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1.0 Introduction 

 

1.1 Background 

In the fall of 2013, the Cities of Kelowna, Vernon, and West Kelowna, Districts of 

Peachland and Lake Country, the Westbank First Nation and the Regional District of 

Central Okanagan partnered to conduct a regional travel survey to collect daily travel 

pattern of their residents.  The Okanagan Travel Survey was a household-based survey 

targeted to all residents of the Central Okanagan and City of Vernon (combined 

population and household totals of 217,994 and 91,372 respectively). 

Similar to the survey conducted in the spring of 2007, the goal of the survey was to 

develop a database of resident travel patterns to be used as the basis for 

transportation planning, and policy development.  The comparison of the 2013 survey 

results to the 2007 dataset also allowed for the monitoring of changes in travel patterns 

between those years. 

1.2 Survey Scope and Conduct 

Data on the travel characteristics of residents are necessary to support the 

development of a regional transportation demand model and a household travel 

database, and the monitoring of the regional travel patterns.  These tools and datasets 

in turn provide the basis for the development of evidence-based policies and plans, as 

well as the monitoring of the achievement of corresponding goals and targets.  

Therefore, a data collection exercise in the form of a travel survey is required to collect 

information about the socioeconomic characteristics of residents and their various 

travel patterns such as:  

 trip origin and destination, 

 trip purpose,  

 travel mode, and 

 trip start and end times.   

Trip data was collected over a 24 hour period during the weekday (Monday-Friday) in 

the fall of 2013. 

1.2.1 Survey Areas 

Residents of the following areas were surveyed (“survey area”): 

 City of Kelowna 

 City of Vernon 
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 District of Lake Country 

 City of West Kelowna 

 Westbank First Nation 

 District of Peachland 

 Regional District of Central Okanagan 

Over the course of a 24 hour period, as residents make trips not just in their local areas, 

but to other neighbouring regions and beyond, the study area (Exhibit 1.1) extended 

further to: 

 North Okanagan 

 South Okanagan 

 External to the Okanagan Valley 

 

Exhibit 1.1.  Study Area 

Central Okanagan EastCentral Okanagan EastCentral Okanagan EastCentral Okanagan EastCentral Okanagan EastCentral Okanagan EastCentral Okanagan EastCentral Okanagan EastCentral Okanagan East

VernonVernonVernonVernonVernonVernonVernonVernonVernon

Lake CountryLake CountryLake CountryLake CountryLake CountryLake CountryLake CountryLake CountryLake Country

Kelowna InnerKelowna InnerKelowna InnerKelowna InnerKelowna InnerKelowna InnerKelowna InnerKelowna InnerKelowna Inner

Kelowna OuterKelowna OuterKelowna OuterKelowna OuterKelowna OuterKelowna OuterKelowna OuterKelowna OuterKelowna Outer

Central Okanagan WestCentral Okanagan WestCentral Okanagan WestCentral Okanagan WestCentral Okanagan WestCentral Okanagan WestCentral Okanagan WestCentral Okanagan WestCentral Okanagan West

West KelownaWest KelownaWest KelownaWest KelownaWest KelownaWest KelownaWest KelownaWest KelownaWest Kelowna

WFNWFNWFNWFNWFNWFNWFNWFNWFN

PeachlandPeachlandPeachlandPeachlandPeachlandPeachlandPeachlandPeachlandPeachland

North Okanagan CMA(minus Vernon)North Okanagan CMA(minus Vernon)North Okanagan CMA(minus Vernon)North Okanagan CMA(minus Vernon)North Okanagan CMA(minus Vernon)North Okanagan CMA(minus Vernon)North Okanagan CMA(minus Vernon)North Okanagan CMA(minus Vernon)North Okanagan CMA(minus Vernon)

South Okanagan CMASouth Okanagan CMASouth Okanagan CMASouth Okanagan CMASouth Okanagan CMASouth Okanagan CMASouth Okanagan CMASouth Okanagan CMASouth Okanagan CMA

2013 Okanagan Travel Survey
Subarea boundary

Central Okanagan East

Central Okanagan West

Kelow na Inner

Kelow na Outer

Lake Country

North Okanagan CMA(minus Vernon)

Peachland

South Okanagan CMA

Vernon

West Kelow na

WFN
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1.2.2 Survey Conduct 

The survey was a household-based survey that required each member of participating 

households, 5 years and older, to complete a “trip diary” of their trips made within a 1-

day period.  Each household was provided, in advance, an assigned date as to when 

their trip diary survey should be completed.  Residents of the survey area were invited 

through post cards mailed to homes, as well as other media (i.e. digital and print ads, 

radio ads, road signs, posters, etc.).  Specific survey conduct  

 Survey Duration:  Post card invitations delivered September 23 - October 11, with 

reminder post cards delivered in November.  The survey closed on Nov 30, 2013. 

 Survey invitation cards were mailed to residents which contained a unique 

access code to enter the online survey.   

 Central to the survey was the online survey website (www.OKTravelSurvey.ca).  

However those who did not have Internet access were provided a toll-free 

number to call for a paper-based survey package to be mailed to them, or to 

respond over the phone. 

 A variety of prizes, ranging from cash prizes, gift cards, and prizes donated by 

sponsors, were provided as an incentive for residents to complete their surveys. 

Overall, 6,972 people in 3,057 households completed the survey for a 3.3% response 

rate.  The respondents reported a total of 22,441 trip records over an effective 24 hour 

period during the survey duration. 

1.3 Survey Reports 

The survey design, conduct, and results are documented in a series of three reports:   

 Report 1:  2013 Okanagan Travel Survey – Survey Design and Conduct 

 Report 2:  2013 Okanagan Travel Survey – Survey Database and Query Tools 

 Report 3:  2013 Okanagan Travel Survey – Analysis of Survey Results and Baseline 

Comparison 

This report describes the design, methodology and conduct of the travel survey.  For 

further information regarding the description of the resulting trip database and query 

tools developed, or the analysis and results of the survey, including comparison to the 

2007 baseline survey, refer to Reports 2 and 3, respectively.  
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2.0 Survey Planning 

2.1 Introduction 

The planning of a travel survey begins with a process framework that covers the main 

components required to obtain sound travel information from a contiguous group of 

communities.  These main survey planning components are: 

1. Survey Methodology 

2. Survey Form Design & Instruments 

3. Communications and Marketing 

4. Survey Conduct 

5. Data Processing and Summary 

The following subsections describe the planning of the first three components.  Survey 

conduct is discussed in detail in Section 3.0, while Section 4.0 provides further details on 

the post-survey data processing and summary. 

2.2 Survey Methodology 

The methodological approach to survey design and conduct is based on the 

information needs that prompted the need for the survey—specifically the data 

elements.  Defining the data needs, in terms of quality and attributes, leads into the 

type of survey method and instruments. 

2.2.1 Survey Data Elements 

With a need to understand the travel patterns of Okanagan residents over a complete 

24 hour weekday cycle, in order to support policy, planning, and monitoring needs, 

some of the key data elements required from the survey are: 

 Trip origin and destination 

 Trip times (start and end) 

 Trip purpose 

 Trip mode 

 Occupancy rates (automobile) 

 Parking 

 Trip rate (per person) 

 Trip distance (computed) 

Although the results of the survey pertain to travel data, the need for household and 

person information is required to expand and adjust survey samples to the overall 

population, which is represented by census information.  This complicates travel surveys 

more than typical market research surveys in terms of information required (increasing 
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survey burden), during survey (“on-the-fly”) and post-processing computations, and the 

range of summary queries (e.g. cross-tabs) required for policy, planning, and monitoring 

purposes. 

Refer to Report 2 for details on survey data elements and corresponding data schema 

and dictionary. 

2.2.2 Survey Method 

Based on the data needs—specifically the need for a complete 24 hour profile of travel 

patterns—a household-based daily trip diary method was chosen as the best method 

to obtain the necessary data.  This method requires the use of a trip diary form that 

allows respondents to capture their trip characteristics over a single 24 hour period.  The 

subsequent survey design and instruments created were based on the goal of 

capturing a complete set of daily travel patterns of all residents (aged 5 or older) of 

participating households. 

2.3 Survey Form Design & Instruments 

The defining tools in the collection of survey data are the instruments used by 

participants to capture their responses.  Starting with a standard paper-based form, the 

2013 Okanagan Travel Survey utilized the latest web-based survey instruments. 

2.3.1 Survey Form 

Appendix A provides the final survey form designs used (paper format).  The entry 

elements are identical to that used in the 2007 survey, and similar to surveys conducted 

throughout B.C. and world-wide.   

The purpose of the first form is to obtain household information, such as household size, 

type of household, vehicle and bicycle ownership, and contact information of the 

corresponding household respondent.   

The second form asks for information pertaining to each person in the household 5 years 

of age or older.  Other personal attributes such as gender, age, occupation and/or 

school status are asked.  Mobility specific questions such as ownership of a driver’s 

license, use of mobility aids, and use of transit are also asked. 

The final and last form is the trip diary form, of which each household member 5 years 

and older are required to fill out for a randomly designated day.  As discussed in 2.1.1, 

the requisite survey data elements that are the focus of the survey are asked in a 

logical and intuitive design that allows for efficient and clear recording of trips made 

throughout the day by each household individual. 
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Integral to the proper use of the trip diary form is an understanding of the definition of a 

“trip” to ensure consistency and accuracy of expected inputs.  Appendix B provides 

illustrative definitions what a “trip” is, and conversely, what a “trip” is not. 

2.3.2 Survey Website 

Although the paper-based survey forms are instruments in of themselves, and the only 

instruments used in past surveys (i.e. pre-2000), with the advent of the internet, personal 

computers, and mobile devices, these surveys have evolved to take advantage of the 

efficiencies afforded by these technologies.  Specifically, the cost and effort in 

distributing adequate number of survey kits per household, the burden to respond using 

paper forms, and the manual transcription required once survey kits are returned, are 

reduced.  The 2013 Okanagan Travel Survey used a website design as the core 

instrument of responses, with the use of fillable-PDF documents and mobile trip diary 

apps to a limited extent. 

The website (www.oktravelsurvey.ca) consisted of the following main components and 

modules: 

 General information webpages – describing the purpose, incentives (i.e. prizes), 

sponsors, frequently-asked questions (FAQ), and contacts of local government 

officials. 

 Access request page – where eligible participants can register to obtain a 

unique and secure access code 

 Survey access page – an access-code secured page that allows entry to the 

dynamically generated survey webpages 

 Household web-form – where household contacts can enter their household 

information 

 Person web-form – where the information for each household member aged 5 

and older is entered 

 Vehicle web-form – where the information for each vehicle in the household is 

entered 

 Trip diary preparation page – where the survey day is designated and 

instructions on how to fill out the trip diary forms are provided, including 

downloadable and printable PDF forms. 

 Trip diary entry page – where the detailed information for each trip of each 

eligible household member made over the course of their designated day is 

entered. 

http://www.oktravelsurvey.ca/


2013 Okanagan Travel Survey  Report 1:  Survey Design and Conduct 

  P a g e  | 7 

 

To reduce survey burden and ensure the desired and intended information is captured 

accurately and efficiently, the user interface and online survey process was designed 

ergonomically with tips and verification logic throughout to reduce data omission and 

errors.  Appendix C provides snapshots of the survey website pages. 

2.4 Communications and Marketing 

With support from Bold! Communications, a communications and marketing plan was 

developed and implemented.  The following describe the main components of the 

communications and marketing strategy. 

2.4.1 Support Information Material 

Although the primary audience were the residents of Central Okanagan and the City 

of Vernon, in order to increase awareness and participation, information sheets and 

materials were developed to allow elected officials and local government executives 

to consistently and concisely promote the survey.  This included: 

 Information sheets 

 Q & A sheets 

 Survey partner notices and updates 

 Council briefings 

2.4.2 Survey Logo and Tagline 

Key to a marketing campaign is the branding of the object being marketed in order to 

increase awareness and invoke desired responses.  For the 2013 Okanagan Travel 

Survey, a combination of a recognizable survey logo (Exhibit 2.1) and tagline (“Help 

steer the Okanagan’s transportation future”) were developed to increase survey 

awareness and participation.  Specifically, with mailed post card invitations being the 

main mode of survey placement to households in the study area, it was desired to 

ensure recognition of the invitation cards amidst other mailed products. 

 

Exhibit 2.1.  Survey Logo 
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2.4.3 Project Contacts 

To provide public authentication and handle inquiries, contact information for local 

government officials and consultant team were provided on the website and 

communications materials.  A 1-877 number was provided to handle request for mailed 

paper forms or obtain information over the phone. 

2.4.4 Survey Incentives 

As the complexity and breadth of the survey increases what is known as “survey 

burden”, a range of incentives in the form of prizes and donation to charity were 

publicized.  The following incentives were used in order to attract respondents through 

to completion: 

 Cash awards of 1x $5000, 9x $1000 (1 used for early bird prize and 5 used for 

referral prizes), and 8 x $500 

 20 x $100 Gift Cards 

 1x Big White Ski Resort Weekend Prize 

 1x West Kelowna Warriors Hockey Season Pass 

 3 x West Kelowna Warriors Hockey FlexPack 

 60 x $25 Kelly O’Bryan’s Restaurant Gift Certificate 

 $1 Donation to United Way (Central and South Okanagan / Similkameen and 

North Okanagan Columbia Shuswap) for every completed household survey 

response 

Other than cash, gift card and donation incentives (provided by the consulting team), 

sponsors generously provided many of the prizes on behalf of the survey. 

The media announcement of the early bird cash prize draw winner provided the 

opportunity to increase awareness and participation mid-way through the survey. 

2.4.5 Household Survey Placements 

The main mode of marketing and communication of the survey was the direct mail-out 

of invitation postcards to all qualified households in the study area.  A total of over 

85,000 post cards were mailed out to each of the households in the Central Okanagan 

and the City of Vernon, resulting in effectively a 93.4% placement rate.   A second set of 

reminder postcards were mailed out to all households approximately 2 months following 

the first mail-out.  Refer to Appendix D for samples of both post cards. 

In addition to the mail outs, Facebook ads were targeted to the study area to target 

social media audiences. 
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2.4.6 Media communications 

A range of media communications were used to market and announce the survey.  

The following media were used, with most providing reduced sponsorship level costs: 

 Website “click through” banner ads (Castanet, local government partner 

websites) 

 Newspaper ads 

 Radio ads 

 Road signs 

 Community center  

 Posters 

 Facebook, Twitter, RSS 

 Media releases – general announcements and prize draw announcements 

For the media communications modes, graphics, text content, and script (radio ads) 

were developed.  Appendix E provides examples of some of the media graphics 

developed. 
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3.0 Survey Conduct 

3.1 Introduction 

The survey was conducted over a 2.5 month period between September 16th to 

November 30th, 2013.  During this time, the communications and marketing plan 

initiatives were rolled out, post card invitations were mailed out to study area 

household, public inquiries were handled, and a number of survey tasks were 

administered (including website administration and maintenance, reminder phone 

calls, and prize draw administration). 

3.2 Communications and Marketing 

3.2.1 Pre-Survey Marketing 

One week prior to households receiving mailed-out survey invitation post card, pre-

survey media communications were implemented.  Pre-survey communications 

included road signs, posters, newspaper ads, radio ads, website banner ads, and the 

launching of the project website.  

Local government staff and elected officials were notified of the communications plan 

and provided with information sheets and periodic updates.  Media releases were also 

provided to allow media services to publicize the survey. 

3.2.2 Public Inquiries 

Public inquiries were made via email and phone calls (to the 1-877 survey project 

phone number).  The call load was relatively light and could be handled by one staff 

person.  It was believed this was attributable to the general completeness of 

information and instructions on the website (which attracted over 10,000 unique 

visitors).  However, the survey project phone number was required to be manned 16 

hours a day due to calls from the public in the early morning and late evening hours.   

Inquiries ranged from general questions, to calls for assistance with the website survey 

forms.  Approximately 150 calls requesting paper forms to be mailed were handled, 

mainly from households without internet access.  

A number of inquiries via phone calls or emails were made to local government 

officials, ranging from questioning the validity of the survey to providing additional input 

regarding transportation matters given the nature of the survey.  Any inquiries regarding 

the technical aspects of the survey were directed to the consulting team. 
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3.3 Survey Placement and Responses 

The first set of survey invitation postcards were mailed out in three waves, to allow for 

the spreading of responses over three weeks to allow for a more uniform distribution of 

days designated to each respondent household.  Reminder emails were sent to 

respondents one day prior to their designated survey dates. 

 Wave 1:  Week of September 23rd 

 Wave 2:  Week of September 30th  

 Wave 3:  Week of October 7th 

 Reminder Postcard:  Week of November 3rd 

This also simulated the previous survey in which telephone calls were made over 

approximately a 1 month period. 

The rate of completion by week is shown in Exhibit. 3.1, while the distribution of 

completions by day of week is shown in Exhibit 3.2. 

 

 

Exhibit 3.1.  Distribution of Survey Completions by Week 
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Exhibit 3.2.  Distribution of Completions by Day of Week 

 

Social media, specifically Facebook, was used to recruit additional households with the 

intent to target households that may be renting a secondary suite in homes with only 

one registered mailing address.  Facebook ads were targeted to the study area, 

providing just over 5% of the total household responses. 

A number of respondents who had started their surveys but did not complete them on 

their designated dates were provided reminder phone calls, with call staff obtaining 

incomplete information over the phone.  Phone calls were also made to respondents 

who had any uniquely illogical entries, such as relatively short travel times for the 

estimated distance travelled.  However, with logic checks built into the website, these 

issues were rare. 

Approximately 2% of survey responses were mailed back, mainly from respondents who 

did not have access to a computer or the internet. 

3.4 Post-Survey Sample Size 

Upon completion of the survey conduct phase, a total of 3,077 household samples 

were completed.  The next phase is the data processing and verification and it is 

expected this sample size to be slightly reduced with removal of invalid samples.  

Mon, 19%

Tue, 27%

Wed, 30%

Thu, 24%
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4.0 Data Processing & Summary 

4.1 Introduction 

After the conduct of the travel survey, the data was downloaded from the survey web 

server and prepared for data processing.  This involved verification through logic 

checks, verifying origin and destination coordinates (i.e. geocoding verification), and 

the expansion of trip data to estimate total trips. 

After a clean and verified data base was established, a battery of queries were 

performed to the database to obtain a variety of key survey metrics and summaries 

that were used to provide custom summaries to local governments, and produce user-

friend tools to allow for further queries by transportation professionals. 

4.2 Data Logic Verification 

The data provided by each household and household members can be used to cross-

check for illogical or improbable entries.  An example would be the input of the age of 

a household member that is under 16 years of age but is noted to have a driver’s 

license.  A series of logic checks were implemented to verify the data, with any illogical 

entries corrected (either using existing data available for clues, or call-backs to correct 

the data), or rejected due to sufficiently invalid information.  The following list of logic 

checks was applied to clean the data: 

 Household Data 

o Valid address and valid response (address within study area) 

o Stated municipality verification (comparison to geocoded street address) 

o Number of people to person records (person database) 

 Person Data 

o Driver's license to age (age required to be 16 years or older) 

o Age verified to grade or post-secondary school, employment age profile 

o Full time employment vs. full time school (possible, but verified through 

manual review) 

 Trip Data 

o Trip origin and destination geocoding 

o Trip completeness - missing trips (i.e. return home missing) 

o Estimated distance verification 

o Truncation of trip distances to outside region 

o Work trips to employed status 

o School trips to school status 

o Realistic trip start and end times (relative to distance) 

o Distance by mode (realistic distribution) 
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4.2.1 Spatial Data Verification 

A significant and complex verification step is the checking of the spatial coordinates of 

each trip starting (origin) and ending (destination) location.  The web survey utilized 

Google-maps based geocoding of trips.  The geocoding was verified to a number of 

variables, including destination land use type, trip purpose, and adjacency to roads.  

Any erroneous spatial coordinates were validated and clean using the B.C. Digital 

Road Atlas spatial dataset, which is considered the de facto road centerline network in 

B.C. 

4.3 Trip Segment Data Expansion 

After the collection, refinement, and cleaning of the survey database, the survey 

sample was expanded to regional control totals.  This required the development of 

data expansion factors and the use of statistical procedures.  Data expansion involves 

factoring the survey sample to a regional control total (the survey universe).  The data 

can then be used to represent absolute values for the estimation of travel summaries. 

At this stage, certain biases in the data can be eliminated by stratifying the sample 

before expanding.  For this survey, the method employed did not require sample 

stratification as the survey placement was made effectively to the entire population.  

However throughout the survey conduct, check were made to ensure responses were 

representative by subarea and household size in an effort to monitor for any sample 

bias towards specific geographic locations or smaller/larger households. The five 

subareas are defined as: 

 Vernon 

 Lake Country 

 Kelowna, Central Okanagan (East) 

 West Kelowna, Westbank First Nation, Central Okanagan (West) 

 Peachland 

For each subarea, the data was further disaggregated based on household size.  Five 

categories of household sizes were used: 

 One person 

 Two persons 

 Three persons 

 Four persons  

 Five and over (5+) 

 

The resulting stratification for purposes of expansion factor development was 25 (five 

subareas x 5 household sizes).  The total number of households in each of the 25 sample 
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groups was estimated using a combination of 2011 Census data and 2013 population 

estimates produced by BC Stats.   

The 2013 population estimates were adjusted by BC Stats to account for the 2011 

Census undercount and to include persons in private households and institutions.  As this 

was a household survey, an estimate of the 2013 population in private households is 

required.  First, the 2013 estimates were converted to Census Subdivision Areas (CSD).  

2013 population in private households and total households were then estimated for 

each CSD as follows: 

 

𝑃𝑂𝑃2013𝐻𝐻𝐷 = 𝑃𝑂𝑃2013𝑇𝑂𝑇 (
𝑃𝑂𝑃2011𝐻𝐻𝐷
𝑃𝑂𝑃2011𝑇𝑂𝑇

) 

𝐻𝐻𝐷2013𝑇𝑂𝑇 = 𝑃𝑂𝑃2013𝐻𝐻𝐷 (
𝐻𝐻𝐷2011𝑇𝑂𝑇
𝑃𝑂𝑃2011𝐻𝐻𝐷

) 

 

This data was aggregated by municipality and the number of households by family size 

were calculated based on household size ratios from the 2011 Census.  This data was 

then aggregated to the five subareas providing a household universe for each of the 

25 sample groups.  Expansion factors were calculated by dividing the household 

universe by the number of survey samples in each group. 

The resulting expansion factors were: 

 

1 Person 
HHD 

2 Person  
HHD 

3 Person  
HHD 

4 Person  
HHD 

5+ Person 
HHD 

Vernon 58.64 27.28 46.88 41.51 69.85 

Lake Country 50.53 26.99 29.59 39.50 46.75 

Kelowna, Central 
Okanagan (East) 

46.92 27.49 41.27 36.86 68.33 

West Kelowna, WFN, 
Central Okanagan (West) 

68.00 30.67 48.02 46.44 56.33 

Peachland 38.00 17.18 38.71 41.40 54.00 

 



2013 Okanagan Travel Survey  Report 1:  Survey Design and Conduct 

  P a g e  | 16 

 

Overall, the target of an average expansion factor of 45 was achieved (effective 

average was 44, with lower values being better), with variations from this average 

reasonable. 

In summary, data expansion not only allows for the estimate of absolute figures (e.g. 

total trips) but the expansion factors take into account the bias of the resulting sampling 

distributions, with the main variables accounting for bias assumed to be location (i.e. 

area) and household size (i.e. number of people per household).   

4.4 Validation 

While verification is the checking of the data for logical consistency and validity, data 

validation tests the quality of the data relative to “truth”, or comparison to other well 

established or validated datasets, such as Census, or the testing of results through “face 

validation”, or validation through past experience and expertise. Both methods of 

validation were employed to assure the quality of the resulting data for the 2013 

Okanagan Travel Survey. 

4.4.1 Validation to Census 

To validate the survey data to Census data, the expanded totals from the survey are 

compared to their counterpart data from Census.  The precision (degree of 

comparability) will be due to the quality of the expansion factors, as well as any 

differences in the year the data represents.  However, for purposes of validation, the 

comparisons should be adequate with expected differences. 

 Total Study Area Population:   

o Travel survey (2013):    92,621 

o Census (2013 BC Stats adjusted):  91,372 

o Travel survey 1.4% higher 

 

 Total Study Area Households: 

o Travel survey (2013):    214,611 

o Census (2013 BC Stats adjusted):  217,994 

o Travel survey -1.6% lower 

 

 Gender Distribution: 

o Travel survey (2013):    53.7% females 

o Census (2011):     54.1% females 

o Travel survey -0.4% lower 
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 Commuting Mode Shares: 

o Automobile: 

 Travel Survey (2013):  86.0% 

 Census (2011):   87.2% 

 Travel survey -1.2% lower 

o Transit 

 Travel Survey (2013):  3.7% 

 Census (2011):   3.4% 

 Travel survey 0.3% higher 

o Walk 

 Travel Survey (2013):  6.2% 

 Census (2011):   4.9% 

 Travel survey 1.3% higher 

o Cycle 

 Travel Survey (2013):  3.8% 

 Census (2011):   2.6% 

 Travel survey 1.2% higher 

 

The total population and household estimates are comparable between Census and 

travel survey data, which represent similar years (2013).  The gender estimates (females) 

are comparable and difference can also be accounted for due to differences in years 

(Census figures represent 2011).  The commuting (travel to work) mode share are also 

comparable, with differences (e.g. reduced auto use, and increased transit and active 

modes) possibly attributable to different years (Census figures represent 2011) and the 

fact that more investments in transit and active modes were made in recent years. 

The validation to Census data suggests the 2013 travel survey data is reasonable and 

reflective of the demographic and commuting characteristics of the study area 

residents. 

4.4.2 Validation to Previous Survey 

A comparison to the previous 2007 travel survey allows for a “face validation” of the 

resulting 2013 survey data.  With an understanding that there will be typically subtle 

changes between the summaries of each survey (given changes in demographics and 

travel patterns between the two years), variables that are relatively constant over time 

are trip rates and the profile of trips per hour over the course of the day. 

The average daily trip rate per person was 3.37 in 2007, and 3.34 in 2013, or a 1% drop.  

As it can be seen, the trips rates are relatively stable, suggesting the 2013 survey 

methodology is consistent with 2007. 
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A comparison of the plots of the pattern of trip starts per hour between survey years 

can also provide a sense of validation, as the distribution of trip starts over the course of 

the survey day should remain relatively stable (i.e. the same shape), with the 2013 

survey data showing a slightly higher curve (i.e. amplitude) given the increased 

population and relatively stable trip rate. 

As shown in Exhibit 4.1, the distribution of trip starts (per hour) over the course of the 

survey day for the City of Vernon and Central Okanagan residents are similar between 

2007 and 2013 surveys (with what seems to be increases in trips during morning and 

afternoon peak periods, as expected).  This suggests the 2013 data is valid relative to 

the 2007 data, and that relative comparison should be statistically sound. 
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Exhibit 4.1.  Distribution of Trip Starts (per hour) over the Survey Day, 2007 and 2013 

 

4.5 Final Sample Size and Summary 

Overall, the final valid and clean database consisted of 3,057 households of 6,972 

people for a 3.3% response rate.  The respondents reported a total of 22,441 trip records 

over an effective 24 hour period during the survey duration. 

Summaries of the results of the survey were provided to local government councils and 

boards, including medial releases in May 2014.  

Detailed analysis and results are provided in Report 3:  2013 Okanagan Travel Survey – 

Analysis of Survey Results and Baseline Comparison. 
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Appendix A – Travel Survey and Trip Diary Forms 

 

Household Form 
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Person Form 
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Trip Diary Form 
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Appendix B – Trip Definition Examples 
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Appendix C – Website Instrument Design 
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Appendix D – Postcard Survey Invitation 

 

Initial Mail-out Design 
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Second Mail-Out Design 
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Appendix E – Example Media Graphics 

 

Click-through website banner ads 
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Poster 
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Roadside Sign 

 

(example draft for signage) 
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