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Winnipeg has not always been blessed with a good image. In fact, the city tends 

to be viewed unfavourably in other parts of Canada. This is despite the fact that 

when indicators of its quality of life are scrutinised, the city seems to be desenring 

of a much more positive image. This study analyses the discrepancy between the 

city's actual qualiry-of-life image and that which it should be expected to have. It 

also artempts to decipher some reasons for the existence of these images and to 

suggest some policies which plamers can adopt to address the discrepancy. 

Using a number of previously done studies as both methodoiogical and 

substantive guides, the thesis employs original key informant interviews and 

content analyses to provide a complete inventory of Winnipeg's quality-of-life 

image. The result is that certain aspects of the city's image, namely its climate and 

its economic opportunities, are viewed more negarively than others. It was also 

determined that the city had strengths (its arts and recreational opportunities, 

housing costs and the actual state OF its economy), some of which were already 

possessed of a positive image, and some of which were not. Planners, by 

emphasising the city's positive aspects and creating policies to address the 

negative ones, can begin to alter Winnipeg's perceptual problerns. 
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The word image has many comomtions. lmnge is often thought of as 

something tlighty and inconsequential, nor worthy of consideration especially in 

light of a subject's true and much more substantial nature. To use a well-known. 

if somewhat silly demonstration: if something quacks, it is a duck. Even if people. 

for whatever reason, think it is some other animal, it does not change the fact that 

its true nature is diat of a duck. Perceptions that suggest otherwise are held to be 

rneaningkss and serve o d y  to cloud reality. But, image and are 

anything but meaningless and flighry. They can be very p o w e h i  influences on 

human behaviour. How a subject is perceiued is critical to the reaction and 

behaviour of people towards that subject. ofien playing a more important role than 

reality. In fact, reality often is not even considered. If people perceive the duck 

to be a chicken, they will react and behave entirely differentiy than if they thought 

the animal w2s a duck. Using a more concrece, realistic example: if a particular 

neighbourhood is perceived as unsafe. then people will be afraid to go there. 

regardless of whether the place is truly unsafe or not. in this case. the perception 

of danger is able to supersede reality - a very strong hdicator of the power that 

perception can hold. 

Perceptions and images of places, no matter how accurately or hom- badly 

they reflect reality, c m  profoundly affect the interactions people have with those 
7 places. and in tum can impact the place itself: There is a direct connection 

between image, perception and behaviour. with some scholars even putring forth 

'For the purposes of this discussion. "perception" a n  be defined as the sensory process which ïct.. 
as an intcrvcning filter becween people and the environment. "Image" is the resultant m e n u 1  
constmct of the pcrceived environment. In other words, an imtrge of an environment is formed 
through a scries of filtering perceptions of chat environment. 
7 -Kapoport, Amos. Hrtrnnn Aspects of Urhn  Fonn. Oxford: Pergamon Press, 197. p. 46. 

Dino Ciuitmese The Power of Perception 3 



that al1 behaviour depends on the images3 Image's effect on behaviour influences 

how a society develops as well. As Boulding scates, "the icien of progress always 

precedes ~ l eve lo~rnen t~~*  (my emphasis). Conscious change requires the image. If 

a person or group of people does not have an  image of themselves or their world 

in some future state, they will never act to reach that state and will remain locked 

forever in the same condition. To borrow an example frorn Boulding, Columbus 

never would have reached North AnleriCa if he  had not perceived the world as 

being round, thus giving him the inspiration to ûy and reach the East Indies by 

sailing West. 

The images held by people thus drive. among other things. where they will 

move to, what city (or parts of a city) they will visit, priorities in planning goals, 

Ievels of business investment, and how the urban environment wül be organised.' 

The implications for cities and planning are thus quite strong. This is especially 

true in today's world. 

Globalization of the economy, the increasing ease of long-distance 

communication, and the continued dominance of a Western economy that relies 

on  consumption of goods and resources have made the world increasingly more 

cornpetitive. Countries and cities vie fiercely with each other to attract to their 

locale industry. tourists, prestige and ultimately, a better way-of-life for their 

citizens. This inevitably leads to cities marketing themselves, noc as phces of 

human senlement o r  enterprise, but instead as cornrnodilies. In this way, cities 

becorne like any other product or service diat is bought or soldm6 As with other 

products on  the market, the perceptions and images people hold about a product 

380ulding, Kenneth. n>e Imnge. Ann Arbor, Mich.: Univeniiy of Michigan Press, 1956. 
4~oulding. op. cil.. 113. 
5~apopon (1777). op. cit.. 46. 
6~aspaly, Micharl .  Resbnping Cities for Torrrisls: A Critique of Mrbnn Tooutirm Devefoprnenr: 
Wirin@qj Cnse Stzrdv. University of Manitoba thesis, Fd1 1995. 
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are vitally important in the attempt to seIl or  ptomote it, ofien emerging as the 

major influences in a buyer's decision.' Once again, the potential for image to 

influence behaviour becomes apparent. 

In this atmosphere, cities must then do their utmost to ensure that their 

image remains favourable to their "buying public": the tourists, businesspeople, 

and opportunity-seekers that the city is lookhg to artract or keep. These "buyers" 

are met with a worldwide market of places that are Iooking to attract them. and 

those cities whose image is less than engaging wili face the unenviable task of 

trying to alter the views of their "buying public", often in quite a substantial 

marner. The implications for how a city must plan for its hture and for the needs 

of its Qtizens are thus large. If image indeed infiuences the behaviour of people. 

then a city with a more positive image would have a completely different set of 

planning priorities than one with a negative image. For instance, a city could be 

generally viewed as having a rapidly-expanding market due to a burgeoning 

population. This type of city would tend to attract a higher proportion of 

commercial development- Not only would the actual physical developments have 

to be planned for, but because the demand for development would be relatively 

higher, the city would quite possibly have more discretion at its disposal in 

approving developments. This would allow them to craft developments more to 

their liking, gaining concessions from the developer which could not otherwise be 

gained. Image thus has clear implications for planning. 

This study, The Pozuer of Percqption: Winn @egk Image at Home and Awa-y, 

will focus on the image of one Canadian city and the reasons that have led to the 

'~orler. Philip. Donald Haider and Irving Rein. 7here1s N o  Place Likç Our Place! The Marketing 
of Citics, Regions and Nationsn h m  Frrturîrt. Volume ?, Number ?, Novembcr-December 1993. p. 
20. 
Scc also Boulding, op. cit. 
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forrnation of its image. As a City on  the Canadian Prairies, Winnipeg, Manitoba has 

not been blessed with a particularly vibrant image, a fact that has not gone 

umoticed by its citizens and leaders: 

Wirbin Canada. Winnipeg5 perception of being a n  isolatecl icebox 
und its historie role as a rail bead and stockyards centre hme 

corn bined to projecf a amoderaie!v negatit~e image that is not accu rate 

but still wideiy beId A cornmon negatiue image conveyed tbrocigb the 
national media ir [bat Portage and Main is the coldest qat in 

Canada. 7he City also suflm /mm a bland business image.. . .bïosr 

business persans recognize fbat il is a Carradian ciîy but know little 
more about it. 

As great a city as if sS, Winnipeg szflfm from a profozmi but 
mispïuced in fmertoriry complwc. 

- Dan Le#, c o h m n ,  Winnipeg Free Press, ~pr i f  1 % 19% pg. A10 

The evidence for Winnipeg's image inherent in these quotes is further 

bolstered by this researcher's own experiences. Upon leaming that 1 was CO leave 

home in Calgary and continue my studies in Winnipeg, the reaction from friends 

and family was decidedly negative. Archetypal responses were phrases such as 

"I've never heard anything good said about Winnipeg." and "What the hell do you 

want to go there for?" These were ofien accompanied by remarks about the coid 

weather, the flat geography, and the "less than robust" economy. Media reports 

also further added to a negative perception of the city. 1 could quite honesdy say 

that 1 had heard little good said about Winnipeg. Nor ali that surprisingly then, m y  

expectations for Winnipeg were rather low. 

Dirro Ciuikmse The Power of Perception 5 



Thus, as I &ove into town along Portage Avenue, my first real glimpses of 

Winnipeg were shocking - not from how different Winnipeg seemed from Calgary. 

but from how similar the two cities seemed in at Ieast the physical sense. Other 

than an overwhelming sense of the flamess of the area, Winnipeg looked like a 

typical prairie city, or for that matter, many other cities. Strip developments, 

suburbs that stretch forever, multi-lane roads packed with cars - the features OF the 

twentieth century city were readily apparent in both places. This state of affairs 

aroused my curiosity. If Wnnipeg was in fact so simiIar to other cities (albeit on 

an admittedly somewhat superficial initial level), why had it corne to inherit such a 

bad image? Was the image that I had formed of Vüimipeg shared by orhcrs? Does 

the image have any effect on the city? Thus began the Iine of inquiry that would 

evolve into this thesis. 

The study takes a multi-faceted look at Winnipeg's image by asking three 

questions: What is the city's actual quaiîty-of-Life image and how does it compare 

to what various indicators suggest that image should be? If a discrepancy exists 

between the two, then why? What c m  planners do to alter this image? 

The focus on quality of life is not random or arbitrary. It is a term which is 

frequently used and has many interpretations. While these interpretations range 

widely and cari refer to nearly every facet of urban life, at the essence of the terni 

is a regard for how well or how poorly people are allowed to live their lives8 As 

will be demonstrated, the term has svong links to planning, for both planning and 

quality of life are about providing for the needs of a city's residents. By focusing 

on this relationship, the study is given a centre and thus becomes more 

manageable. Concentrating on how well the city allows people to live their lives 

8 ~ r c ~ s h ï ~ k y .  M. and Abbe K. Fabian. nPsychological Aspects of the Quality of U&an Life." 
from Qrralit4, of Urfinn L@: Social, Pqcho/ogicaC and Pbysicd Conditions. Dieter Fric k, ed. New 
York: Wrrltcr de Gruyter, 1986. p. 8. 
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(from 3. planning perspective), thus permits one to avoid the task of dealing with 

the countiess other aspects of the city which are available for study. 

Of course, the quality-of-life image c m  be broken down ïnto a number of 

sub-categories or components. Winnipeg might be viewed quite differently by 

varying socio-economic groups, or even by the same person looking at different 

aspects of the city. Someone who sees the city as unfavourable in reference to 

crime may also view it as a wonderful place !O obtain an education. These two 

images are not exclusive of each other o r  incompatibIe. They simply refiect the 

subjective and fluid nature of the topic. Thus, to gain a better understanding of 

Winnipeg's whole image, a number of these different "sub-images" of quality of 

life will be presented. 

There are a number of components of quality of life that are typically used 

in similar studies. These include employment oppominities, recreational 

amenities? climate and affordability of housing. It is these typical components 

which will Fom part of the fiamework of the study, becoming the "sub-images" 

which will reflect the vanous aspects of life in Winnipeg. In addition, the study 

will look at the notion of sense of place as an aspect of quality of Me, giving the 

thesis an eIement that goes somewhat beyond the hard statistics that are usually 

employed in other studies of quality of Iife. 

Further differentiation can also be found. Much of the literature deding 

with image points to a dichotomy between the image held by those familiar with 

an area. such as residents or  frequent visitors, and that held by outsiders, such as 

those who rarely o r  never visit. The study will also explore Winnipeg's image 

from these two viewpoints, resident versus outsider, to see if in fact a dichotomy 

exists between the two. 

The study is thus based on the following three research questions: 

Dino Civitarese The Power of Perception 7 



1. What. in the eyes of its residents and its non-residents. is the degree of 
discrepancy berneen Winnipeg's evidenced quality-of-life image and the image 
expected from its actuai quality-of-life indicarors? 

2. Why does this discrepancy exist? 

3. What can planners do to bridge the gap? 

The fmt question seeks to borh verify the existence and discover the nature 

of the discrepancy between the city's actual image and the image of quality of life 

which is to be expected from the base conditions which exist in the city. In order 

to gauge this discrepancy, it is necessary to delimit exactly what Winnipeg's image 

is, if only to ascertain how far its strays from what is to be expected. However. 

this delimitation also serves another purpose. Because the study originated from 

the researcher's own negative perceptions. the possibility exists that the whole 

study will have been based solely on those negative perceptions instead of what 

society-at-large perceives. Since al1 persona1 observations are informed by  the 

observer's own values, culture and mords, they may not reflect what is felt by 

larger society. To combat this, the existence of the images upon which the study 

was personally inspired must be confiirmed and authenticated in the iarger societal 

context. If the images and views of Winnipeg held by the researcher are also 

present in some larger segment of society, then personal bias is made irrelevant or 

at least reduced significantly. This can be successfdly accomplished by delimiting 

Winnipeg's quality-of-life image. 

The second question goes beyond the recording and comparing of images 

inherent in the fus. Deterrnining why the discrepancy exists allows one to gain 

deeper insight into the phenomenon. Knoaring why images exist also allows one 

to know if they are the result of human action or inaction, such as poor marketing, 

or of more "natunl" causes that have to do with the normal evolution of a city 

through history. This type of knowledge is essential if one is to act to improve the 

Dino Ciuirnme The Power of Perception 8 



city's image and bring it more in concert with W i p e g ' s  actual quality of Me. 

Thus. discovering the answea to the second question automatically provides clues 

as to how planners c m  act in addressing the problem, and therefore makes 

anstvenng the third question a simpler task. 

The third question is asked in order to guide planners in improving 

Winnipeg's image. Having detemiined the state of Winnipeg's image. and the 

reasons for its existence. the next logical step is to design suategies to address the 

matter. Ml the effort put into assessing Winnipeg's current image will have been 

for naught if some guidance into the future cannot at least be suggested. 

Yet. how is a study such as this useful? Primarily, it can be exuemely 

beneficial to a city's promotional groups. By outlining what people think about 

Winnipeg, both positively and negatively, this research will allow promotional 

agencies to have a valuable resource at their disposal. They wili be able to see 

more accurately what aspects and images of the city they should be promoting, 

and what misconceptions and other obstacles they must overcome. Thus. groups 

such as the Winnipeg Chamber of Commerce. Economic Development Winnipeg, 

Tourism Winnipeg and even the City of W i p e g  should fmd the study useful. 

The study could also prove useful as a prototype for similar studies of other 

cities. Cenainly, Winnipeg is not the only city which has perceptual obstacles to 

overcome. Hopefully, by using the methods contained in this study, other locaies 

with perceptual problems wili be able to assess their images in more definite ternis 

and gain some direction as to what problems they need to study more closely. 

In an academic sense, the study couid be an effective demonstration of the 

link between image, perception and behaviour, giving a reai life example of what 

is oFten relegated only to theoretical discussion. Furthemore, image is ofien 

thought of in a frivolous, superficial sense and not regarded as a tme stimulus for 

behaviour. By giving some evidence that people wiii act based on the images 
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they hold, it is hoped that this "image" of image can be overcome. and lead to 

other important studies in the field which will encompass other cities and regions. 

Lastly, it is hoped that the study, by outlining some of what is positive or 

negative of the city. can lead the way to change. Images are very resistant to 

char&, and any attempt at instigating change will necessarily be a gargannian 

effort. With the state of the city's image revealed, it will hopehily be casier to 

accomplish the mammoth task of changing and altering views that people have of 

the city. 

As for the work itself, Chapter 2 foms a solid theoretical base for the srudy. 

Several topics are  analysed: the concept of quality of life and its link to planning: 

the many theoretical facets of image and perception, including concepts of place 

identity and place anadiment; an overview of existing studies of Winnipeg and its 

image; and a thorough explanation of the research questions and methodology 

employed in the study. Chapter 3 gives a brief socio-economic and historical 

profüe of W i p e g  in an attempt to foreshadow possible reasons for the existence 

of its image. Chapter 4 discusses the fmdings of the srudy - the actual images 

people have of Winnipeg taken from a number of different vantage points and 

sertings, set against the quality of life that should be expected from commonly 

accepted indicators. Chapter 5 concludes the study by attempting to ascertain 

some reasons for why the discrepancy exists between Winnipeg's image and its 

expected quaiity of Me, through the use of interviews with key informants. The 

chapter also lays out some strategies for how planners can act to remedy the 

situation. 

- -  

9~oulding. op. tir.. 8. 
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A. 1s there such a thing as a "me" image? 

In studying image, an obvious argument quickiy cornes forward. By 

definition, the subject of image itself is fraught wich subjectivity. for everyone who 

experiences the city experiences it in 2 slightlp different way. A multitude of 

differing images of Winnipeg thereby arises. The fact that the study arose from a 

set of the researcher's own persona1 observations automaticcilly lends some hrther 

subjecriveness and bias to the effort. In this amosphere, it is difficult to say that 

one. or a set. of these images is more worthy of study than the others - al1 the 

"experiencers" have presumably had a legitimate interaction with the city, and thus 

al1 the experiences have been lent some degree of vaiidity. Not surprisingly, it 

then becomes even harder to say that there is one, or a set, of images that are 

more reflective of reality or chat give an accurate representation of Winnipeg. In 

this light. who is to Say what is "right"? 

Yet, countless atternpts have been made at answering that very question. 

The effort arises from the importance image can have o n  behaviour and 

decision-making, and whether image or reality shouid be the basis for those 

decisions. For example, when people Feei a need or  desire to move to, invest in 

and/or visit a city, they are faced with choices between a variety of cities. 

Comparative sons of questions emerge: how does this city compare to that one? 

whar qualities does this city possess that others donrt? what does City A do better 

than City B? which city will offer me the most? which one's image is most 

appealing? is one image more "me1' than the other? 

If one assumes for the moment that image is indeed an impetus for 

behaviour, then anyone faced with making a decision from a set of choices can 

logically be assumed to be acting on a series of mental images about the choices 
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at hand. This inevitably leads to cornparisons between the various images 

presented. Whatever qualities the city exhibits to the decision-maker wiil be 

filtered through his or  her set of values to form a particular set of mental images 

about those urban qualities. Those images are then judged against the 

decision-makerls own checklist of what is good or desired in a city, and the 

decision is then rnade.1° 

This idea of an intemal checklist for the purposes of comparative analysis is 

an imponant one. Based upon the values held by the individual. the checklist 

allows one ro have a personalised and idealised mode1 of the urban environment 

at hand which is usehl in assessing how close (quantisatively and qualitatively) a 

city cornes to one's own very subjective idea of "perfection." 

However, the use of an ideal mode1 of the urban environment need not be 

restricted to the level of the individual. The logic and mode of action can easily 

be extended to a greater societal scale, appropriate to the study at hand. Since 

one of the goals of this study is to assess and analyse Winnipeg's image in the 

eyes of various members of the public, perhaps it is wise to extend the use of an 

idealised framework to this larger arena as weli. In assuming that Winnipeg's 

image is unfavourable in some aspects, and that it may need improvement to 

coincide with its expected quality of life, it has likewise been assumed that it has 

not yet achieved "perfection." The very fact that a negative image of the city exists 

implies that a more "perfect" state exists as well. 

The concept of a pedect, ideal city is not a new one. Historically, every 

society has built and altered its cities according to what the society values most - 
its ideals for the "good city".ll Of course, the ideü of what a "good city" is has 

10~oulding, op. cil.. 11. 
' ~ ~ n c h .  Kcvin. A 7 h e o ~ *  of Good City F o m .  Cambridge. Mm.: MIT Press. 1981. p. 1 10. 
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varied throughout history and across dfierent cultures. The Ancient Greek 

philosophers. such as Plato, valued poiitical access. His ideal city was thus limited 

to about 5,000 households, such that no  city would have been bigger than would 

allow for al1 landholders to have their voice in a direct democracy. Religious 

bases for "goodness" also were (and still are) used. For example. the cities of 

h c i e n t  India were laid out o n  the b-sis of the cosmic significance of the mandala. 

a symbolic circle-within-a-circle design used extensively in Buddhist and Hindu 

culrure. Indian cities were thus fomed as concentric rings divided into squares. 

Further examples c m  be drawn frorn every culture and dominant ideology. 

It quickly becomes evident that because every society can have a different 

world-view, countless versions of the "good city" can result. There is no 

philosopher's Stone that will reveal the one true rendering of the "good city." 

Many scholars have thus been led to criticise the whole concept as obsolete. and 

the resulting discussion becomes enrwined with that of post-modem thought in 

general: those believing in an  absolute version of tmth (absolutists, positivists or 

objectivists) spamng with those who believe al1 tmth is relative (relativists or 

consrnictivists). l2 

The relativists see truth as ultimately being unattainable because everything 

is socially constmcted. Nothing is truiy reflective of cosmic reality because it has 

al1 been shaped by human values, perceptions and attitudes. There is no reality 

except that which we create. Since nothing is absoluteiy true and cannot lay c l a h  

to being so: then logically every way-of-life, every choice made, and every human 

belief has value in and of itself. It cannot be rejected as being wmng or  untrue. It 

Sec also Helcn Roscnau. The lded Ciîy It's Architecfzrrd Reuolzrtion in Ecrmpe. Third edition. 
London: ivlcthucn and Co. Ltd., 1983. p. 3. 
'~nderson. Walter Tmctt. R e d i t y  lm l W%nf it Used lo Be. New York: Harper and Row. 1990. p. 

13. 
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has tmth in that it works for the particular group or  individual subscribing to the 

belief. Tmth is therefore subjective and relative. 

How does this mode of thinking apply ro cities? Since there is no absolute 

tmth, there are therefore no universal rules for the "good city" - "the modem city 

is determined by the flexible laws of its interior 1ife?3 Every city is df i ren t .  

created out of i ts  own particular set of circumstances, with its own deteminants 

for what is right, and what is "right" in one city may not be in another. 14 

The argument from the absolutist side holds that this type of relativism is 

ultimately dangerous if applied to the city. The rejection of the "truth" of the ideal 

city leads to a surrender to subjectivity: the city camot get "bener" and sirnply "is 

what it is." No intervention is therefore necessary or even possible since whatever 

forces have shaped the city have created an entity that is ultimateiy "right" for its 

citizens, and reflective of their values. The justification is thus present to do  

nothing, even when faced with cities chat are obviousty less than perfect due to 

crime, poverty, injustice or any other sort of il1 that typically befalls an  urban area. 

The possibiiity of justification of d l  a city's üls leads chose who argue 

against relativism to thereby proclaim that an ideal is necessary. if o d y  to use as a 

guidance tool.15 As has already b e n  stated, the ideu of progress or of some 

future srate typically precedes conscious development and change. If a city is to 

improve itself, it musc have an ideal to aspire to, and a direction in which to 

charnel development and growth. The use of an ideal "good city" mode1 also 

serves to clarifjr and expose exactly what is important to a place's citizens. 1G 

13~rnussen .  Steen Eiler. nComment;lry.w from 7oe ~MetmpoILs and Mmfd li/e. Robert M. Fisher. 
ed. K m  York: Russell and RusseII, 1955. p. 360. 
l4 ibid. 
15t>auer. Caf herine. "Commentary ." from 7oe MefmpoIis and Mental Lfi. Roberr M .  Fisher, ed. 
N c ~ v  York: Russell and RusseIl, 1955. p. 370. 

James L. and John J. Macionis. fie Sociologv of Cities. Second edirion. Belmont, Calif.: 
Wadsworth Publishing Company, 1987. p. 443. 
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Simply by v ime of declaring that they aspire to something, the values that those 

aspirations are built upon become clear and thus open to question. debate. and 

ultimately change. 

Consequently, some forrn of "good city" seems to be appropriate, despite 

the arguments that can be made against it. The relativist arguments that every city 

is different and is fomed from a particular set of circumstances, and that what is 

"right" for one city may not be for another cerrainly do have an ironic element of 

m t h  ro them. No one would reasonably argue that evexy city is exactly the same 

or that there is an absolute, ideal version of the "good city" suitable and applicable 

to dl places. But neither is it healthy to completely surrender to relativism. As 

Bauer has implied, there must be something to aspire to. otherwise al1 manner of 

wrongs and inequities can be justified. 

To some extent. this line of reasoning therefore justifies the carrying out of 

the study. If negative images of Winnipeg indeed emerge from the research. they 

cannot be sirnply accepted as inherent to the city. Any deficiencies must be 

addressed. 

This approach is fundamentally positivist in character, and seerningly mns 

counter to the intuitively relativist nature of image and quality of life. Image by 

definition is a result of phenomena being fütered through people's values. It is 

unredistic to expect one image to be cornrnon to al1 those who interact with the 

city. It therefore does not approach the value-free state which positivist thought 

requires, where we aIl experience our environments in the same fundamental way. 

Further, the relationship between image and behaviour, and the theory behind the 

formation of image are both hard to prove scientifically. It thus seems that the use 

of a "good city" approach imposes a positivist f m e  of reference upon what is 

essentially a constructivist concept. 
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Still, this imposition is not entirely unjustified, for there are some things 

which are in fact universal to al1 people. Ultimately, we a11 have needs that must 

be fulfilled. Maslow categorised human motivation as being based on the 

iülfillment of a hierarchy of needs, from those dealing with pure survival (such as 

food and shelter) to those dealing with persona1 gronrth. These needs are 

common to al1 people, and cities must be seen as proficient in the provision of 

these needs in order for their populaces to develop good images about them. The 

better the city is at providing for these needs, the better its quality of Me. Thus. 

quality of life may be prove usehl  as a unifj-ing concept. 

B. Quality of M e  

The links between quality of life and planning are strong. The necessity of 

providing for the citizens of a community, and ensuring that urban developmenr 

occurs in a manner that is beneficial to members of society is at the essence of the 

planning profession. Likewise, the focus on neeb: provision is at the core of the 

quality-of-life concept. l7 Rirther bonds are formed by the all-encornpassing 

nature of both.18 Planning tends to look at the city from a comprehensive 

viewpoint, taking into account nurnerous aspects of the city when Formulating 

policy and making decisions. The focus of quality of life can be just as 

wide-ranging. But, the ultimate links occur between the aspects of urban life 

planners rypically address, and the effects that a change in quality of life a n  

impart to them (and vice versa). This relationship is skilhlly illustrated by Myers 

(see Figure 1). 

17~tick, Dicter and Hans-Wolfgang Hoefen. "Pan D: Man-Environment Relationsw from Tbe Qunliry 
of Urbntz fixe: Social, Psycbological and Physicd Condifions." Dicter Frick, ed. New York: Walter 
de Gniytcr, 1986. p. 152.; Sec also Proshansky and Fabian, op. cit., 8. 
18~ycrs. Dowell. "Building Knowledge About Quality of Lifc for Urban Planning." fmm jorrrnnl of 
the Arnerfcarz Phnning Association. Volume 54,  Numbcr 3. Summer 1988. p. 348. 
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Migration 

URBAN GROWTH 

QUAlJlY OF UFE 

hlfi8~7IUC~&SeWices 
(reserve capadly~ualiry( 

Urban Design TranspoRation 
Arts and Culture Water and Sewer 
Enteriainment Housrng 
Restaurants Land Developmenl 
Shopping Parkgopen Space 
Economic Development Enwronrnent 

Schools 

Figure I : Ihe Relntfonship of Qzmlity ofLi/e to Urban Planning. Taken from 
Dowell Myers, "Building Knowledge about Quality of Life for Urban Planning. " 
pp. 347-358. 

Myers is able to demonstrate graphically how planning, by focusing on the 

areas it traditionally deals with (Iisted in the boxes), can facilitate improvement in 

the quality of life in a city. For example, good urban design will irnprove what 

Myers iists as "urban arnenities", which in turn will improve the city's quality of 

Me. This improvement wiii attract others to the city, spumng business and 

population growth. Planners then must deal with the impacts of that growth, and 

the cycle then begins another revolution. The opportunity to influence and alter a 

cornmunity's qualiry of life thus becomes readily apparent. 

Some would argue that not ody is there opportunity for planners to alter 

quality of Me, but that it is a duty of theirs to ensure that their city's quality of life 
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is as good as possible.19 With upkeep and improvernent of the quality of life as a 

constant aim. the degree to which a pian o r  policy achieves this airn becomes the 

determining factor in whether it should be adopted or rejected. 

Whether one believes there is a dury to consistently improve quality of life. 

or that there mereiy exists great opponunity to do so, the Fact remains that 

planning and quality of life are inextricably linked. Perhaps now it is prudent to 

move into a more in-depth discussion of the concept of quality of life itself. 

Quality of life shares many traits with the notion of image. Just as with 

image, the pluralistic nature of the city makes one overarching definition of quality 

of life impossible.20 The definition can Vary according to whether an individual is 

a professional studying the city from a particular field of endeavour, a resident of 

the city, or a part of the municipal government. Additionally. as shown by Myers. 

these various aspects of the city are elaborately intercomected, and difficult to 

isolate. Negative components of quality of iïfe may thus affect other components 

or the entire city. Proshansky and Fabian suggest that in this light, the only real 

way to defme the tenn is by using the "slice of life" approach, whereby the 

researcher bases their definition on what their own particular field considers most 

meaningful. 

To plamers who are ostensibly acting in the interests of people other than 

themselves. then the quality of life is about how well or how poorly the city is 

providing for the needs of those others. This definition is of course rather loose. 

It can really be applied to any profession. Nurses for example, can defme quality 

of life in their domain by how well or  how poorly they can provide for the needs 

19~rick.  Dicter. "Pan A: Overview: Quality of Urban Life" from Tbe Qunlify of U&zn L#: SociaC. 
Psycbological and Physicnl Conditions." Dieter Frick, ed. New York: Walter de Gruyter, 1986. p. 
3 -. 
ZO~roshamky and Fabian, op. cit.. 21. 
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of their patients. However, implicit in these defmitions is the notion of place. 

Plamers are concemed with cities: nurses with hospitals and the like. This 

demonstrates the importance that seftings have on quality of life. 

Physical settings, such as cities, are favoured or selected based on how well 

they allow people to conduct certain activities and behav i~u r s .~~  If a. setting 

allows someone to hilfil their needs. it is likewise able to provide a good quality 

of life for its users. This applies not only to the physical chancteristics of the 

setting itself, but to the social and behavioural aspects of it as well. Physical 

environrnents, in being supportive of certain actitTities. can engender al1 manner of 

behaviours and social interactions which become linked to the place i t s e ~ f . ~ ~  

Downtonrns. for exampie, allow businesses to be in close pro,uimity to one 

another, and thus gain the benefits of agglomeration. The higher levels of 

interaction which take place thus result in downtown areas being seen as the 

centres of activity for a city. The downtown becomes representative of the city's 

cultural and business activity, donring the place and the associated activity to in 

essence, become one. 

It is in this sense that one can begin to see the comection between qualiry 

of life and the image. When places become associated with activities, perception 

cornes into play. Experiencing a place - perceiving it - causes one to develop 

images of it. The physical aspects are filtered through our own values, mords and 

prejudices and an image of the place results. Good places engender a good 

quality of life and a good image of the place, and vice versa. Thus, two aspects of 

' l ~ a ~ o ~ o n .  Amos. 'The Use and Design of Open Spaces in Urbm Nrighbourhoods." from Tbe 
Qr rnli[v of Urbnn Ltye: Social, Psychologicd and Pb-micd Conditions." Dietcr Frick. ed. New York: 
Walcer de Gruytcr, 1986. p. 160. 
77 
--Frick, Dietcr and Hans-Wolfgdng Hocfert. "Part O: Man-Environment Relations" from The QrrnIi[v 
of C/rEan LiJe: Social, pSVcbologicnl and Pbysical Conditions." Dieter Frick, ed. New York: Walter 
de Gruyter, 1986. p. 153. 
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quality of Iife emerge. The Fust deals with the physical aspects of the city. This 

objectiue quality of life can be  measured through actual statistics which gauge how 

well or how poorly people Iive. The second aspect is szrbjectiw, and deals with 

how the physical aspects are perceived. This aspect of quality of life is therefore 

measured through the experiences, perceptions and images that the residents (and 

73 other users) of a sening possess.- 

Luckiiy, this division of quality of life suits the snidy perfectly, providing a 

precise theoretical basis for the fm research question posed. That question seeks 

to determine what the degree of discrepancy is between the image of Winnipeg's 

quality of life and the image expected from indicators of its actual quality of life. 

This is akin to studying the subjective and objective aspects of quality of life 

outlined above. 

That situation therefore creates a strong justification for employing quality 

of life as an overarching theme, for it relates strongly to planning and to the 

specific matters being studied. It is now necessary to delineate and defme the 

other major theoretical component of the study: that dealing with image. 

c. Imape, Pe=ception, Place Attachment and Place Identity 

Two main terms have been used so far in passing: perception and image. 

Though often used interchangeably, these wo concepts are notably different. As 

perception and image are very much mental constructs, a great deal of the work 

relating to h e m  has been done by psychologists and more specifically 

environmental psychologists (those that deal with interactions between humans 

and the environment). Thus, the definitions that foiiow are gleaned mostly from 

23~rick.  Dieter. "Pan A: Ovrrview: Qualiry of Urtxin Lifen from me Qcrnliy of U&n L i j :  Social, 
P ~ ~ ~ c h o f o g i c d  and Physicnl Condi&ions. " Dicter Frick, ed. New York: Walter de Gruyter, 1986. p. 
7 -. 
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that field, though other fields, most signifcantiy behavioural geography. also 

contribute to the discussion. 

The terni image kas many meanings and connotations in everyday use. 

Rapoport has outiined sevenl of t h e ~ e . ~ ~  It can refer to notions or stereotypes 

held about a particular subjecr. For example, the city of Santa Fe in New Mexico 

has a stereotyped image of being adobe buildings done in a "Southwest" style. 

Image can be used in an advertising or  promotional sense. a s  in the retail sector 

where certain stores have "high-end" images and others are "discount" stores. 

Image has also been used in the form of a symbolic metaphor whereby certain 

traits of a city come to represent or symbolise it. For example, miles and miles of 

freeways have come to symbolise the city of Los Angeles. There is also the usage 

of the rem as a description of the way people have reacted to the city in question. 

The description ofien takes on  a very literary fom, such as a poem or verse 

extolling one's love (or disgust) with the city in question. 

There are just as many uses of the term perception. As stated previously. 

the term is ofien used synonymously with image, particularly when discussing a 

city. This is possibly the most common use of the terrn. For example, statements 

such as "Winnipeg's image is one of. .. " and 'Winnipeg is perceived as a city of. .. " 

both express an opinion of the city in much the same way. There is little in the 

thinking behind those two sentences to differentiate the two concepts of image 

and perception The rwo concepts are related and thus very similar, yet there are 

important differences. 

Tuan defines perception as "both the response of the senses to extemal 

stimuli and purposeful activity in which certain phenornena are clearly registered 

Z4~poport (19771, op. cil.. 41. 
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while others recede in the shade or are blocked out-"25 In other words, in 

experiencing Our envïronrnents. Our brains react in certain ways which alter or 

filter out parts of that which we experience. Thus, from the very start. Our 

conceptions of the environment that we are experiencing become distorted. For as 

we perceive that environrnent, parts of it are being unconsciously filtered out. 

The result then is a highly subjective image of the environment being 

perceived. In other words, if perception is defhed as a process that acts as an 

inteniening fdter between humans and the environment, then image can be said to 

be the resultant constmct which is related to but not the exact copy of the 

objective environment.2G It is the picture which cornes to mind when the object is 

not pan of current sensory Thus, image is in effect a distoned 

memory, developed through a series of filtering perceptions thÿt have altered the 

tnie properties of the object. 

At the same time, the image becomes the sum of our knowledge about the 

objective environrnent in question. It has been formed through our own set of 

persona1 fdters. and thus embodies whatever factual knowledge w e  possess about 

a subject, any past experiences, and al1 the values we hold in regard to chat 

subject. This subjective knowledge base, in the forrn of the image, ultimately 

guides our behaviour.28 For example, the knowledge which has been buüt up in 

Our min& about Our city's rnnsportation system - through past experience 

influenced by our perceptions - determines how we will get to work in the 

moming. The ultimate selection of which route to take may not in fact end up 

2 5 ~ u a n  Yi-Fu. Topophilin. Englewood Cliffs. NJ: Prenticc-Hall. 1974. p. 4. 
26~ocock. Douglas and Ray Hudson. Images of the Urbnn Enuimnrnenl. New York: Colurnbiï 
University Press, 1978. p. 29. 
2 7 ~ o l d .  JO hn R. Atr Infrodriciion ro Bebavio~iml Geograpby. Oxford: Oxford Univeniry Pr-. 
1980. p. 41. 
2S~ouldinp, op. cil.. 6. 
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being the most direct or  least the-consurning- Because the decision itself was 

based on a subjective image, and not "reality", what we believe to be the shortest 

route may end being slighdy longer but more interesting or scenic. nie "reality" of 

the shortest route ends up playing only a part in out unconscious decision. 

Similar processes take place with every decision or behaviour that occurs in 

everyday Iife. 

It is this relationship with Our behaviour which forges the link between 

plu=ning and the image. Because as citizens of a place, we will act on the basis of 

image, then it is of the utmost importance that plamers understand this 

motivation. The work of plamers is based on anticipating how people will 

behave and what they want out of their city. Knowledge of how and why they 

make their decisions is thus essential to good planning practice. 

We now have a working explanation for both perception and image, and 

an idea of the relationship between the two. This knowledge must now be 

applied to the investigation at hand: the image of Winnipeg and the reasons for its 

development. One of the key facets of the investigation is establishing the 

anticipated incongruity between the image held by outsiders and that held by the 

city's inhabitants, and also between the city's actual and expected quality of life 

images. Discovering the reasons for these incongmities is essential to 

understanding how and if the images c m  be changed and how the contlicting 

images affect people's behaviour. 

The most obvious reason for these differing images has already been 

alluded to. The very nature of image is subjective, and it is thus not very 

surprising at a11 to see different people having compietely different perspectives of 

Winnipeg. Each person's set of perceptual fdters serves to create a version of 

Winnipeg that is slightly varied from those of others. This variation, in a more 

extreme form, can be beautifully illustrated in past descriptions of Leeds, England. 
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Charles Dickens described it as 'a beasdy place, one of the nastiest places 1 know'. 

while at the same time the city was described by another author as 'one of the 

79 grandest poems which has ever been offered to the wor1d.'- 

Such differing views can be grouped according to people's education, age, 

sex, or heritage. Social standing can be another basis for differentiation. The 

same city can be rated highly as a place to invest or make rnoney by 

entrepreneurial groups, while those lower in economic status, faced with more 

daiiy encounters with crime and poverty, may rate the city considerably lower. 

Perhaps the most interesting basis for differentiat ion, certainly in light of 

this study, is that based on profession. Several authors3* have pointed out that 

plamers and other dty professionals have completely dsferent views of the city 

from those they serve. For example, professionals tend to see suburbs as 

monotonous and lifeless, while residents generally sec them as extremely desirable 

places to live in, One study in Detroit reported that eighty-eight percent of 

residents liked neighbourhoods which professionals judged as ~ n ~ l e a s a n t . ~ '  

This tendency often learls professionals to make judgements based on what 

they themselves feel is most important for their fellow citizens. Their concept of 

what is good or needed in a city is based on values gained through education and 

professional experience. Citizens in mm often cnticise this viewpoint as being 

somewhat detached from their own real-life experience with the community. 

Because they live in the comrnunity, they believe they know what is best for it. 

Both viewpoints are in essence biased and based on the assumption that 

one group knows better than the other. The more Iikely case is that both 

Z9~r iggs .  A. "The Sense of Placen in Smitbsonian It~sfifufe; 7be Fifness ofilfan's Environment. 
Washington: Smithsonian Institute Press, 1970. p. 79. 
3 % ~  example. Leung. Hok-Lin. Ci& Images. Kingston: Ronïld P. Frye and Company., 1992. pp. 
1-7. or Pocock and Hudson, op. passim. 
31~aylor, N. 7be ViIInge in tbe City London: John Teple Smith. 1973. 
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viewpoints have someching to contribute. Regardess, any individual conducting a 

study with professional implications such as this one should in particular be aware 

of the possible impact these biases may have. 

Visitors and natives are another important pair of groups which corne to 

develop different attitudes. The fact that the frst settiers to North America viewed 

the wildemess as something to b e  tamed and uiumphed over. while the natives 

saw every aspect of the land as holy or sacred illusuates the impact that familiarity 

with the envuionment can have on images of that environment. The innate 

knowledge of an environment that cornes with prolonged experience with it, tends 

to create Full, cornplex images and Places becorne imbued with 

deeply important meanings for the people experiencing them. and eventually 

become part of the person's identity. Visitors and newcomers on the other hand 

develop only superficial images of those same environments. dealing usually only 

with aesthetic i s~ues .~3  While these superficial images are no l e s  valid, the 

"nuances" of the city, neighbourhood. or other physical sening do not tend to 

reveal thernselves. The visitor however is apt to notice Ehings. both good and bad, 

that have become second nature to natives. In a famous study of Boston's West 

End, residents still felt a fondness for their neighbourhood, despite its slum nature. 

What looked decrepit to the outsider was a place of notable attachment for the 

native. 34 

Related to this is another explanation for differing images - ethnocentrism. 

In this case, the term does not refer solely to ethnic groups, but to any group of 

people in a cornmon physical settïng. Any group of people tends to feel that their 

32~uan,  op. cit.. 63. 
3%uïn. op. cit.. 64. 
34~ried. Marc and P e g y  Gleicher. "Sorne Sources of Residential Satisfaction in an Urbm Slum." 
from Ewimn mental Ps~rbology= People arzd 7h i r  Physical Settitzgs- H.M.  Pros hans ky. ed. New 
York: Rinchan and Wnston, 1976. pp. 5 1 - 5 4  passim. 
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group is supenor to al1 others. This attitude is important in keeping their culture 

vibrant and ongoing, for it allows them to express themselves and defend 

themselves agaiwt threats. This holds even if the superiority is an illusion. "The 

ethnocentric viewpoint prevails in most peoples so long as they are isolated and 

do not have to deal with the existence of others who may be [~u~erior . l"3~ Once 

a people begin dealing with "superior" peoples, the illusion of their own 

superionty is gone, and the comrnunity suffers what is essentialiy an identity cnsis. 

This ailudes to a possible explanation for Winnipeg's image. /is the mantle of 

Prairie leadership and influence has passed from W i p e g  to Calgary and 

Edmonton, did the city lose its sense of superiority, the result being the 

manifestation of a negative image to the outside world? Perhaps. but it must also 

be remembered that there are many residents of Winnipeg who appear to be quite 

proud of the city. If nothhg else, the ethnocentrism argument serves to reinforce 

the power which subjectivity holds over the topic. 

Yet another explanation for the multiplicity of images cornes from the 

concepts of place attachment and place identity. Place anachment is the process 

by which individuais assign great personal value to their homes. comrnunities. and 

other physical s e t ~ i n ~ s . ~ ~  When people's anachment to a parricular place grows, it 

becomes part of their identity. 'The meaning of place and the meaning of self 

begin to rnergeVu3' the result being that people iden* thernselves by their 

attachments. "1 am a Winnipegger" and "1 am a Prairie boy'' begin to take on 

meanings that go far beyond the simple reference to place - there exists a whole 

%um. op- cil.. 32. 
3 6 ~  ifforci. Robert .  Envimnmentaf PsychIogy: Prïncipfes and Prnctice. Allan and Bacon. 1987. p. 
62. 
37ibid. 
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different fayer of meaning beneath those staternents that reflect one's attachment 

and fondness for the referred place- 

Place identity has been described as the "contribution of place to 

~elf-identity."3~ In other words, place is actually incorponted into one's concept 

of self. becoming an  integral part of the individual's identity. Thus, people begin 

to define themselves at least partiaiiy by the places that have become important to 

them. 

Thus, place anachment and place identity are two things that are 

ine.xtricably linked, growing out of one another. The two terms are not 

completely interchangeable. As attachment to a locale grows and strengthens. the 

value of it to the person becomes more signifiant as well, and thus becomes part 

of the person's identity - "place identity." Place identity in this way can be said to 

be the more "mature" form of place attachrnent. 

What implications does this have for the image of a city? A keÿ part of 

place identity is symbolism. Through symbolism, people alter their physical 

environments to reflect their identities and display membership in a group. 

Countries flying flags, cities taking on monikers like the "WO Capital of the 

World". or Street gangs delineating their territory through spraying of graffiti are al1 

about groups displaying their place identity though symbolism. 

When outside observen express a negative attitude about Winnipeg, rhey 

may be in fact reacting to the symbolic display of place identity by the city and its 

residents. If a ciry's residents feel that it is not a place worth being in, that feeling 

will present itself to  the outside world through various types of symbolism. It may 

range from a simple lack of maintenance to a widespread attitude of indifference. 

3 8 ~ u l l ,  I<. Bruce W .  "Irnïgc Congruiry, Place ~rrachrnent and Communily Design." from jot~mnl of 
Archirectlrrnlnnd Planning Resenrcb." Volume 9, ~ u m b e r  3, Autumn 1992. p. 182. 
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Whatever the case. the oum-ard display of pide, or lack of pride, can influence 

the way people react. 

D. Precedents 

This is not the fust study to have been done focusing on Winnipeg's image. 

Image is something which concerns those involved in the promotion of the city, as 

well as those who seek to improve the quality of life in the ciry. As a result. there 

have been a number of previous examinations of Winnipeg's image that couId 

prove usehl in several ways. First, they can provide methodological guides to 

carrying out this study. One a n  see what precedents have been set in terms of 

study targets, methodologies. and theoretical perspectives, and thus judge and 

leam from them for what they have and have not done well, Secondly, they can 

provide a wealth of information about Winnipeg's image itself. Presumably, these 

studies would have come up  with their own account of the city's image. They can 

thus contribute to the new research which will emerge from this study, helping t o  

form a more complete picnire. 

Therefore, in order to use these precedents as a framework frorn which to 

base subsequent stages of the study, one must fust do a thorough assessment of 

them to pinpoint exactly what guidance they can provide. Any original research 

which is then to be anempted by this researcher wiil be bom out of this 

assessment. 

While there were a nurnber of studies which were pertinent, two in 

particular were of good use. The Winnipeg Image Slndy, conducted in 1990 by the 

Winnipeg Business Development Corporation (precursor to Wumipeg 2000 and 

Economic Development Winnipeg) contained a wealth of both anecdotal and 

statistical information. It was a two-pronged study which focused on how 
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Winnipeggers rated their city o n  a variety of attributes, and aiso on how business 

executives from other population centres viewed the àty as a place to do  

business. 

The portion of the study which dealt with Winnipeggers asked respondents. 

via a phone questionnaire, to compare W i p e g  to odier cities (of the 

respondents choice) on 3 total of 18 attributes. The attributes referred to the city's 

physical environment, its infrastructure and facilities, recreationcil opportunities. 

weather and socio-economic factors (see Table 1). The respondents were also 

asked which of the attributes they ranked most highly. and what their top-of-mind 

answers for the best and worst qualities of the city were. 

The result was a wealth of quite useful information in the form of statistical 

charts, indicating exactly what aspects of Winnipeg were viewed positively and 

those which were not. 

Attributes Used in the Wirzni&cj Image Strrtfv 

a good school .systcm 
a reasonable cost of iivir~g 
a clcan environment 
a good place to raise a Fdmily 
reasonabiy priced housing 
good public transit system 
a reasonable lcvel of wues 

a positive. optirnistic mood about the a r rds  futurc 
a vibrant economy and good job opportunities 
opportunities for outdoor activities 
a positive outlook from local p-apers and television 
good culturaï opportunities Wre theatre, ballet, etc. 
ri place that is relatively crime free 
access to beaches, laices, and cottages 

profcssionril sports frmchiscs parks and recreational fiadities 
good summer weather g m â  year-round weather 
Table 2 : LLsr of~ttn-butes Lked in the Witznip% ïmnge Strrdv. Sourcc: Winnipeg 1 mage Study. 
Western Opinion Rescrrch. 19c0. 

The second aspect of the Winnipeg Image St~cciv dealt with 

non-Winnipeggers. In this case, 31 interviews were conducted with business 

executives from fms in Minneapolis, Toronto and Montreai. These individuals 

came from a number of industries, and were involved to some degree in making 

site selection decisions for their companies. The respondents were asked not only 

for their general perceptions about Winnipeg, but also for the city's potential as a 
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site for their business. Once again, usehl  information arose, thiç Ume in an 

anecdotal form. Summaries of the interviews gave an indication of what the 

consensus was in tems of Winnipeg's viability as a business location. as well as 

further insights into the city's general quality of Iife. 

The other main source of information was the Urban Canada Rqûort, 

conducted by the hngus Reid Group in 1992. This report looked at how the 

residents of eight major Canadian cities viewed the quality of life in their cities 

based on a number of preseieaed attributes. Quality of Iife was broken down into 

12 separate components, which were al1 analysed individually. Each cornponent 

of quality of life (see Table 2) was rated by telephone questionnaire respondents 

o n  a number of attributes. The ratings for ail components were then combined 

into an overaI1 measure of how each city's residents viewed its quality of life. In 

addition, survey respondents were asked to name their top-of-mind perceptions of 

their city's best and worst qualities. 

Components of  Quaiity of Lifc Uscd in the Urbntr Ccrrzatin Report 

The Economy 
Physical Environment 
Social Harmony 
Donrntown 
Housing 
Tnnsportation 
Culture and Recreation 
Crime and Safety 
Services and Infr'stmr~ure 
Municipal Politics 
Low Stress 
Attachment to City 

T d k  2: LW of Componenrs of Qtmlitity of Li/e Used itr the Urbnn Catrnda Repott. Source: Urban 
Canada Report: Thc Views and Attitudes of Residcnts of Eight Major Cities in Canada. Angus Reid 
Group. 1991. 

The end result was a comprehensive statistical overview OF how 

Wimipeggers viewed their city. Not only was an overall image of quality of life 

developed, but the ratings of individual components could be judged relative to 
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e ~ c h  other as to which was most important and which was which was ~ t e d  most 

highly. The smdy also set different cities in cornparison to each other. allowing 

one to view how strong each city's quality OF life image was in relation to the 

others. 

Other sources also provided insight into the image of Winnipeg. The 

Prouci to Caii Winnipeg Horne campaign was  conducted in the hl1 of 1995 by 

Winnipeg 7000, and was different in that it was not an academic study. It was an 

advertising campaign designed to eiicit from Winnipeggers their opinions of what 

they liked best about Winnipeg. Newspaper and radio advertisements were 

placed. asking residents of the ciry to enter short written compositions detailing 

what made them most proud of living in Winnipeg, and what features of the city 

they most favoured. Winnipeg 2000 then selected several of the submissions for 

use in an advertising carnpaign designed to sel1 the virtues of living and 

conducting business in W i i p e g .  Having access [O a good number of these 

submitted compositions proved to be quite informative. The entered submissions 

ranged in scope from fairly utilitarian explmations of the benefits of living in 

Winnipeg to poetic odes to the city. Because the goal of the campaign was to 

seek out positive results, the submissions were thus overwhelmingiy effusive in 

their pnise of Winnipeg. There was thus not much objective information to be 

found. Nevertheless, the submissions were usehl in that they spoke immediately 

to what Winnipeggers thought most highly of in their city. They also provided a 

number of illustrative quotes which related the state of Wmnipeg's image. 

Upon assessrnenr, the previous studies mentioned above39 were quite able 

to lend some insight into exactly wbat Winnipeg's quality-of-life image was. 

J90thcr studirs donc by rescwchers at the University of Manitoba and Tourisrn Winnipeg were also 
consultcd. but did not cantribute in as subsmncial a rnanner to this smdy in eirher methociology or 
in thcir analysis of Winnipeg's image. 
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However, they could provide only a basic framework from which to start other 

phases of the study. Although the statistics, anecdotal information, and the overall 

picture provided by the combination of the Urban Canada Report, the Prorïd to 

C d  Winnipeg Home campaign and the Winnipeg image Stzuiv were beneficial in 

outlining the state of Winnipeg's image. they lacked information in other a r a s .  

First of all, the aforementioned studies were not able to give a complete 

image of what non-Winnipeggers thought of the ci.. Much of their focus aras on 

Winnipeggers themselves. and the study which focusecl at least paniaily on 

n o n - W i p e g g e r s  (the Winnipeg Image S'LLGIY) did so from a viewpoint which 

was slightly biased toward the business point-of-view. Thus, a more 

comprehensive surnrnary of Winnipeg's image to outsiders was needed. 

The trio of aforementioned snidies analyseci also failed to significantly 

address whyWinnipegls image had developed as it had. Little in the way of 

suggestions were put forth as to the direction that the development and evolution 

of Winnipeg's image had taken. No reasons becarne apparent for why people 

thought of the city the way they did. This material was required if one was to 

make an attempt at changing the image, if only to discem patterns and processes 

which had previously been present in the city. 

Yet, the Ui-ban Canada Report, the Prozrd to C d  Winnipeg Home campaign 

and the Winnipeg Image Sttcgv ail were valuable aides in providing clues to the 

appropriate methodology to be used in the carrying out of the original research 

portions of this thesis. Solid illustrations of Winnipeg's quality of life emerged 

from al1 of them, suggesting that similar use of surveys in the form of interviews or 

questionnaires could produce results of the same quality for dus thesis. The above 

mentioned studies were able to produce an analysis of Winnipeg's image which 

indicated the city's favourable aspects and those which were not so  favourable. 

They were also able to give a primary introduction to those aspects of the city 
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with which people were most concemed about. ALI thïs w-as done through the 

use of survey rnethods which targeted both the public at large and key infamants. 

Thus. the utility of this specific methodology was apparent. Only the scope of the 

matenal covered by these studies required signifikant change, focusing more on 

tu@ these images had developed rather than wbat they acnially were. Addressing 

these shortcomhgs by the use of key informant interviews. as in the Winnipeg 

Image Sm& thus seemed a logical choice for any new research to be conducteci 

under the auspices of this thesis. 

The group of previously-done studies also laid out examples of what 

attributes of quality of life could be used as the sub-images in diis study. Neither 

the Winn@eg Image Sttr* nor the Orban Canada Report chose to look at 

Winnipeg's quality of life as one monolithic image. Both chose to either break 

down the concept into a senes of more manageable attributes, or to altemately 

focus on one sub-image of quality of Me. Thus we see the breakdown into 

separate categories of economy, crime. residentiül satisfaction and others (see 

Tables 1 and 2). The use of sub-images ailows one to view them as indicators of 

the overall quality of life. Of course, any sub-images used in this study mus have 

some basis in the quality-of-life literature. But. further weight can be given ro their 

selection if the sub-images have been used successfully in pnor studies. 

Precedent is important, but it should not be the sole factor in deteminhg 

the use of a sub-image. There must also be a strong foundation in both die 

quality of life literanire and that of image. Before one can select the appropriate 

sub-images for this study, it is thus perhaps prudent to retum somewhat to the 

literature of image and quaiity of life for some guidance. 
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Quality of Me is stiLl somewhat of a large general concept to measure on its 

own. The concept deals with many aspects of urban life: it is used by many 

disciplines: and it has complicated, elaborate relationships with ail those many 

aspects of the city. ln this context. what exactly could be rnasured to indicate the 

Ievel of quality of Iife in Winnipeg? 

The solution lies in the use of indicators - components of quality of life 

which are smail enough tu measure on their own, and thus give an indication of 

the stams of a piece of the city's total quality of life. A combination of 

appropriately selected indicators would thus fom a surrogate measure of the 

overall quality of Iife in W i p e g .  Fominately, the litenture on quality of life. 

especially as it relates to planning, purs forth a number of suggestions as to what 

makes an appropriate indicator or sub-image. 

First of ail, an indicator should have some degree of rnea~urability.~~ For 

some of the possible indicators, measurabiiity is not an issue due to their easy 

translation to numerical values. For example, the health of citjes is sometimes 

measured through statistics such as housing starts, unemployment rates, and 

population growth. While these specific measurements wül not necessarily be 

used in this snidy, this hrpe of statistic is easy to comprehend and compile, and in 

appropriate cases will accuntely reflect the phenomenon being measured. 

However, the phenomenon being studied here is qualitative by nature, not always 

lending itself to easy quantification. Many of the components of quality of Iife to 

be used are almost intangible, for they deal with psychological and mental 

concepts (such as sense of place) that are difficult to measure precisely, thereby 

making the e-xtensive use of exact quantitative statistics impossible. In these cases, 
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measurability may have to mean judging something simply on a relative "more or 

Iess" scale. It may sufice for example, to make the statement that Winnipeg is les 

conducive to making social contacts than the ideai city. 

Another important consideration in selecting sub-images is that of policy 

relevance.*' The indicator chosen for study should have some ability to be 

affected by planning policy, whether directiy or indirectly. The concem is utility. 

A sub-image could be used which are relevant to the city, measunble and fit into 

the literature of image and quality- of life. How-ever, if- it is a sub-image which 

plamers (or other policy makers) are not able to affect through policy, there is no 

point in using them. It is important to note the signiF1cance of indirect action 

however. For example, climate is quite relevant to a city's quality of life. yet there 

is nothing that a planner can do to change it. Stül, planners are able to create and 

introduce policies that would take advant~ge of or rnitigate the effects of an area's 

climate. In this way, if a place is plagued by rainy weather, the plamer or other 

policymaker can seek to implement policies which are either independent of the 

weather's effect, or seek to take direct advantage of it. 

Any sub-image or indicator chosen must ultimately be also be researchable. 

An indicator's sppropriateness in this regard could anse from the fact that there 

already exist a large number of smdies dealing with it, or that the nature of the 

indicator i w l f  makes it amenable to study. The concem is again one of utility, for 

while other indicators may seern at Fust to be more relevant, they may not be able 

to be practically researched. 

Aside from these criteria, there was aiso a desire to represent sub-images 

from a vanety of research perspectives. Thus, some indicators should be ezsily 

4 1 ~ n d i s .  John D. and David S. Sawicki. "A Plannefs Guide ro the Places Raced Almanïc." f om 
Jorrnlnl of the American Planning Associntion. Volume 54, Number 3, Summer 1988. p. 341. 
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researchable through the use of hard statistics which are commonly available (such 

as unemployrnent rates) whiIe others should also be "sofier". requiring some 

interpretation and inferentiai research. in this way, the study will not become 

either heavily statistical or overly absuact, and a blend between qualitative and 

quantitative criteria will be achieved. 

With these specific criteria now outlined. the actual indicators to be used 

cm now be declared. The first of these is economic opportunifies. mainly in the 

form of employment. This measure has been used in many studies. particularly 

those designed for a more general audience (such as the Phces Rateci Ahanad,  

as an indicator of a cityts health. More specifically, the notion was one of those 

employed in both the m a n  Canada Report and the Winnipeg Image Stuc (see 

Tables 1 and 2. bold text). A healthy economy means that a larger proportion of a 

city's residents are gauifully employed, and are thus havïng their basic needs met. 

More importandy, a city with ample employment oppominities typically sees lower 

cites of poverry, crime, violence and simple dissatisfaction with the city. in this 

manner, the measure can be used to represent an amalgarn of other aspects of the 

city's quality of life. The level of employment opportunities inherent in a city are 

also a prime motivator in attracting new residents and migrants. Several studies 
17 link economic opportunity to rates of migration.'- Concrete examples can be 

taken from the conhuing lure of big cities in the third world for rural peasants, 

the flow of people into Calgary during its boom in the late 1970s and early %Os, or  

in the current growth of cities in the Arnencan Southwest such as Phoenix. 

The next criteria to be considered is hozising costs. This criteria has an 

imrnediate relationship to the quality of urban üfe through its link to the 

unqualified human requirement for shelter. Housing costs reflect direcdy on  how 

iZfor cample:  Iandis and Sawicki, op. cil., 339. 
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well a city can provide one of society's basic requirements. Affordable housing 

ensures that the highest proportion of a city's residents wiil have proper shelter 

and protection. The fulfülment of housing needs is a part of many notions of the 

"good city". It is typically included in statistical analyses such as the Boyer and 

Savageau series, and also forms a part of what Kevin Lynch calls ''vitality": his 

measure of how well a city provides for whar Abnharn Maslow refers to as 

physiological needs43 As well. Landis and Sawicki point out that housing is just 

as signiFrcantly correlated with human migratory movement as econornic 

opportunities a r d 4  Further. the supply and quality of housing is sornething that 

plamers can have a direct effect on. When coupled with the use of the concept 

in the both the Winnipeg Image Study and the Urbnn Canada Report, the 

suitability of housing as a sub-image is assured. 

While so far some of the most basic and needs have been dealt with, some 

higher ones also require addressing. S m e  ofplace is something oFten ignored in 

the more statistical and popular analyses of places, largely because it is so difficult 

to quantify. Nevertheless it is an important aspect to any city. The main aspect of 

sense of place which will be dealt with in this study is how acnial residenrs of the 

ciry feel about it, and how the city has or has not corne to be a part of their lives. 

This aspect of sense of place will be denoted as identity. As such it relates 

strongly with the psychological concepts of place identity and place anachment. 

which are charactensed by strong personal feelings associated with the city. 

There is another connotation of sense of place that deals with what is felt 

by non-residents - their sense of what the city is and how it projects or reveals 

irself ro them. This type of sense of place, noted here as aesrhelic sensibiliry, is 

43~oycr .  Richard and David Savageïu. Pfnces R m d  ~!mnnac. Yoirr Guide to Finding tbe Besr 
Phces to Liue in Arnerîcn. Fourth cdition. New York: Rand McNally, 1993.; Lynch, op. cit., 127. 
J 4 ~ n d i s  and Sawicki, op. cit.. 339. 
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much more superficial than that demarcated under identity, and involves more of a 

reactional evaluation of the city: the kind of "feel" the city has: how well its 

features c m  be sensed; how unique it appears. The two distinctions are necessary 

because of the different natures of the two target groups' experiences. Residents. 

being intensely familiar with an a r a ,  tend to have a deeper awareness of place.45 

Long experience with the place has not only made hem extremely knowledgeable 

about ir. but has also grafied ont0 the place intense personal m e r n ~ r i e s . ~ ~  This 

level of esperîence is entirely different than that of the visitor whose encounter 

wirh the area is of a much less intimate, intense and prolonged nature, or of 

someone who has never visited the city at al1 and whose only experience with it 

cornes from what others relate to hirn or her. 

Sense of place is critical to the wllment of what has been called affiliation 

needs, though this does not necessarüy hoid for visitors. A good place wül inspire 

feelings of attachrnent in people. Places are not simply physical entities, but social 

milieux as we11.*' The social interaction which takes place in a physical 

environment creates strong associations between life events and the places in 

which they occur. These associations create place att~chment and evennially, 

place identity, and a strong feeling of belonging to the comrnunity. This is critical 

to keeping people happy and committed to their present community. The 

necessity for some sort of identity with the physical environment as a component 

of quality of Me is exrant through the iiterature of many disciplines, from 

psycholagy to planning. 

4%uan, op. cil.. p. 63. * ibid 
47~raîhansky. Harold M. .  A.K. Fabian and R Kaminoff. "Place-identity: Physical World 
Socialisation of the Self." From Jorrrnal of Enuimnrnenral Eycbology. Volume 3, Number 1. March 
1983. pp. 60-63. 
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The second aspect of sense of place, aestbetic senribi(in. b a r s  some 

mention because of its significance for those who are not residents of Winnipeg. 

The importance of this sub-irnage is felt in the fact that it is essential to the 

creation of part of the city's image. When potential migrants are seeking or 

evaluating destinations, it is usually some notion of aesthetic sensibüity that 

influences their opinion of the place in question. Unfortunately. it also has littie 

bearïng on how well W ' i p e g  is able to provide for the needs of its own citizens, 

and so will be mentioned o d y  in reference to non-residents' image of the city as a 

point of cornparison. 

The cognitive needs are further served by arts and recreational 

oppomrnities. This is another factor typically used by those studying quality of life 

issues48, and was utilised in sorne fomi b y  both the Winnipeg Image Sttrdy and 

the Urbun Canada Reporr'. It is in some sense applicable to both non-residents 

and locals. The presence of a wide variety of arts, culture, sports and recreational 

oppomnities supposedy makes a place more attractive to migrants and visitors. 

They also have an obvious utility when it cornes to the mental and physical health 

of the city's own residents. Arts and cultural oppominities such as theatre, cinema. 

concerts and various types of festivals seem at first to be oniy about entertainment. 

Yet they provide for the cognitive needs - the need to leam and the need to 

"contemplate beauty" - and thereby contribute to the mental health of individuals. 

The physical health of citizens is likewise aided by recreational oppominities in 

the f o m  of, for example, athletic facilities and parks. 

48~iercc. Robert hl.. "Rating Ame"cils Ml'uopolirÿn Areas." h m  Ame&n~z Demogmpbics. Volume 
7, Xumkr  7, July 1985, pp. 20-25.; 
noyer and Savageau. op. cit.; 
Spates and Macionis, op. ci[. 
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Much of the literature dealing with the ideal city sees ciimate as an integral 

part of the mode1 (for example, Boyer and Savageau, Pierce, Pindell). An 

:imenable climate obviously makes providing for shelter, food and physical 

comfort an easier task. Places with the most arnenable clirnates will thus attract 

the most people, and so those places with high humidity, scorching temperatures, 

or cold and snowy winters tend to be ranked lowIy.*9 However, this view has 

been contested. Landis and Sawicki have suggested that migrants do not make 

their decisions based on place considerations (such as climate). but instead on the 

migrants' own dernographic characteristics and personai criteria.'O In this light, 

climate seems to become irrelevant. Yet. in looking at the images portrayed of 

Winnipeg in the popular media outside Winnipeg, it becomes obvious that the 

city's climate is very relevant. These consistently refer to Winnipeg's weather - 

particularly its winters. Furthemore, an Angus Reid poIl shows that climatic 

factors (denoted as winter and weather in general) are foremost on the min& of 

Winnipeggen themselves as a trait of their city.jl To ignore climate as a factor in 

decisions about Winnipeg thus seems to be a mistake. 

With the sub-images now set in place and the theoretical frarnework 

established, attention can now be tumed to the study methodology which will 

help guide the thesis towards an answering of the questions at hand. 

F. Methodology/Research Questions 

At the beginning of this paper, three research questions were posed. 

Taking into account the theoretical material which has been presented thus far, the 

47see Boyer and Savagc~u, op. cit. 
iO~ndi s  and Sawicki, op. cit.. 337. 
j l ~ n g u s  Reid Croup. 73e Urbnn Canada Repon: 7be Viez~s and Attircrdes of Residents of Eigbt 
Major Cities in Crrrzndn, 199 1. p. 17. 
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case for using these questions becomes stronger, and thus will also allow a sound 

methodology to evoive from them. 

The snidy was inspired by persona1 observations and experiences which 

saw Winnipeg possessed of an image that did not seem to match the reality of its 

quality of life. Through a study of the Iitenture on image, the possibiiity for the 

existence of this incongruity was indeed affmed. Images, by their very nature, 

are prone to differenr interpretations and subjective variation. The very fact that 

we have perceived something alters the view that we have of thar obiect. Thus. it 

is not surprising at al1 to fmd that Winnipeg's actual image differs from that which 

is to be expected from its quality of life. It is also not surprising to find that 

differing images can be found when different aspects of the city are analysed, or 

when the images that distinct groups of people possess are compared. 

The literature on image also suggests that there is typically an incongruity 

between the perceptions of outsiders and those of an area's natives. Once again. 

this is not unusual because of the different natures of experience each of these 

groups has with the city. The importance of image to residents tfiemselves is 

demonstrated by in strong relationship to quality of life, and the perceived ability 

of the city to meet their needs. The image of Winnipeg possessed by those who 

do  not live there is also important, for it can be one of the main reasons people 

are attracted to or lose interest in the city. In this way, it certainly foms pan of a 

complex relationship with city growth and development. Thus, a study taking into 

account the distinct views of Winnipeg expressed by each of these groups. 

outsider and resident, serves to present part of a varied and inclusive portrait of 

the city. 

The existence of ail these vaned views of Winnipeg could make study of 

the subject an arduous and involved task. There are too many possible aspects of 

Winnipeg and its image to allow for a comprehensive anaiysis which covers al1 of 
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them. However, focusing on Wiipeg's quality-of-life image addresses that 

problem. The concept of quality of life is varied enough to give a wide view of 

the city. but distinct enough to allow for a manageable snidy. This is especially 

true when the concept is broken down into component images which act as 

indiators for the whole. By ÿnalysing these sub-images and the distinct aspects of 

the city which they represent, and then combining them, one can amve at a broad 

yet still manageable view of the city's quality-of-iife image. The use of 

components is further justified by precedent. as previous studies of image have 

used the same approach. 

Quality of life itself is an appropriate focus for study because of its strong 

links to the planning profession. Planning is ostensibly about providing for the 

needs of a city's residents, and ensuring that development occurs in a marner 

which benefits the most number of people in a cornmunity. By being able to 

affect change in various aspects of the cornrnunity, plamers can have a profound 

impact on a city's quality of Me. 

Thus, taking al1 the preceding material into account, one can arrive at a 

research question which logically flows from the information presented: 

What, in the eyes of its residents and its non-residents, is the degree of 
cliscrepancy between Winnipeg's quality-of-life image and the image expected 
from its acnial quality-of-life indicators? 

a)  economic opportunifies 
b) hozising costs 
c) sense ofplace 
d) arts and recreational opporttrnities 
e)  climufe 

Asking this question incorporates the concept of quality of life, something 

which has strong links to planning and image. As well, it includes varying notions 

of image: outsider and resident; between various components of quality of life; 

and between the city's evidenced image and that which is to be expected from the 
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state of its quality-of-life uidicators. This is ali supported by a foundation in both 

the theoretical literature which deals with image and the quality of life, as well as 

in previous studies which have looked at Winnipeg's image. The variety of the 

images now being investigated a n  best be summed up by this matrk, which 

produces a total of ten sepante, thougli not necessady completely different 

images. (Note: the designations AI ,  BI, etc. are used only for demonsuative 

purposes.): 

,nion-residm onent Resident 
A. economic opportunities Image A l  Image A2 
B. housing costs Image B1 Image B2 
C. sense of place Image CI Image C2 
D. arts/recreation Image D l  Image D2 
E. climate image E l  Image E2 
Figure 2. Scope of Images Being Stzcdied 

The remaining task now is to determine how the question can best be 

answered. This necessady involves asking several smaller ones. The most 

obvious of these smaiier questions is: what is Winnipeg's image? Determïning 

exactly how people view Winnipeg is essential to assessing how far the city's 

image is from the expected quality of life. There are a number of ways of arriving 

at this answer. 

First of au, since Winnipeg's image has evolved to where it is now, it is 

perhaps wise to take a historical view of what Winnipeg's image has been. 

Understanding how the city's image has developed not only provides context 

against which to set the present-day image, but it can also provide clues as to how 

the hture development of the city's image should be guided and altered. This 
- 

discovery of developmental patterns is the main purpose of historical analysis.'2 

52~übbie. Earl. i%e Pmctice of Social Resentch. Third edidon. Belmont. Ca.: Wadwonh 
Publishing Company, 1983. p. 297. 
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As such, a review of Winnipeg's image over tirne will prove invaluable to 

understanding die phenomenon. 

Defining Winnipeg's image has also already been aided by the review of 

previous snidies done on the topic. These studies not only provide clues as to 

how to carry out the onginal portions of this thesis' research (see pages 26-31). but 

the data found in the Lirban Canaria Report and the Winnipeg Image Sfridy  

provicled a llheadstanw in deriving a comprehensive view of Whnipeg's image. 

These IWO studies were the source of much information. B e  Wïnnipeg 

Image S t z rd~~ ,  conducted in 1990 by the Winnipeg Business Development 

Corporation (precursor to Winnipeg 2000 and Economic Development Winnipeg) 

contained a wealth of both anecdotal and statistical information. It provided a 

cwo-pronged focus on how Winnipeggers rated their city on a variety of attributes. 

and also on how business executives from other population centres viewed the 

city as a place to do business. The Urban Canada Report, conducted by the 

Angus Reid Group in 1332, looked at how the residents of eight major Canadian 

cities viewed the quality of life in their cities based on a number of preselected 

attributes. It too provided much in the way of statistics. 

Certzainly, the amount of information gteaned from these two studies, in 

addition to that gained from the Pmid  to Cal1 Winnipeg Horne carnpaign was far 

more than was originally envisioned. both in quality and quantiry. The material 

gathered was appropriate and representative of the phenomenon in question 

because it was aggregated data, representing 'Winnipeg's image from the viewpoint 

of several groups - exactly the portnyal of data which this study seeks to achieve. 

However, some notable gaps still remained. Particularly, the interview 

portion of the Winnipeg Image Stzrdv and the subrnitted entries into the Prorrd t o  

Ca22 Winnipeg Home campaign were not surnmarised in any formai marner. 

Transmpts of both were avaüable, but a statistical sumrnary of wbat exactly was 
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said and hoz~  ma- times it was said in these two materials would provide 

additional breadth to the delinearion of Winnipeg's image. The information 

needed was essentiaily present, but not in a summary form which was useful. The 

most logical way to achieve this summary was to therefore conduct an original 

content analysis of the materials. 

Content analyses are most appropriate for studies of various types of 

communications, when the goal is to determine exactly what has been ~ a i d . ~ ~  

Thus. the appropriateness of the method was apparent. A content analysis nias 

therefore perfomed o n  both of the above-mentioned materials. The frst, the 

Promi to Gall Winnipeg Home submissions, consisted of 53 individual entries into a 

Winnipeg 2000 promotional campaign. This was not the total number of entries 

received d u ~ g  the carnpaign, but rather a representative sample provided by 

Winnipeg 2000. The envies were solicited by Winnipeg 2000 through newspaper 

and radio advertisements which invited the public to send in their views on  what 

made them proud to live and work in Winnipeg. 

The submissions were analysed strîctiy according to the frequency of 

responses. Both latent and manifesr content was included in the analysis. Thus, 

the number of appearances of words such as clirnate or hortsing were counted, as 

were references which dealt with those topics in a more subtle way. This was 

necessary because of the artistic bent of some of the entrîes. The more poetic of 

the entries demanded that the tone of the enüy be analysed as well as  the obvious 

words used. Taking these factors into account, the content of the submissions was 

classified into categories that consisted of the list of five sub-images which have 

been selectecl as the basis for quality of life in this study. Of course, nor al1 

content fit neatly into these categories, so others were created based on the 

U~abbir, op. ciî., p. 274. 
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frequency of appearance. Those categories which FaiIed to garner more than three 

responses were grouped into a separate "other" category (see Table 6). 

The identical procedure was carried out on the uansaipts of the intewiew 

portion of the Winnipeg Image Sfudv-  To reiterate, the study consisted of 31 

interviews conducted with a variety of business executives who lived in 

Minneapolis, Montreal and Toronto. Their responses dealt with the image of 

Winnipeg as a business location. Because the actual transcriptions of the 

interviews were avdable, a content analysis allowed for another Ievel of 

information to be derived From the previously-done study. 

The varied research done to this point had begun to see a representation of 

Winnipeg's image emerge, but thus far al1 had been directed at fmding out what 

people actuah'y think of Winnipeg's quality of life. It still needed to be 

ascertained what they sborrld be thinking based on how Winnipeg perfonned 

dong various measures of its quality of Me. The most logical choice seemed to be 

to infer an expected image from impartial statistics which measured the city's 

actual quality of life rather than what people thought of it. Good statistical 

performances should expect to engender good images. Government agencies 

such as Statistics Canada or the Canada Mortgage and Housing Corporation 

routinely gauge the quality of life in Canadian cities, as do other independent 

research organisations. A wealth OF statistics is thus available which assesses 

Winnipeg's quality of life on a seemingly impartial basis. Perhaps it is more 

accurate to say that these are not in fact impartial, but that they are more 

value-neutral than statistics based on image are. While it can certainly be argued, 

based on discussions already brought forth in this paper, that everychuig is to 

sorne extent biased, these statistics are more value-neutral because they do not 

gauge opinion, perception or image. They purport to measure an actual, tangible 

phenornenon. Thus, bias may still exist, but it will be a bias based on the 
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researcher's own biases, or o n  some aspect of the research methodology. It will 

not possess the subjectiviry inherent in dealing with image. 

Therefore a number of these more value-neutral statistics were used to 

compare the city's actual quality-of-life image against an image which would be 

expected from the statistics. The statistics were taken from Statistics Canada, 

Canada Mortgage and Housing Corporation analyses, and a number of reports 

done by independent research bodies or media outlets. 

Despite al1 the information obtained from these previous studies. through 

both the content analysis and the statistics derived by the snidies themselves. some 

information was still lacking. More non-residents' views of Winnipeg were 

needed. The inquiry to this point had centred on the views of Wimipeggers 

themselves. In addition. there was a lack of information dealing with the reasons 

for the existence of a discrepancy between the acnial and expecred images of the 

city's quality of Me. Thus, the second research question arises: 

2. Why does there exist a discrepancy between Winnipeg's quality-of-Me 
image and the image which is to be expected from its quality-of-life indicators? 

The possible existence of variations between the actuai image possessed by 

Winnipeg and that suggested by its quality-of-life indicators are predicted by the 

Iiterature on image and perception. Because image is the result of a cognitive 

process, it is automatically an alteration of realiry, sculpted by the perceiver's 

values and biases. Thus, at the most basic level, the reason for a discrepancy is 

apparent. However, what is not apparent is the particulars as they relate to 

Winnipeg. Since the review of existing studies and literanire had not really 

managed to address this subject, another method was required to obtain the 

rnissing information. The method chosen was the key informant interview form of 

survey. 
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Surveys in general are used when opinion and perspective are being 

sought.j4 and thus certainly seem suitable for researching this question. A large 

scale mail-out questionnaire survey did not seem to be the most effective method 

bec~use of the requirement for substantial outlays of cime and money. Response 

rates are also traditionally low.ji Furrhermore, the rype of information being 

sought demanded expert knowledge of the city's image. It would be likely that 

rhose who most often dealt with the city's image should be most knowledgeable 

about irs formation. Instead of a mail-out questionnaire to hundreds or possibly 

thousands of individuals, the goals of the snidy could be served by interviewing a 

relative handhl of knowledgeable people. 

Thus. key informant interviews were chosen as the survey method. It was 

felt that these types of interviews had a higher potential to capture more "in-depth" 

answers than a random questionnaire could. The interviews were modelled on 

those done by Hok-Lin Leung in his book "City Images", in which the questions 

were quite broad and open-ended. This dowed the interview to be shaped more 

by what was important to the interviewee, and less by the preconceptions and 

professional bias of the interviewer. Leung would ask a genenl question such as 

"What do you like about Ottawa?" and the interviewee's response would reflect 

what [bey felt was important, whether it was traffic, lack of crime or the number of 

ice cream shops. This type of interview allows the interviewer to hrther pursue a 

panicularly inviguing response, something not possible under the more strict 

structure of a questionnaire. However, as Leung pointed out, there is stiH 

opportunis, for bias. The interviewees, once informed of Leung being a planner, 

tended to shifi their a m e r s  to more "plannerly" concems. This 
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professional-non-professiond bias has been we~-documented~~ and is something 

that al1 researchers must be aware of, NevertheIess, these concems are far 

ou~e ighed  by the benetits of this type of interview. 

Based upon information gathered from pnor stages. the list of potential 

interview candidates was created. It was during the initial stages of research (such 

as the litenture review) arhere it grew evidenc that certain members of the 

Winnipeg community couId be excellent resources for discussing the topic at 

hand. They were expected to have a high level of expertise about Winnipeg's 

image, either due to their positions in organisations such as Economic 

Development W d p e g  or the W i p e g  Chamber of Commerce, or because of 

their roles in the community. 

The interviewees thus necessarily carne from inside the Winnipeg 

community, and represented many fields of endeavour (see Appendix A). Some 

of the interviewees came from organisations that deal directly with Winnipeg's 

image, such as media outlets and some of the city's promotional agencies. 

Throughout the interview process, material penaïning to al1 research questions 

was sought from interviewees, always with the intent of füling any gaps and 

broadening any information gathered from the literature search. Thus, though the 

main intent of the interviews was to delve into the cubys behind Winnipeg's image, 

should the opportunity have presented itself to discuss other aspects of the study. 

the matter was pursued. 

in general, previous research steps informed many of the selections, 

through suggestions arising either out of the literature itself, or from individuals 

involved in the research. As well, the researchervs own growing famiiiarity with 

%or example. Lrung, Hok-Un, Cifylmages- Kingston: Ronald P. Frye and Company, 1992. pp. 
1-7. or Pocack and Hudson, op. cit.. passim. 
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the subject maner lent itself to further suggestions. The result was a list of 

candidates that had the potential to be rather usehl  and informative. Zn 

retrospect, the candidates did not include corne from as wide a group as  was 

originally hoped. Because they were selected as wide ü group as was hoped fo 

Categorically, the interview respondents came from four groups: 

br csinesspemon/entrepreneu r, respondents from this grou p were c hosen 

based on their familiarity with the "sellingt' of Winnipeg as a place to do  business, 

and the use of the city's quality of 1iTe as a feanire in that marketing. Because 

much of the material dealt with in this study was supplied, created or sponsored 

by Winnipeg 2000, a substantial list of possible contacts arose with ties to that 

organisation. While these individuals were not necessarily rnembers of Winnipeg 

2000, they did possess knowiedge of the perceptual obstacles to be overcome in 

regards to attracting a business to Winnipeg and ensuring its continued heath. 

public official or member of otberpzïblic a g e n q  this group consisted of 

people who held elected public office, and members of other govemment-related 

bodies such as Tourism Winnipeg. They were chosen also because they were 

involved in the selling and promoting of Winnipeg. but this group possessed less 

of a business-oriented bias. 

cornrnunitv or uo/zmteer organisation; again, this group was chosen for its 

particular viewpoint, in counterbalance to the biases inherent in the other groups. 

Individuals were selected from various social service organisations and cornmunity 

groups such as the Salvation Army. 

ofber, this group consisted of individuals who did not fit neatly into any of 

the other groups, the prime example being joumalists. 

It should be noted that the interview candidates were fairly well-rounded 

individuals, and ofien could daim membership in more than one of the above 
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groups. In these cases. they were classified according to their own indication of 

wliere they did the most work. 

Despite the attempt to target well-rounded individuals and obtain a set of 

candidates representing a wide spectrum of backgrounds, the list of candidates 

was somewhat skewed toward a middle-class, entrepreneurial demographic. This 

was a naturai outcome of the way the interview candidates were selected. The list 

began as a set of suggestions from individuals in Winnipeg 2000. As such, it was 

inherendy biased toward the aforementioned demographic. From this initial list. 

the set of potential candidates grew according to the process previously 

mentioned. Even though candidates were sought from other demogrüphic groups. 

the original influence of the "entrepreneurial" group was difficult to elhinate and 

was thus more pronounced than would otherwise have been hoped. 

The questions which fonned the basis of the interviews. like the 

respondenrs, were also chosen based on previous research steps. The review of 

simiiar, previously-done studies was useful in suggesting several of the interview 

questions. Because these studies were seeking the same sort of information. the 

questions used in them were quite compatible with this study. With some 

modification to the acnial wording, some of these questions were thus 

incorporated into the interview guide (see Appendix A for a copy of the 

instrument). Other questions were developed out  of the literature dealing with 

image and perception. It should also be noted that the interview guide was just 

that. The questions on it were delibentely designed to be  open-ended, leaving 

room for certain answers to be explored further. As a result, some of the 

questions asked during the acnial interviews did not form pan of the guide. These 

additional questions were nevertheless inspired and founded on the same solid 

theoretical foundation and critena as the other guide questions were. 
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The instrument itself was divided into two parts. The intention of the first 

part was to solicit more background information about the candidate. as well as  to 

further broaden the representation of Winnipeg's image that had been obtained 

through previous steps in the snidy. Questions 1, 2 and 3 were very open-ended 

questions identical to those used by Leung in his smdy of Ottawa's image. The 

only rnoditication. of course, was the change in the city of reference. Questions 4 

and 5 were background questions, designed to gauge the candidates' famüiarïty 

with Winnipeg and their own views of the city. Together, the questions in Part 1 

were designed to gain a further insight as to how Winnipeggers viewed the city. 

Unfomnately, the questions did not function as designed. The first group 

of interview candidates was very reluctant to answer the questions in Part 1. 

primarily because of their sirnilarity to questions which would be typically be 

asked in a more broad-based phone survey. The questions did not seem to match 

what would normally be used in a key informant type of interview. Further 

review of the questions detemiined that this was probably me,  especially in light 

of the high degree of reiuctance demonstrated by the candidates. As well. Part 1 

provided no new information that could not be gained from the questions in Part 

II, or that had already been gathered in assessing the candidate for their suitabüity 

for the interview. As a result, Part 1 was dropped from al1 but the first four 

interviews. 

The questions in Part II were designed to analyse specifically why 

Winnipeg had corne to develop its particular quality-of-life image. Once again, the 

questions were kept open-ended in order to solicit top-of-rnind responses which 

would reveal what the candidates held in highest regard. The questions were 

again based on previous research steps, with Questions 6 and 7 based on  

questions used in the Leung book. in this case, however, the questions were 

modified somewhat, and reworded to bring out the candidate's own experience 
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with how others thought of Winnipeg, rather than what they themselves thought 

of the city. Questions 8 and 9 were original creations. Because none of the 

previously-done studies chose to look at why Winnipeg's image had deveioped, 

there were no precedents for which questions to ask. Thus, the questions were 

worded in as simple a marner possible to solicit the desired information. 

Question 8 asked respondents to analyse why they felt others thought of Winnipeg 

in the stated ways. and Question 9 asked respondents their own opinions of what 

aspects of Wùinipegrs image they felt were the most important to address- 

Thus. using these questions, the interviews were actually camied out in 

February and March of 1998. m e r  nine indisposed candidates were elirninated 

from the list of potential interviewees. a total of 23 interviews resulted. With the 

combination of the interviews and the various reviews of literature and other 

content. the somewhat ethereal and subjective topic of W i p e g ' s  image bearne 

much more solid and well-defmed, enabling a clear view of the subject to emerge. 

Analysis could now begin of how to address the discrepancy between the city's 

acmal image and that to be expected from its quality-of-life indicators. Hence, the 

third research question: 

3. What can plamers do to bridge the gap? 

Again, the search for answers to this question is guided by what has already 

been done. It has already been demonstrated that image is a factor in behaviour, 

and that the image of a settingls quality of life may affect how it grows, develops 

and evolves. The lïnk of quality of life to planning has also been demonsuated, 

and thus makes obvious the impact that pianners cm have. Based on  the answers 

found in the first two research questions, suggested courses of action will present 

themselves for plamers to improve Winnipeg's image and its quality of Me. 
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Any study of the city of Winnipeg must take into account the city's 

particdar traits and qualities, and where the city stands in time and space relative 

to the topic being discussed. Especially when deaiing nith a topic such as image, 

it is necessary to become farniliar with what the city has been. its current qualities, 

and its hiture potential. To that end, a brief discussion of Winnipeg's history. 

socio-economic makeup, and geographic circumstances follows. By underraking 

this discussion, it is hoped that broader insight can be gained into how and why 

Winnipeg's image came to be.j7 

Winnipeg today is a mature city of almost 700,000 people with perhaps one 

of the steadiest and most diversified economies in Canada. Its history has been 

marked by its isolated location in the midst of the Canadian Prairies, and by its 

importance as a hub for transportation in the Canadian West. Through time, the 

city has had its image evolve; at times seen as a bachater. and at others as the 

next great city of the West. Whatever the image, it has always reflected the city 

and its citizens at the tirne, demonstrating the traits and concerns of the local 

population. 

What is known today as Winnipeg started out as a colony under the 

auspices of the Hudson's Bay Company. These first colonists, under the 

leadership of Lord Seikirk, came to the confluence of the Red and Assiniboine 

Rivers in 1812. The ara had been the site of several fur-trading posts, going back 

in time as Far as the 1780s, and had also long been a meeting place for the local 

native tribes. 

j71t should be noted thar this is not intendrd as a definitive history of Winnipeg. It is sirnply 
intendcd to show the patterns of growth and decline that the cicy cxperienccd, and how the city 
has becn viewed throughout its history as a result. 
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In its early period. W i i i p e g  was not much of a sedement. ~g r i cd tu re  

was marginal, as the settiers were unfamüiar with dryland farming techniques.j8 

Surpluses were thus difficult to achieve, and even if the farmers should by chance 

have increased their production above subsistence Ievel, there was literaily 

nowherc to sel1 their produce.59 The settiement was extremeiy isolatedbO, with 

no direct links to any other signifiant settlement except via long arduous joumeys 

by boat or canoe. or overland on foot. Furs were the oniy product which was 

affordabte to transport by these methods, and dius for the bener part of their early 

history, the settiements in the Red River Colony relied heaviiy on the fur tracte For 

their sustenance. 61 

During this time, a single entity known as "Winnipeg" did not exist in the 

Red River Valley. Tiny settiements were instead scattered throughout the area. 

The srnall group of buildings which had gathered around McKemey's general 

store at the junction of the area's two main cart routes would become known as 

winnipeg6' (and die cart tracks as Portage and Main). This settlement CO-existed 

with another which had grown up around Upper Fon Garry (where the Hudson 

Bay fort and government seat were located) and with that of the original Selkirk 

setders at Point Douglas, as weii as with strings of farms which could be found 

dong the two rivers. 

This modey collection of settlements was not of the type to inspire thoughts 

of Future greatness. One observer in 1870 described the Winnipeg area as: 

js~l;isscn. Henry C. Tbe Red River Seftfement and rhe St. Paul Rorrte. 1859-1870. unpublishcd MA 
$csis. University of Manitoba, 1963. 
 nibise bise. Alm F. J. Winn~;Oeg: An I f l t ~ tmed  Hislory- Toronto: Jxmes Lorimer and Company. 
Publishers. and National biuscum of blün, National hluseums of Canada, 1777. pp. 13. 
6u~+;im. George H. Reminiscencesof n Rmnfezcr. Toronto, 1921. pp. 19. 
'l~rtibise, op. cil.. il .  
 nibis bise, op. cit., 16.; 
Reynolds, G.F. The Man Who Crented Poflage and Main (Henry McKmnq) .  Historical and 
ScicntiFic Society of Münitoba Transactions, Series NI, Number 26 (1769-70). pp. 5-40. 

Dino Citffnme The Power of Perception 55 



"...rickety-looking shanties that looked for al1 the world as if they had been 

dropped promiscuc>usly on the verge of a boundess 

It was therefore not surprising that people thought negatively about the city 

at this time, if they thought about it at aii. The area was not connected in any 

meaningful way to the rest of the continent. a situation which would not change 

until railroad links were established co St. Paul in 1878 and to the rest of Canada in 

1885. The population was thus fairly small (approximately 1.000 in 1870, and the 

economy was cenved on the fort and the fur trade which accompanied it. If 

Winnipeg was Iooked at as a backwater at this time, it was because it indeed was 

a backwater. 

The city's future began to change in the 1870s with the coming of both the 

railroads and the type of people who came with it - people who were always 

seeking to tum a profit from the newfound prosperity the railway could brins. 

When in 1881, it was confimed that Winnipeg would be pan of the Canadian 

Pacific Railway main transcontinental line, it set into motion the most intense 

boom period in the city's history. The population of the city went from 6,000 

people in 1881 to 14,000 in 1 8 8 2 . ~ ~  The boom was based almost entirely on land 

~ ~ e c u l a t i o n ~ ~  surrounding the railroad, and was not dissirnilar to the 

circumstances other Western Canadian centres encountered with the coming of the 

CPR. 

During this period, the population of the now-booming city changed in 

number and make-up. In its marginal, fur-trading days, the town and area had 

63~rtibise, op. cit.. 23; 
Hcaly, W.J. Winnipeg's Eady Dnys: A Short Histoncal Sketch. Winnipeg, 1927. pp. 21 
64~r t ih ix .  AIan F.J. Winnipeg: A Aocianl Ht3tot-y of 0 . n  Gmwtb 1874-1924. Monueal: 
k&Gifl-Queen's University Press, 1975. pp. 44. 
'>~rtibise. Winnip%; An IIfustmted Hinory. Toronto: James Lorirner and Company. Publishen, 
and Nacional Museum o f  Man, National Museums of  Canada, 1977. pp. 26. 

- 
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been populated by a fairly even mix of Metis, English and French settiers.66 As 

people fiooded in to take advantage of the nilroad boom. the population had 

become increasingly British and Eastern Canadian (particularly Ontÿnan) in 

origin. 67 

These new groups of senlers brought with them a more "enuepreneurial" 

spirit rhan the previous settiers did, and it was very important to them to see 

Winnipeg grow and prosper in a business sense. The success of young towns at 

the time was judged mosr frequently on the basis of their population and how fast 

the serdement was growing. This contributed heavïiy to the creation of a 'growth 

at al1 cosrs'. boosteristic mentality among the city's leaders. It would also lead 

inevitably to  a cornmon by-product of boosrerism which plagued much of Westem 

Canada during this era: consistently infiated population figureS.Ga Rather 

optimistic figures were regularly concocted by town boosters in order to  lay claim 

to the greatness which was associated with rapid growth. By creating ar least a 

partial illusion of a burgeoning population. it was hoped others would be drawn 

to the city, and thus allow the city leaders to lay daim to even further greatness. 

The daims of the boosters and actions of the speculators had given the 

settlement of W i p e g  a reputation for confidence. "Optimism and arrogance" 

66~arlyle. W.J. "Growth. Ethnic Croups and Socio-econornic Areas of Winnipeg." from Winnip%l 
2874-1974. Pmgm a n d  P-cts. Tony J Kuz. ed- Winnipeg: Manitoba Deparunent of lndustry 
and Cornrnercc, 1974. pp. 31. 
h'~nibise, op. cil., 18. 
6 '~ lc~owan .  Don C. n e  G-t and Gmwing Yenm The Sut$ CU-( Rqion. 1W7-1914. 
Victoria: Cactus Publiations, 1987. pp. 44. 
Boostcrism \vas a phenomenon which involveci extensive advenising, lobbying, and t he  offering of 
vcry favourable incentives to potential business o r  residents, in ordcr to prornocc growth and 
dcvclopmcnt. For excelIent discussions of the impact and scope of boosterism in Western Canada 
sec abovc citation; also Voisey, P5iuI. V~ilcnn: The Making of n Prairie Cornrnritzi~v. Toronto: 
University of Toronto Press, 19%. 
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were the hallmarks of winnipeggers,bg and the city had gained what ws at the 

time a very positive, if somewhat brash, image. 

Though land speculation had led to a short period of intense growth for the 

city in 1881-82, it was not u n d  the actual arriva1 of the raüroad in 1885 that the 

irnpetus for substantial sustained growth had been established. For the ne.= thirty 

years. Winnipeg experienced the highest population growth in Canadian history. 

and began to shed its previous image as a backwater. Aided by the claims of the 

always effervescent boosters, Winnipeg began to a m c t  attention as the "Chicago 

of the North1'. 

There was some justifkation for this c l a h  despite the ofien unrealistic 

aspirations and insincere assertions of the boosters. With the coming of the 

railway, many eastem-based companies established a presence in Winnipeg, using 

it as a service and wholesaling centre. Beneficial nilroad freight rates, gnnted in 

1886, were such that companies found it much more economical ro ship their 

goods to and frorn Winnipeg than other Western centres.70 Combined wirh the 

increasing productivity of westem farmers, the resultant spinoffs that occurred in 

the retail, banking and administrative industries quickly made Winnipeg the 

dominant centre in Western The city had literally becorne die "gateway 

to rhe West", controlling the vaffic of nearly ail the goods and services for the 

westem half of the nation. Quite logically, expectations were high for the town's 

Future, and its potential was not ignored by outsiders: 

69~rtibise. Winnipeg: A Social Hinory of Urbnn Gmwtb 1874-1914. Montreal: WGill-Queen's 
University Press, 1975. pp. 15. 
7 0 ~ u z .  op. ci!.. 9. 

~ u z ,  Tony J. "Meuopolitan Winnipeg: Inter-ubn Relationshipsn frorn Winnipeg 1874-1974: 
Pmgress and Prospecfss Tony J. Kuz, cd. Winnipeg: Manitoba Department of lndusuy and 
Commerce. 1974. pp. 10. 
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All mads tend to Winnipeg. It is the focal point oJ the tbree 

trnnscontinentaC fines of Canada, and nobo&-- c m  p u s  fmm one 
part of Canada to unotber witbout going thmrrgb Winnipeg. » is a 
gateruay tbrozrgh rohich al/ the commerce of rhe East and tbe West 
and the North and the Som3 rntistfloru. No city, in Arnericn nt least. 

bas s t ~ b  an  absoltrie compIete command over the wbolesale irade of 
so ~*ust an area. It 13 destined to become one of the greatest 
disfribrtting commercial centres of the continent as wefI AS n 

mnnrcfactun'ng communî[v of great impoHunce. 

- WiIliarn E. Cri rtis. Ch icc-igo Record Tdrr ne, 19 1 1'' 

Accordingly, as the town grew, so did its positive image. The nature of the 

town iwlf also evolved . What had once been a gathering of shanties 

surrounding a remote fur trading post had become the pre-erninent centre for the 

region. It had become a magnet for immigration, and the thousands of people 

who had corne to the city were the driving force behind its growth. A city which 

in 1881 had a population of about 6,000 nurnbered 130,000 in 1913.'~ The 

outlook of the people necessarily became Iess insular and provincial. 

Unfortunately, the flowering of Winnipeg would prove to be btief. By the 

end of the boom perïod in 1913, the seeds for a decline in growth had already 

been planted. Changes in everything from its dominant industry to its ethnic 

makeup would see the city evolve from its gregarious and bnsh boomtown nature 

to a mature, far less volatile city. 

 nibi bise. Winn@qg: An ïhstrnted Hisfoy.  Toronto: James Lorimer and Company. Publishen. 
and National Museum of Man, National bIuseurns of Canada, 1977- pp. 23. 
7 3 ~ e l l s ,  Eric. Whnïpeg: W b e ~  fbe New West Begim. An lllrcstrated Hi«op.  Burlington, Ont.: 
Windsor Publications, Ltd., 1981. pp. 125. 
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Beginning around 1913, the BritishlOntarian portion of the population, for 
- r 

thirty years the city's dominant group, began to experience a de~line.' '~ (see Table 

3) Of course. many people were now calling themselves "Manitobans", accounting 

for much of the relative decline in the BritisWOntarian proportion of the 

population. However, new immigrants were flooding into the city from parts of 

the world which were in sharp contrast to Britain or Ontario. The majority of 

them were Slavs and Jews, with suong cultures very dissimilar to that of the 

predominant -4nglo-Sauon group which had until then rnaintained near total 

control of the city's social and commercial enterprises.7i Because of the strength 

and distinctiveness of their culture, these newer immigrants were much l e s  easily 

assimilated. As well, the growth in their proportion of the city's 

Ongin of Winnipeg's Popuhcion as 
Percenmge of  Totcrl Populrition (1881 - 1761 ) - . -  1881 1891 1901 191 1 P k e  of Onwn 1931 1941 1951 196  1 

Ontario 
Great Britain 
Manitoba 
Quebec 
Adantic Canada 
United States 
Scandinavia 
Germany 
Italy 
Russia/Poland 
other Canada 
Asin 
other 

Total foreign-bom 32.5 42.7 37.8 55.9 47.6 43.5 35.0 30.3 28.5 
TotalCrinadian-boni 67-5 57.3 62.2 44.1 52.4 56.5 65.0 69-7 72.5 
Table 3: Origin of Winnipeg's Population as Percentage of Total Population (1881- 196 1 ) Adapted 
from Aian Arribise. Winnipeg: An I/IusLmted H i s m .  19n. 

74hrtibise, Nan F.J. Wim'peg in iCI3ps (1816-2372). H. Dahl, ed. Orrawa: National hlap 
C_oIlection. Public Archives of Canada, 1975. pp. 23- 
''~fiibise. \Vinnipeg: An Illustnred Hirtory. Toronto: Jïrnes Lorimer and Company. Publishers. 
and Kational Museum of Man, National Museurns of Canada, 1977. pp. 98. 
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population created a situation chat was entirely new for the city. The hegemony 

that had once been Iield by the dominant British and 0nt;irian groups was no 

longer, and the influence these two groups held over the affairs OF the city was 

considerably lessened. In short, a substantial portion of the population was no 

longer willing to accept the 'growth at al1 costs' manifesto that had corne to 

dominate previously. 

The result was a shifi in the overall character of the city. The influx of 

immigrants who were not easily assimilated brought to Iight, seemingly for the first 

time, social problems which u p  to rhen had been ignored by the city leaders: 

poverty, a distinct lack of social spending on the part of the civic govemment? and 

a propensity for both the rich and poor to segregate themselves from each 

~ t h e r . ' ~  Winnipeggers were forced to look inwards at their own problems, and 

the city took on a rnuch less brash and arrogant bent than before. These 

long-festering problems would be part of the cause of the 1919 Winnipeg General 

Strike, perhaps Winnipeg's most notable histoncal event and the incident which 

would most signai the city's shift away from its previous business-oriented, 'growth 

at al1 costs' outlook. n 

The change in focus naturally meant that the city's growth would slow. 

However, this decline in growth was caused by a number of other important 

factors as well. The evolution of the rest of the Canadian West and the 

developrnent of competing population centres served to direct attention away from 

Winnipeg. By the early 1900s, Edmonton, Calgary, Vancouver and even Regina 

and Saskatoon had begun to experience signifkant growth of their own (see 

76?bid., 109. 
77~rtibise, op. cil.. 114. 
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Figure 31, splitting up into smaller pieces the hinterland which Winnipeg had 

previously had for its own. 

Loss of i ts preferential railroad freighr rates would remove Winnipeg's 

advantage as a wholesaling shipment point. The opening of the Panama Canal 

also ceded much of the Qtyls grain transport market to  anc couver.'^ As a result. 

Winnipeg's absolute control over the Western Canadian landscape had ended and 

the irnpetus for quick and substantial growth had thus been removed. Inevitably, 

immigration would d s o  slow. as there was less and less reason for immigrants to 

choose Winnipeg as their fmal destination. As the city headed out of the World 

\Var 1 years, it iapsed into a penod of much slower growth, but also one of 

maturation - a period that largely continues to this day. 

Popuurtion Growth 
of Major Western Canadian Cities 

-t Winnipeg -m- Regina + Saskatoon - W 3 a V  + Edmonton +- Vancouver 

Figure 3: Population Growth of Major Western Canadian Cities. Source: Statistics 
Canada Censuses, 1901-1961. 

Winnipeg's funire image was seemingly consolidated during the posr-World 

War II years. At a time when other cities were experiencing their time of greatest 

growth, Winnipeg Iagged far behind, and actuaUy lost population (see Figure 3). 

The large number of immigrants (both from within Canada and from other 
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countries) that had propelled the city's population growth in the pas  had 

disappeared, and any addition to the population was now accounted for mostly by 

natural increase. This pattern of compantively low growth would continue well 

into the future and prove to be one of Winnipeg's hailmark traits, dong with its 

infamous winters and isolation. 

In facr, it could be argued that these features mark Winnipeg's "natural" 

image. In a global context, and even on a nation-wide basis, Winnipeg is not a 

big city. Its relatively srnail population does not allow it to maintain. develop or 

attrxt features that would typically be found in larger centres. its importance as a 

commercial market, for exarnple, is lessened by the fact that the local population 

is relatively small. Furthemore, its geographic location and isolation create a 

situation where the city tends to be "overlooked" in favour of other cities with 

more prominent or fortuitous locations- In these circumstances, one cannot 

realistically expect the city to possess a powerful, popular image. in k t .  a 

historical analysis of image suggests that except for some bnef boom 

penods, the city has always possessed a radier slight, if not negative image. Only 

during the period of dominance of the boosters did the city exude the confident 

vision that allowed it to lay claim to being the "Chicago of the North." The rest of 

its nearly 300-year history sees it as an isolated outpost on the Canadian Prairie, 

ignored in favour of other centres. 

Viewing Winnipeg in this marner, as a product of its geography and 

history, helps to gain Further understanding of the city. In succeeding sections, the 

context established here wiil be essential in assessing and analysing the inuicacies 

of Winnipeg's image, its current fortunes and its prospects for the future. 
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Wbat. in the wes o/its residmts and ifs non-resicients, is the degree of discrepnnq 
betcveen winnipeg's apparent qtrality-of-lge image and the image qûected /mm irs 
acttral qtraIi[v-o f-1 fe indicutors? 

Frorn the beginnùig stages of the study, severai hypocheses hacl been made, 

and the research designed around them. For exarnple, it was hypothesised that 

differing images of Winnipeg would be obtained from those who Iive in the city 

and chose who don't. It was also hypothesised that at least some of the images 

arising out of the snidy would be to some extent negative. These expectations 

and others were realised, but some other unexpected results were also achieved. 

A. Economic Opportunities 

The firsc research question entailed determining exactly what Winnipeg's 

quality-of-life image was, based on five different sub-images. The first sub-image, 

economic opportunifies, is a key factor in attracting people to a city or in being 

able to keep its residents from leaving. People depend on jobs and a good 

business climate to ensure that they are able to provide for themselves. As such. a 

city's image in terms of these opportunities is of key importance. Unfortunately. 

the analysis of previously-done studies reveals that Winnipeg does not rate very 

favourably on this count. 

The results of the interview portion of the Winnipeg Image Sludy, done by 

the Winnipeg Business Development Corporation, ïndicate chat the most frequent 

answer given. out of al1 positive and negative responses, w a s  that non-residents 

had little knowledge of the city or that it was not top-of-mind (see Table 4). 

Of course, this was a general response, and does not refer specifically to 

the city's economy. However, specific econornic inFerences can be still be drawn 

frorn this general response when other aspects of this specific study are 

considered. The Winn ipg  Image Stzr- interviewed a total of 31 non-resident 
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ittlc knowlcdgc of cicy/'not 
cip-of-mind 

ack of criticA market mass 
Ir population 

io naniral appeal/dullness 
)f naturd cnvironment 

iot enough growth 

amc as any other city 

ioc a ccntrc of dccision-making 

nsular mcntality/people dcal 
~nlÿ with I<KZIIS 

ack of skilled labour 

ior cnough industry infrastructure 

riII ncver go back 

mentions as O h  POSïTïVE RESPONSES 
of ffspoadents 

stabltt/rivcrage econorny 
or market 

93.5 good placc to livc 

16.1 low costs (generA/labour/ 
FaciIiry) 

16, i good frimily cnvironment 

6.5 inspires loyalty in residcnts 

6.5 low housing costs 

3.2 good labour forcc 

3.2 positive nwrk ethic 

mentions as O h  

of respoadents 

quict/laid-back Feeling 

good summers 
This figure is a combination of positive and negative responses. In the interviews. individual respondcnts 
bftcn viewed Winnipeg's stübility as both a nept ive  and a positive, thus making it difficult to separace 
csponses into one  category or the other. 
Wrrl w i m k  of m-pondentss 31 
r9td m r m k  of rrrponses: 3 15 
able 4. Malysis of Responses in the Winnipeg Image Study. brised on interviews from: Winnipeg Image 

Study. Wnnipeg Economic Development Cotpamtion. 190. 
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business executives for their opinions of Winnipeg as a location for their 

businesses. The focus of the interviews was thus economic in nature, both in the 

subject matter and in the traits and biases of the candidates themselves. This 

allows one to infer thar at least partially, the responses of the candidates would 

also possess an economic slant. When the most frequent response is that the city 

is not "top-of-rnind", one c m  therefore reasonably consider that a substantial 

portion of those responses refer to the &y's economy. Of course, this type of 

assumprion and ùiference does not possess the degree of import that a full. 

unqualified result would, but even so. it is at least a partial indication of the state 

of Winnipeg's economic image - one that must be corrobomted with other 

evidence. 

This addirionai evidence cornes in the Fact that nowhere was the city's 

economy viewed as vibrant, as answers overwhelmùigly referred to it as average 

or stable. (see Table 4 )  This view. of course, is two-edged. Some of those who 

saw Winnipeg's economy in this light saw the stability as a positive, since it meant 

that the city was not subject to the boom and bust cycles that have plagued other 

cities. In this way, it was a guaranteed, sound market for some industries. 

R e  presen ta tives of other industries in search of large, rapidl y-growing markets saw 

the stability as a negative. 

The views of non-Winnipeggers with respect to the city's economic 

opportunities can, on the whole, be sumrnarised as rather lukewami and 

indifferent. The views of W i p e g g e r s  themselves were much less so. 

Surprisingly, they revealed a rnuch more negative image of the city's economy. 

Results from the consulted sources consistently indicated a lack of satisfaction with 

the economic oppominities to be found in the city. For example, in the Urban 
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Canada Report, Winnipeggers were mnked the second lowest arnong major 

Canadian cities in terms of optirnism for their city's economic In the 

first portion of the Winnipeg Image Stu& Winnipeggers viewed their city's 

economy as one of the lowest ranked attributes of the city.80 

Even when attitudes towards the economy were not a specific focus of 

study. Winnipeggers tended to make their feelings on the subject known. When 

asked about what the city's best qualities were, the economy and related maaers 

(jobs. business dimate, etc.) were either ranked lowly or not at ail. For example. 

in the Prorrd to Cal2 Winnipeg Home campaign (see Table 6), designed to get 

residents to voluntariiy state what made hem proud of their city. only about three 

percent of al1 recorded comments dealt with economic factors. This is quite telling 

because those who participated in the campaign were self-selected. In other 

words, only the people who aZrea& felt positively about the city took part in the 

campaign. Yet, even this seerningly favourable group fails to mention the 

economy as a positive. 

ln addition, polls conducted by the Winnipeg Free Press corroborated these 

fmdings. A series of opinion surveys camed out for the newspaper showed 

unemployment as either the fnst or second highesr area of concem in the city over 

a p e n d  of eighteen rnonthsS1 The surveys of 600 Winnipeg residents. done 

every three to four rnonths on behalf of the paper, consistently showed 

ernployment opportunities as an issue that needed attention during that tirne 

79~ripus Reid Group. op. cif.. 25. 
'(k'estern Opinion Resexch Inc. Winnipeg Imnge Stu@ Fiwl  Repo~. prepared for Winnipeg 
Business Development Corporation., 2990. p. 10. 
R 1 ~ n d y  Turner, "There. but for the gnce o f  Cod..." from Winnipeg F m  Pms, 5 Febnüiry 1996. p. 
AS.; Trecna Khan, "Streets, crime top city's illsn from Winnipeg Frve P m .  24 May 1996. p. Al.: 
Uoug Naimc, "Crime anxiety grips city" h m  Winnipeg Fnx Ptress, 22 Dccember 1'996. p. A l .  
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fr-me. It thus becomes apparent that Winnipeggers' image of their city's economic 

opportunities is less than stellar. 

It also becomes evident that a contrast exists benveen the images held by 

Winnipeggers and those of non-residents. What is unexpected. and somewhat 

counter-inniitive is that the city's own residents seem to have a slightly more 

negative viesr than non-Wimipeggers. [mile outsiders tend to indifierence, based 

on the prevalence of middling attitudes and the low standing of the city as a 

"topof-mindm cenve (see Table 41, Winnipeggers seem to be more purely 

negative. as cited by their consistent appraisal of the economy as a defwte 

concem, 

How does this situation compare with what should be expected from the 

city? It should be noted that a problem presents itself at this point. Ascertainhg 

exactly what constitues a high quality of life can be a somewhat difficult task. It 

is hard to Say for example, that an unemployment rate of X is required for a city to 

quai* as having a high qudity of life. First of all, rarely in the literature is it 

stated with precision what the exact standard must be in order to achieve high 

quality. Concrete numbers are usually not employed, often because the 

phenornenon being analysed is not at ail amenable to measurement, but also 

because of the subjective nature of the topic. 

Even if precise standards did exist, the nature of the topic would see the 

standards Vary across different cultures, philosophies and also across 

socio-economic suata. As weii, die broader in scope the concept being studied. 

the more difficult it is to corne up with a specific measurement for it. What 

remains in many cases then is the use of a relative sale  of measurement by which 

the indicator can be said to be "more or less" approaching a standard which "more 

or less" reflects a high qualiry of Me. This is by no means perfect, but it does 

enable one to some elementary assessments. 

Dino Civitnmse The Power of Perception bs 



In reference to  economic opportunities then, a city which is possessed of a 

good quality of life wouid therefore obviously provide for a healthy level of 

economic oppomnities. Again, it is difficult to give an exact description of what 

consticutes "healthy", but one c m  approximate by saying that unemployment rates 

should be fairly low. Unemployment in this case can act as a proxy for other 

measures of the economy, for it does in some ways indicate the general o v e d i  

health of a ci.. 

~t first gizince, it appears that neither the outsider or resident image of the 

economy corresponds with Winnipeg's actual economic standing. It is here that 

the power of perception and image becomes evident. If low unemployment is a 

stantlard by which a city's economic opportunities can be gauged, then Winnipeg 

fares quite well when its reality is taken into consideration. Winnipeg's 

unemployment rate is quite low in cornparison to most of Canada's other major 

cities (see Table 5). This would lead one to say that Winnipeg is indeed 

possessed of a high quality of Me, and should thus possess a positive image of 

such. Yet, as demonstrateci previously, neither W i i p e g g e r s  nor their 

counterparts outside the city viewed the city's economy as particularly healthy- 

Wimipeggers saw the economy as a major cause of concern, and outsiders were 

generally ignorant of the city in economic maners. The image in this case is 

certainly worse what would be expected from the reality of Winnipeg's economic 

situation. 
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:\vcragc of 13 <bn:idirin ccnsus mctropoliirin rirc-~s 92 59-4 

Table 5. 1997 Labour Force Statistics for Selected Maior Canadian Cities. Source: Stritistics Canada. 
CAXSIM. mritrîces 3483 - 3492, 1997, 

B. Housing Costs 

An altogether different picture emerges with respect to the city's housing 

cosrs image. The cost of housing is a critical factor in the health and attnctiveness 

of a city, and based o n  the analysis of previously-done snidies, Winnipeggers have 

a favourable view of the affordability of housing in their city. In a comparison 

ranking with other cities on several attributes, Winnipeg was ranked highest for 

"reasonably priced h o u ~ i n ~ . " ~ '  Housing was also seen as Winnipeg's most 

favourable quality of life factor in the Urban Canada ~ e ~ o r t ~ 3  

This positive feeling, however, may not be  one which resides at the top of 

people's mincis. While housing costs are nred quite highly when specifically 

referred to, they are not an issue which cornes to mind when the question is 

open-ended, such as  in the Winnipeg 2000 Proud to Cali Winnipeg Home 

campaign (see Table 6). There, housing costs are only n ted  by about four percent 

of respondents as being something to be proud of. The image Winnipeggers have 

Opinion Resrarch Inc.. op. cit.. 10. 
s3:\ngus Reid Group, op ciK. 10. 
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of their city's housing costs thus seems to be generally positive, though possibly 

only in cases where the discussion of the topic is specificdly prompted. 

R e s p o n s e  Category Number of O h  of Totll Mentions  as 
ns O/* of 

mon-;cold/bad tv=ther (as a nePtive) 

multiculturril/multitthnic nature 

cducationril opponunities/quality of cduc. institutions 

:icccs.sibiIity within city/transpon s y a e d l o w  tr~ffic 

:~ffordablc housing 

nitur~l  environmcnt 

wintcr (ris a pusitive) 

gcner~l  qurility of Iifwcost of Iiving 

business cnvironment 

clcanline-ss of city 

bad rcsponsc of others about Winnipeg 

big city/srnall town combination 

safety/low crime 

history/ch;irxter 

&rr ( 3  or les.; rt-aonses ner m r e ~ r v )  18 X.H 34.0 

T&ie 6: "Proud to CriIl Winnipeg Homew Crirnpaign: Content Analysis of 
Suhmissions. Source: Winnipeg 3000, 1996. 

Non-Wimipeggers, however, are virtually dent  on the matter. The analysis 

of previous research showed that for non-residents, there existed virtudy no 

image of the city's housing costs. In top-of-mind answers for the interview portion 

of the Winnipeg image Srudy (see Table 41, housing was not a frequently cited 
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response, and even the key informant intexviews conducted by this researcher 

revealed that non-residents of the city had, for all intents and purposes, no 

opinion at al1 on the subject. This is not entirely surprising. When considering a 

city for a reloation decision, housing costs are a factor thar would not be taken 

into account until fairly well advanced into the process. Only those who are 

already seriously conternplating Winnipeg as a place to live will have made 

rhemselves familiar with the state of housing cos& in the city. Thus, vety few of 

the respondents would have had Winnipeg at the top-of-minci in this regard. 

Comparing these actual images of housing costs to what would normally be 

expected presents much the same situation as did the review of economic 

opportunities, Once again, an exact standard for housing costs which would 

indicate a high quality of iife is difficult to provide. There is nothing in the 

literature on quality of life which says that housing must cost a certain amount to 

be affordable. Cercainly, housing experts have developed various standards for 

housing affordability. One of the more common ones is that housing costs should 

equal no more than 30 percent of the resident's monthly income. These standards 

are open to dispute as to whether they t d y  reflect the affordability of a dwelling. 

Despite the absence of a solid standard, the state of Winnipegts housing costs can 

still be assessed on a relative "more or Iessn basis. When the cityls housing prices 

are analysed using statistics from the Canada Mortgage and Housing Corporation. 

it becomes evident that the situation in Winnipeg is fairly positive (see Table 7). 

The city possesses one of the lowest levels of housing costs of Canada's major 

cities. Further, Winnipeg has the second lowest housing costs in al1 of Western 

Canada, surpassed only by Regina. Thus, in its own geographical realm, Winnipeg 

rates quite highly indeed. This is particularly interesting considering the disparate 

images that Winnipeggers and non-residents seem to hold of this particular facet 

of the city's quality of Me. With Wimipeggers apparently quite aware of their 
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city's high standing, and outsiders quite oblivious to it. there are strong 

suggestions that image and perception are at play. 

Table 7. Canadian Housing Costs. Fourth Quarter, 1997. Source: Canada 
Mortgage and Housing Corporation. 

C. Sense of Place 

While Winnipeg's image in tenns of housing costs can be deemed 

altemately positive or non-existent, the city has a fairly weli-defmed 

image, both arnong residents and outsiders. 

Sense of place has been the subject of many in-depth studies 

sense ofplace 

Far larger in 

scope than this. While an in-depth study of the sense of place associated with 

Winnipeg would likely be of interest, the far more lirnited scope undertaken in this 

study nevertheless did provide an accurate poruayal of the subject. 
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The Fust aspect of sense of place discussed, irlenlip, manifests itself in the 

level of cornmitment and attachment residents have to their city. Because it is thus 

a more ethereai topic, there are few if any statistical measures whicli are able to 

accuntely reflect it. Unlike housing costs. for example, attachment camot be 

directlv measured. By necessity, evidence of the level of identity Winnipeggers 

have with their city is largely anecdotal, having been gained from interviews and 

from cornrnents found throughout the other documents analysed. 

h o t h e r  way to portray- a sense of attachment is to draw inferences from 

statistics measuring people's desire to move away from the city. If a population is 

shown to be unnrilling to move, it can be inferred that there is some sense of 

identity and attachrnent to the place in question. 

Using these sources, it is apparent that Winnipeggers have a fairly strong 

sense of identity and attachment to their city. Many of the studies revealed that 

the city's residents were generally satisfied with the quality of Iife and unwilling to 

move, though there were differences when the data was broken down 

demographically. One study, the Urban Canada Repolt, showed that 

Winnipeggers were no more or less significantly ke ly  to want to move away than 

citizens of other cities* The level of anachment Winnipeggers thus feel for their 

city does not appear to be extraordinarily high or shockingly low. 

However, there are indications that this attachment actually varies with 

demographic chancteristics. The Winnipeg Image Stzrdv showed that the ievel of 

ovenll desire to stay in or move from Winnipeg varies with age: the older the 

resident, the less likely they are to desire a move. For people aged 16-34, only 

eight percent stated that it would be impossible to get them to move away; of 
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those aged 55 or older, 42% felt this way.85 Some of this may be because the 

older portion of the population is typically les mobile, not only due to the 

physical effecrs of aging, but also because of strong family, friendship and 

employment connections they may have established in the city. What could not 

be detemiined through the research. however, is the exact extent to which this 

"age effect" contributed to the desire to stay in Winnipeg in cornparison to other 

causes. or whether it was comparable to the situation in other cities. 

Interestingly, those with lower levels of incorne and education dso 

expressed less desire to move. Again, this may be because they were less able to 

move due to the limitations inherent in their socio-economic status, or in fact 

because the city was more able to provide for their needs and thus create a level 

of satisfaction such that they would not want to move. Unfortunatelÿ, the research 

as undertaken was not able to determine which was the case. and any subsequent 

study should seek to address this problem. 

This leads naturally into a discussion of the second aspect of sense of place. 

aesfheticsensibiZi[~. what Winnipeg "looks" like; how people react to it, its 

environment and its people; its reputation. Aesthetic sensibiiity encompasses 

those aspects of the city which reveal themselves most quickly to the outsider: the 

most immediately recognisable traits or widely held beliefs (me or false) about 

the ciry. It is this kind of superficial, initial, reactionary feeling which creates 

non-Winnipeggers' image of the m. Not being intimately familiar with the city. 

they have a completely different (though equally valid) reaction to it, based on 

what cm be called its aesthetic sensibility. ït is this sensibility which in part drives 

their decision-making processes, and thus for example, rnay make Winnipeg a 

difficult city to get people to move to. 

- - - 

"%estern Opinion Research Inc., op. cil.. 34. 
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Unfomt nately, the com bination of analyses of previous studies and 

interviews was not able to lend anything more than a cursory picture of 

Winnipeg's aesthetic sensibility. This led to more inferences being made than 

were otherwise planned for, based on comments from the key informant 

interviews and from other studies- 

If the prevailing attitude towards the city's aesthetic sensibüity could be 

described in one phrase. it would be "cold and cultured." The "cold" aspect 

perrains to the overwhelming number of references to the &y's climate that were 

revealed in nearly every study, making the city's repuration in the outside world 

one largely based on weather. This climatic aspect will be explained fully 

elsewhere, and need not be further expounded upon here. The "cultured" portion 

stems from the fact that some of the key informants brought out as one of the 

city's defining feanires a general regard for the city as a place of some historical 

significance, but more importantly as a centre of cultural import. 

The city apparently possesses a reputation for a healthy and vibrant arts 

and cultural comrnunity as part of its aesthetic sensibility. This is a constant selling 

point for the city's promotional agencies and an undeniable asset according to the 

city's leaden. While non-residents may be more familiar with Portage and Main 

than they are with such things as the Royal Whnipeg Ballet or the city's numerous 

festivals. these features are still undoubtedly part of Wi ipeg t s  sensibility. 

A setting with a strong sense of place would be characterised by an 

ingrained anachment to the city on the part of its citizens, such that the city had 

become an integral part of each residents own identity. Outsiders, by virtue of 

their less intirnate expenence with the city, wouid deal with Winnipeg much more 

superficially. Their sense of place would thus be of a more detached nature and 

focus much more on the city's aesthetics. 
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Previousiy, it was noted that Winnipeggers feel fairly attached to their QI. 

though not at a level that is signifxcantiy different than that felt by residents of 

other cities. I h z t i t y  with the city seemed to be strongest amongst older people. 

and those with less education and incorne. A city with a high quality of 1Ze and 

strong sense of place should have a more or less universal feeling of attachrnent 

present in its citizens. for this would indicate that the city is able to satisfjr the 

needs of the broadest portion of its population. From the evidence at hand, it 

would apperir rhat Winnipeggers are not universally attached to their city. The 

very fact that certain segments of the population find the city less palatable than 

others, and that the ovenll level of artachrnent is not significantly different than 

that felt in other cities, makes it difficult to say with complete assurance chat 

Winnipeg has an overail positive sense of place. Quite sirnply, the level of 

attachment needed to indicate this is not present. 

This stance is Further supported by the image harboured by non-residents 

of Winnipeg. Restricted as this sub-image is to aesthetic considerations, the "cold 

and cultured" sentiments held by outsiders do not completely indicate a higli 

quality of Me. One could make the show business argument that "any publicity is 

good publicity", but the fact that remains is diat Winnipeg does not have a very 

attractive image to the outside world because that image is so focused on climate. 

The more favourable aspects of Winnipeg's aesthetic sensibility, namely its 

reputation for a healthy arts and cultural community and its historical legacy, do 

work to the city's advantage, but on the whole, this aspect of Winnipeg's image 

fa115 short of portmying a good quality of Me. 

The city's arts and cultural community therefore plays a part in its sensibility 

and helps defme the city's sense of place, but it is also important in its own right. 

In combination with recreational opportunities, the arts and cultural comrnunity is 
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essential to providing for the mental and physical health of Winnipeg's citizens, 

and thus forms a powerful sub-image of its own. 

D. Arts  and Recreationai Opportunïties 

Several aspects of the research were able to provide evidence that 

Winnipeggers have quite a positive image of their city's arts and recreational 

opportunities. The Pro~rd to Caff Winnipeg Home campaign (see Table 6)  ranked 

these opporninities as the second mosc posicive aspea  of the city. As with other 

aspects of the city which seem to be viewed favourably, the city's promotional 

agencies featured Winnipeg's arts and recreation prominently in their materials, 

indicating a generally positive feeling on  their part towards this attribute of 

Winnipeg. 

The fact that Winnipeggers hold their cultural attractions in high regard is 

hirdier demonstnted by their level of participation. Audiences for rhese 

attractions. as a percentage of the total population. nnk highly in comparison to 

other Canadian cities, though the difference is not enormous. The city's cultural 

and artistic attractions drew audiences which encompassed 51.5% of Winnipeg's 

popuIation, where other major Canadian cities do  not rate above 45%. 8G 

The enthusiasm demonstrated in the rates of participation is hrther 

reflected in the results of the previously-done studies, though a Fimiliar theme 

cornes into play. When Winnipeggers are asked specifically about arts and 

recreational oppomnities, they rank the anribute fairly highly, lending it a positive 

image. Thus, in the Fust portion of the Winnipeg Image Sttrdy, the city ranked 

very highly o n  this atvibute in relation to other c i t ie~.~ '  Yet, in topof-rnind 

" ~ i n n i ~ e ~  ZWO. Winnipeg; Ba t  Citiesfior Bcfiiness Strbmüsion &O 7be Globe and Mail Repon ou 
Brrsimss Magazine. April 1996. 
''~estern Opinion ~ r x a r c h  Inc., op. cit-. 34. 
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answers, arts and recreational opportunities tended to be ranked quite Iowly. 

matching the pattern that had been discovered for the hozising costs sub-image 

(see Table 8). 

Non-Winnipeggers were once again relatively less positive in their 

assessment. While Winnipeg's arts and recreational opportunities are seen as 

generally positive by non-residents, the level of positive feeling appears to be 

somewhat lower than that felt by residents of the city. In rankings of Winnipeg's 

best qualities, arts and recreational oppominities rank highly, but not as highly as 

other aspects of W i p e g .  (see Table 4) There was also some mention of the 

city's reputation as an arts and cultural centre to be found in the key informant 

interviews. The end result is that both OF the study's target groups seem to have a 

generally positive view of the city's arts, cultural and recreational opportunities, 

though this view varies in intensity. 

How does the city of Winnipeg's actual quality-of-life image in relation to 

arts and recreational opportunities compare with what is to be expected from the 

indicators? Certainly, the existence of a generally positive image suggests that the 

cicy is somewhat able to provide in this area. But relatively independent analyses 

confirrn the view. Once again, one can point to the higher participation rates that 

Winnipeggers have in these activities compared to other Canadian cities. One can 

also point to the statistics found in the Places Rated Ahnnuc, which rate 

Winnipeg as f f i  among al1 Canadian cities in regards to arts.88 That study 

emphasised that bigger centres tended to have higher ntings for the arts. It is thus 

nor surprising to fmd Canada's largest centres (Montreal, Toronto and Vancouver) 

rated ahead of Winnipeg. However, Winnipeg is surpassed only by Calgary when 

w ~ ~ f t u s .  Ceoffie y and David S~vageau. Pfaces Rafed Aimanac. Yoirr Guide to Finding tbe Besr 
Phces to L i u e  in Arnericn. Fikh edition. New York: Rand McNally, 1997. p. 282. 
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mid-sized cities are taken into consideration, indicating that the city's arts and 

cultural quality of Me sornewhat transcends its size. The recreational aspects of 

the city are somewhat less favourable. Though both Winnipeggers and 

non-residents have an evidentiy positive image of this aspect of the city, the 

indicators imply that this aspect should not be as strong as the arts component. 

Certainly, there is no evidence to show that Winnipeg is lacking in recreational 

opportunities. However. its performance in this are3 is not as strong 2s it is in 

relation to the arts. For example, the Places Rnterf Almnnac ranks Winnipeg 

thirteenth of the twenty-five largest Canadian cities, squarely in the middle of the 

group. Notably, in this position Winnipeg still nnks in the top third of al1 351 

cities analysed in that study. Notwithstanding the less than spectacular 

performance recreationaiiy, the city's evidenced and expected quality-of-Ise 

images are fairly congruent with each other in this aspect of the city. 

E. Climate 

Each of the previously discussed sub-images or indicators revealed at least 

some variability within each in terms of intensity of feeling, or in the quality or 

nature of the images held by the study's target groups. Winnipeg's climate was an 

exception however, in that it was equally and universally loathed. 

For nearIy ail sources, climate was one of the most mentioned and 

referred-to aspects of Winnipeg, and they were clear in their appraisals. The 

inrerview portion of the Winnipeg Image Study saw over ninety percent of 

respondents mention climate as a negative characteristic of the city (see Table 4). 

Supplementary information from the key informant interviews also showed that 

non-Wmnipeggers associate Winnipeg with an unwelcoming climate. The 

inference thus seems to be that for those who live outside of Winnipeg, there 

- -- - 
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exists a strong association between the cit). and its climate such that one has corne 

to represent the other. W i p e g  in large part has become its winter. 

The city's weather thus appears to be the main cause of disenchantment 

with the city amongst both non-residents and Winipeggers, for Wiipeggers  

themselves seem to have no better opinion of the climate. In the Prozrd ro Call 

Winnipeg Home campaign, which sought only to fmd out what Winnipeggers 

were proztd of, ten percent of the mentions were negative statements about the 

city's weather (see Table 6). [n fact. these negative comments were the third most 

frequently occurring statement in subrnissions for the campaign - a campaign 

designed to solicit positive input. 

The overwhelming effect of the weather on the psyche of W i i p e g ' s  

residents was borne out in the other previously-done studies as well. For 

example, the Winnipeg Image Study showed that 44% of Winnipeggers thought 

the weather was the worst thing about living in Winnipeg. No other response was 

able to garner more than nine percent of the population.89 The Urban Canada 

Repon also saw Winnipeggers ranking their cityts climate, and more specifically its 

winters, as the top-of-mind worst quality of the city, more than doubling the rating 

of the nearest non-climate response. 90 

The clirnate is obviously a large and ~ i g ~ c a n t  source of displeasure 

amongst both the residents and non-residents of Winnipeg. Despite the opinions 

expressed by some Winnipeggers that the harsh cold climate is Liceable, the vast 

preponderance of evidence shows the opposite to be m e .  In this case, there is 

no discrepancy between the image that this aspect of Winnipeg's quality of life has 

developed, and that which is ro be expected from the rd-Me indicators of the 

89~c'~tern Opinion Research lnc., op. cil.. 26. 
90~nguï Reid Group, op. cil., 22. 
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situation. There is legitimate reason for the city to c l a h  the worst climate on the 

continent. Logic also dictates that strictly on a functionril human basis, cold 

weather is harder to cope with chan modente  temperatures. It should thus be no 

surprise to see no discrepancy berween the city's image and its expected image. 

Simply put, Winnipeg cannot c l a h  to have a good quality of life in relation to its 

winter climate. 

F. GeneralComments 

Through the researcii process, other aspects of Winnipeg's image arose 

which did not fit into the snidy's categorical framework, but bear mentioning 

nonetheless. mile they do not necessady form part of the ensuing sections of 

the study, they do  help to further fil1 out the picture and a n w e r  the question 

"What is Winnipeg's quality-of-life image?" 

The f v e  categories chosen for analysing Winnipeg's image deal with the 

city's quality of life, but they do so in a compartmentalised manner. The city's 

quality of life is seen only on the basis of these indicators. and not as a whole. 

The research revealed that Winnipeg's quality of life, when spoken of stricdy in 

general terms and not broken down into separate categories, is viewed quite 

favourably by both residents and non-Wmipeggers. The Urban Canada Reporl 

showed that 68% of Winnipeggers thought the city a "good place to raise family", 

with this rating ranking W n i p e g  third among the cities studied. Further. over 

50% of the respondents in the Winnipeg Mage S t z d v  rated the city as a "good 

place to live." 

Another seemingly significant aspect of Winnipeg's image which does not 

easily fit into the categorical framework is the perceived Friendiiness and 

conviviality of Winnipeg's people. AU of the reviewed previous studies, and most 

of the key informant interviews gave at least some indication that Winnipeg's 
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people were seen as friendly. The ffrban Canada Report, the Winnipeg Image 

S&zrdy. and the Procrci to C'il WinnQeg Homecarnpaign al1 listed this t r ~ i t  as the 

best thing about living in Winnipeg (see Tables 6 and 8). There can thus be no 

doubt as to the contribution of it toarards the cityrs image. 

TRAf T PEiICEXTAGE O F  POIJbZATIOK 
WHO CITE TRAlT 

fricndly and relaxcd 

air/cnvircmmcnt 

size 

ccntr~l  location 

arts/ciilfurc 

cost of living 

jobs 

swial/night life 

economy 4 
Table 8: Winnipeg Image Study: Bcst Thin= About Living in Winnipeg. From: Winnipeg Imnpc 
Study. p.25 

Taking these general views into account, the dernarcation of Winnipeg's 

overall quality-of-life image that emerges from this study can therefore be 

summarised in the following way: 

On the whole, and based on the gathered evidence, Winnipeg's 

quality-of-life image appears to be somewhat favourable. It is seen by its residents 

as "a good place to live", with a populace diat is fnendly and accornrnodating to 

both natives and newcorners. Despite this general attitude of satisfaction with the 

ciry, Winnipeggers tend to have a slighdy more pessimistic image of their city's 

economic opportunities than outsiders do. The existence of this negative image 

seems to indicate a lack of confidence in the city's econornic status, which in m m  

- -  - 
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suggests that the economy is a major source of dissatisfaction arnongst 

Winnipeggers. This is in contnst to the apparent health of the city's economy. 

Aso contributing to dissatisfaction is the city's climate, which is almost 

unanimously loathed, but which Iikely has good reason to be so. 

On a more positive note, Winnipeg's residents seem to have quite a 

favourable view of the city's arts and recreational oppominities, i t s  housing costs. 

and the sense of place ba t  the city seems to create. Again, some interesting 

discrepancies anse in that Winnipeg's amal quality of life in these areas would 

suggest Far more flattering images. 

Non-Winnipeggers' view of Winnipeg seems to hinge on knowledge of the 

city. On the whole. outsiders seemingly only have strong images of the city's 

climate, which like that held by Winnipeggers themselves is decidedly negative. 

The other aspects of quality of life ail suffer to some extent from what seems to be 

a lack of knowledge about the city. Winnipeg is not top-of-mind conceming 

economic opportunities, and the main view of the city's economy is of stability 

and averageness. This stability is viewed equivocally by non-residents. as there 

seems to be no consensus as to whether it is a positive or negative feanire. 

Winnipeg's image in regard to housing costs are also characterised by lack 

of knowledge. Housing costs are not a factor at all, as non-residents seem to have 

Little to no knowledge of them. The image is thus non-existent. 

Arts and recreational opporninities are the only aspect of Winnipeg's quality 

of life which are seen as unequivocally positive by non-residents. While the 

image held by Winnipeggers in this regard is somewhat more flattering, 

non-residents seem to have a generally positive - though certainiy not 

overwhelming - view of Winnipeg. In fact, the city's reputation for a vibrant arts 

cornmunity, combined with the mythic nature of its clirnate create the dominant 

image of Winnipeg's aesthetic sensibility. "Cold and cultured" thus are the two 
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adjectives which non-residents seem to most readily attach t o  Winnipeg, and form 

the basis for many people's top-of-mind reaction to the city. 

Finally, the city's climate itself is once again responsible for creating the 

strongest image among non-Winnipeggers, just as it was For residents of the dry. 

Like their counterparts in Winnipeg, non-residents have a wholeheartedly negative 

image of Winnipeg's dimate. 

So is completed the inventory of images people actuallv hold about 

Winnipeg, and how rhese images compare to die reality of Winnipeg's situation. 

The first research question has thereby been answered. The focus now tums to 

the second question and why die images in existence do noc necessarily 

correspond with what should be expected. 
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W%y do rhese images &t? 

At this stage, it can be said that Winnipeg is represented by a set of images 

nrhich varies with the residency of the study's target populations. The profde of 

previously-done snidies and the literature on image and quality of life has given a 

fairly firm indication of what exactly Winnipeg's image is and how this image 

relates to the city's actual quality of life. Most of this cornes from the perspective 

of the W i p e g g e r .  simply because the existing studies and available marerial 

tend to focus on that group. The views of non-residents have thus been 

somewhat underrepresented. 

The key informant interviews were conducted first of al1 to gauge why the 

discrepancy between Winnipeg's 3c~a . i  and expected quality-of-life imageCs) had 

corne to develop. However, these interviews were also useful in providing a way 

to address the underrepresentation of the images held by non-Winnipeggers. As  

key informanrs, these individuals were keenly aware of the images that Winnipeg 

presents to the outside world, and so before one can analyse why these images 

exist, one must briefly add the input of the key informants to the images collecred 

thus far. 

In regards to the econornic oppominities sub-image, most of the people 

interviewed for this study concurred with the previously-generated image that 

1Vinnipeg was very rarely at the top-of-mind in econornic matters. Other Canadian 

centres seem to take precedence in the mincis of economic decision-makers. and 

the largest task of those who promote Winnipeg seems to be simply m a h g  

people aware of the city and its features. 

The key informant interviews did provide for an interesthg contrast with 

the images generated from the study's other sources. A large number of those 

who took part in the key informant interviews were uivolved either in the direct 
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promotion of Winrùpeg as an economic enterprise or in the city's political life. 

Individuals in these domains are aimost duty-bound to speak positively of the city. 

As a result. their opinion of Winnipeg's economic opportunities was consider~bly 

brighter than that of other Winnipeggers. 

While the analysis of previously-done studies did not rank housing costs as 

an absolute top-of-rnind answer among the city's positive features, these costs 

certainly were frequently cited as such by those who took part in the key 

informant interviews. Roughly hdf  of these respondents mentioned Winnipeg's 

relütively low cost of housing as a strong point in the city's favour. 

Müny of those interviewed were to some degree involved in the creation of 

officiai city policies, and could thus be termed city "leaders". This group especially 

showed a high Ievel of enthusiasm for Winnipeg's low housing costs, as  further 

bome out by the frequent use of housing costs as a main selling point by the city's 

promotional entities. A cursory p e n d  of matenals issued by these agencies ftnds 

housing cosrs commonly mentioned as one of the city's best features. This implies 

a high opinion about the subject amongst the city's elite, for many of those who 

have an important role in these promotional agencies can also be considered to be 

among the city's "leadersf'. 

The key informant interviews were perhaps most bcneficial in expanding 

the image of Winnipeg's sense of place, some of it in contrast to the views 

obtained from the other aspects of the study. For example, several of the 

interviewees pointed out that people who were not bom in Winnipeg - 
newcomers - tended to be the most fervently positive about the city, and that 

those who had expenenced Living in other cities had a higher appreciation for 

what Winnipeg had to offer. 

This attitude amongst newcomers is hrther bome out by other statements 

taken from the key informant interviews that Winnipeg is the most difficult city to 
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get people to move fmm when the possibility of relocation anses. These same 

sources also point out that the city is most diffîcult to get people to move fo. 

Winnipeg thus seems to be able to engender a strong sense of attachrnent in those 

who choose to locate there, even though there is a strong initial aversion and 

resistance to the city. The level of attachment implied here stands in some 

opposition to that obtained from other sources (such as the (Irban Canada Repon) 

which indicated that Winnipeggen were no more or less likely to want to move 

thÿn residents of other cities. Once again. thÏs might be expiained by the 

professional bias inherent in the answers given by the selected interview 

candidates. Other factors may also be at work. but further research would be 

required to move the possibility of their existence from mere conjecture to reality. 

The results of the key informant interviews also produced concurring 

opinions with those gained from the analyses of die previously-done studies in 

regards to arts and recreational opportuniries, as well as climate. 

In fact. the interviews revealed that climate is still the city's most negative 

factor. Its long harsh winters were mentioned by nearly al1 those interviewed as a 

major obstacle to be overcome in gening people to consider the city for relocation 

or investment. The mere mention of Winnipeg seems to trigger a top-of-mind 

response in non-residents that consists of images of coid and snow. 

However, aside from presenting more evidence to verify the images 

uncovered elsewhere, these interviews suggested reasons for the development of 

those very images. It should be noted that these reasons are really just 

suggestions, for the nature of the topic prevents concrete and irrefutable 

cause-effect relationships from being proven. One is therefore limited to 

ascertaining these cause-effect relationships through the use of inferences 

suggested by the anecdotal and statistical evidence presented. 
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According to the research, Winnipeg's image is somewhat duaiistic. There 

seems to be substantial evidence for both a negative image and a positive one, 

depending on whether the target group is residents of Winnipeg or non-residents. 

and which aspect of the city's quality of Me is being studied The image 

possessed by most non-Winnipeggers can be characterised as one of indifference 

towards most aspects of the city's quality of Iife. That of the city's residents is 

more accurately desmbed as falling dong a continuum which ringes From 

hll-fledged negative feelings to wholehearted approval. with economy and climate 

being at one end of the scale and the other aspects of quality of life at the other. 

Since Winnipeggers are quite satisfied with most aspects of their city's quality of 

life. it is perhaps prudent to begin this portion of the snidy with an analysis of 

why negative images have arisen for the city's economy and climate, as these 

seem to be the main sources of dissatisfaction amongst Winnipeggers. 

The development of Winnipeg's negative econornic image is attributable to 

a number of factors. One of the most cornpelling possible reasons is the impact of 

the city's hisrory. Present-day Winnipeg is a city of secondary importance in 

Canada. The country is dominated dernographically by the large centres of 

Toronto, Vancouver and Montreal. Because of the impact of these larger cities on 

the country's economic and political landscape, other smaller cities such as 

Winnipeg thus almost naturally tend to be seen in a somewhat lesser light. 

Despite this, there seems to be genuine dismay among the population that 

Winnipeg is not considered "top of rnind" in reference to economic opportunities. 

Perhaps this attin.de is cornmon to Qtizens of other towns as well, an indication of 

boosteristic feelings present in every resident which lead to an expectation of 

greater statu than should normally be the case. However, the history of 

Winnipeg shows that for the most part, the city has always been regarded as 

subordinate. In its early days it was never more than an isolated outpost. Even 

Dino Civitarese The Power of Perception 89 



afier its hectic boom period at the m m  of the century, it devolved into a city 

whose importance wds restricted primarily to its inunediate region. It can thus be 

argueci that except for its boom period, the city has never really had a good image 

eco no rnicallv. 

Taking into consideration this history, it should come as no surprise to find 

today's Winnipeg faced with a less than vibrmt image regarding its economic 

opportunities. It is not a "top of mind" city because it nrely ever has been. Other 

justifications for the city not being "top of mindn come frorn other fronts as wei1. 

Several of those interviewed in the key informant interview portion of the snidy 

expressed the view that Winnipeg should not expect to be a "top of mind" city 

because in a Iarger context it really is not significant. Cities in the 700,000 

population range are quite numerous in a North h e r i c a n  context, and even more 

so in a global context. Even within Canada, there are a number of cities of 

Winnipeg's size, al1 of them important essentially only on a regional scale. Their 

econornic influence does not spread outside of their irnrnediate geographical area 

or region, and the larger the purview, the less signifiant they become. A city 

such as Winnipeg, chough it has great importance in Manitoba or even in Western 

Canada, thus does not have a "top of mind" image in these larger contexrs because 

its size and level of influence do not really merit it. 

The above reasoning applies largely to the image of Winnipeg in the eyes 

of non-residents. Winnipeggers themselves see their city's economy as more 

purely negative. One cause for this is what has been identified by many as an 

inferioriry complex. The existence of this complex is dairned by many of 

Winnipeg's citizens, especidy those who are members of the popular media and 

by many of the city's leaders. These people daim that Winnipeggers instinctively 

denigrate their city, or automatically regard it as lesser in cornparison to other 

cities. While the existence of this uiferiority complex is highly contentious and by 
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n o  means a cenainty. the very fact that some claim it exists is worthy of some 

Further inquiry. This is especially m e  considering that Winnipeg's economy 

actually performs quite well, (see Table 5) and would naturally l a d  one  to believe 

that Wlnnipeggers be quite proud of their city. 

Tliere are some indications that a n  infenority complex may indeed be 

present. It was revealed in a previous section that newcomers to the city are more 

fervently positive ü bout Winnipeg than longtirne residents are. As newcomers to 

the city-, they would not have been subiected to any hypothetical forces that would 

create an inferiority complex in long-term Winnipeggers. in a sense rhey would 

be immune to the phenornenon. The  positive attitude possessed by newcomers 

therefore suggests that there is something about long-term residency in Winnipeg 

that rnay cause the city's residents to view the city more skeptically. It rnay very 

well be the fabled infenority complex which causes this attitude. Adrnittedly. the 

evidence is far from overwhelming a n d  is merely suggestive at best, but still 

provides a stimulating basis for further inquiry. 

Other factors, alluded to earlier, may also be at play in this scenario. 

Newcomers may view the city more positively simply due to their detachment 

from everyday life in Winnipeg. The lirerature on image is rife with references to 

the distinctive experiences borne by those familiar with a place and those who are 

not. These nvo groups value Winnipeg differently, imbuing it with different levels 

of meaning and significance which Logically translate into different images of the 

city. W i ~ i p e g g e r s  may view their city's economy more negatively because its 

good standing is much more significant to them than it would be to a 

non-resident. Winnipeggers would be much more concemed about the health of 

their economy than a citizen of another city would be, and thus any perceived 

poor economic performance would be that much more affective to them. 
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Another explanation for why Winnipeg's economic image is less than stellar 

is the larger societal context in which the city and Western society in genenl fin& 

itself. Though boosterism as it was practised 100 years ago has virtudy ceased to 

exist. the principles upon which it thrived linger on. ks in the days of uninhibited 

boosterism. cities and towns still have their success judged largely by the level and 

consistency of their growth. Western society generally follows the credo that a 

city must continually grow in order to survive. Bigger is ohen seen as better. City 

leaders revel in booming population figures. Every new subdivision on the 

outskins of town is seen as continuing progress. Cities with greater rates of 

growth are looked at with envy. The obvious implication is that a city which is 

growing is healthier than a city which is not. Likewise, a city with a high growth 

rate is healthier than one with a more modest growth rate. 

Of course this is a genenlisation. and while growth is delinitely not a bad 

thing in itself, it does b ~ g  with it certain problems that are sometimes overlooked 

by those enamoured with the idea. Influxes of people create higher demands on 

city governments for land. infrastructure, housing, and other public services. This 

demand is often difficult to meet. and strains the ability of the city to provide 

levels of service adequate efiough to serve people's needs. Bigger cities also have 

more impact on the surrounding environment. Cities which are not growing also 

have their own set of problems such as decreasing tax bases and stagnant or 

declining markets for products which make it a less attractive city to invest in. 

What shoutd be noted is that cities must deal with problems regardless of their 

level of growth, and should therefore not be judged merely on that basis. Growth 

is not intrinsicdy good; nor does it guarantee the onset of a myriad of problems. 

Winnipeg has not been a booming city since its heyday at the mm of the 

century. Since then, its growth has been steady though unspectacular. Other 

cities have passed Winnipeg in terms of size and econornic influence, and because 
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of the emphasis placed on growth, Winnipeg is now ofien seen in a lesser Light 

than those cities. This is uniustified. for the city's economy compares relatively 

well with other Canadian cities. Its unemployment rate is low, and it has one of 

the most diversified economies in the country. 

In addition. Winnipeg's slow growth traits are viewed positively by some 

entrepreneurs. As mentioned in a previous section. some view the stable, assured 

market engendered by a slowt steady growth rate as an advantage in Winnipegs 

hvour. Other entrepreneurs prefer rapidly-growing markets. By virtue of the Fact 

that investors can prefer either stable or burgeoning markets. the notion that the 

economic health of a city can be determined from its level of growth is 

invalidated. 

So Far, it has been solely Winnipeg's economic image which has been de-k 

with. as it was one of the most negatively-viewed amongst those studied. The 

other aspect of Wiinipeg which was most negatively viewed was the clirnate. 

Fortunately, there is a simple expianation for this situation. Quite simply, 

Winnipeg's climate is seen in a poor light because its winters are undeniably cold, 

bitter and uncornfortable. in the 1997 edition of the Places Rated Almanac, 

\Vinnipegls clirnate was ranked 1 s t  of al1 351 North Amencan cities ranked. The 

city's average temperature is the lowest of Canada's major cities. There is thus 

little doubt that Winnipeg possesses a clirnate that is inhospitable. Still, the city's 

climate does not differ signifi~cantiy from that of other cities on the Prairies. One 

cannot Say that Winnipeg is far colder than any other city, yet its climatic image 

has grown to near mythic proportions. 

Perhaps this is because Winnipeggers themselves Wear the harsh clirnate as 

a badge of pride. This has been suggested by some of the subjects of the key 

informant interviews and in various articles and columns. Being able to cope with 

a climate that is viewed by nearly everyone as the epitome of the harsh winter has 
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fostered in Winnipeggers a sense of self-respect about the climate. They are 

proud and resentful of it at the same time, as evidenced by the following quote: 

'X nd wbere worilii we be ~uitbotit the cokd? Orrr cokd u; ottm tue otun 
i f .  If's cornrnrinally helci Zike a bmncb of mytboZogv. fi's fbe &est and 
bîggest and deepest colci there is ... Our- cold trnnsjoms us into joyfzrl 
magyrs ... dn'tles Z M  into the svmpatbetic +ces of tbeatres and 

concert bdk. bars and restaurantsr tubere tce c m  hridde fogether 
und mlk about the cofdness of the cold. rhe persisteme of the cokd. the 
d t e n c i n f  df?nensiorts off& colci.. . " 

Ca ml Sb ieZdsr "Hom ing in on Winnipeg ", fmm Ca nadian Liuing, A ugzrst 

1992. p. 62 

The attention focused on the city's economy and clirnate may lead one to 

think that the city is viewed in a predominantiy negative light. This is not the 

case. As has been shown, W i p e g g e r s  for the most part are quite satisfied with 

the quality of life in their city and the result is that its image is mostly favourable 

to its citizens. 

The reasons for the existence of these positive images is tied to the 

frarnework presented in an earlier section of the paper which claimed that image 

and quality of life are directly related through the Good City concept. If a city is 

able to provide for the needs of its citizens. not only do its citizens experience a 

good quality of life, but by satisming those needs, the city can also be considered 

a "good city." The image of the city in tum develops into a positive one. The 

evidence presented previously shows that Wimipeggers have a predominantly 

favourable image, though there are certainly areas of concem. These areas of 

concem are such that they prevent W i p e g  from being considered fully a "good 

city", but the positive aspects of the city's quality of Lfe obviously point to an 
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ability for Winnipeg to provide for its citizens - at least in these limited areas. The 

resultant positive images rhus anse out of the ability to satisfy these needs. 

There are other rasons for the development of W i p e g ' s  image. al1 

largely related to the nature of image iirself. As seen in the literature. familiarity 

with a place rends to create deeper feelings of place anachment. Logic~lly. the 

longer amount of time spent in a place. the more opportunity there is for 

significant life events to becorne attached and entwined with the place in which 

they occurred. In this way, place takes on specid meaning and becornes part of a 

person's identity. The positive view that Winnipeggers have of their city is due in 

part to this phenornenon. Their sheer familiarity with Winnipeg means chat they 

have been subject to experiences which have deep personal meaning to them - 

experiences which outsiders simply do not have as much access to because of 

time and the nature of their interaction with the city. 

In fact, much of the difference in images between outsiders and natives and 

also berween the sub-images c m  simply be accounted for by the varying values, 

attitudes and experiences that are inherent in each. Image is ultimately shaped by 

the characteristics present in each segment of society, and because these can Vary 

so widely, it is no surprise that there exist differing images of a single place. 

Though it may be a simple conclusion, it is nonetheless correct that Winnipeg's 

image, at the core, is the embodiment of what society has chosen to value and 

what is has not. Changing its image rnay thus prove to be a formidable task. 
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Whar catz plannm do to bridge the gap beltueen Winnipeg's image and 
expectat ions? 

This study began as an inquiry into image. It sought to explain why certain 

cities became saddled with negative images, and why the same city could be 

perceived differently by varying groups of people. It also attempted to b ~ g  out 

the importance of image to a city by relating its influence on people's behaviour 

and on planning. Al1 this was done using Winnipeg as a specific truget of the 

analysis, focusing on that city's image as an emmple of the above. Wére the 

expectcitions of the study reached? 

Firstly, it was expected that there would anse a variety of images, with 

residents of die city taking one view of Winnipeg and non-residents another. This 

indeed proved to be the case, and helped to demonstrate the power of perception. 

The same city was viewed quite differently by different groups of people. The 

various environrnental, social and psychologimi traits associated with Winnipeg, 

through their influence on human perception and hence the image, lead to 

contmsting images of the city. Granted, the inputs that creare the image of 

Winnipeg in the human mind were not necessarily identical for the two target 

study groups. Residents and outsiders can expenence a city in very dissirnilar 

ways. It is somewhat akin to the old fable about the blind men and the elephant. 

In trying to idenufy the animal before them, each blind man touches a different 

part of the elephant, with the result being that each blind man thinks they have 

before them a completely different animal, yet no one guesses that the anirnal is 

an elephant. They al1 have touched the same animal, but because they dealt with 

different parts of it, their conceptions of what the animal before them was were 

completely different. So it is with the city. Every one who experiences Winnipeg 
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is a blind man, with Winnipeg playing the role of the elephant. It is thus no 

surprise at al1 that the existence of a variation in images was proven. 

Also proven was that the city's image was unexpectedly good, especially 

amongst Wi~ipeggers  themselves. There was enough evidence to suggest that at 

least in some senses Winnipeg could be considered a "good city" because of its 

perceived ability to provide for the needs of its Qtizens and create a good quality 

of life. This facr is somewhat useful in forming a counterpoint to the more 

negative image held by outsiders, an image which appears to be largely based on 

unfamiliarity with the city. Those mosr familiar with the city. namely 

Winnipeggers themselves. generally approve of their city, especially when taken 

from a holistic viewpoint. It is oniy when the city's image is broken down into 

specific categories that its weaknesses begin to show through. 

However, the existence of these negative aspects of Winnipeg's image 

cannot be ignored. While W i p e g g e r s  on  a general level are satistied, those 

hcets of the city which are seen in a negative Light (economy and climate) need to 

be addressed because of their stature. The city's economy is the engine by which 

most of the rest of city life is powered and as such, Winnipeg's economic image is 

key to its continued health. Climate on the other hand, is important because of 

the sheer weight of its reputation. The city's clirnate has almost become 

synonymous with Winnipeg, and a reference to the city is rare that does not also 

refer to its clirnate. 

Winnipeg therefore has sorne aspects of its quality-of-life image which 

require change or improvement. These images, like others, are forrned by a 

succession of perceptions and filtered messages, which over tirne coalesce into the 

resultant image of a particular phenomenon. Any stimulus in the perceived 

environment results in a message being delivered to an individual. Changing the 
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image thus involves introducing new messages which challenge. contradict or give 

new insight into the existing image. 91 

A message, once perceived, can affect an image in severai w-ays. If the 

targct image is particularly suong, the message may be ignoreci or be rendered 

ineffecmal. Messages may also end up strengthening an existing image. Much 

also depends upon the values and traits of those holding the image- It is these 

values and traits, acting as filters for perception, which have helped to form the 

existing image. Therefore, faciiitating a change in an image rnay require the 

altering of some of these traits or values. 

Taking b i s  into account, what should the image-changing messages be, 

and how should they be delivered7 Answering these questions is essential. for 

doing so no< only clarifies which actions are the most appropriate to remedy the 

situation. but also more clearly defines what role the planner can play in guiding 

these changes. 

Attention wül first be paid to Winnipeg's economic oppoflrrnities image, as 

this is one of the most maligned aspects of the ciry. In seeking to irnprove 

Winnipeg's economic image. it must be remembered that the city's actual 

economic standing does not seem to be in as bad a state as the image of the 

economy. Because the reality is sound. the core of the problem is thus mainly 

perceptual. For some of the reasons discussed previously, the more promising 

reality of Winnipeg's economic situation is not resulting in a correspondingly 

positive image. 

Improving Winnipeg's economic image, and thus the image of its quality of 

life as a whole, centres once again on the concept of needs. Throughout this 

paper, it has been maintained that images are fonned initially by people's 

P1~oulding. op. cil.. 7-1 1. 
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perceived reaction to how weii the city is able to provide for the3 needs. 

Negative images stem from people believing that the city is not providing For them 

in a particular sphere. Winnipeggers, despite the apparent health of  their city's 

economy. thus do not believe that the city is proficient enough at providing for 

them economically. It is this perception that must be changed. 

The type of message that would be most effective in this case is a repetitive 

one. It is precisely the fact that Winnipeg's economy is fairly healthy that should 

be relayed to the population - not by way of expensive advertising campnigns - 

but by continued good economic performances. By continuaiiy being exposed to 

the hard fact that their city is performing well economically, the population d l  be 

faced with a bombardment of messages which conflict with their current image. 

and therefore will hopefully encourage change. 

The exposure to these messages should be passive and not deliberate. in 

other words, the facrs should be allowed to speak for themselves, with no  person 

or group seeking to "sell" W i i p e g  based on its economic performance. Rather, 

the city's performance should be related matter-of-factly and in as pure a f o m  as 

possible, with littie to no intervention From ci. agencies. Independent or  

quasi-independent appraisals of the Qtyfs economy (and other facets of quality of 

life for that matter) undertaken by Statistics Canada, private pollsters o r  others 

would be disseminated by local newspapers. electronic media, and by 

word-of-mouth - just like any other news story or  release. The work of 

disseminating this information nrould be done sirnply as a matter of course for 

these groups, the story of Winnipeg's economic achievements being reponed for 

its sheer newsworthiness. 

In this way, the information wiil be relayed to the public as factual 

information, and not as pan of an advenising campaign which cames with it some 

negative connotations. Advertisements are designed to seii, and because of this, 
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do not always focus on the actual conditions which must be changed. Often they 

rire attempts at conuincing people something is good (regardles of the amal  

state). ratlier than showing them that it is in fact good. Because of this. they are 

otien burdened by their own negative images, being generically viewed as 

ramperings with the tnith. By using the more passive approach. a l  this is avoided. 

and the good standing of Winnipeg's economy is made known. 

It may initially appear that this approrich arnounts to doing nothing other 

than letring media outlets do what is expecred of them. However, dus is ody an 

illusion, for a delibente effort is indeed required to ensure that Winnipeg 

continues co perfonn weU economically, thereby assuring an adequate supply of 

positive news to be reported. This is not an e~sy or simple task, and the complete 

means for creating these conditions are too involved to be within the scope of this 

paper. Even so, considering that the current economic reality in Winnipeg is not 

grave, recomrnending that current policies be maintained is not a poor course of 

action, provided that these policies continue to achieve positive results. 

%y using a repetitive approach, it is hoped that the chances of the image 

itself being revised wiIl increase. The time necessary to achieve this goal will 

depend on how deeply entrenched and how resistive to change the current image 

is. Evidence from the research conducted indicates that the negative economic 

image is fairly strong, judging by its longevity and its stature as one of the most 

top-of-minci negative aspects of W i p e g .  However, the image was forrned over 

a long period of tirne, and rnay therefore require a correspondingly long amount 

of time to alter. 

One arena where an advertising campaign rnay in fact work is in reference 

to non-Wimipeggers. Since the most prevalent trait of non-Winnipeggers was 

lack of knowledge about the city, then a campaign designed to inforni people 

about it may serve to address the problem. Further, an environment which sees 
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cities competing with each other to attract people and investment demands that 

some action be taken to keep die city visible. In some senses. Winnipeg c ~ n n o t  

rifford to stand by while other cities market themselves to opportunity seekers. 

Thus, a subtle advertising campaign, focusing on the strengths of Winnipeg 

brought out by this study, may be able to inform more non-Winnipeggers about 

the vinues of the city. Again. the campaign should let the facts speak for 

themselves as much as possible to avoid the appearance of the "hard sell." 

Repetition of a message in the manner desaibed above (with respect to 

Winnipeggers themselves) is one method of a l t e ~ g  an image. Another is to 

provide strong, convincing messages whose effectiveness is due to their intensity. 

This course of action may be necessary for altering Winnipeg's climatic image. 

The city's clirnate is easily irs most reviled aspect, with good reason. The problem 

is further exacerbated by the fact that nothing c m  realisticûlly be done to change 

the weather. Changing this sub-image thus would once again involve altering the 

perception of the phenomenon rather than the phenomenon itself. People would 

need to be convinced that Winnipeg's winters, the main source of discontent. are 

sornething to be celehrated and thought of positively. This may already be 

happening to a certain extent in the reported "pride" that Winnipeggers seem to 

possess in regard to their ability to survive the winter. As well, the city itself has 

soughr to alter perceptions by cailing itself the "Christmas Capital of Canada" and 

trying other initiatives to make winters more pdatable. 

The strength and intensity of the city's climatic image demand that any 

attempt to change the image be just as intense and strong. However, the fact that 

weather is largely outside human conuol, and that the negative image is so  

powerful and heavily ensconced may mean that any attempt to alter this image 

will have its success in doubt. The depth of effort required to achieve the goal 

rnay be too exacting to ensure Full success. 
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Despite the apparent intractability of Winnipeg's climatic image. the study 

did reveal that there was sufficient cause for optimism in relation to other aspects 

of the city. This was somewhat of a revelation in cornparison to the feelings that 

charactensed the early stages of the study. In those initial stages, it was assumed 

that the city's quality-of-life images were homogeneously either negative or 

positive. By breaking down the analysis into sub-categories, it was found that 

there were aspects of the city's quality of life that were viewed positively. This is 

;i key discoveq-. for the differentiation between the negative and positive allows 

one to pinpoint exactly which aspects of the city's quality of life image need 

attention and which do not. 

Winnipeg therefore has strengths from which to build. Its image in terms 

of arts and recreational opportunities, sense of place. and housing costs, while nor 

overwhelmingly positive are solid enough to create a basis for a strong overall 

image for the city. What needs to be done is to address the city's weaker points. 

Some suggestions have been put forth here, but the development of a full program 

to improve these aspects of the city's image depends on Further studies. inspired 

by this one, which are able to look at each aspect of Winnipeg's qudity-of-life 

image more fully. 

Irnplicit in the entire exercise was the notion that image matters. The paper 

was partly a response to the attitude expressed by some that image is something 

flighty and inconsequential, and essentially irrelevant in relation to reality. It 

sought to bring out the importance and significance of image, and demonstrate the 

implications it could have on a city, its citizens and its everyday quality of life. 

While it was soon discovered that the nature of the topic would prevent absolute 

proof from ernerging, the evidence brought forth from the research was enough <O 

suggest to this researcher that image plays a far larger role in the life of a city than 

the doubters would care to admit. It is hoped that this paper will provide the 
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impetus for others to continue the search for conclusive evidence of the link 

between image and behaviour. This, coupled with the knowledge of what the city 

has in its favour, will be essential to creating a program which will overcome the 

perceptual obstacles which with Winnipeg is faced. 
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1. Greeting 
3. Ask if information fax was received, and if candidate has any questions about 
it. 
3. Ask if candidate has read statements of Confidentiality & Access to Idormation, 
and if they agree to them. 

PART 1 

1. Give me a one-word or  one-sentence description of Winnipeg. 
7. Describe Winnipeg to a fnend. 
3. What would you Say is "gooct" or "bad" about Winnipeg? 
4. How long have you been a resident of Winnipeg? 
5. Why did you corne to Winnipeg? Have you ever le@ Why? (if appropriate) 

P-ART II 
6. In your experience, what one word or sentence do  you think other 
Wimipeggers rypically use to describe Winnipeg? 
7. Refen-ing specifically to people who dont live in Winnipeg, how do you think 
they tend to view Winnipeg? 
S. Why do you think people feel that way? (to either or both of Q. 6 or 7 )  
9. What kind of image do you feel you are fighting agauist, if any? What do you 
feel works in Winnipeg's favour? 

END: 
1. Notify Ehe candidate the interview is over. 
2. THANKS. Thank the candidate for their CO-operation and tell them they were 
informative. 
3. Ask if they know anyone else who rnight be of help. 



Categoïy of I\fumber 
Businessperson/Entrepreneur: 9 
CommunityNolunteer Organisation: 4 
Public OFficiaVCivic Agency: 7 
O ther: 2 
Total 23 

Summary of ~esponses: '  

Respondent L 
6. "ideal place to live" 
7. being on the side of the fence that isn't as green 
8a. four seasons; access to many natunl areas 
8b. not exactlv seen as  a vibrant city slightly behind the times and step behind the 
other power centres: the city's relatively small size 
9. (for) geographic location; central time zone: affordability: the cost of doing 
business and cost of living is lower than the rest of Canada; cultural feanires are its 
strong selling points. 
(against) dealing with the small size of city; lack of vibrancy or at least the 
perception of it as  growth is slower than other cities 

Respondent 2 
6. high quality of life 
7. cold and snowy 
8a. excellent cultural arnenities; affordability; combination of big-city treats and  
small-town values; the best of both worlds 
8b. it is cold and snowy, though not as bad as some seem to think 
9. (for) affordability; steadiness of the economy; low business start-up costs; low 
housing costs; image among businesspeople actually quite good 
(against) taxes simply too high cornpared to other cities; dimate is big obstacle to 

overcome 

' ~ h e  questions in Part I of the interview guide were no longer used d e r  the first four interviews, as they 
were deemed supefluous. As a resuIt, only responses to Part II of the guide were recorded. 



Respondent 3 
6. good place to raise farnily 
7. cold 
8a. low crime; strong family ties; friendly, volunteer-spirited people; excellent 
educational opportunities 
€36. people see city as cold because it is cold 
9. (for) good family environrnent; affordability (low cos< of living and housin@: 
good summertime weather; location at geographic centre of continent creates a lot 
of opportunity: Wimport, trans-continental highway; good overall entrepreneurial 
environment 
(against) cold clirnate; lack of knowledge about city; view of economy as stagnant 

Respondent 4 
6. live-able 
7. steady 
83. Winnipeg is the typically Canadian city; unsure of itself but hi11 of potential. 
though not currently a business centre 
9. (for) central location: workforce is educated and experienced; city is also an 
attractive place to live/raise farnily; culniral attractions (e.g. Royal Wmipeg Ballet) 
are world-class; proximity to lakes, forests nearby 
(against) attitude of city's own businesspeople that city can't be centre of business 
outside of Manitoba and illusion of isolation from outside world which no longer 
holds 

Respondent 5 
6. Winnipeg is the best place to live in Canada 
7. cold - though only for Eastemers. those in Westem Canada seem less 
concemed with cold 
Sa. high quality of life; business environrnent makes doing business in city easy; 
city has a Iittle bit of everything - arts cornmunity, health research, diversified 
economy (one of city's greatest suengths) 
8b. it z3 cold; though the complaint cornes mainly from Eastemers; those in 
Westem Canada seem less concemed with the cold 
9 (against) Winnipeg has to fight against its own people who seem to be their 
own worst enemy; ofien complain more about the city than anyone else; the cold 
is something that should be celebrated - no sense in creating an image chat is 
artificial. If cold winters are what Winnipeg is about. then that should be tumed to 
Our advantage - need to change people's attitude about Winnipeg, not change 
Winnipeg to make people happy 
(for) winter (as above); arts cornmunity; health industry; its history; the quality of 
life is unsurpassed 



Respondent 6 
6. quality of life 
7. cold/weather 
8a. excellent place to raise family: housing rates are low, and the city has an 
excellent educational system 
8b. its obviously cold 
9 (for) Winnipeg is a challenge - if you c m  make it here you can make it 
anywhere; maybe because weather is a character-building experience that creates 
deterrnined. tough people; city also has a friendly atmosphere; Portage and Main is 
the historical centre of Western Canada 
(against) tough market scares off those who would rather invest in high-growth 
areas: also makes Winnipeg less attnctive 

Respondent 7 
6. cornrnunity-minded 
7 .  cold 
8a. histoq- of social actîvism and the concem for society have bound strong social 
values into today's community 
8b. it Ls cold, but with a wani h e m  
9. (for) genenlly low cost of living; attitude of people; every city has its strong and 
weak points; Winnipeg is not usually seen as one of the country's economic 
hotspots, but the people and the attitude are there for an entrepreneur to have 
success. 
9 (against) most of the city's negatives are superficial and can be easily overcome; 
clirnate for exarnple, scares some people off. but doesn't change the city's suonger 
points 

Respondent 8 
6. home 
7. bad weather 
83. city possesses a good quality of life; crime may be a linle high, but orher 
factors outweigh it - housing, education system. pace of life 
8b. the weather is bad, but usually not a big deal with investment/relocation 
decisions - these are infiuenced more by economic factors, which Winnipeg has in 
its favour 
9 (for) quality of life factors, and the city's economic factors - city has evolved to 
the point where it is a healthy entrepreneurid environment 
9 (against) not topof-mind in business considerations, which is to be expected for 
a city of Winnipeg's size 



Respondent 9 
6. good place to iive 
7. "Winnipeg" in a derisive tone 
83. affordability: housing, rent and facilities are al1 affordable; proximity to natunl 
amenities such as the rivers and lakes; friendliness of people and their wiiiingness 
to help their fellow man 
8b. most people know very little about city; what they do know is iduenced by 
media reports of crime and cold and they tend to f~vate on those aspects of the 
city: people tend to look for more favourable cities 
9 (for) affordability - low cost of living; physicd environment; the fact that most 
know little about the area leaves the "place to ourselves"; attitude of people 
9 (against) cold, lack of positive media attention 



Respondent 1 
6. great place to live 
7. out of the way 
Sa. because it is! friendliness of people gives city a small town feeling; creates an 
environment where it is easy to make connections and feel part of the city 
8b. isolated; Wiinipeggers are on their own to some extent; tends to make them 
conservative and slow to accept change; ci. is never at the leading edge 
9 (against) isolated mentality makes it tough to compete sometirnes with other 
cities; the cold maybe also contributes to isolation - "hunkering down" effect; cold 
certainly scares people in other parts of Canada off. 
9. (for) friendliness of people: conservative nature OF people helps maintain its link 
to pasr because people are less willing to accept change for change's sake: friendly 
environment brings out the best in people to succeed. 

Respondent 2 
6. "home" in a generic, warm, hzzy kind of way 
7. sleepy 
Sa. not sure eracth why. but the city's quality of life likely has something to do 
with it. There is a iot to like about living in Winnipeg: genenl friendliness of the 
place, seems to inspire strong connections with the city. 
Sb. city is off the beaten track: not much g r o h  happening and it is not that big a 
city, so there is not much reason for it to rnake news. The only time it seems to 
make news is when something bad happens like crime or the flood. 
9 (for) the spirit of the people makes it a friendly, homey kind of place: its 
reputation for a good quality of life 
9 (against) crime; winter; perception of the town as stagnant 

Respondent 3 
6. community 
7. Full of spirit 
8a. people of Winnipeg are very supportive of each other; comrnunity means a lot 
to them: the reaction to the flood and the Jets rally, level of volunteerism found in 
town proves they are a dedicated group 
Sb. those same events (as described above) got national covenge and showed 
everyone else what Winnipeggers always knew 
9. (for) obviously the spirit of the people: gives strength to make other parts of 
the city work; nothing that can't really be done if Winnipeggers set their mind to it 
9. (against) sometimes, others only hear the bad about Winnipeg and tend to focus 
on it: economy, crime. City needs to emphasise the many positives it has 



Respondent 4 
6. vibrant 
7. cold and snowy 
Sa. city is so diverse: many cu~mres are present; varied arts and culntral 
comrnuniry; restaurants; quality of life 
Sb. climate is a problem in winter; people who don't live here don't realize how 
good the sumrners are 
9. (for) diversity; number of different festivals which take place year-round; 
everybody is included: comrnuniry spirit; the people of Winnipeg are Our most 
important resource 
9. (against) people's perception of winter - causes many people to overlook the 
city; the economy is probably not as suong as it could be; crime is becoming a 
bigger problem. 



Respondent 1 
6. "a great place to ben 
7. Portage and Main or cold is al1 that people seem to know 
Sa. one of the most affordable housing price structures in Canada: access to 
naturai areas (lakes); culture: variety of restaurants; srnall commute rimes: cosr of 
living in general 
Sb. to be expected (kind of) - W i p e g  does not have the glitz or size of other 
cities, and is victirn of its climate and geography 
9. (for) quality OF life is unsurpassed: pace of life is slower than more glitry places: 
strong culninl tradition; people are more willing to heip one anorher: kind of city 
which really "grows" on people 
(against) economy is seen as depressed even though it isn't; the type of city which 
must be experienced to be appreciated; its negative points tend to scare people off 
from experiencing it 

Respondent 2 
6. great city 
7. in Western Canada, there is a positive feeling; in Eastern Canada, city is 
snubbed and has negative perception 
Sa. most people who live here Iike the city; its quality of life satisfies people no 
matter what: cost of housing: amenities - sports and cultural 
8b. Winnipeg winters; city's small size; not top-of-mind: negative perception also 
due to elitist type of attitude in East 
9. (for) location in Central time zone; housing and utility costs; arts and cultural 
community; reorganising of the city government; clean air; good neighbourhoods; 
"best kept secret in Canada" 
9. (against) property tax levels - high level wirhout a resource base; winters: 
Wimipeggers are their own worst enemies 

Respondent 3 
6. life here is better than most people think 
7. cold 
8a. town is somewhat forgotten; pushed aside in people's mincis by other cities 
which get more attention; town doesn't have as brash an attitude as other cities - 
tend not to "toot own hom"; keeps people from seeing city as great as its own 
citizens do 
Sb. cold - what can you do? 
9. (for) slow and steady growth - no boom/bust cycle; unwillingness of people to 
leave city once settled and familiar - cornmitment - creates excellent aunosphere; 
community spirit 
9. (against) cold, but there is not much that can be done; lack of positive exposure 
in national media; Winnipeg is a well-kept secret and people tend to go elsewhere 



Respondent 4 
6. Winnipeg is its people &rit and detexmination) 
7. "Winnipeg" in an unfavourable tone 
8a. Winnipeggers have spirit and mettie. as dernonstrateci during the flood 
86. winter is primary reason for people not wanting to corne to Winnipeg; tends to 
affect people's thoughts of city 
9 (against) cIimate, overwhelrningly so 
9 (for) ability to change winter from a negative to a positive - emphasise city as a 
winter playground; transport link - Central time zone and location used to form 
part of a "trade corridor"; arts and culture - multitude of cultural groups in city 
help in dealing with international markets; tough market - good training ground 
for executives; volunteer base without pardel 

Respondent 5 
6. multi-dimensional 
8a. it has a large number of advantages. The arts community is one of the 
strongest in the country. It also has a rich history that is lacking in other cites. 
especialIy in Western Canada. 
7. cold. But also seen as a historical centre, though not to the e-xtent that it could 
be. 
Sb. bad public relations, lack of advertising, especially in regards to tourism. 
Winnipeg can be a larger attraction than it is with the proper campaign. 
9. (against) lack of knowledge people possess of the city is the problem. The 
positive feanires are here if more people were made aware of them. Not enough 
work is done to sel1 the good things about Winnipeg. 

Respondent 6 
6. community-minded 
7. less favourable 
8a. spirit of community; reai wiliingness to help out 
8b. the weather; isolation from other major centres 
9. hardest city to get people to move to; perceptions are changed when people 
actually expenence or visit the city; then city becomes hardest to get people to 
move away from: biggest boosters of city are those who have moved to city, not 
those who have lived there their whole life 

Respondent 7 
6. great quality of life 
7. sragnant and cold 
Sa. low housing costs; beauty of its narural environment (rivers, elms (except for 
the canker worms), warm summers); friendliness of people 
Sb. economy is not really a problem, but is seen that way by others; not that many 
housing stars in cornparison to other cities seen as a sign of a poor economy - 
that is changing because the economy is realiy improving: Manitoba has one of the 
fastest growing econornies in the country; clirnate also always a problem with 
Winnipeg. 



9 (against) the climate, especiaiiy in winter: property taxes are high compared to 
areas outside city and makes it difficult keeping people in the city: 
(for) low cost of housing; overall image of the city's quality of life makes it 

attractive to those who are willing to look past the problems with clirnate: veryone 
who has ever corne here has been more than satisfied with the quality of life here. 



Respondent 1 
6. uncornpetitive 
7. cold 
83. high taxes: low number of housing starts; slow growth economy - growth has 
not happened since Panama Canal according to some; perception of high crime: 
some media factors, pleading guilty himself to whining about the cold 
Sb. climate is not idyllic: Winnipeggers themselves tend to cornplain, why expect 
different from others 
9 (for) city has lots of resources: culniral strengths; quality of life factors; 
presewation of old buildings in Exchange District has happened because of slow 
gronTh - something ro be said for slow growth 
9 (againsr) people tend to fly over Winnipeg when conducting business in 
Western Canada, heading to Calgary- or Edmonton instead: brain drain of young 
professionals to other parts of country and the States 

Respondent 2 
6. good place to Iive, but not as good as other places 
7. cold 
8a. inferiority complex; Winnipeggers seem to have a misplaced sense that the 
city is not as good as other places; a fragile psyche 
8b. weather is cold, just iike most Canadian cities - no great mystery 
9 (for) quality of Me: restaurants, arts and culture; city has good reason to feel 
qood about itself 
L 

9 (against) not exactly top-of-mind in citizens of other cities, 

Respondent 3 
6. good place to live 
7. cold 
8a. has al1 the amenities; low cost housing; healthy physical environment 
8b. Winnipeg's climate is just as cold as the rest of the country, but the winter 
seems to have taken on a Iife of its own - maybe because Winnipeggers cornplain 
so much and have made it a badge of honour; Wiiipeggers are hardest on  
ttiemselves - new amvals are most enthusiastic about living in the city 
9 (for) excellent quality of life; arts and cultural facilities like the ballet and theatre 
- among the best in the world for a city its size 
9 (against) attitude of W i p e g g e r s ;  there seems to be an inferionty complex; 
media portrayals of crime in city are not fianering; winter's image 




