Please note respondents were provided with this list of words and asked how much they associated them with the Park

Total % that associate characteristic with QEOP

80%
70%
60%
50%
40%
30%
20%
10%

0%

. Previouslyvisited [l Never visited

SN O K & L & & ¢ & o & A @ k@ Q% R
# o & F & A N O R e so & & & <8
Q® RN O & N\ ¢ ¢ QY «F <& K& NS & N P K <
2\ > N N G + N K <
¢ & < S © N & 8 ®
@& N S & @
<% < (Qef\ & @
S N <
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The Impact of QEOP =[] o

Respondents who agreed or strongly agreed with the statements

Overall

Queen Elizabeth Olympic Park offers opportunities to watch world class
sporting events
Queen Elizabeth Olympic Park offers a wide range of opportunities for sports
participation

The area is changing for the better
Queen Elizabeth Olympic Park is a successful visitor attraction

Queen Elizabeth Olympic Park has a good reputation

There is a range of cultural events and attractions at Queen Elizabeth Olympic
Park

New businesses and jobs are being attracted to the area

The Park is creating job opportunities for the local community

This is a desirable place to live

Queen Elizabeth Olympic Park offers a range of community based events
| am aware of the future developments coming to the Park

This is an affordable place to live

20

Agree or strongly agree (East London only)

88% 78%
88% 75%
87% 72%

87% 72%

86% 68%

oo
=
X

65%
80% 63%
62%
58%
56%
35%
21%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Arkenford
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Favourite Experiences/ Descriptions &[] o

A wide range of comments — particularly in relation to walking/ exploring

What 3 words would you use to describe your visit to
Why? the Queen Elizabeth Olympic Park today?

It's always full of people chilling out and enjoying being outside. There's loads of great sculpture
and landscape to see too. (Walking/ Exploring)

Very well kept, beautiful and peaceful atmosphere in the centre of a city. (Atmosphere/
Environment)

Cycling is a sport | am both interested in and participate in. Good to see professional cyclists in a
competitive environment. (Sports/ Sporting activities)

The Park has become the heart of East London, full of activity, from national and international

sporting competitions in the five world-class venues, to concerts, festivals, art installations and - ACCESSIBLE
.. Lo EXCELLENT
much more. Visitors can escape the hustle and bustle of urban living through the Park's green, EUOMTNG

open spaces and its tranquil waterways. (Relaxing)

There is a lot to do for children. The water fountains are great. Area for parents to relax. (Children/
Family/ Friends)

Visited the stadium many times during the 2012 Olympics and Paralympics so it was nice to go

back and recall memories of 2012. (Olympics/ Paralympics)
z Arkenford
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D B Total Wave 1 Wave 2 Wave 3 ’

Net Promoter Score (NPS) % rating the following elements as very good (8 or more out of 10)
A positive NPS score is good,

A% any score above 50 is excelient Litter/ cleanliness around Park _ 93%
+75 +79
+ 7 5 +70 Maintenance of the green space _ 89%
Overall NPS Personal safety around the Park _ 88%
score
Activities and things to do for visitors _ 79%
Signage/ how easy it is to find way 779%
around Park
\ Information available within the Park [@_ 73%
8 .9 olt of 10 \ The food and dripr;lili)ffer around the [g- 54%

8. 8.8 8.8 8 8 8 ¢4

Mean Overall Rating WIFI provision in the park [e- 50%

for Visit to Park

Wave 1 Wave 2 Wave 3

23 Arkenford
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Awareness Amongst Non-Visitors &0 eoe

Have some idea idea of what there is to see and do

W Have a good idea what there is to see and do

60%

40% 38% 36%
38% 27% S
& 0
20% 32% 29%
9 19% 19% 17%

0% ;

Lakeside Bluewater Queen Elizabeth  Westfield Greenwich ~ Canary Wharf ~ Hampstead Lee Valley Kings Cross /  Victoria Park

Shopping Olympic Park Stratford Heath Regional Park Granary Square

Centre

25 Arkenford
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