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Abstract 

A cultural tour package is essentially a travel package that bundles tourism products and 

services together with themes based on the destination's culture. Winnipeg's Cultural Tour 

Package Research project, proposed by Winnipeg Symphony Orchestra (WSO), is a project 

aiming to structure a tourism package centered at Winnipeg's performing arts and cultural 

attractions. Through the program, we identify customers' preference for the cultural items as well 

as the factors related to the preference. We also provide a marketing plan suggesting the 

direction of starting the program based on SWOT and marketing mix analyses. The research is 

contributable to both the marketing and the cultural tourism literatures. Also, in practical, the 

research stands at a macro level to demonstrate the benefits of integrating cultural items in 

Winnipeg and to suggest ways for WSO to cooperate with other cultural or supporting 

institutions to offer the program. 
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Introduction 

Purpose and Motivation 

A cultural tour package is essentially a travel package that bundles tourism products and 

services together with themes based on the destination's culture. In fact, the final delivery of our 

pilot project is a package of tourism services with themes based on Winnipeg's culture. 

Originally, the project was proposed by the Winnipeg Symphony Orchestra (WSO), the focal 

institution of our efforts. One of the project's key issues is addressing the question of how to 

implement cultural tourism in Winnipeg.  

Briefly speaking, this pilot project aims at identifying the important elements (i.e. 

performing arts, museum, etc.), structuring the delivery system and offering a marketing plan for 

presenting Winnipeg's culture as well as attracting customers to attractions and performing arts. 

Specifically, the pilot project has two purposes. From a global perspective, the purpose of this 

research is to identify and demonstrate the benefits of developing cultural tourism in Winnipeg. 

Also, from a specific perspective, the purpose of this research is to identify four aspects in the 

marketing mix, 1) create a bundle of products that reflects Winnipeg’s culture and also 

favourable to customers, 2) determine price levels or ranges in which we position the final 

product package, 3) identify promotion strategies to attract our customers and 4) configure a 

distribution strategy that will provide customers access to cultural tourism products. Through this 

research, we review literatures both on product bundling and cultural tourism, we gather data 

based on Porter's diamond structure (including demand, supply and supporting system--

explained in the latter chapter), we also analyze those data and interpret them into meaningful 

and useful information to assist in the strategic market development process. Finally, we present 

a thorough report to our sponsoring institution. 
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Regarding the motivation of this project, the global one is to explore the growth potential 

for product bundling in Winnipeg’s tourism industry for and the possibility of promoting 

Winnipeg’s as well as Manitoba’s image through enhancement and marketing of the local 

performing arts organizations. At the same time, the specific motivation of this project is to 

provide a benefit to each cultural institution in Winnipeg. Finally, our research design will allow 

us to test several key hypotheses regarding consumers' preferences for performing arts and other 

cultural offerings. Hence, through this research, we hope to draw attention to the cultural 

institutions in Winnipeg that, by participating in our packaged tour project, can benefit from each 

other's contribution. That is, the demand of one product in the bundle will lead to the demand for 

other products in the same bundle. For instance, if a customer is interested in one offering in the 

bundle, say, the Winnipeg Symphony Orchestra, and is motivated to come to attend the 

performance, he or she will also have demands on the culinary service, other tourist spots, and 

perhaps hotels. Therefore, an appropriate marketing plan, as our pilot project will deliver in the 

end, can showcase how this mechanism works. 

 Process of the Research 

In order to present the final marketing plan to the WSO, the study proceeds through four 

phrases: the first phrase is the conjoint analysis from which we can identify the appropriate 

cultural tourism product bundles; the second phrase is the purchase intention model analysis, 

from which we can understand the relationship between customers' purchase intention of cultural 

tour package and its antecedents (i.e. goal, attitudes, prior experience and gender); the third 

phrase is the exploration by combining the conjoint analysis and the purchase intention model. In 

the final phase, we will develop a marketing plan, which integrates the findings in the three 

phrases of our research, the discussions with involved cultural institutions and the case studies.  
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As mentioned above, we conduct a conjoint analysis experiment in the first phrase. The 

design of the conjoint analysis is based on the combination of  levels of each attribute where are 

asked to rate product combinations in order to identify the best product bundles. In comparison, 

we use the survey method to detect customers' attitudes, usage, demographics and purchase 

intention with respect to cultural tourism bundles. The reasons why we do both phases in our 

project are: 1) conjoint analysis, as a scientific methodology, can help define the best bundle of 

offerings for customers, and therefore, addresses the most important question in our study-- what 

should we market to the customers; 2) the general survey, compared to other methods, is more 

direct and efficient for presenting the relationship between customers’ purchase intentions and its 

antecedents.  Due to the different methodological designs, conjoint analysis and general survey 

should be kept and analyzed separately although the findings are integrated into meaningful 

directions for action in the marketing plan. 

Scope of the Research 

Based on the suggestion of our client, the Winnipeg Symphony Orchestra, the main target 

group for the study will be individuals in and around Winnipeg (cities or areas in Manitoba). 

Based on the summary report fromTravel Manitoba, although not many international tourists 

visited Winnipeg (354 overseas residents in total come here from January to August in 2013), 

many Canadians do come back from the United States to Canada through Manitoba--458,077 

Canadians for 2013 and 467,912 Canadians for 2012 (data are counted as the first 8 months). 

Therefore, Winnipeg as the provincial capital city of Manitoba as well as the transportation hub 

in the central North American corridor has the potential to reach the broader Canadian market. 

The major part of our empirical study is focused on the youth market. The youth market 

is growing--more young tourists travel outside their home country today compared to earlier 
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times (Hunter-Jones, Jeffs, & Smith, 2008, p.238). The World Tourism Organization (2008) 

reports that young international travellers account for about 24% market share among all 

international travellers. According to the U.S. Travel Association, 28% of all leisure travellers of 

the United States are between 18-35 years old. And as Moisă (2010) argued, youth may become 

the major drivers of future market demand for the performing arts. Also, young peoples’ buying 

power is increasing.  Although researchers usually think that youth has economic concerns 

(Hunter-Jones, Jeffs, & Smith, 2008), young travellers still spend considerable amounts on travel. 

Statistics demonstrates the average annual spending of North American young travellers is $3300 

(Moisă, 2010, p.577). Hence, we believe that the youth market has great potential.  

In the meantime, because the cultural tour package we will offer is made of performing 

arts and other cultural activities, we suggest that people in the middle age segments have a higher 

total demand for the bundled activities. This is consistent with major findings in the performing 

arts literatures, which suggests that middle-aged customers have higher purchase intention rate 

compared to other groups with regards to performing arts (Park & Huh, 2010). 

In short, we define our research scope as Canadians between the ages of 18 and above 

with special emphasis on the youth segment between 18 and 30 years.  Our sample will draw 

largely from the University of Manitoba’s student and staff population that spans the target age 

segments. 

Literature Review 

Our pilot project aims at providing a cultural tour package to our target market. 

Dissecting this concept--cultural tour package, we can see two sides, one is cultural tourism, the 

other is packaged tourism services. Cultural tourism acts as a backdrop, a theme, and also a 

scope for our project since all our discussion is focusing on the cultural tourism resources in 
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Winnipeg--centering on performing arts and accompanying with other attractions (i.e. museum) 

or facilities (i.e. restaurant coupon). In the meantime, the essence of the final product of our pilot 

project is a product package, which is termed "product bundle" in the marketing literature. 

Therefore, combining these two notions, our literature review includes a review of cultural 

tourism and also a review of product bundles. Although literatures on those two topics are 

numerous, very few studies combine the two elements. Several studies mention tourism packages, 

although they simply identify customers' motivations or preferences--they don't identify what 

elements should be included or which strategy should be used in designing and marketing the 

package. The reason for the absence is because most studies are post-program detection or 

evaluation in design. In contrast, our pilot project is an initial plan for a business program that 

will be established in reality, and borrows from the academic literature for insights and strategies. 

Therefore, we expect that through the literature review, we can understand the relevance of 

product bundling within the context of cultural institutions and generate an action plan for 

implementing a bundling strategy for the WSO and other cultural institutions in Winnipeg.  

In addition, since one of the major aims of our pilot project is to detect customers' choice 

of the bundles, we should make a general assumption about customer choice processes. This 

assumption establishes a foundation for the methodology we use for our conjoint experiment. 

Therefore, we introduce the relevant consumer choice model literature at the very beginning. 

Consumer Choice Model 

Literature on customer choice decision processes generally suggests two major model 

types -- Utility Maximizing Models and Heuristic Elimination Models (Meyer & Kahn, 1991). 

The Utility Maximizing Model argues that customers evaluate options to maximize utilities 

regardless of the external appearance of the consideration set. That is, when a customer 
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encounters several options, she will evaluate each option's overall value and choose the one that 

has the highest perceived value (Meyer & Kahn, 1991, p.88). The assumption behind this 

argument is that customers are fully informed and rational. Using the packaged tour as an 

example, if customers follow this model, they will evaluate all services in the package, estimate 

the total value of those items in each package and choose the package with highest utilities -- 

maximizing customers' enjoyment, convenience, and fulfillment of customers' needs for travel. 

In comparison, the Heuristic Elimination Models hypothesize that customers evaluate options 

based on context and select specific criteria to filter the options and decide their preferences. For 

instance, in our case, if customers know one very famous attraction in Winnipeg, say, the 

Manitoba Museum, they may first reduce their consideration set to include the packages that 

contain the Manitoba Museum, and then determine their preference based on other criteria, e.g. 

price. After this sequential elimination process is completed, the final existing products will 

comprise the choice set. Customers are not necessarily rational in the utility maximization sense, 

however, since they are not informed about all the details involved in the choice.  Thus, they will 

randomly follow a pattern during the decision making process that is called Constructive 

Consumer Choice process by Bettman, Luce and Payne (1998, p.188). Customers' choices are 

also limited by their knowledge and are dependent on their decision goals (Shocker, Ben-Akiva, 

Boccara, & Nedungadi, 1991, p.182). For instance, if customers travel to Winnipeg in order to 

cultivate their taste on classical music, they will not select the package that excludes classical 

music.  

Many customer choice theorists generate ideas around the Utility-Maximizing and 

Heuristic Elimination Models, but there is no certain conclusion as to which model is better in 

terms of explaining or predicting behavior. In our pilot study, we assume that customers follow 
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the assumption of the Utility-Maximizing Model. We will employ a variant of conjoint analysis, 

which is based on the Utility Maximizing Model, in order to analyze preferences between 

alternative cultural attractions. However, we also ask several separate questions in order to test 

whether our assumption of utility maximizing holds and to determine whether customers possess 

specific criteria when filtering their consideration set alternatives. That is, we determine is any 

important criteria exist that serve as moderating influences in the conjoint analysis.  

Cultural Tourism 

Cultural tourism encompasses numerous definitions and espouses different criteria to 

define it. For instance, UNWTO (United Nations World Tourism Organization) defines cultural 

tourism based on the scope of the activities: all the activities or movements of people from their 

original habitats to other destination where people could gain knowledge of culture through the 

process of travel. Or as Barbieri and Mahoney (2010) have defined, cultural tourism is an 

engagement in any activities that reflecting social, artistic or intellectual aspects of the 

destination. But this concept is criticized as having little meaning due to its extremely large 

scope (Richards, 1996, p. 24).  In comparison, the narrower definition is more informative, i.e. 

"the consumption of art, heritage, folklore, and a whole range of other cultural manifestations by 

tourists" (Richards, 1996, p.24).  

The Benefits of Cultural Tourism  

From a global perspective, cultural tourism can be a strategy contributing to the local 

community in culture and economic development (Hager & Sung, 2012, p.206).  A city or region 

with ample culture attractions has the basic natural resources to develop tourism.  Cultural 

tourism not only improves the image of the city, but also creates many jobs and therefore 

increases employment and incomes. Carey, Davidson and Sahli (2012) suggest that cultural 
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development and tourism can be mutually beneficial to each other by promoting heritage and 

other cultural institutions. Therefore, cultural tourism, as a global concept combining cultural 

development and tourism, contributes to tourism as well as to the culture identity of a destination.  

At the same time, from a local view, cultural tourism of a city benefits all institutions involved as 

well as the supporting industries, such as hotels, transportation companies, etc. Moreover, from a 

personal aspect, cultural tourism relaxes customers, enriches customers' life experiences and 

knowledge.  

Important Elements in Cultural Tourism 

Museum. Museums are important attractions for tourists because they contain historical 

and cultural reserves of memorabilia and understanding about past events, persons and activities. 

Many researchers agree that museums are major motivations for customers to travel to 

destinations (Carey et. al., 2012). For instance, Carey et al. (2012) find that the museum, Te Papa 

Tongarewa, contributes to more customer visits and longer stays, which reflects higher hotel 

accommodation rates. Also, Sharifi-Tehrani, Verbič and Chung 's (2013) study suggests that 

international tourists are willing to pay more than local tourists for admission to museums. And 

customers who visit museums in a destination usually do so as well in their hometowns 

(Stylianou-Lambert, 2011, p. 419). Therefore, museum preferences can be traced from visitors' 

prior local museum visit experience. 

Art Gallery. Art gallery also plays an important role in cultural tourism. Art gallery 

consumption is driven by customers' learning purpose: the need of social interaction with family 

or strangers and their own wish to escape (Slater, 2007). Through a lifestyle study, Todd and 

Lawson (2001) find that most frequent art gallery visitors have urban existences and professional 

backgrounds.They are more often female and are interested in exploring new and diverse things. 
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Regarding the preference of types or attributes of art gallery, 1) all kinds of arts in the gallery are 

preferred among customers; 2) art gallery is viewed as a place for adults, not for children 3) the 

art gallery should be interesting; 4) the art gallery familiar to customers are more favourable; and 

5) customers consider the admission fees and prefer the gallery with free admission fees 

(Caldwell & Coshall, 2003).   

Performing Arts. Performing arts include the symphony orchestra, ballet, opera, and 

theatre. Since performing art becomes a kind of mass consumption, it acts as one important 

element in the destination's tourism strategy (Barbieri & Mahoney, 2010; Park & Huh, 2010). 

The degree of interest in the several performing arts differs based on customers’ preferences for 

the specific forms and qualities of performing arts. Lim and Bendle (2012) suggest that arts-core 

tourists (tourists with higher arts interest) value successful mainstream art products, whereas 

arts-peripheral tourists prefer entertainment-oriented shows and place more emphasis on quality 

and understandability. Park and Huh (2010) analyze a niche market, where customers are 

segmented by their consumption of performing arts. Their study results suggests that cultural 

tourists with the highest interest and greatest consumption in performing arts have attained at 

least the bachelor's degree, are predominately married females and over 45 years of age. 

Customer Analysis of Cultural Tourism 

From the literature review, the factors that influence consumer behavior are cultural, 

social, personal and psychological (Dragolea & Cotîrlea, 2012).  Based on the combination of 

personal and psychological factors, researchers separate tourists into several groups and each 

group has their own decision making approach:  Perfectionists want to make the best choice; 

brand-conscious customers rely on the brand to decrease their uncertainty; constrained 

vacationers consider more about price since price restricts their choice or mainly drives their 
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selection;  rational vacationers learn more information in order to minimize confusion; and 

habitual tourists are loyal to certain destinations (as cited in Correia, Kozak, & Ferradeira, 2011, 

p. 435). Furthermore, cultural background will also influence the degree of cultural tourism. For 

instance, some international customers prefer attending various cultural attractions or events 

based on curiosity about cultural differences (Barbieri & Mahoney, 2010). Moreover, it is agreed 

by many scholars that social-economic demographic characteristics play an important role on 

customers' travel decisions. For example, Barbieri and Mahoney's (2010) suggest that consumers 

with higher social-economic status demonstrate interests in a broader set of cultural activities. 

The literature reports several key influencing factors related to the consumption of performing 

arts: gender, marital status, occupation, age, life stage, prior experience, education and exposure. 

We suggest therefore that those factors also determine the consumption of cultural tourism since 

performing arts are important elements of cultural tourism. 

Product Bundling 

Considering that one of our study's contributions is the identification of appropriate 

product bundles for performing arts organizations, we believe the findings in the product 

bundling literatures will help us identify many aspects of our final offerings in the marketing mix 

and also suggest how we conduct our questionnaire experiment. 

Definition and Characteristics of Bundling Products. Bundling products is a common 

marketing practice universally applied in many industries, such as food, electronics, hospitality, 

tourism, and numerous other product and service industries. A common example is the "combo" 

in fast-food restaurants, such as the Happy Meal from McDonalds. We also witness considerable 

bundling in the electronic industry. For instance, a computer contains a monitor, computer 

mainframe, keyboard, mouse and software. Customers can buy all the parts in the same brand 
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and the same series, whereas they can instead combine different brands or different series 

together. For instance, a customer dissatisfied with the processing speed of the Intel i5 in a 

computer series can change to the Intel i7, but retain other parts in the original bundle. Also, in 

the hospitality industry, some hospitals provide bundles that include hotel nights and free 

breakfast (Nicolau & Sellers, 2012). 

Several well-known research works define product bundling (Tellis & Stremersch, 2002; 

Guiltinan, 1987; Adams & Yellen, 1976). Guiltinan (1987) defined "bundling is the practice of 

marketing two or more products and/or services in a single "package" for a special price" (p.74). 

In this research, we use Tellis and Stremersch's (2002) definition because of its clarity and 

precision and because it conforms more effectively to the performing arts organization's context, 

which is the focus of our study. That is, "bundling is the sale of two or more separate products in 

one package." (Tellis & Stremersch, 2002, p.56) As they argued, the reasons why they describe 

products with "separate" is because those products originally have their own separate and 

existing markets (Tellis & Stremersch, 2002). Therefore, bundling is a strategy that combines 

separate products and services into a new offering that appeals more effectively to customers. 

Thus, the above definition is congruent with our final tourism package -- combining existing 

tourism resources that possess independent pre-existing markets in Winnipeg (i.e. performing 

arts, historic sites, hotels, and numerous additional activities and services). 

General Motivation of Consuming and Offering Bundles. From the consumers' 

perspective, the motivation to consume bundles is generated throughout the entire purchasing 

and consuming process. Customers save time and energy by purchasing bundles to meet their 

needs. For instance, a set of cosmetics from one brand and coming as a series including face 

wash, lotion, daytime cream, night time cream and masks can save customers time and energy. 
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Otherwise, they may search for every single product in the cosmetic category to find items 

consistent in effects. When they pay for the bundles, they usually find that bundles are cheaper 

than if they pay for each item separately. Using the same example, we can see that many 

cosmetic brands have promotions on their product bundles. After the purchase, customers may 

find that bundles usually come with added values. As we discussed before, some bundles have 

lagniappes. Also, sometimes, we may find that using bundled products can function better--

cosmetics is a good example because the chemical functions of a series of products selling 

together are fit with each other and can maximize the effect of their functions. About this 

advantage (i.e. added value), tourism package is a perfect example. Customers buy a tourism 

package to not only secure a reduced price, usually, but also enjoy the whole trip--convenience 

and safety (Lo & Lam, 2004, p.163). 

Product Components on Consumer Evaluation. The relationship of the items in a 

bundle influences customers' evaluations of the bundle. First, the relative importance of the 

product influences the order of evaluation (Yadav, 1994). That is, customers first identify the 

most important item in the bundle, evaluate it and then identify and evaluate the next relative 

item. For example, when purchasing shampoo, customers confront various product bundles that 

include conditioner and hair spray in addition to shampoo, they will first evaluate whether they 

like the shampoo and then consider whether the conditioner is necessary, and afterwards, they 

will assess the spray. The key rule is that attributes are initially recognized, ordered and then 

assessed based on the ordering. Second, whether the items are functional complements is an 

important criterion. For instance, Harris and Blair (2006) argued that marketers attract customers 

to buy bundles by priming them about the risk of not buying bundles, where the exposed 

potential risk is based on the perception that products are functionally compatible. Harlam, 
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Krishna, Lehmann and Mela (1995), in their interactive computer experiment, concluded that 

perceived complementarity among products leads to higher purchase intention compared to 

perceived similarity. Third, higher perceived fit between a new innovation and an existing and 

known product in a bundle enhance customers' understanding of the new innovation, which leads 

to higher awareness and higher evaluation (Reinders, Frambach, & Schoormans, 2010). Their 

reasoning is that not only does higher perceived fit assist customers imagining actual product use 

scenarios, but also the perceived fit between bundles leads customers to perceive added values. 

What's more, customers with lower prior knowledge find bundles with higher perceived fit more 

beneficial. Therefore, relating these findings to the context of packaged cultural tour, the 

relationships of each item in our package also determine customers' evaluation of the package: (1) 

if a customer has a strong motivation to buy one item in the bundle, e.g. shows in Manitoba 

Theater Centre, he or she will evaluate the show in our package first and then decides whether 

the other items in the package is valuable; (2) a customer also considers the total value of the 

packaged tour -- if the items included leave them an image of convenience and functionally 

complementary, the package will be more attractive; (3) perceived fit in the packaged cultural 

tour probably will be reflected in that the type of the items in the package (e.g. the classicalness 

of the performing arts) are fit with each other. 

The Relationship Between Price and Consumer Evaluation. One important issue of 

product bundles is determining the bundle`s price. Kim, Bojanic and Warnick (2009) define 

price bundling as the price of a package of products that is different from the price of the sum of 

the items' prices (p.403). It seems that the meaning of bundles is offering a cheaper price for the 

bundle -- the bundled price is lower than the sum of the items' prices (Tellis & Stremersch, 2002). 

Summarized by Kim et. al. (2009), three types of bundling price strategies are observed: pure 



WCTP RESEARCH PRACTICUM                                                                                            21 

components  (i.e. selling and pricing the items separately) , pure bundling (i.e. selling and pricing 

the bundle only) and mixed bundling (i.e. offering the opportunity for customers to choose 

individual items or bundles) (p.404). Mixed bundling is more common than the others since it 

gives customers more freedom to choose whether to buy the bundle or to buy separate products. 

It is believed that only a monopoly enterprise can take the risk of using pure 

bundling(Guiltinan,1987), perhaps because a monopoly enterprise often faces a seller's market. 

Considering that our final offerings are originally provided separately, our package is actually 

following the strategy of mixed bundling. That is, customers can either buy performing arts 

tickets, hotel accommodations and dinners separately with separate price of each item, or buy a 

packaged tour with one price. 

Preferred Promotion of Bundles. Regarding the promotion strategies, the form of a 

bundle (i.e. the different ways of presenting the bundles) becomes the most sensitive aspect for 

customers. The forms of the bundle are: (1) "Together" : Buy A and B together with $__; (2) 

"Separate":  Buy A with $__ and B with $__ if you buy the bundle; (3) "Freebie": Buy A with 

$__ , get B free. Harlam, Krishna, Lehmann and Mela (1995) suggested that the form of 

"Together" and "Freebie" are better strategies compared to "Separate". But this difference only 

shows when the bundle price is lower than the sum of each product's reservation price. 

Compared to the above finding, Tanford, Erdem and Baloglu (2011) purchasing trip bundles 

study indicates that the "Separate" strategy is more favourable under certain conditions because it 

leads customers to feel the offering is fairer and, consequently, leads to higher perceived value. 

They also suggest that when the price is different from a competitor's price, the "Separate" 

strategy is more favourable than "Together" regardless of the fact that the actual price is higher 

or lower, although customers generally prefer lower prices (p. 230). Promotion strategies are also 
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observed that use "savings" (i.e. showing how much customers save from buying the bundle 

rather than buying separate items) as an attractive point; however,  Tanford et. al. (2011) suggest 

that savings are used with the "Separate" strategy only rather than the "Together" strategy. 

Regarding the "Freebie" effect, the literature is split on whether it is positive or negative. Kamins, 

Folkes and Fedorikhin (2009) found that including a "freebie" in bundles led to a lower 

perceived value compared to bundles without a "freebie". Furthermore, customers are willing to 

pay less for the focal product when they know the focal product is sold with a "freebie" than the 

situation if they don't know the "freebie" is contained in the bundle. In contrast, Nicolau and 

Sellers (2012) found that even if customers originally liked a hotel with better quality, when this 

hotel was compared to a less preferable hotel with a free breakfast, customers tended to choose 

the latter hotel, no matter what the real benefits the two hotels offered are. According to those 

literatures, we can identify that research results regarding to how the price present and how to 

promote the bundles are different. The differences are, in my opinion, probably, due to different 

situations (i.e. different industries, samples, scales) in those studies.  

Place (Distribution). In a marketing campaign, distribution is one of important aspects, 

which can not only cut costs but also provide profits when marketers implement well. 

Distribution of products is the way of how products are allocated to customers and how 

customers can access products. When discussing the place issue, several aspects should be 

considered. First, it is important to ascertain how customers get their final bundled products. 

From the literature review, we find customers apply multiple distribution methods to purchase 

their products (Pearce & Schott, 2005). They can either buy the bundled products directly from 

institutions or from a special agent. In tourism marketing, the distribution channels are travel 

agents, the internet, guide books, word of mouth, brochures, previous experience, transport 
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providers, etc (Pearce & Schott, 2005). Pearce and Schott's (2005) study shows that travel agents 

and the Internet are most important channels. Travel agents and the internet are preferred by 

international tourists, whereas the internet and direct providers are more favourable to domestic 

tourists (Pearce & Schott, 2005, pp. 54-55). Also, customers may differ with respect to 

distribution strategies when they go through different stages of the purchasing process. For 

instance, a customer can search the tourism product information online but book the tickets and 

pay direct to the providers in a real physical box office. In comparison, a customer can also go 

through the entire process (i.e. search, book and pay) online. He or she can finish this through the 

travel agents, direct providers or other institutions. Which channel customers selected is related 

to whether the method is easy and simple (Pearce & Schott, 2005, p. 60). A second issue relates 

to the number of levels included in the distribution strategy, from an offering perspective. For 

instance, Pearce, Tan and Schott (2007) frame the distribution channels from Australian to New 

Zealand (p. 41). Basically, institutions in market are retail travel agents, franchise group, 

wholesalers, tour operators and other distributors, in the meantime, at destination (i.e. New 

Zealand), there are intermediaries and operators and product providers. The distribution 

framework range from the shortest-- travellers directly purchased from the destination, to the 

longest--includes retail travel agents, franchise group, wholesalers, and destination operators. 

Third, which distribution strategy is implementable and profitable? This aspect should be 

analyzed based on the real situation. 

Customers' Overall Evaluation of Bundles. Viewing bundles as a whole, consumers 

assess bundles according to their utilities (Harris & Blair, 2006). Reduced flexibility of the items 

in the bundle (Kinberg & Sudit, 1979) or unnecessary items in the bundle will deduct from 

bundle's utility and therefore make customers less likely to buy it instead of the individual items. 
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For instance, if customers want to see the movie, Transformers, but find tickets packages being 

sold that, contains two other movies that the customer doesn't want to see, then the demand for 

seeing the Transformers movie is reduced. Therefore, the customer probably perceives the 

additional two movies in the bundle as a waste of their money, even if the price of the three-

movie package is lower than the sum of the separate prices for the three movies. On the contrary, 

adding convenience with the bundled products will lead to higher perceived value for the 

bundled products. For instance, in their assessment of focus group discussions, Harris and Blair 

(2006) suggested that customers prefer bundles rather than individual items if they are given the 

opportunity to select the items in the bundle. They also discovered that reducing search time and 

simplifying decision process complexity are two important factors that enhance customers' 

perceptions of product bundles. The authors argue that customers prefer bundles because they 

don't need to evaluate the items separately; bundles help make customers' decision processing 

easier. 

Summary 

The empirical and theoretical literatures give us insights on different aspects of products 

bundles. That is, elements in the bundle--how the relationship among elements in the bundle 

influences customers' evaluation of the bundle; the price of the bundle--the effect of price on 

customers' evaluation both on the bundles and on the elements when they sell separately; 

promotion strategies for the bundles--the best way and preferred way to present the bundle to 

customers. To sum up, customers usually prefer bundles with complementary items, lower price 

and fit price forms (separate prices with indication of savings or one overall price without any 

further indication). 
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Case Studies of Cultural Tourism 

Through the above literature review on both topic--cultural tourism and bundling 

products, we have been acknowledged important concepts of those two fields and also discuss 

the application of those literatures and direction of our research. However, the academic 

literature cannot solve all our concerns. More practical cases needed to be discerned so that we 

can learn from their experiences and lessons. 

Currently, many cities in North American and Europe establish their own package 

products and some of them include cultural offerings, although they may not be under the guise 

of cultural tourism. For the specific information of case study, please see Appendix III. 

Project Procedures and Overall Model 

In order to evaluate consumers and preferences for product bundles, we use in-depth 

interviews (face to face), telephone interview, focus group interviews and other qualitative 

research technique to generate information regarding cultural tourism for Winnipeg and for 

Manitoba. Those methods usually are formatted as open-ended questions and the questions can 

change according to the respondents’ answer. From the in-depth interviews with our client (i.e. 

Winnipeg Symphony Orchestra), museum, art gallery, symphony orchestra, ballet and theatre are 

finally decided to include in the package and two price levels are suggested -- C$160 (high price) 

and low price (C$60).  

After we completed the qualitative research and have fully constructed the conceptual 

part of our project, we design the conjoint analysis and develop a survey focus on purchase 

intention and its hypothetical antecedents, such as attitudes, prior experience, to name a few. 

Please see Appendix IV for more details. 
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Motivation to travel has different dimensions. Some customers are driven by curiosity, 

which asks for the novelty of the destination's program; others desire for feeling of escape 

(Peters, Siller, & Matzler, 2011). Customers also can be motivated by some other purposes, such 

as cultural exploration, social relationship enlargement or enhancement (Crompton, 1979). 

Literature suggests that customers have two groups of motivation: one is "pushing power", which 

refers to the psychological or internal dynamics that drive customers to travel; the other group 

has "pulling power", which relates to the specific characteristics or attractive speciality of a 

destination that lead customers to finally choose the destination (Uysal & Jurowski, 1994). 

Therefore, in our study, we should first understand what is the "pushing power" that makes 

customers consider cultural tourism and what are the core and marginal drivers for their decision. 

In the same time, we should also evaluate the "pulling power"--the uniqueness of Winnipeg's 

offering in cultural tourism--by testing the possibility of Winnipeg as a destination to travel. We 

separate our questionnaire into two sections: one is the conjoint analysis part, which detects the 

preference of the packages and determines which tourism package is optimal for the client, the 

WSO; the other section tests the relevant independent and dependent variables about cultural 

tourism packages. In the later section, due to the fact that our sample is students and staff of the 

University of Manitoba, we will ask participants to participate in a hypothetical trip that involves 

selecting cultural activities at their travel destination. The hypothetical trip assessment will help 

us understand traveller's preferences for Winnipeg's cultural offerings.  

We use Michael Porter's Diamond Model as the frame of our project. This model 

identifies different components in the market to allow managers consider the marketing plan. 

Those components are firm strategy, structure and rivalry, demand conditions, factor conditions 

(government), related and supporting industries. We revised the Diamond Model according to 



WCTP RESEARCH PRACTICUM                                                                                            27 

the need of our project. Considering the situation of our pilot project, the suppliers will be 

performing arts institutions. However, performing arts institutions are not the ultimate providers 

for the performance; performing arts institutions act as a intermediate agent grouping and 

arranging those performers, musicians, etc. Therefore, instead of rivals, we consider the power of 

musicians, performers and performing groups of each institution. The reason for keeping them as 

influencing element in the model is that, on one hand, customers may have certain demands on 

specific performers or musicians; on the other hand, musicians and performers are actually the 

providers of performing arts institutions, so the schedule of performers directly influences the 

offerings of performing arts institutions. Also, the supporting system is included because our 

offerings contain services of hotels, restaurants, transportations, etc. Moreover, government also 

takes an important place in our project. Success of many cities' tourism development garners 

support from government. Hence, we also include government’s role in the model. Figure 1 in 

Appendix I depicts the frame of reference upon which we base our project. 

Hypothesis Development 

Conjoint Analysis Model 

The conjoint analysis embodies the assumption of utility maximization as mentioned in 

an earlier section. That is, customers calculate each choice's overall value by summing up the 

utility of each attribute, and then compare the overall utility of each choice and select the choice 

with the highest utility (Meyer & Kahn, 1991). Therefore, in our case, the choices are between 

the various cultural tour packages, while each cultural tour package is the combination of  

attributes-- activities, price of activities and coupon value. In accordance with the Utility 

Maximizing Model, we suggest that customers' final cultural tourism choice will go through two 
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processes. The first process is that they calculate the utility of each cultural tourism package 

following the model below:  

Conjoint Analysis Model 1: 

 

                           U i (CTP)=α+β1u(a)+β2u(pa)                                 (1) 

 

(CTP= Cultural Tour Package, a=activities associated with the cultural tour, pa=price of 

the activities, and β=relative importance of each item in the package) and, afterwards, the second 

step is that customers determine their preference for the package with the highest utility,  as it is 

shown in model 2. 

Conjoint Analysis Model 2:  

Preference i (CTP)= Max[U(CTP)]                       (2) 

 

Hypotheses 

In the analysis of customer demand for the tour packages, seven main hypotheses are 

proposed in order to present the causal relationship among usage, attitudes, demographic and 

package consumption variables. The independent and dependent variables are identified based on 

each respondents’ goals, attitudes, prior experience, gender and purchase intention as Figure 2 

indicates. The independent variables are: the goal of experiencing culture, attitudes towards 

cultural activities, prior purchases of tourism packages, prior experience (which has two 

dimensions, purchase experience of performing arts and prior exposure to the performing arts, 

e.g. training) and gender. We also employ income as a moderator variable. Our dependent 

variable is purchase intention of the cultural tour package. The dependent variable addresses the 
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question about product, so that we can structure the combination of our final offerings in the 

WSO's marketing plan. In the meantime, the independent variables help us understand the 

reasons for customers' choices and the rationales for developing strategies to promote and 

distribute the tourism products. 

According to attitude theory, goals, attitudes, perceived accessibility and subjective 

norms are four major aspects that influence behavioral options (Dijst, Farag, & Schwanen, 2008). 

Our study will be based on this framework in order to explain customers’ purchase behavior. We 

examine the goal of travelling, especially the goal of experiencing culture. We also measure 

customers’ attitudes towards each cultural activity in our package. Furthermore, we assume 

income serves as an indicator of perceived accessibility to consumers' tourism packages, which 

means we predict that income moderates the relationship between customers' goals (attitudes) 

and purchase intention. We don't examine subjective norms in our model, but we do consider 

whether there is a difference between group and individual travel in our marketing plan. Lastly, 

we look at customers' past experiences because they are important indicators for predicting 

future behavior and purchase intention (Bay & Daniel, 2003, p. 675; Ouellette & Wood, 1998). 

Regarding the actual behavior, both the Model of Goal Directed Behavior (MGB) and the 

Theory of Planned Behavior (TPB) suggest that behavior intention predicts actual behavior, 

although in the MGB, a broader term of "behavior volition" is employed (Perugini & Conner, 

2000). Therefore, in our model we use purchase intention to predict the customers' actual 

purchase behavior. 

Goal of Experiencing Culture. A goal is a representation of a favourable or desirable 

result in consumers’ minds, which can be either short-term or long term (Fishbach & Dhar, 

2005). The model of goal-directed behavior suggests that behavior is viewed as an instrument to 



WCTP RESEARCH PRACTICUM                                                                                            30 

achieve a goal, although the goal itself is not directly presented in the model (Perugini & Conner, 

2000). Customers' purchase behavior also is driven by their goals. For instance, Schlosser (2003) 

suggests that customers' goals influence the way they process information and thus their attitude 

towards products. Also, customers have a higher evaluation and higher purchase intention with 

the products' brand when it is congruent with their regulatory goals (Labroo & Lee, 2006). In our 

study, we measure the goal of travel for the explicit purpose of experiencing the destination's 

culture. Because a cultural tour package can help customers' achieve their goal of experiencing 

culture, we suppose higher congruency between the bundled offerings and the goal of experience 

the destination’s culture will result in greater purchase intention. Therefore, we suggest that goal 

of experiencing culture is an antecedent of purchase intention of our final cultural offerings and 

the hypothesis is as follows: 

H1:  Goal of experiencing culture positively impacts customers' purchase intention of   

the cultural tour package. 

Attitude. Attitude is defined as "an evaluative response to some object which disposes a 

person to behave in a certain way toward it" (Gärling, Gillholm, & Gärling, 1998). In the model 

of goal-directed behavior, attitude is an antecedent of intention that is mediated by goal desire 

(Perugini & Conner, 2000; Perugini & Bagozzi, 2001). The positive relationship between 

attitude and purchase intention has been examined among many different categories (Hartmann 

& Apaolaza-Ibáñez, 2012; Wahid & Ahmed, 2011; Laroche, Kim, & Zhou, 1996). For example, 

Hartmann and Apaolaza-Ibáñez's (2012) suggests that when customers have a more favourable 

attitude towards the green brand products (e.g. organic shampoo and body lotion) they are more 

willing to buy the products. Wahid and Ahmed (2011) also find a positive relationship between 

customers' attitudes towards the brand of cooking oil and its purchase intention. Therefore, we 
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suggest the direct and positive relationship between attitude and purchase intention will also hold 

in our analysis of cultural tourism. The hypothesis is as follows: 

H2: Attitude towards cultural activities positively impacts customers' purchase intention 

of the cultural tour package. 

Prior Experience. In the model of goal-directed behavior, researchers have discovered 

that past behavior directly influences future behavior under certain circumstances (Perugini & 

Conner, 2000, pp. 707-708; Conner &Armitage, 1998). This is because the model assumes past 

behavior follows a rational decision making process (Aarts, Verplanken, & Knippenberg, 1998). 

Prior consumption is viewed as an important aspect of customers' characteristics because we can 

more effectively predict future purchase behavior. For instance, Aarts et al.'s study (1998) 

demonstrates that repeated purchase of a travel mode reduces customers' processing and leads 

them to choose products based on habit. In our study, we have three independent variables for 

testing past behavior--prior purchase experience of a tourism package, prior cultural activities 

purchase experience and prior performing arts training. Therefore, the hypothesises are as 

follows: 

H3: Prior purchase experience of tourism package is positively related to tourism package 

purchase intention. 

H4: Prior experience of cultural activities is positively related to tourism package 

purchase intention. 

H5: Prior exposure of arts is positively related to tourism package purchase intention. 

Demographics. Many studies find that tourists' consumption patterns relate to their 

background, which includes education, income, experience, family structure and age ( Barbieri & 

Mahoney, 2010, Dragolea & Cotîrlea, 2012). Other researchers believe that demographic 
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variables are better indicators than motivational variables in explaining the consumption of 

performing arts and tourism (Hager & Winkler, 2012). As discussed in our literature review, 

several scholars suggest that a gender difference exists with respect to art galleries visitation 

(Todd & Lawson, 2001), while other research suggests that education and age also influence 

customers' performing arts consumption (Park & Huh, 2010). The majority of empirical studies 

report a positive relationship between income and performing arts purchase intention (Borgonovi, 

2004; Hager &Winkler, 2012). In our profile of customers' demographic variables, we suggest 

gender and income will make a difference in customers' purchase intention.  

Gender. Studies in performing arts and tourism show that gender makes a difference in 

purchase behavior. For instance, Cheng and Wen (2011) examine the gender difference among 

customers' purchase of performing arts (i.e. contemporary drama, traditional theatre, dance and 

music) and discover a  significant difference when female and male customers purchase dance 

performance (there is no significant gender difference in the contemporary drama, traditional 

theatre and music consumption).  Chang (2014), however, argues that females prefer performing 

arts in general compared to males. In the Barbieri and Mahoney 's study (2010), over 70 percent 

of the live-performing arts ticket purchasers are by females, and a similar ratio of female to male 

theatre consumers is found in Palmer and Koenig-Lewis's (2010) study. Most of the literature 

agrees that females have higher purchase intention in relation to cultural activities (Chang, 2014; 

Barbieri & Mahoney, 2010); however, they only report actual gender differences or use gender 

as a customer segmentation variable -- they do not provide an explanation for why gender 

differences exist. Consistent with the former literature, we suggest that gender has a major 

influence on cultural tourism purchases, and that females have a higher purchase intention than 

males with respect to cultural tour packages. The hypothesis is as below: 
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H6: Cultural tour package purchase intention is significantly higher for females than for 

males. 

Income. Studies suggest that income is an indicator of customers' consumption of 

performing arts (Cheng & Wen, 2011).  For instance, Cheng and Wen (2011) find that income is 

a positive antecedent of the purchase of contemporary drama, traditional theatre, dance and 

music. The extent of this positive influence differs, however, among the four types of performing 

arts. The are several explanations regarding the reasons for this positive relationship.  First, 

income is an indicator of the feasibility of purchasing performing arts offerings (Borgonovi, 

2004). Second, goal feasibility is positively related to intention (Perugini & Conner, 2000). 

Therefore, if we view attending performing arts as a goal, then people with higher goal 

feasibility (i.e. income) will have a higher purchase intention with respect to the performing arts. 

Second, people with higher income are generally raised in families with greater access to 

performing arts during their developmental years. This access may lead them to appreciate 

performing arts over those with less access (Borgonovi, 2004).  Because our cultural tour 

package is comprised of performing arts and cultural activities, we believe the positive income 

effect reported in earlier research findings will also hold in our situation. All in all, the model 

posits that income has a positive moderating effect on the relationship between customers' goal 

of experiencing culture, customers' attitudes of cultural activities and cultural tour package 

purchase intention. Specifically, the hypotheses are stated as 

H7: Income has a positive moderating effect on the relationship between customers' goal 

of experiencing culture and purchase intention of cultural tour package. 

H8: Income has a positive moderating effect on the relationship between customers' 

attitudes of cultural activities and purchase intention of cultural tour package. 
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Methodology 

Sample Collection 

We define our population as citizens of Canada and emphasize the target population as 

young people between the ages of 18 to 30. A purposive (non-probability) sampling design was 

employed due to the costs and resources involved in drawing a probabilistic sample. Taking into 

account the issue of accessibility, we decided to draw participants from the general population 

(respondents outside the University of Manitoba) and the U of M campus (students and staff at 

the University of Manitoba). Another 33 cases are collected from references provided by Dr. 

Edward Bruning. Using the U of M's website, I telephone every subject from the university 

online staff directory. The list contains about 700 names, of which about 500 people were 

contacted, and 129 cases were collected. After data cleansing, 114 were retained for the analysis. 

Because we wanted to oversample customers under age 30, we went to the U of M's University 

Center and asked students to participate in the survey. The University Center contains food 

stores, bookstores and other facilities, and therefore attracts students and provides access to a 

host of potential study participants. No specific condition was required when we selected the 

participant, thus the sampling method was strictly convenience based. The collection was 

conducted from August 14 to September 13th, 2014, and, in total, 80 cases were collected from 

the campus centre, of which 79 cases were valid after data cleansing. An additional 100 student 

samples were collected from the Asper School of Business' Marketing department student's 

subject pool. The subject pool is a mechanism that recruits students to participate in faculty and 

graduate student research projects by offering course credits. Before the study, the subject pool 

supervisor announces the study's brief introduction, time, place as well as the instructions 

regarding the data collection. Students who volunteer to participate are requested to complete a 
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computerized survey under the supervision of a lab instructor. In order to capture people who 

have arts background, we went to the U of M's Departments of Music and Fine Arts and asked 

the staff to send out the email survey in their newsletters. We received 4 cases from their efforts. 

Therefore, in total, we gathered 346 samples from the field that were scrutinized in our data 

cleansing process. As mentioned earlier, a portion of the data were collected under probabilistic 

conditions while the remaining portion was drawn from non-probabilistic sampling procedures. 

We therefore view our sample as a purposive, non-probabilistic sample drawn largely on the 

basis of convenience.  

Data Cleansing Procedure 

Two aspects of the data directed our cleansing assessment -- the extent of missing data 

and the variability in response patterns within cases across the dataset. We grouped participants 

into two categories: 1) clean data -- participants who have no more than 20% unanswered 

questions in the main variables, and that the participant's answers were acceptably variable 

across the questions, and 2) unclean data -- participants who have more than 20 percent 

unanswered questions or more than 50 percent continuous same response pattern among different 

questions throughout the survey (e.g. "1" for all the questions) or follow a pattern with 

continuous same score (e.g.. the first half of survey answer with a 1, the second half of the 

survey answer with a 2). After coding all the data into the two categories, we ended with a total 

of 305 participants in our final dataset. However, in order to further cleanse the dataset, we 

separate our conjoint quasi-experimental responses from the purchase intention survey responses. 

The separation is appropriate because the conjoint analysis is an experiment, which asks for full 

respondent participation across all experimental treatments, while the purchase intention analysis 
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is survey-based, which allows for a few missing data across study respondents. The following 

section fully describes the cleansing process for the two study components. 

Conjoint Analysis. While the purchase intention analysis is survey-based, the conjoint 

analysis is an experiment comprised of twelve treatments. For the conjoint exercise, each valid 

participant should complete all treatments so that we capture the relationship between the 

treatments and the dependent variable (i.e. preference rating of each treatment). If missing data 

exists in the treatments, substantial bias may occur in our final parameter estimates. Therefore, in 

order to insure accurate results from the conjoint analysis, we deleted 21 participants with 

missing data because at least one treatment was not completed, which left us with 284 cases in 

the final conjoint analysis dataset. We then compare the original dataset and the final dataset for 

the conjoint analysis by checking the frequencies as well as the mean differences using SPSS' 

One-way ANOVA. The comparisons are presented in Table 1, Appendix II. 

The frequencies comparison of the two datasets in the conjoint analysis indicates no 

significant difference between the original and final datasets. The mean difference is 0.03 and the 

difference of standard deviation is 0.03, which are not statistically different according to the 

results of the F-test (p = 0.56). This insignificant difference suggests that no confounding factors 

relate to whether the questions are answered appropriately or not (i.e. whether the questionnaire 

contains too many missing data or follow a specific pattern with small variance). Although the 

original dataset has a larger sample size, we argue that using the final dataset after cleaning is 

more efficient to our study. We selected to follow a conservative approach and eliminate those 

unclean data because of the missing value and the specific response errors that may jeopardize 

the questions we seek to answer. We believe the final dataset containing only clean data is of 

higher quality, which provides us a better view of participant's perceptions, reduces systematic 
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sampling error and results in more accurate information from which to make policy judgements 

and choices. 

Purchase Intention Model. We also checked the mean and standard deviation 

differences between original and cleaned data sets for the purchase intention analysis responses. 

In Table 4, most of the mean differences between the original dataset and the final dataset are in 

the neighborhood of 0.01. As we discovered with respect to the conjoint analysis data set, those 

differences are not statistically significant (p = 0.67). Therefore, as with the conjoint analysis, we 

also follow a conservative approach to deal with the purchase intention survey dataset. Using 

only the cleaned data is less biased and more robust for conducting the purchase intention 

analysis. 

MCAR Test. Missing data is viewed as missing completely at random when the valid 

data of one variable represents a random sample of all the variable's values and no underlining 

factors leads to the missing value of the data (Hair, Tatham, Anderson, & Black, 2006). In 

concluding the data cleansing analysis, we conducted Little's Missing Completely At Random 

(MCAR) Test to check whether the missing value pattern in the final dataset is random or 

systematic. The null hypothesis for MCAR Test is the missing value data are not completely 

random. For the purchase intention regression model, we failed to find statistically significant 

difference (p = 0.11). Therefore, we can conclude that the final dataset contains data that are 

random and that no systematic patterns exist. To sum up, after completing the data cleaning 

process, a total of 284 cases are used in the conjoint analysis, and 305 valid cases are employed 

in the purchase intention survey analysis. 
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Sample Demographics 

We checked the representativeness of our sample for the population based on income, 

gender and age. Statistics Canada suggests that in 2012, the median income for Canadians was 

C$31,320, while median income for our sample is C$ 30,000. Furthermore, we compare the 

proportions of income across different levels (see Table 6) and discover that they are almost 

identical. Our sample covers customers ranging in age from 17 to 68 years. The proportion of the 

four age categories, (i.e., 17-21, 22-26, 27-41, 42-68), are almost identical--around 25% of the 

total sample per category. From Statistics Canada 2011, the percentage of the Canadian 

population between age 27 and 41 in the population of age 17 to 68 are similar to the percentage 

proportions for age 27 and 41 in our sample. However, the proportion of the population between 

the ages of  42 and 68 account for 53% of the Canadian total population, whereas our sample’s 

proportion is approximately 25%. Also, in our sample, 50% of the participants are between 17 

and 26 years while in the national population, 19% of the 17-68 years' population are between 17 

and 26 years. Two reasons account for the proportion differences. First, because our project 

focus is the youth market, we have chosen to oversample people between ages 18 to 30 years. 

Second, because we sample on campus, the majority of our sample are university students and 

staff;  

Of those respondents that reported gender affiliation in our sample, 130 participants are 

male while 170 are female and 5 indicated one of the “other” categories. Of the 305 participants, 

302 indicate their marital status, in which 29% of customers are in a marriage relationship while 

71% of customers are not. The majority of the participants have Canadian citizenship or hold 

dual citizenships with Canada and another country (82%). In terms of geographic proximity to 

Winnipeg, among the participants who indicate their proximity to Winnipeg (301 participants), 
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about half of the participants were born in Winnipeg (147 participants) and the other half were 

not (154 participants). We also asked about their parents' native language to trace their ethnic 

origins. Approximately 57% of the participants' parents both speak only English while 

approximately 2% speak both English and French. The three majority languages of participants' 

parents are English (57%), Mandarin (7%) and German (3%). However, in general, both the 

father and mother's languages indicate we have a broad coverage of races ─ 42 languages in the 

father's side and 52 languages in the mother's side.  In the final analysis, we find that our sample 

is a reasonable representation of the general population although, due to oversampling for 

strategic planning purposes, a disproportionate number of younger respondents are retained for 

analysis. 

Measurement 

As mentioned earlier, the study contains two phases ─ the conjoint experiment and the 

purchase intention survey. The conjoint experiment is an important foundation in our study 

because it allows us to identify the preferred cultural tour bundle and the relative importance of 

each attribute in the preferred bundle. The conjoint experiment uses a factorial design, meaning 

that the set of factors (in our case activities, performances and price options) are selected so that 

each possible combination of factors is assessed in order to account for main and interaction 

effects. Thus, every combination of factor levels becomes a treatment in the conjoint quasi-

experiment.  Three key factors comprise the essence of the design:  1) day-time activities (two 

levels--museum and art gallery), 2) performing arts (three levels--symphony orchestra, ballet and 

theatre) and 3) price (two levels—high (C$160) and low (C$60)). Because the hypothetical 

cultural tour package contains one day-time activity, two performing arts and one price level for 

the package, we structure the experimental bundles to include the same elements:  one day time 
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activity, two performing arts and one price level. As it is shown in Tables 7 and 8, twelve 

scenarios (2×3×2) are set up for participants to evaluate.  Each respondent is presented the full 

set of twelve scenarios (treatments) and is asked to provide a rating for each scenario after each 

scenario observation. As we argued before, our conjoint model is built under the assumption of 

utility maximization, which assumes customers rate each package by the sum of the item's utility. 

Therefore,  in our conjoint scenario, we don't instruct participants to compare the cultural tour 

package with their ideal tour package. Please refer to Appendix IV for the twelve scenarios 

contained in the conjoint analysis. 

The primary purpose of the purchase intention survey is to gather more general attitudinal, 

usage, and other characteristics about the participants that could be important to the client ─ the 

WSO. Basically, we ask questions about customers' prior experiences, attitudes, preferences and 

purchase intentions with respect to cultural activities (i.e. ballet, symphony orchestra, theatre, 

museum and art gallery), their prior arts training experience, and demographic information, such 

as age, gender and income. Those questions help us to dissect drivers of customer demand and 

the reasons for that demand. A computerized online survey (i.e. Qualtrics) was utilized for our 

study, which allowed participants the opportunity to access the survey anytime, anywhere. All 

scales are expressed in a 9-point Likert format, while several of them are revised to 10-point 

format in order to allow the "not applicable" option.  

Study 1: Conjoint Analysis 

At the beginning of the questionnaire, we ask participants to visualize that they are 

embarking upon a three-day, two-night weekend cultural trip, which contains three cultural 

activities in a nearby city within a day's driving time from Winnipeg. Participants are asked 

about the number and relationship to them of the people that will accompany them on the trip. 
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Afterwards, we present twelve cultural tour package scenarios where the cultural activities of 

each scenario are determined based on a factorial design as explained in the previous section. 

Each scenario presents three bits of information ─ cultural activities, performances as well as the 

total price of the package containing the activities and performances. Participants are asked to 

rate their preferences for each of the twelve packages (i.e. scenario treatments) on a 9-point 

Likert scale, where 1 indicates "strongly not prefer" while 9 indicates "strongly prefer". 

Participants only see one package at a time so that they consider and rate the package they see at 

that moment. They cannot go back and change a preference rating for a package in an earlier 

scenario, nor can they see the next package to compare with the current one. Also, the conjoint 

analysis scenarios are randomized, meaning one participant may see scenario nine first, while 

another could see scenario three first. This randomized design controls for the confounding effect 

of order in determining the cultural bundle preferences.  

Once the preference ratings for the twelve conjoint analysis scenarios are completed, 

several questions are posed in order to check the validity of the conjoint analysis ratings. Each 

participant is asked to indicate the likelihood of including the specific cultural activity (e.g. 

symphony orchestra, ballet etc.) in the package on a 9-point scale, where "1" refers to very low 

and "9" refers to very high likelihood. Also, participants are asked to select two performing arts 

and one daytime activity that they prefer. For instance, question 4 through 6 ask "Check two of 

the following performing arts you want to keep in the cultural tour package" and gave 

participants three options: "symphony orchestra, ballet, theatre".  In Appendix IV, questions 1 

through 10 in Part II are the confirmation questions. 
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Study 2: Purchase Intention Analysis 

Purchase Intention of Cultural Tour Package (PICTP). Purchase intention of the 

cultural tour package (PICTP) is the only dependent variable in our second study. From the 

conjoint analysis result, we gain an understanding of customers' preferences for elements to 

include in the cultural tour packages. Purchase intention, however, directly predicts customers' 

actual preferred purchase behavior. In our survey, PICTP is measured after the conjoint analysis 

scenarios and validation checks are completed. The validation questions ask participants to 

directly select the items they would like to consume in the package. Once selected, they are 

asked to indicate their likelihood of consuming the cultural tour package they selected. The 

validation measurement is a single-item 9-point Likert rating where 1 is "Very Low" and 9 is 

"Very High". We employ Petroshius and Monroe's (1987) scale (alpha values of the scale were 

reported as 0.86 and 0.88 for two different products in their study), although we have adapted it 

to conform to our cultural tourism scenario. The specific measurement is presented in Table 9. 

Goal of Experiencing Culture (GEC). Goals serve to direct customers' purchase 

behaviour. In the case of cultural tourism, the speciality and focus of a cultural tour package 

attracts customers whose explicit goal is to experience culture. Hence, we believe the goal of 

experiencing culture has a significant positive effect on the consumer's purchase intention of the 

cultural tour package. Three items are used to measure GEC, as shown in Table 9. The scale 

employs two items from Cumming, Smith, Smoll, Standage and Grossbard 's (2008) scale (i.e. 

“my goal is to.../the most important thing is to...”) in addition to an added item (i.e. “I do 

something because I want to...”) and revised according to the tourism scenario. The scale items 

we used are shown in Table 8. The Cronbach's alpha for the scale is 0.86, which suggests high 

reliability of our GEC measure. To check the construct validity, we conducted exploratory factor 
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analysis. The KMO measure of sampling adequacy is 0.73 and the p-value (<0.01) is statistically 

significant, which suggests our measure is valid. The correlations among the three items are 0.65 

and above, and together they explain a single component (78.53% of the component variance). 

The factor loadings on the component are all higher than 0.86, indicating high convergent 

validity. 

Attitudes towards Culture Activities (ACA). As we proposed in the model, we expect 

that attitudes towards the activities are positive antecedents of purchase intention. The cultural 

activities contained in the analysis include symphony orchestra, ballet, theatre, museum and art 

gallery. Attitudes towards each cultural activity is measured based on a three-item scale taken 

from Burton and Lichtenstein's (1989) study. Although the original scale has a fourth item (i.e. 

harmful or beneficial), in order to shorten the survey we only use the first three items (i.e. 

good/bad, favourable/unfavourable, attractive/unattractive). Because attitudes towards cultural 

activities is an integrated variable, we conducted the reliability test for each of the activities: the 

Cronbach's alpha values for the cultural activities are symphony orchestra (0.97), ballet (0.97), 

theatre (0.96), museum (0.92) and art gallery (0.95), all indicate high reliability.  

In our analysis, we propose that ACA is a multivariate construct containing all the five 

cultural activities. Results from our factor analysis indicate that five components are extracted 

from the fifteen survey items (i.e. three items for each activity). The five components explain 

39.63%, 17.86%, 14.27%, 11.74% and 8.23% of the variance, respectively.  As shown in Table 

10, factor loadings for the multivariate construct are as follows: 1) attitude to museum is loaded 

in component 5 and all the loadings are higher than 0.88; 2) attitude to art gallery is loaded in 

component 4 and the loadings vary from 0.87 to 0.91; 3) attitude to ballet is loaded in component 

3 with loadings 0.89 and higher; 4) attitude towards symphony orchestra is loaded component 1 
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and the loadings are 0.92 and higher; 5) attitudes towards theatre is loaded in component 2 and 

the loading are between 0.92 and 0.95. The loadings of the items within each component are high 

and close in magnitude to other items in the component, whereas each activity's loadings are 

significant different from the loadings in the other components. The results indicate the 

convergent and discriminate validity of the ACA scale.  

Because ACA contains five components for the five cultural activities, we restate our 

original hypothesis two into five hypotheses to account for the five activities separately: 

H2a: Attitude towards museum positively impacts customers' purchase intention of the 

cultural tour package. 

H2b: Attitude towards art gallery positively impacts customers' purchase intention of the 

cultural tour package. 

H2c: Attitude towards ballet positively impacts customers' purchase intention of the 

cultural tour package. 

H2d: Attitude towards symphony orchestra positively impacts customers' purchase 

intention of the cultural tour package. 

H2e: Attitude towards theatre positively impacts customers' purchase intention of the 

cultural tour package. 

Prior Purchase Experience of Tourism Package (PPETP). Prior purchase experience 

of tourism package (PPETP) presents how many times customers purchased tourism packages in 

the past. Because the nature of our product is a package of activities, we believe that frequent 

tourism package customers have a higher tendency to accept the cultural tourism package. This 

variable uses a single-item scale with frequency of purchase as its unit, where a zero rating 

indicates no purchase experience and 9+ indicates 9 or more experiences purchasing a tourism 
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package. From common sense and from the feedback from our participants, the straightforward 

description of PPETP demonstrates face validity. 

Purchase Experience of Cultural Activities (PECA). Purchase experience of cultural 

activities is a multivariate construct. The measure reflects customers' prior experience (frequency) 

of consuming cultural activities, including the experiences with a symphony orchestra, ballet, 

theatre, museum or art gallery. To verify the appropriateness of integrating the multiple 

dimensions into one measured variable, we conduct exploratory factor analysis for PECA. The 

sampling adequacy for PECA is 0.81 and the KMO and Bartlett's Test is statistically significant 

(p < 0.01), which means factor analysis is appropriate for extracting unique dimensions of the 

measure. A single component was extracted in the factor analysis that explains 61.25% of the 

overall variance in the data. This uni-dimensionality enables us to integrate the five cultural 

activities' purchase experiences into a single measure to represent PECA. That is, PECA equals 

the arithmetic average of cultural activities' consuming times ─ the sum of the number of times 

of attending symphony orchestra, ballet, theatre, museum and art gallery activities. Also, the 

factor analysis shows that the five activities' factor loadings range between 0.74 and 0.82, 

suggesting high convergent validity.  

Prior Exposure of Arts (PEA). Prior exposure to the arts (PEA) is also a multivariate 

construct and it represents respondents’ arts training (number of years) in five fields: musical 

instruments, voice, performance (drama, play, etc.), dance and visual arts. We include PEA in 

the analysis in order to profile an additional dimension of customers' characteristics that we 

believe is important to explain preference for a cultural tour package. We assume that customers 

with more arts background will indicate more interest in participating in cultural activities; 

therefore, they are expected to have a higher purchase intention with respect to the cultural tour 
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package offerings. We conducted exploratory factor analysis to test the validity of our PEA scale. 

The sampling adequacy for PEA is 0.74 and the KMO and Bartlett's Test is statistically 

significant (p < 0.01), which shows that PEA is uni-dimensional. The variance of the five items 

in PEA explains a single component and in total explains 61.25% of the data's variance. Hence, 

the arithmetic sum of the five measures is used as the measure of respondents' prior exposure of 

arts (PEA). In other words, PEA equals the arithmetic sum of arts training years ─ the sum of the 

total number of years of training in musical instruments, voice, performance (drama, play, etc.), 

dance and visual arts. 

Gender. The power of gender to affect purchase intention also interests us. Previous 

literatures has explored the importance of gender— females have a greater tendency to demand 

and consume cultural activities (Todd & Lawson, 2001; Chang, 2014). Although we included 

four gender categories in the survey instrument (female, male, transgender and others), the 

categories "other" and "transgender" contain only three cases in total. Considering the majority 

of our population of interest, we eliminated the three cases from the analysis. 

Income. Income serves as a moderator variable in the purchase intention model and is 

divided into 10 categories (Canadian Dollars): 1) 0-38000, 2) 38001-76000, 3) 76001-114000, 4) 

114001-152000, 5) 152001-190000, 6) 190001-228000, 7) 228001-266000, 8) 266001- 304000, 

9) 304001-342000, 10) 342001-380000.  For a complete description of the measurement details 

please refer to Table 8. We hypothesized that income moderates in the relationship between 

attitudes towards cultural activities (ACA) and purchase intention of cultural tour package 

(PICTP), while ACA is replaced by attitude towards museum (AM), attitude towards art gallery 

(AAG), attitude towards ballet (AB), attitude towards symphony orchestra (ASO) and attitude 

towards theatre (AT). Therefore, we changed hypothesis 8 into the following hypotheses: 
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H8a: Income has a positive moderating effect on the relationship between customers' 

attitude towards museum and purchase intention of cultural tour package. 

H8b: Income has a positive moderating effect on the relationship between customers' 

attitude towards art gallery and purchase intention of cultural tour package. 

H8c: Income has a positive moderating effect on the relationship between customers' 

attitude to ballet and purchase intention of cultural tour package. 

H8d: Income has a positive moderating effect on the relationship between customers' 

attitude to symphony orchestra and purchase intention of cultural tour package. 

H8e: Income has a positive moderating effect on the relationship between customers' 

attitude to theatre and purchase intention of cultural tour package. 

Correlation Check 

As we checked the correlation matrix for purchase intention model, we found that the 

Pearson correlations among the moderating effects (i.e. ME1, ME2, ME3, ME5 and ME6) in the 

whole dataset are between 0.74 and 0.90, which are viewed as high correlations. Also, in order to 

further analyze the data, we checked the correlations for different age groups. In the youth 

market, the correlations among the moderating effects (i.e., ME1, ME2, ME3, ME4, ME5 and 

ME6) are between 0.55 and 0.90, indicating high correlations. In the elder market, the 

correlations among the moderating effects are between 0.77-0.90, also suggesting high 

correlations. In the correlation table for young participants between 17-23 years, GEC and the 

attitude towards each activity (i.e., AM, AAG, ASO, AB and AT) are highly correlated with its 

moderating effects (i.e., ME1, ME2, ME3, ME4, ME5 and ME6). That is, the correlation of GEC 

and ME1 (i.e., the interaction of ME1 and income) is 0.73, the correlation of AM and ME2 (i.e., 

the interaction of AM and income) is 0.76, the correlation of AAG and ME3 (i.e., the interaction 
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of AAG and income) is 0.82, the correlation of AB and ME4 (i.e., the interaction of AB and 

income) is 0.89, the correlation of ASO and ME5 (i.e., the interaction of ASO and income) is 

0.85, and the correlation of AT and ME6 (i.e., the interaction of AT and income) is 0.78. The 

high correlation suggests that the original relationship/variation between independent variables 

and the dependent variables doesn't change when income moderates in the relationship. This 

signifies that income doesn't moderate in the relationship of attitudes towards the activities and 

purchase intention. The high correlations are also found in GEC and attitude towards each 

activity and the moderating effects for young participants between 24-30 years (i.e., between 

0.58 and 0.92). Please refer Table 15 for the correlation details. Because the above findings in 

the correlations among moderating effects, we suggest that income doesn't have a moderating 

effects in the relationship between the main effects (i.e., GEC, AM, AAG, AB, ASO and AT) 

and PICTP (purchase intention of cultural tour package). Please refer Table 11-15 for the 

correlations of variables in the purchase intention model. If we run the regression analysis using 

"enter" method, the high correlations among the moderating effects will diminish the accuracy of 

the results. Therefore, in the next section, we decide to use "enter" method for our main effects 

(i.e. all the independent variables) and "stepwise" method for our moderating effects.  The beta 

values for moderating effects are viewed as references for their minor differences because few 

moderating effects are held. 

Results 

Study 1:  Conjoint Analysis 

Model Fit. As we proposed before, the conjoint analysis model is included in the analysis 

to help us understand the effects of cultural activities on customers' preference for a set of 

possible cultural tour package. In the conjoint scenarios that present the several tour packages, 
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the utility of each package is represented by the participant’s preference rating of the cultural 

activity's worth relative to other activities and the prices. As Table 16 shows, the adjusted R 

square is 0.18, which suggests the included performing arts and visitation activities and the price 

associated with the bundle of the activities contained in the scenario, explains 18% of the 

variance in preference ratings.  The ANOVA F-statistic from the regression model (R-

square=0.18, F=185.96, p <0.01) is significant and demonstrates the overall acceptable fit of the 

model to the study data. 

Analysis of Preference Importance. The conjoint regression model employs dummy 

coded independent variables to explain the dependent variable. For example, referring Table 8, 

three activities and one price are included in the fifth scenario, two performing arts activities (the 

ballet and the theatre), one visitation activity (the art gallery) and one price (C$160) that 

participants are asked to rate on the nine-point preference scale. Each participant provides 

preference ratings for all twelve scenarios. The logic of the dummy coded analysis is that the 

model excludes one activity from the performing arts set, one activity from the visitation set and 

one price level in order to calculate a comparison measure across the activities contained in the 

regression analysis. Thus, in assessing the relative importance of the activities in the performing 

arts category, the symphony orchestra is not activated in the fifth scenario, which allows us to 

ascertain its relative importance to both the theatre and the ballet.  Similarly, the art gallery is 

omitted in order to ascertain its relative importance to the museum and the low price is omitted 

in order to dramatize the relevance of price in the analysis. As shown in Table 12, the 

unstandardized beta values from the regression analysis provide an importance rating for the 

activities included (e.g. ballet, theatre, museum, and high price) relative to the activities excluded 

in the same category (e.g. symphony orchestra, art gallery and low-price), while the standardized 
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beta values provide a relative importance rating comparing the activities with each other in the 

same category (e.g. symphony orchestra compared to theatre and ballet, etc.). Table 17 indicates, 

across the entire set of scenarios, that the inclusion of the symphony orchestra in the bundle 

increases participant preference ratings by 0.03 (should be 0.11 on the nine-point scale) but not 

significantly so relative to the theatre, and by -0.13 on the nine-point scale relative to the ballet. 

The negative value of -0.13 for the ballet indicates that total preference value decreases when 

ballet is included in the bundle.  Similar to the theatre, however, inclusion of the ballet in the 

bundle does not significantly change overall preference ratings. Relative to the performing arts 

activities, therefore, the symphony orchestra is associated with higher preference scores relative 

to the ballet but not the theatre, although the differences are not statistically significant. The 

museum is preferred to the art gallery at the 92% confidence level (unstandardized β = 0.13, p = 

0.08).  Thus, bundles containing the museum are more highly rated compared to those containing 

an art gallery at the p < 0.10 significance level.  The unstandardized β of high price activation is -

2.02 and its p-value is significant (p < 0.01), suggesting customers are very price sensitive. 

Packages that contain the high price option reduce overall preference ratings by over two points 

on the 9-point preference scale.  Compared to cultural tour packages with low price, cultural tour 

packages with high price is -2.02 less likely to be purchased on a 9-point rating scale. 

Preference Ordering Confirmation. We conducted a confirmation check of the 

preference orderings from the conjoint analysis to see whether the predictions from the conjoint 

model are likely to hold. We asked participants to select 1) any two performing arts among the 

symphony orchestra, ballet and theatre and 2) either the museum or the art gallery. From Table 

18, we can see that most people choose the package containing symphony orchestra, theatre and 

museum. On one hand, 184 participants selected the symphony orchestra, 119 participants 
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selected the ballet and 237 participants selected the theatre, which confirms that theatre is the 

most preferred activity in the performing arts category. On the other hand, 76 participants choose 

the art gallery whereas 194 participants choose the museum, which also is consistent with the 

conjoint analysis result that museum is preferable compared to art gallery. 

Study 2:  Purchase Intention Model 

Model Fit. Although the conjoint analysis identifies the optimum cultural tour package, 

the issue of what leads customers to purchase a cultural tour package also needs to be addressed. 

Therefore, the purchase intention model is established to detect factors important in explaining 

customers' purchase intentions and will suggestion important considerations for developing the 

cultural tour package marketing plan. In the original model, we proposed seven hypothesises 

with a single dependent variable -- purchase intention of cultural tour package -- and constructed 

a model to present its relationships with several independent variables (i.e. GEC, ACA, PPETP, 

PECA, PEA, Gender) and a moderator variable (i.e. income). In order to see the individual 

relationships as well as a macro view of the model, we decided to use general linear regression 

(GLRM) to test the hypotheses and the model parameters. Due to the multidimensionality of 

ACA (i.e. attitudes towards cultural activities), ACA is segmented as attitude towards museum 

(AM), attitude towards art gallery (AAG), attitude towards ballet (AB), attitude towards 

symphony orchestra (ASO) and attitudes towards theatre (AT). Each of the attitudes, treated as 

unique independent variables, has a positive effect on purchase intention of cultural tour package, 

respectively (i.e. H2a, H2b, H2c, H2d, H2e). Also, in the original model, income moderates the 

relationship between ACA and PICTP; therefore, we also segment the moderating effects for 

each of the activities (i.e. H8a, H8b, H8c, H8d, H8e). For example, H8a is the moderating effects of 
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income on the relationship between attitude towards museum (AM) and purchase intention of 

cultural tour package. 

In terms of model fit, our results presented in Table 19 indicate an adjusted R square 

value of 0.36 (p < 0.01), suggest that our model explains 36% of customers' purchase intention 

for the cultural tour package and the model is statistically significant.  Furthermore, the F-

statistic of 16.02 (p < 0.01) demonstrates adequate fit of the regression model to the study data. 

Hypothesis Testing. Independent Variables. The hypothesis testing is shown in Table 

20. H1 is supported, which indicates goal of experiencing culture have a positive influence on 

purchase intention of the cultural tour package (unstandardized β = 0.35, p < 0.01). Regarding 

the influence of attitudes towards cultural activities to the purchase intention, H2a, H2c and H2d 

are supported. That is, attitudes towards the museum (AM), attitudes towards the ballet (AB) and 

attitudes towards symphony orchestra (ASO) have positive influences on the purchase intention 

of the cultural tour package (PICTP). The interpretation of the findings relative to the museum is 

that every unit increase in attitudes towards the museum leads to 0.19 unit increase on a 9-point 

scale in purchase intention of the cultural tour package (unstandardized β = 0.19, p = 0.01). And 

every unit increase in ballet results in 0.20 on a 9-point scale increase in purchase intention of the 

cultural tour package (unstandardized β = 0.20, p < 0.01). When attitudes towards the symphony 

orchestra (ASO) increases one unit, purchase intention of cultural tour package will increase 0.15 

unit on a 9-point scale (unstandardized β = 0.15, p < 0.01). Attitude towards art gallery (H2b: p = 

0.79) and attitude towards theatre (H2e: p = 0.18) are not significant, suggesting that attitudes 

towards art gallery and theatre doesn't relate to the cultural tour package purchase intention. 

Different from what we hypothesized in H3 and H4, prior purchase experience of tourism 

package (PPETP: p = 0.21) and prior experience of cultural activities (PECA: p = 0.24) don't 



WCTP RESEARCH PRACTICUM                                                                                            53 

influence customers purchase intention of cultural tour package. However, prior exposure of arts 

(PEA) positively influence purchase intention and every unit increase of PEA results in 0.13 unit 

increase in PICTP (unstandardized β = 0.13, p = 0.05). As we proposed, females have a higher 

purchase intention than males, whereas the difference is not statistically significant (p = 0.51).   

Moderating Effects. As we mentioned in the correlation check section, we used the 

"stepwise" method for moderating effects. While the main effect of GEC on purchase intention is 

significant (unstandardized β = 0.35, p<0.01), the moderating effect of income on the GEC-

purchase intention relationship is insignificant (unstandardized β = 0.02, p = 0.88). ME5 

(interaction of ASO and PICTP) is significant, which indicates that a one-unit increase in ASO 

results in 0.10 unit increase in PICTP (unstandardized β = 0.04, p = 0.01). ME2 (interaction of 

AM and income) is approaching 95% confidence level, however, the relationship between ME2 

and PICTP is negative (unstandardized β = -0.21, p = 0.07). None of the other three moderating 

effects related to art gallery (p = 0.51), ballet (p = 0.52) and theatre (p = 0.15) is supported. 

Please refer to Table 20 in Appendix II for more details. 

Youth Market  

As we mentioned before, our study emphasizes the youth market, which we define as 

customers between the ages of 17 and 30 years. In the following section, we not only illuminate 

the youth market's condition, but also further detect the differences among the youth -- we 

separate the youth market into two submarkets: 17-23 years and 24-30 years.  

Conjoint Analysis. We conducted the conjoint analysis based on the segments of youth 

market (i.e., customers 17-30 years) and elder market (i.e., customers 31 years and older). As it 

is shown in Table 21, the preference of youth market is consistent with the general market. For 

youth, museum is preferred relative to art gallery (unstandardized β = 0.21, p = 0.03) and low 
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price is preferred relative to high price (unstandardized β = -2.04, p < 0.01). Also, we categorize 

participants 31 years and above as elder market. Compared to youth market, elder market does 

not display a dominant preference for any specific activity. Also, as expected, elder market is 

less price sensitive compared to youth market. Meanwhile, the conjoint analysis results of 

submarket I (i.e., 17-23 years), and II (i.e., 24-30) are shown in Tables 24 and 25. The further 

segmentation helps us identify that museum is preferred compared to art gallery only for 

customers between 24 and 30 years old (unstandardized β = 0.31, p = 0.07).  Customers between 

24 and 30 years rate packages containing museum 0.31 higher than the packaged containing art 

gallery on the 9-point scale. Compared to submarket I (unstandardized β = -2.04, p < 0.01), 

submarket II is less price sensitive (unstandardized β = -1.99, p < 0.01).  No significant 

difference is found among the three performing arts activities (i.e., symphony orchestra, ballet 

and theatre) for youth market, the two submarkets of youth or elder market. 

We conducted a one-way ANOVA in order to see the cultural tour package preference 

rating difference between the youth and elder markets. Based on the result shown in Table 26, no 

significant difference is found in cultural tour package preferences between the youth market and 

the elder market (F-statistic < 0.01, p > 0.99). Also, Table 26 reports that the mean preference 

rating for youth market is identical to that of the elder market (both equal to 5.04). We also 

conducted the ANOVA for the two youth market segments (i.e., 17-23 years and 24-30 years). 

No significant difference between the two youth market segments is found in the analysis (F-

statistic = 0.36, p = 0.55), although the 24-30 years youth market (X̅ = 5.08) is rated slightly 

higher compared to the 17-23 years youth market (X̅ = 5.01). 

Purchase Intention Model. Independent Variables. In order to determine if significant 

differences exist between the youth and elder market, we reran the regression model and tested 
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the original hypotheses for the youth market as well as the elder market. The results of the 

purchase intention model for youth market are distinguished from the elder market in certain 

dimensions. The adjusted R square is 0.31, signifying that our model explains 31% of the 

cultural tour package purchase intention's variance (p < 0.01). Similar to the elder market, goal 

of experiencing culture (GEC) is significant, thus H1 is supported. As we proposed, H2a is 

supported (unstandardized β = 0.23, p = 0.01). Attitude towards museum (AM) positively 

influences the purchase intention of cultural tour package (PICTP). Every unit increase in youth's 

attitude towards museum induces a 0.23 unit increase in cultural tour package purchase intention 

on a 9-point scale. However, attitude towards art gallery is not significant (unstandardized β = 

0.08, p = 0.38), which means H2b is not supported. This finding is consistent with the conjoint 

analysis, in which art gallery is shown to be less preferred than museum. Attitude towards ballet 

(AB) is significant (unstandardized β = 0.23, p < 0.01) and H2c is supported. Attitude towards 

ballet positively influences purchase intention of cultural tour package so that one unit increase 

in youth's attitude towards ballet leads to 0.23 unit increase in their purchase intention of cultural 

tour package. Also, attitude towards symphony orchestra (ASO) is significant (unstandardized β 

= 0.17, p < 0.05). One unit increase in youth's attitude towards symphony orchestra is associated 

with 0.17 unit deduction in youth's purchase intention of cultural tour package, which is same as 

our proposed hypothesis stated in H2d. Attitude towards theatre (AT) is insignificant 

(unstandardized β = 0.10, p = 0.25) and H2e is not supported. Prior purchase experience of 

tourism package (PPETP: unstandardized β = -0.05, p = 0.40), prior experience of cultural 

activities (PECA: unstandardized β = 0.07, p = 0.44) and prior exposure of arts (PEA: 

unstandardized β = 0.09, p = 0.32) are not significant and therefore, H3, H4 and H5 are not 

supported. For the youth market, gender difference is not significant in purchase intention of 
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cultural tour package (unstandardized β = -0.24, p < 0.46). Please refer to Table 29 for more 

details. 

In comparison with the above findings for youth market, the regression model for elder 

market explains 38% of purchase intention of cultural tour package (PICTP) (adjusted R-square 

= 0.38, p < 0.01). GEC (unstandardized β = 0.45, p < 0.01) and ASO (unstandardized β = 0.18, p 

< 0.05) are significant. By comparing the two beta values of GEC for youth and elder markets, 

we found that goal of experiencing culture (GEC) have more driving power on purchase 

intention of cultural tour package (PICTP) for elder market. 

Moderating Effects. The moderating effect of income only holds in the relationship 

between attitude towards symphony orchestra (ASO) and purchase intention of cultural tour 

package (PICTP) for youth (i.e., H8d is supported). This suggests that when income increases, the 

relationship between ASO and PICTP is intensified. As shown in Table 29, when ME5 (i.e., the 

interaction between ASO and income) increases  (unstandardized β = 0.10, p < 0.01). None of 

the other moderating effects are supported. In the elder market, ME4 (i.e., the interaction 

between ballet and income) is the only variable significant at a 95% confidence level 

(unstandardized β = 0.05, p = 0.01). The result of ME4 suggests that income intensifies the 

relationship between AB and PICTP (purchase intention of cultural tour package). Every unit 

increase in ME4 results in 0.05 increase in PICTP. 

Two Youth Submarkets. We also conducted separate regression analyses for testing the 

hypotheses in the two youth submarkets individually (i.e., 17-23 years market and 24-30 years 

market). The model fit for the 17-23 years submarket is marginal significant (F-statistic = 3.21, p 

< 0.01). The model explains 19% of the purchase intention's variance (adjusted R-square = 0.19). 

AM and AB are two significant variables at the 95% confidence level. One unit increase in 
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attitude towards museum (AM) results in 0.33 unit increase in purchase intention of cultural tour 

package (PICTP) (unstandardized β = 0.33, p < 0.05). Therefore, H2a is supported. One unit 

increase in attitude towards ballet (AB) results in 0.23 unit increase in PICTP (unstandardized β 

= 0.23, p < 0.05). The specific hypotheses results are shown in Table 33. We also find ME4 

(interaction of AB and income) is significant at a 95% confidence level (unstandardized β = 0.24, 

p < 0.01).   

For the 24-30 years submarket, the adjusted R-square is much stronger. The model 

explains 48% of the variance for purchase intention of cultural tour package (adjusted R-square = 

0.48, F-statistic = 6.46, p < 0.01). Regarding the hypothesis testing, GEC (H1), ASO (H2d) and 

AT (H2e) are all significant at a 95% confidence level. One unit increase in goal of experiencing 

culture (GEC) leads to 0.47 unit increase in PICTP on a 9-point scale (unstandardized β = 0.47, p 

= 0.01). And one unit increment in attitudes towards symphony orchestra is associated with 0.23 

unit increase in PICTP on a 9-point scale (unstandardized β = 0.23, p = 0.05). One unit increase 

in attitudes towards theatre is related to 0.30 unit increase in PICTP (unstandardized β = 0.27, p 

= 0.03). Please refer to Table 35 for more details. 

For a more complete assessment of the different age groups, individual variable 

comparisons between youth (i.e., 17-30 years) and elder markets (31-68years) and between the 

two submarkets of youth (i.e., 17-23 years and 24-30 years) are based on one-way ANOVA 

results that are shown in Tables 36 and 37. Comparing the youth and elder markets, attitude 

towards museum (AM), prior exposure of arts (PEA) and income are three significant variables. 

Attitude towards museum among elder customers (X̅ = 7.40) is higher compared to young 

customers (X̅ = 7.02) and the difference is significant at a 95% confidence level (p = 0.05). 

Young participants report average 1.99 years of arts training, whereas elder participants 
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report1.40 years of arts training (the training years equals to the value in Table 34 minus one 

because we coded the "0" year as "1") and the difference is significant at a 95% confidence level 

(p < 0.01). The average income of elder participants (X̅ = C$67,208) is three times of the average 

income of young participants (X̅ = C$21,397) and the difference is significant at a 95% 

confidence level (p < 0.01). Also, we found attitude towards theatre (AT) in explaining purchase 

intention is approaching 95% confidence level (p = 0.07). The mean of AT for youth market (i.e., 

X̅ = 6.93) is 0.4 lower than that for elder market (i.e., X̅ = 7.33). No significant difference is 

found in other variables between the two submarkets. Please refer to Table 34 for more details. 

Also, as shown in Table 35, income is the only significant variable that is associated with 

purchase intention (p < 0.01). The average income for elder market (i.e., X̅ = C$35,355) is more 

than three times of that for youth market (i.e., X̅ = C$11,801). Compared to elder participants, 

young participants have 0.72 more prior purchase experience of tourism package on a 9-point 

scale. The difference is approaching 95% confidence level (p = 0.06). No other variables are 

found significant between the youth market and elder market. Finally, please refer to Table 36 

for a general comparison among the market segments. 

Areas of Exploration for Strategic Planning 

Conjoint Analysis 

This section is built for helping WSO get more information in the conjoint analysis and 

therefore suggesting marketing strategy for implementing the cultural tour package in Winnipeg. 

In the purchase intention survey, we ask demographics questions in order to build customer 

profiles. After testing for main effects, we separate our conjoint analysis dataset based on six 

demographic factors (income, age, gender, proximity to Winnipeg, citizenship and status) and 
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explore participants' differences with respect to cultural tour package preferences. Please refer 

Table 16 for more details. 

Income 

We separated income into four categories: C$ 0-10000 (cumulative percent 27%), 

C$ 10001-30000 (54%), C$ 30001- 60000 (77%), C$ 60001-380000 (100%). We use the 

cumulative percent to separate the categories because the majority of participants are aggregated 

in category C$0-10000. Using the cumulative percent as a basis helps us balance the data into 

interpretable income categories and analyze differences between them more thoroughly. 

Comparing the conjoint model results, we find that customers across all income levels are very 

sensitive to the package price. Customers with income in the mid-range (i.e., C$30001-60000) 

are most sensitive to the price factor and rate the high-price package 2.58 points (on the 9-point 

Likert scale) lower than the low-price package. In comparison, customers in income category 

C$ 60001 and above are least sensitive to the package price among the four income levels and 

rate the high-price package 1.71 points lower than the low-price package on the 9-point 

preference scale. Regarding the cultural activities, compared to art gallery, museum is preferred 

for customers with income C$0-10000. Among the four income levels, customers’ preference for 

symphony orchestra is not statistically different from ballet at the 95% confidence level. 

Nonetheless, customers with income between C$ 30001-60000 prefer the symphony orchestra 

relative to the ballet at the 93% confidence level (p = 0.07). Compared to the symphony 

orchestra, the theatre is preferred for customers with incomes between C$10001-30000. 

Age 

Our sample includes customers between the ages of 17 and 68 years. We separate 

participants into four age intervals based on the cumulative percent of each category: 17-21 
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(22%), 22-26 (51%), 27-41 (76%) and 42-68 (100%). And as we did for the income 

segmentation, we attempt to establish equal intervals between age groups. Customers of all age 

intervals are quite sensitive to the package price as package preference ratings decrease relative 

to the 9-point preference scale by the following amounts: 1.97 (age 17-21), 2.10 (age 22-26), 

1.78 (age 27-41) and 2.2 (age 42-68), respectively, for the high-price package compared to the 

low-price package. Among the four age groups, only customers of age 17-21 prefer the museum 

to the art gallery (p = 0.03); customers of 22 years and above view the museum and the art 

gallery the same in terms of preferences. Also, customers age 17-21 prefer the symphony 

orchestra to the ballet--they rate the cultural tour package containing the ballet 0.40 points (on a 

9-point scale) lower than the one containing symphony orchestra (p = 0.03). No statistical 

difference is found for the preference between symphony orchestra and ballet for the remaining 

three age groups. 

Gender 

Both male and female participants are sensitive to the package price. Males are less 

sensitive than females by 0.10 points on the 9-point preference scale. Male and female 

participants have different preferences for symphony orchestra and ballet. Male's preference 

ratings are 0.70 (p < 0.01) higher on the 9-point preference scale for a package containing 

symphony orchestra relative to ballet. In contrast, females' preference ratings are 0.31 (p < 0.01) 

lower for a package containing the symphony orchestra relative to the ballet on a 9-point Likert 

scale. Furthermore, males prefer the museum to the art gallery (β = 0.31, p < 0.05). Female 

participants rate a package containing the theatre 0.21(p < 0.10) higher on a 9-point preference 

scale than the one containing the symphony orchestra. 
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Proximity to Winnipeg 

Proximity to Winnipeg defines whether the participants were born in Winnipeg or not. In 

the conjoint analysis, half of the participants were born in Winnipeg (see Local in Table 16), 

whereas, the other half were not (see Non-Local in Table 16). Regarding the activity preference, 

the museum is preferred over the art gallery for participants born in Winnipeg at the 90% 

confidence level (p = 0.09). Customers are still very sensitive to the package price no matter 

whether they are born in Winnipeg or not. 

Canada Citizenship 

In the conjoint dataset, participants report a total of 16 countries as their homes. In total, 

231 participants hold Canada citizenship or hold dual citizenships with Canada and at least one 

other country, and 50 participants hold citizenship with other countries. Regarding the activity 

preference, the symphony orchestra and the ballet are statistically the same no matter which 

citizenship participants hold. The museum is preferred relative to the art gallery (β = 0.17, p = 

0.04) for the Canadian participants. Furthermore, the theatre is preferred relative to the 

symphony orchestra (β = 0.17, p = 0.09) at the 90% confidence level. Although participants in 

both citizenship categories are sensitive to the price, Non-Canadians' ratings decline by 2.43 

points (p < 0.01) on the 9-point preference scale for the high price option. Preference ratings 

decline for Canadian participants as well (β = 1.93, p < 0.01) but not as dramatically as it does 

for non-Canadians, which indicates Canadians are less price sensitive than non-Canadians.  

Discussion 

As we mentioned in the very beginning of the paper’s introduction, the purpose of our 

study is to build a basis for creating a marketing strategy to implement a cultural tour package in 

the Winnipeg area for the Winnipeg Symphony Orchestra and other cultural institutions. In this 
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package we bundle symphony orchestra, ballet, theatre, museum and art gallery with a single 

package price. Our findings provide several practical implications that follow from the analyses. 

First, relative to the Winnipeg Symphony Orchestra’s interests, the optimum cultural tour 

package would emphasize access to the museum, symphony orchestra and theatre with a relative 

low price. The reasons for this implication are as follows:  1) the museum is more important than 

the art gallery to most of the study participants.  We found this preference in both the conjoint 

and the purchase intention analyses: 2) among the three performing arts, the theatre and the 

symphony orchestra are not statistically different from each other, whereas ballet is less 

preferable compared to theatre and symphony orchestra; and 3) customers are very sensitive to 

price—so much so that the high tour package price decreases overall package preferences by 

2.02 points on a 9-point Likert scale.   

Second, one segment of the target market should be customers with positive attitudes 

towards the museum and that fall within the lower income level (i.e., C$0-10,000 yearly income). 

Two reasons lead to this finding: 1) The results from the purchase intention survey suggests that 

customers have a significant preference for the museum over the art gallery; 2) our conjoint 

dataset exploration identifies that the preference difference between museum and the art gallery 

areonly significant for participants in the C$0 - 10,000 (β = 0.33, p = 0.02).  

Third, in order to maximize the attractiveness of the cultural tour package, we advise that 

art gallery is not appropriate in the cultural tour package. Attitudes towards the art gallery are not 

statistically significant (p = 0.45) in the purchase intention model, which means even customers 

with good attitudes towards the art gallery still do not have strong purchase intentions with 

regard to the cultural tour package. Also, the art gallery is not preferred in the conjoint analysis, 

which is consistent with the above finding of art gallery in the purchase intention model analysis. 



WCTP RESEARCH PRACTICUM                                                                                            63 

Fourth, respondents with positive attitudes towards the symphony orchestra (ASO) have a 

higher purchase intention than other respondents. In our purchase intention model, the positive 

relationship between attitudes towards the symphony orchestra and purchase intention of cultural 

tour package is significant at the 95% confidence level. Also, the exploration exercise we 

provided with respect to the conjoint analysis suggests that customers between 17 and 21 years 

and male customers have a higher preference for the symphony orchestra than the ballet. If the 

WSO’s marketing program provides a cultural tour package containing the symphony orchestra, 

theater and museum, the market, the two focus market segments possibly will be youth between 

17-21 years old and males. Also, the relationship between ASO and PICTP intensified by the 

moderating effects of income. This signifies that symphony orchestra is more favourable in a 

high-end market. 

Fifth, from the study findings, we find the ballet has a relatively concentrated market; 

however, customers who have a positive attitude towards the ballet also have higher intention of 

purchasing a cultural tour package. That is to say, although it is a small market, preferences for 

the ballet have a greater intensity on driving customers' demand for the cultural tour package 

compared to other activities. As it is shown in Table 39, the ballet appeals to participants 

possessing two demographic profile characteristics -- yearly income between C$30,001 and 

60,000, and female. 

Sixth, the significant effects of GEC (i.e., the Goal of Experiencing Culture) on 

preferences suggest that experiencing culture can be a purpose for customers to consume a 

cultural tour package. Therefore, the WSO should promote the cultural tour package as a cultural 

experiencing bundle, while at the same time we cannot ignore entertainment-oriented customers. 

The entertainment or romance function of the package should also be mentioned. 
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Seventh, the uni-dimensionality associated with the PECA and PEA measure signifies 

that customers with prior purchase/training experience in one cultural/arts area may probably 

also have prior purchase/training experience in other areas among the five cultural/arts activities' 

(purchase experiences are symphony orchestra, ballet, theatre, art gallery and museum; prior 

exposure are musical instrument, voice, performance, dance and visual arts). For instance, 

participants who have visited the museum twice also report two symphony orchestra experiences, 

whereas participants who have no prior museum purchase experience also have no purchase 

symphony orchestra purchase experience. Hence, for marketers, customers can be separated into 

two categories: customers with broad and multiple arts training and purchase experiences, and 

customers with few arts training and purchase experience in all cultural activities. 

Eighth, the findings of youth market (17-30 years) are almost identical to the general 

market. goal of experiencing culture (GEC), attitude towards museum (AM), attitude towards 

ballet (AB), attitude towards symphony orchestra (ASO) and interaction of ASO and income 

(ME5) are six factors influencing purchase intention of cultural tour package (PICTP). The 

difference is that for general market, the relationship of AM and PICTP is diminished by income 

and the effect is marginal significant (ME2: unstandardized β = -0.21, p = 0.07). This finding 

suggests that customers with lower income and good attitude towards museum have a greater 

possibility to buy the cultural tour package. Therefore, we suggest that for the low-end market, 

museum should be bundled in the cultural tour package.  

Contribution 

Regarding the academic contribution, our pilot project defines cultural tourism in a more 

micro perspective. Because, in our study’s context, cultural tourism refers to a tourism bundle 

that is culture themed, thus we combine the literatures of product bundling and cultural tourism. 
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As discussed before, previous cultural tourism literature focuses on economics or post-program 

(i.e. existing cultural tourism) evaluation. To our knowledge, few studies focus on pre-program 

development. Therefore, we believe our paper can be a reference for developing tourism options 

for cultural organizations that focus on market development.  

In practical terms, this research provides insight for the WSO to develop cultural tourism 

packages in Winnipeg's situation and offers suggestions for establishing a foundation for the  

cultural tour package marketing plan. We answered basic questions in the marketing mix-- 

product, price, distribution and promotion. We conclude that the optimum cultural tour package 

includes symphony orchestra, theatre and museum (i.e., products).  We suggest a relative lower 

price because customers are very price sensitive (i.e., price). We argue that, in general, cultural 

tour packages should emphasize the cultural and entertainment function (i.e., promotion). Also, 

our research suggests more information for WSO to include in constructing the business plan and 

also motivates other institution, such as museum, theatre and ballet to join in the process of 

constructing the cultural tour package. In the meantime, this research can possibly arouse the 

related government institutions' awareness of the benefits of engaging in cultural tourism as a 

growth strategy for Winnipeg. Furthermore, this research will serve to familiarize the reader to 

the general situation surrounding cultural tourism in other locations in the world. 

Limitation and Future Study 

Since every research has its limitations, our project also incurs certain areas where further 

thought and design needs to be enhanced. Researchers should consider the following limitations 

when evaluating information from our research. First, in the purchase intention model, prior 

purchase experience of tourism package (PPETP) does not have a positive and significant 

influence on purchase intention of the cultural tour package. Due to the research focus and 
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survey length, we did not capture adequate information about trespondents’ prior purchase 

details.  Perhaps the tourism packages we employed are not themed at properly with respect to 

cultural preferences, or perhaps respondents are not satisfied with cultural bundles due to their 

prior purchase experiences. Nonetheless, future research can focus more fully on customers' prior 

purchase experience of tourism packages. 

Second, the uni-dimensionality of the PEA measure suggests participants’ arts 

backgrounds are balanced among musical instruments, voice, performance, dance and the visual 

arts. However, participants either have multiple arts training in five fields or more, or have very 

limited arts training in total. In our study, we seek to identify the optimum cultural tour package 

from the perspective of the general public; however, we fail to establish specific criteria to filter 

the participants. Therefore, our sampling design is not as strong as it should be.  While we have 

emphasized the youth market, nonetheless, we still need to account for a large number of 

participants in the other age and income categories.  Furthermore, a strong need exists to collect 

information from potential visitors from outside of Manitoba—particularly the U.S. states 

adjacent to Manitoba—in order to more fully understand the attitudes and intentions of the 

market.  Most of our participants have limited backgrounds in arts (the mean of PEA is 2.75 out 

of 10). In the business plan, we may further dissect the customers with different arts background. 

We have provided a cursory evaluation of the existing relationships; however, more is required 

in order to tailor marketing plans to specific targeted audiences.  Also, with respect to future 

research, focusing on the effect of prior exposure of arts or only sampling participants with solid 

arts background can be two interested topics that can potentially enhance cultural tourism 

research.  
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Third, as we mentioned in the very beginning, our study emphasizes the youth market 

(i.e., 17-30 years), therefore, we oversampled customers from 17-30 years old. Although the 

sample represents the population to some extent (i.e., age structure), we think that the similar 

findings in the general market and the youth market are possibly not persuasive. In further 

research, perhaps a more balanced sample is interested to discover. 

Fourth, one of our main studies, conjoint analysis, is set up based on the assumption of 

utility maximizing model. We know that Utility Maximizing Models and Heuristic Elimination 

Models are two models of customers' choice process (Meyer & Kahn, 1991), while due to the 

time and resource limitation, we assume that participants follow the utility maximizing model. 

Future study can test the relationships among the cultural activities based on Heuristic 

Elimination Models. 

Marketers that refer to our study should notice two points.  First, it is only a pilot project, 

meaning its findings reflect the real situation to only a limited extent.  For instance, respondents 

may not reflect their true feelings in their survey responses or the experimental exercise, which 

may be caused by their half-hearted attitudes or lack of knowledge. Our study applies 95% 

confidence interval, while some findings employ a 90% confidence level. Therefore, as every 

research has its unavoidable and possibly acceptable error, our research will be the same case.  

We have utilized a 90% confidence level in order to draw attention to potential influencing 

factors for the WSO.  Second, we probe customers' demand patterns by employing a hypothetical 

situation (put them into an imaged traveller experience) in the conjoint exercise, which may not 

fully depict real-world conditions. Third, due to time and money constraints, the project sampled 

in Winnipeg and mostly on the campus of University of Manitoba. Therefore, the results of our 

findings, both of the conjoint analysis as well as the development of the "ideal" marketing plan, 
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will serve only as a foundation to deduce the true situation that exists for the WSO. Fourth, this 

research has its timeliness. It is a guide for managers to initiate cultural tourism programs in 

Winnipeg; however, situations may change as cultural tourism develops in Winnipeg. Marketers 

should adjust to the real situation when they refer to the conclusion of our pilot project. For 

instance, if the cultural tour package targets at the customers in North Dakota and South Dakota 

of the United States, WSO should also consider the relative importance of hotels and other 

facilities in the package. Also, the price levels (i.e. C$60 and C$160) in our conjoint analysis are 

just representations of high price and low price for testing customers' price sensitivity; those 

price levels don't reflect how customers feel about the specific prices. Therefore, WSO can price 

the cultural tour package based on the budget as well as the findings of price sensitivity in our 

study. 

Because the project is actually a practicum, we offered a marketing plan of the cultural 

tour package based on the research findings above and the actual situations. Our marketing plan 

is included in the Appendix V. 
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Appendix I 

Project Models 

Figure 1 Diamond Model for Project 
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Figure 2 Purchase Intention Model 

 

 Those constructs marked * means that there are several different types of arts/ items in 

the construct and we will analyze based on the construct level, which means the measures of 

each specific type of arts will be gathered, summed and we use the mean of them in total as an 

indicator of the arts experience. 
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Appendix II 

Statistics Tables 

 

Table 1: Comparison between Original and Final Datasets  

Mean and Variance of Preference Rating (Dependent Variable) 

(Conjoint Analysis) 

Dataset Cases 
Preference Rating 

Mean Std.Deviation 

Original 346 5.01 2.43 

Final 284 5.04 2.40 

 

 

 

 

 

 

 

 

Table 2: Preference Rating (Dependent Variable) Comparison between Original and Final 

Datasets 

One-way ANOVA 

(Conjoint Analysis) 

Variable F Sig. 

Preference Rating 0.33 .56 

 

 

 

 

 

 

 

Table 3: Comparison between Original and Final Datasets 

Mean and Variance of Purchase Intention of Cultural Tour Package (Dependent Variable) 

(Regression Purchase Intention Model) 

Dataset Cases 

Purchase Intention of Cultural Tour 

Package 

Mean Std.Deviation 

Original 346 5.85 2.14 

Final 305 5.92 2.12 
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Table 4: Comparison between Original and Final Datasets 

Mean and Variance of Independent Variables and Moderator 

(Regression Purchase Intention Model) 

Variable Type Variables Dataset Mean Std.Deviation 

Independent 

Variables 

GEC 
Original 6.33 1.54 

Final 6.34 1.52 

ACA 
Original 6.46 1.34 

Final 6.47 1.32 

PPETP 
Original 3.36 2.64 

Final 3.24 2.56 

PECA 
Original 4.13 2.34 

Final 4.10 2.31 

PEA 
Original 2.77 1.72 

Final 2.75 1.66 

Gender 
Original 1.58 0.49 

Final 1.57 0.50 

Income 
Original 1.71 1.11 

Final 1.72 1.13 

    

   

Moderating 

Effects 

Interaction of GEC and 

Income M1 
Original 10.91 7.89 

Final 10.97 7.98 

Interaction of ACA and 

Income M2 
Original 11.35 8.46 

Final 11.44 8.61 

 

 

 

 

Table 5: Comparison between Original and Final Datasets  

Main Study Variables 

One-way ANOVA 

(Purchase Intention Model) 

Variables F Sig. 

PICTP 0.18 0.68 

GEC 0.01 0.91 

ACA 0.00 0.97 

PPETP 0.30 0.59 

PECA 0.01 0.91 

PEA 0.01 0.91 

Interaction of GEC and Income M1 0.01 0.93 

Interaction of ACA and Income M2 0.01 0.91 
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 Table 6: Sample and Population Basic Statistics Comparison 

Demographics Population Sample 

Income (C$) 

  Under 10,000 14.49% 20.30% 

Under 35,000 54.52% 53.10% 

Under 75,000 85.73% 83% 

Under 100,000 93.07% 90.90% 

Under 250,000 98.79% 98.80% 

Age 

  17-21 10% 22% 

22-26 9% 28% 

27-41 28% 25% 

42-68 53% 25% 

Gender 

  Male/Female 96.20% 76.37% 

 

 

 

 

 

Table 7: Conjoint Analysis Factorial Design 

Factors Performing Arts Day Time Activities Price Levels 

Levels 
Symphony 

Orchestra Ballet Theatre Museum 
Art 

Gallery $C160/C$60 

Scenario 1 1 1 0 0 1 1 

Scenario 2 1 1 0 1 0 1 

Scenario 3 1 0 1 1 0 1 

Scenario 4 1 0 1 0 1 1 

Scenario 5 0 1 1 1 0 1 

Scenario 6 0 1 1 0 1 1 

Scenario 7 1 1 0 1 0 0 

Scenario 8 1 0 1 1 0 0 

Scenario 9 1 0 1 0 1 0 

Scenario 10 0 1 1 1 0 0 

Scenario 11 0 1 1 0 1 0 

Scenario 12 1 1 0 0 1 0 

When the level is marked as 1, it is activated (included in the package); when the level is 

marked as 0, it is not activated (not included in the package). The "1" in price levels refers to 

the activation of $C160, "0" refers to the activation of $C60. 
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Table 8: Conjoint Analysis Scenarios 

Senario 

Number Cultural Activities Price of the Activities(per person) 

1 Symphony Orchestra, Ballet and Art Gallery   $160 

2 Symphony Orchestra, Ballet and Museum   $160 

3 Symphony Orchestra, Theatre and Museum   $160 

4 Symphony Orchestra, Theatre and Art Gallery $160 

5 Ballet, Theatre and Museum   $160 

6 Ballet, Theatre and Art Gallery $160 

7 Symphony Orchestra, Ballet and Museum $60 

8 Symphony Orchestra, Theatre and Museum $60 

9 Symphony Orchestra, Theatre and Art Gallery $60 

10  Ballet, Theatre and Museum $60 

11 Ballet, Theatre and Art Gallery $60 

12 Symphony Orchestra, Ballet and Art Gallery $60 

 

 

 

 

 

 

 

Table 9: Variables' Measurement 

Variable Type Construct Item 
Supporting 

Literature 

Dependent 

Variable 
PICTP 

Please indicate the likelihood of consuming the above 

cultural tour package you selected (Two performing 

arts and one cultural activity).  

Petroshius, S. 

M. and 

Monroe, K. B. 

(1987) 

        

Independent 

Variable 

(Psychological) 

GEC My travel goal is to experience the destination's 

culture. 
Cumming et al. 

(2008) 
  The most important thing in my travel is tolearn the 

destination's culture. 
I travel because I want to learn the destination's 

culture.   

      
ACA 

  
  
  

Please indicate your attitude towards the cultural 

activities. 

Burton and 

Lichtenstein 

(1989) 
  
  
  
  

(For each statement below, place a check mark closer 

to the adjective that you believe best describes your 

feelings about each cultural activity. The more 

appropriate the adjective seems, the closer you should 

place your mark to it.) 

Symphony Orchestra 



WCTP RESEARCH PRACTICUM                                                                                            82 

      Bad       __.__.__.__.__.__.__.__.__.    Good 

Unfavourable__.__.__.__.__.__.__.__.__.Favourable 

Unattractive__.__.__.__.__.__.__.__.__.Attractive 
Museum, art gallery, ballet and theatre are measured 

the same way as symphony orchestra, and the ACA 

score is the arithmetic average of the five item's 

means. 

        

Independent 

Variable 

(Experience) 

PPETP 
 

 

Please indicate the number of times you purchased a 

tourism bundle or cultural activities below 

by choosing the appropriate number. (9+ refers to 9 

times and above) 
  
  
  
  

 

Tourism Package 

1 2 3 4 5 6 7 8 9+ 

      
PECA Symphony Orchestra Performance, Ballet 

Performance, Theater Performance, Museum 

Visitation, Art Gallery Visitation are measured 

separately and used the same scale as Tourism 

Package. And the PECA score is the average of the 

five items' means.   

      
PEA How many years have you trained for the specific arts 

in each of the following categories? (Check one of the 

options below--the time can be rounded to the nearest 

year and where 0 indicates that you have no training, 

9+ indicates you have been trained for 9 years and 

above   
  
  
  
  
  
  
  
  

  
  
  
  
  
  
  

Years of Training 

Musical Instrument 

0 1 2 3 4 5 6 7 8 9+ 
Voice, Performance (drama, play, etc.), Dance, Visual 

Arts are measured the same way as musical 

instrument, and the PEAT score is the arithmetic 

average of the five items' means. 

        
Independent 

Variable 

(Demographic) 

Gender Four categories:  
Male/Female/Transgender/Other 

  

        
Moderator 

(Demographic) 
Income Yearly Income (Estimated)  

(Open-ended questions with unit Canadian Dollars)   
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Table 10: Attitudes towards Cultural Activities Factor Analysis (Rotated Component) 

 

Component 

1 2 3 4 5 

AM1 .028 .094 .034 .136 .884 

AM2 .076 .054 .001 .155 .930 

AM3 .067 .014 .012 .223 .909 

AAG1 .120 .180 .227 .870 .202 

AAG 2 .107 .150 .172 .914 .228 

AAG 3 .082 .162 .164 .901 .170 

AB1 .189 .171 .897 .209 .036 

AB2 .174 .141 .933 .187 .014 

AB3 .199 .124 .935 .148 .005 

ASO1 .920 .115 .174 .097 .058 

ASO 2 .957 .086 .175 .088 .059 

ASO 3 .938 .095 .179 .097 .064 

AT1 .105 .920 .151 .143 .067 

AT2 .083 .950 .124 .156 .068 

AT3 .109 .939 .136 .151 .042 

Extraction Method: Principal Component Analysis.  Rotation Method: Varimax with Kaiser 

Normalization. Rotation converged in 6 iterations. 
 

 

 

 
Table 11: Purchase Intention Model Correlation Matrix (General Market) 

 
PI

CT

P 

GE

C 
AM 

AA

G 
AB 

AS

O 
AT 

PPE

TP 
PEC

A 
PE

A 
Gen

der 
ME

1 
ME

2 
ME

3 
ME

4 
ME

5 
ME

6 

PICT

P 
(DV) 

Pearson 

Correlation 
1 .42** .28** .35** .41** .40** .31** -.01 .31** .26** .03 .15* .08 .12 .17** .18** .10 

Sig. (2-

tailed) 
 .00 .00 .00 .00 .00 .00 .88 .00 .00 .56 .02 .25 .07 .01 .01 .12 

GEC 

Pearson 

Correlation 
.42** 1 .27** .31** .16** .26** .27** .19** .23** .18** .00 .37** .13 .13* .07 .12 .09 

Sig. (2-

tailed) 
.00  .00 .00 .01 .00 .00 .00 .00 .00 .99 .00 .06 .05 .32 .08 .20 

AM 

Pearson 

Correlation 
.28** .27** 1 .40** .09 .14* .15** .01 .18** -.01 -.02 .19** .42** .24** .05 .15* .13 

Sig. (2-

tailed) 
.00 .00  .00 .16 .02 .01 .82 .00 .87 .79 .00 .00 .00 .42 .03 .05 

AAG 
Pearson 

Correlation 
.35** .31** .40** 1 .40** .25** .36** .03 .35** .20** .08 .22** .28** .51** .26** .24** .23** 
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Sig. (2-

tailed) 
.00 .00 .00  .00 .00 .00 .57 .00 .00 .20 .00 .00 .00 .00 .00 .00 

AB 

Pearson 

Correlation 
.41** .16** .09 .40** 1 .37** .33** -.05 .31** .27** .27** .18** .14* .28** .53** .30** .24** 

Sig. (2-

tailed) 
.00 .01 .16 .00  .00 .00 .37 .00 .00 .00 .01 .04 .00 .00 .00 .00 

ASO 

Pearson 

Correlation 
.40** .26** .14* .25** .37** 1 .24** -.12 .26** .18** -.10 .13 .10 .15* .22** .49** .15* 

Sig. (2-

tailed) 
.00 .00 .02 .00 .00  .00 .05 .00 .00 .10 .06 .12 .03 .00 .00 .03 

AT 

Pearson 

Correlation 
.31** .27** .15** .36** .33** .24** 1 .03 .29** .12* .03 .22** .21** .26** .26** .27** .44** 

Sig. (2-

tailed) 
.00 .00 .01 .00 .00 .00  .59 .00 .04 .57 .00 .00 .00 .00 .00 .00 

PPET

P 

Pearson 

Correlation 
-.01 .19** .01 .03 -.05 -.12 .03 1 .29** .15* .02 .09 .04 .01 -.09 -.06 .02 

Sig. (2-

tailed) 
.88 .00 .82 .57 .37 .05 .59  .00 .01 .78 .17 .58 .86 .19 .40 .82 

PEC

A 

Pearson 

Correlation 
.31** .23** .18** .35** .31** .26** .29** .29** 1 .33** .06 .15* .16* .22** .18** .21** .17** 

Sig. (2-

tailed) 
.00 .00 .00 .00 .00 .00 .00 .00  .00 .36 .02 .01 .00 .01 .00 .01 

PEA 

Pearson 

Correlation 
.26** .18** -.01 .20** .27** .18** .12* .15* .33** 1 .16** -.00 -.07 -.01 .02 .02 -.04 

Sig. (2-

tailed) 
.00 .00 .87 .00 .00 .00 .04 .01 .00  .01 .97 .30 .86 .73 .81 .54 

Gend

er 

Pearson 

Correlation 
.03 .00 -.02 .08 .27** -.10 .03 .02 .06 .16** 1 -.02 -.02 .02 .10 -.04 .02 

Sig. (2-

tailed) 
.56 .99 .79 .20 .00 .10 .57 .78 .36 .01  .82 .78 .76 .16 .60 .77 

ME1 

Pearson 

Correlation 
.15* .37** .19** .22** .18** .13 .22** .09 .15* -.00 -.02 1 .90** .86** .80** .83** .88** 

Sig. (2-

tailed) 
.02 .00 .00 .00 .01 .06 .00 .17 .02 .97 .82  .00 .00 .00 .00 .00 

ME2 

Pearson 

Correlation 
.08 .13 .42** .28** .14* .10 .21** .04 .16* -.07 -.02 .90** 1 .89** .74** .82** .86** 

Sig. (2-

tailed) 
.25 .06 .00 .00 .04 .12 .00 .58 .01 .30 .78 .00  .00 .00 .00 .00 

ME3 

Pearson 

Correlation 
.12 .13* .24** .51** .28** .15* .26** .01 .22** -.01 .02 .86** .89** 1 .84** .83** .89** 

Sig. (2-

tailed) 
.07 .05 .00 .00 .00 .03 .00 .86 .00 .86 .76 .00 .00  .00 .00 .00 

ME4 

Pearson 

Correlation 
.17** .07 .05 .26** .53** .22** .26** -.09 .18** .02 .10 .80** .74** .84** 1 .84** .87** 

Sig. (2-

tailed) 
.01 .32 .42 .00 .00 .00 .00 .19 .01 .73 .16 .00 .00 .00  .00 .00 

ME5 

Pearson 

Correlation 
.18** .12 .15* .24** .30** .49** .27** -.06 .21** .02 -.04 .83** .82** .83** .84** 1 .86** 

Sig. (2-

tailed) 
.01 .08 .03 .00 .00 .00 .00 .40 .00 .81 .60 .00 .00 .00 .00  .00 
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ME6 

Pearson 

Correlation 
.10 .09 .13 .23** .24** .15* .44** .02 .17** -.04 .02 .88** .86** .89** .87** .86** 1 

Sig. (2-

tailed) 
.12 .20 .05 .00 .00 .03 .00 .82 .01 .54 .77 .00 .00 .00 .00 .00  

**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 

 

 

 

 

Table 12: Purchase Intention Model Correlation Matrix (Youth Market) 

 

PI

CT

P 

GE

C 
A

M 
AA

G 
AB 

AS

O 
AT 

PP

ET

P 

PEC

A 
PE

A 
Gen

der 
ME

1 
ME

2 
ME

3 
ME

4 
ME

5 
ME

6 

PICT

P 
(DV) 

Pearson 

Correlation 
1 .34** .30** .33** .41** .37** .29** -.05 .26** .25** .12 .17 .13 .15 .12 .19* .08 

Sig. (2-

tailed) 
 .00 .00 .00 .00 .00 .00 .50 .00 .00 .11 .07 .15 .10 .17 .03 .35 

GEC 

Pearson 

Correlation 
.34** 1 .25** .26** .11 .31** .32** .10 .21** .13 .10 .34** .10 -.01 -.12 .08 -.04 

Sig. (2-

tailed) 
.00  .00 .00 .18 .00 .00 .22 .01 .10 .22 .00 .28 .91 .20 .37 .64 

AM 

Pearson 

Correlation 
.30** .25** 1 .28** .09 .10 .11 -.03 .10 .02 .06 -.01 .46** -.01 -.16 -.08 -.15 

Sig. (2-

tailed) 
.00 .00  .00 .26 .23 .17 .73 .20 .81 .49 .90 .00 .89 .07 .37 .09 

AAG 

Pearson 

Correlation 
.33** .26** .28** 1 .36** .14 .29** .10 .33** .26** .21** .16 .26** .45** .15 .14 .10 

Sig. (2-

tailed) 
.00 .00 .00  .00 .08 .00 .20 .00 .00 .01 .08 .00 .00 .089 .12 .29 

AB 

Pearson 

Correlation 
.41** .11 .09 .36** 1 .28** .24** -.08 .24** .33** .43** .17 .15 .29** .46** .26** .22* 

Sig. (2-

tailed) 
.00 .18 .26 .00  .00 .00 .32 .00 .00 .00 .07 .10 .00 .00 .00 .02 

ASO 

Pearson 

Correlation 
.37** .31** .10 .14 .28** 1 .17* -.12 .17* .17* -.04 .06 -.03 -.01 -.00 .49** -.04 

Sig. (2-

tailed) 
.00 .00 .23 .08 .00  .03 .12 .04 .03 .61 .53 .76 .92 .97 .00 .67 

AT 
Pearson 

Correlation 
.29** .32** .11 .29** .24** .17* 1 .03 .26** .18* .07 .17 .11 .13 .12 .13 .35** 
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Sig. (2-

tailed) 
.00 .00 .17 .00 .00 .03  .74 .00 .02 .36 .06 .24 .16 .17 .15 .00 

PPET

P 

Pearson 

Correlation 
-.05 .10 -.03 .10 -.08 -.12 .03 1 .34** .18* .05 -.02 -.07 -.03 -.10 -.14 -.06 

Sig. (2-

tailed) 
.50 .22 .73 .20 .32 .12 .74  .00 .02 .54 .86 .41 .76 .25 .14 .52 

PEC

A 

Pearson 

Correlation 
.26** .21** .10 .33** .24** .17* .26** 

.34*

* 
1 .43** .14 .02 -.01 .01 .00 -.00 -.04 

Sig. (2-

tailed) 
.00 .01 .20 .00 .00 .04 .00 .00  .00 .07 .87 .95 .93 .98 .96 .65 

PEA 

Pearson 

Correlation 
.25** .13 .02 .26** .33** .17* .18* .18* .43** 1 .31** .05 -.01 .07 .09 .10 .04 

Sig. (2-

tailed) 
.00 .10 .81 .00 .00 .03 .02 .02 .00  .00 .55 .94 .44 .34 .29 .67 

Gend

er 

Pearson 

Correlation 
.12 .10 .06 .21** .43** -.04 .07 .05 .14 .31** 1 .11 .07 .17 .23* .08 .11 

Sig. (2-

tailed) 
.11 .22 .49 .01 .00 .61 .36 .54 .07 .00  .23 .44 .06 .01 .37 .22 

ME1 

Pearson 

Correlation 
.17 .34** -.01 .16 .17 .06 .17 -.02 .02 .05 .11 1 .78** .81** .73** .78** .82** 

Sig. (2-

tailed) 
.07 .00 .90 .08 .07 .53 .06 .86 .87 .55 .23  .00 .00 .00 .00 .00 

ME2 

Pearson 

Correlation 
.13 .10 .46** .26** .15 -.03 .11 -.07 -.01 -.01 .07 .78** 1 .73** .55** .60** .63** 

Sig. (2-

tailed) 
.15 .28 .00 .00 .10 .76 .24 .41 .95 .94 .44 .00  .00 .00 .00 .00 

ME3 

Pearson 

Correlation 
.15 -.01 -.01 .45** .29** -.01 .13 -.03 .01 .07 .17 .81** .73** 1 .88** .76** .86** 

Sig. (2-

tailed) 
.10 .91 .89 .00 .00 .92 .16 .76 .93 .44 .06 .00 .00  .00 .00 .00 

ME4 

Pearson 

Correlation 
.12 -.12 -.16 .15 .46** -.00 .12 -.10 .00 .09 .23* .73** .55** .88** 1 .76** .90** 

Sig. (2-

tailed) 
.17 .20 .07 .09 .00 .97 .17 .25 .98 .34 .01 .00 .00 .00  .00 .00 

ME5 

Pearson 

Correlation 
.19* .08 -.08 .14 .26** .50** .13 -.14 -.00 .10 .08 .78** .60** .76** .76** 1 .77** 

Sig. (2-

tailed) 
.03 .37 .37 .12 .00 .00 .15 .14 .96 .29 .37 .00 .00 .00 .00  .00 
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ME6 

Pearson 

Correlation 
.08 -.04 -.15 .10 .22* -.04 .35** -.06 -.04 .04 .11 .82** .63** .86** .90** .77** 1 

Sig. (2-

tailed) 
.35 .64 .09 .29 .02 .67 .00 .52 .65 .67 .22 .00 .00 .00 .00 .00  

**. Correlation is significant at the 0.01 level (2-tailed) 
*. Correlation is significant at the 0.05 level (2-tailed) 

 

 

 

 

 

 

 

Table 13: Purchase Intention Model Correlation Matrix (Elder Market) 

 

PI

CT

P 

GE

C 
AM AAG AB 

AS

O 
AT 

PP

ET

P 

PE

CA 
PE

A 
Gen

der 
ME

1 
ME

2 
ME

3 
ME

4 
ME

5 
ME

6 

PICT

P 
(DV) 

Pearson 

Correlation 
1 .49** .28** .39** .43** .45** .36** .06 .37** .28** -.06 .21* .09 .17 .25* .24* .16 

Sig. (2-

tailed) 
 .00 .00 .00 .00 .00 .00 .49 .00 .00 .49 .03 .37 .09 .01 .02 .10 

GEC 

Pearson 

Correlation 
.49** 1 .33** .37** .22* .21* .24** .31** .26** .23* -.09 .54** .27** .31** .26** .24* .26** 

Sig. (2-

tailed) 
.00  .00 .00 .02 .02 .01 .00 .00 .01 .35 .00 .01 .00 .01 .02 .01 

AM 

Pearson 

Correlation 
.28** .33** 1 .53** .09 .22* .19* .09 .26** .01 -.19* .24* .46** .36** .15 .19 .23* 

Sig. (2-

tailed) 
.00 .00  .00 .33 .02 .04 .31 .00 .90 .04 .02 .00 .00 .14 .06 .02 

AAG 

Pearson 

Correlation 
.39** .37** .53** 1 .46** .39** .43** -.04 .38** .15 -.12 .23* .29** .58** .31** .27** .27** 

Sig. (2-

tailed) 
.00 .00 .00  .00 .00 .00 .71 .00 .10 .21 .02 .00 .00 .00 .01 .01 

AB 

Pearson 

Correlation 
.43** .22* .09 .46** 1 .50** .47** -.03 .39** .17 .09 .24* .18 .34** .65** .41** .31** 

Sig. (2-

tailed) 
.00 .02 .33 .00  .00 .00 .72 .00 .08 .31 .02 .08 .00 .00 .00 .00 

ASO 

Pearson 

Correlation 
.45** .21* .22* .39** .50** 1 .32** -.12 .36** .20* -.19* .14 .12 .24* .39** .58** .25* 

Sig. (2-

tailed) 
.00 .02 .02 .00 .00  .00 .18 .00 .04 .05 .17 .24 .02 .00 .00 .01 
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AT 

Pearson 

Correlation 
.36** .24** .19* .43** .47** .32** 1 .05 .32** .08 -.07 .23* .23* .32** .34** .32** .53** 

Sig. (2-

tailed) 
.00 .01 .04 .00 .00 .00  .62 .00 .42 .47 .02 .02 .00 .00 .00 .00 

PPET

P 

Pearson 

Correlation 
.06 .31** .09 -.04 -.03 -.12 .05 1 .26** .06 -.00 .16 .11 .04 -.08 -.03 .07 

Sig. (2-

tailed) 
.49 .00 .31 .71 .72 .18 .62  .00 .51 .98 .10 .26 .71 .44 .74 .49 

PEC

A 

Pearson 

Correlation 
.37** .26** .26** .38** .39** .36** .32** .26** 1 .25** -041 .20* .21* .33** .27** .28** .27** 

Sig. (2-

tailed) 
.00 .00 .00 .00 .00 .00 .00 .00  .01 .65 .05 .04 .00 .01 .01 .01 

PEA 

Pearson 

Correlation 
.28** .23* .01 .15 .17 .20* .08 .06 .25** 1 .05 .13 .05 .09 .09 .13 .05 

Sig. (2-

tailed) 
.00 .01 .90 .10 .08 .04 .42 .51 .01  .60 .21 .63 .41 .39 .22 .63 

Gend

er 

Pearson 

Correlation 
-.06 -.08 -.19* -.12 .09 -.19* -.07 -.00 -.04 .05 1 -.24* 

-

.28** 
-.24* -.14 

-

.28** 
-.24* 

Sig. (2-

tailed) 
.49 .35 .04 .21 .31 .05 .47 .98 .65 .60  .02 .01 .02 .18 .01 .02 

ME1 

Pearson 

Correlation 
.21* .54** .24* .23* .24* .14 .23* .16 .20* .13 -.24* 1 .89** .84** .82** .79** .87** 

Sig. (2-

tailed) 
.03 .00 .02 .02 .02 .17 .02 .10 .05 .21 .02  .00 .00 .00 .00 .00 

ME2 

Pearson 

Correlation 
.09 .27** .46** .29** .18 .12 .23* .11 .21* .05 -.28** .89** 1 .90** .77** .79** .89** 

Sig. (2-

tailed) 
.37 .01 .00 .00 .08 .24 .02 .26 .04 .63 .01 .00  .00 .00 .00 .00 

ME3 

Pearson 

Correlation 
.17 .31** .36** .58** .34** .24* .32** .04 .33** .09 -.24* .84** .90** 1 .80** .79** .86** 

Sig. (2-

tailed) 
.09 .00 .00 .00 .00 .02 .00 .71 .00 .41 .02 .00 .00  .00 .00 .00 

ME4 

Pearson 

Correlation 
.25* .26** .15 .31** .65** .39** .34** -.08 .27** .09 -.14 .82** .77** .80** 1 .86** .83** 

Sig. (2-

tailed) 
.01 .01 .14 .00 .00 .00 .00 .44 .01 .39 .18 .00 .00 .00  .00 .00 

ME5 
Pearson 

Correlation 
.24* .24* .19 .27** .41** .58** .32** -.03 .28** .13 -.28** .79** .79** .79** .86** 1 .84** 
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Sig. (2-

tailed) 
.02 .02 .06 .01 .00 .00 .00 .74 .01 .22 .01 .00 .00 .00 .00  .00 

ME6 

Pearson 

Correlation 
.16 .26** .23* .27** .31** .25* .53** .07 .27** .05 -.24* .87** .89** .86** .83** .84** 1 

Sig. (2-

tailed) 
.10 .01 .02 .01 .00 .01 .00 .49 .01 .63 .02 .00 .00 .00 .00 .00  

**. Correlation is significant at the 0.01 level (2-tailed) 
*. Correlation is significant at the 0.05 level (2-tailed) 

 

 

 

 

 

 

Table 14: Purchase Intention Model Correlation Matrix (Youth Market I: 17-23 Years) 

 

PI

CT

P 

GE

C 
A

M 
AA

G 
AB 

AS

O 
AT 

PPE

TP 
PE

CA 
PEA 

Gend

er 
ME

1 
ME

2 
ME

3 
ME

4 
ME

5 
ME

6 

PICT

P 
(DV) 

Pearson 

Correlation 
1 .24* 

.30*

* 
.22* 

.39*

* 
.27** .15 .04 .18 .24* .19* .25* .23 .32** .36** .28* .20 

Sig. (2-

tailed) 
 .02 .00 .03 .00 .01 .14 .68 .08 .02 .05 .04 .05 .01 .00 .02 .10 

GEC 

Pearson 

Correlation 

.24
* 

1 
.28*

* 
.17 .13 .34** .35** .15 .15 .02 .11 .73** .22 .12 .14 .34** .25* 

Sig. (2-

tailed) 
.02  .01 .10 .20 .00 .00 .14 .14 .88 .29 .00 .06 .32 .23 .00 .04 

AM 

Pearson 

Correlation 

.30
** 

.28** 1 .15 .06 .11 .03 .01 -.01 -.06 .05 .19 .76** .17 -.03 .08 -.02 

Sig. (2-

tailed) 
.00 .01  .14 .54 .30 .75 .92 .89 .56 .60 .10 .00 .16 .80 .49 .85 

AAG 

Pearson 

Correlation 

.22
* 

.17 .15 1 
.27*

* 
.04 .23* .13 .24* .22* .23* .07 .14 .82** .27* .07 .11 

Sig. (2-

tailed) 
.03 .10 .14  .01 .70 .02 .18 .02 .03 .03 .55 .25 .00 .02 .56 .36 

AB 

Pearson 

Correlation 

.39
** 

.13 .06 .27** 1 .22* .26** -.06 .21* .39** .49** .16 .02 .31** .89** .17 .31** 

Sig. (2-

tailed) 
.00 .20 .54 .01  .03 .01 .57 .04 .00 .00 .18 .90 .01 .00 .16 .01 
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ASO 

Pearson 

Correlation 

.27
** 

.34** .11 .04 .22* 1 .13 -.06 .10 .13 .04 .36** .14 .14 .17 .85** .18 

Sig. (2-

tailed) 
.01 .00 .30 .70 .03  .22 .55 .32 .20 .72 .00 .24 .26 .15 .00 .12 

AT 

Pearson 

Correlation 
.15 .35** .03 .23* 

.26*

* 
.13 1 .08 .22* .13 .18 .37** .10 .26* .40** .24* .78** 

Sig. (2-

tailed) 
.14 .00 .75 .02 .01 .22  .41 .03 .21 .08 .00 .40 .03 .00 .04 .00 

PPET

P 

Pearson 

Correlation 
.04 .15 .01 .13 -.06 -.06 .08 1 .47** .21* -.02 .18 .12 .23* .06 .04 .18 

Sig. (2-

tailed) 
.68 .14 .92 .18 .57 .55 .41  .00 .04 .81 .14 .31 .05 .61 .77 .14 

PEC

A 

Pearson 

Correlation 
.18 .15 -.01 .24* .21* .10 .22* .47** 1 .36** .11 .17 .11 .28* .36** .18 .24* 

Sig. (2-

tailed) 
.08 .14 .89 .02 .04 .32 .03 .00  .00 .28 .16 .37 .02 .00 .13 .04 

PEA 

Pearson 

Correlation 

.24
* 

.02 -.06 .23* 
.39*

* 
.13 .13 .21* .36** 1 .37** -.04 -.14 .14 .34** .10 .09 

Sig. (2-

tailed) 
.02 .88 .56 .03 .00 .20 .21 .04 .00  .00 .73 .25 .23 .00 .39 .43 

Gend

er 

Pearson 

Correlation 

.19
* 

.11 .05 .23* 
.49*

* 
.04 .18 -.02 .11 .37** 1 .08 -.04 .18 .41** .10 .09 

Sig. (2-

tailed) 
.05 .29 .60 .03 .00 .72 .08 .81 .28 .00  .52 .75 .13 .00 .43 .44 

ME1 

Pearson 

Correlation 

.25
* 

.73** .19 .07 .16 .36** .37** .18 .17 -.04 .08 1 .59** .38** .35** .66** .66** 

Sig. (2-

tailed) 
.04 .00 .10 .55 .18 .00 .00 .14 .16 .73 .52  .00 .00 .00 .00 .00 

ME2 

Pearson 

Correlation 
.23 .22 

.76*

* 
.14 .02 .14 .10 .12 .11 -.14 -.04 .59** 1 .45** .24* .46** .43** 

Sig. (2-

tailed) 
.05 .06 .00 .25 .90 .24 .40 .31 .37 .25 .75 .00  .00 .04 .00 .00 

ME3 

Pearson 

Correlation 

.32
** 

.12 .17 .82** 
.31*

* 
.14 .26* .23* .28* .14 .18 .38** .45** 1 .54** .32** .49** 

Sig. (2-

tailed) 
.01 .32 .16 .00 .01 .26 .03 .05 .02 .23 .13 .00 .00  .00 .01 .00 

ME4 
Pearson 

Correlation 

.36
** 

.14 -.03 .27* 
.89*

* 
.17 .40** .06 .36** .34** .41** .35** .24* .54** 1 .30* .56** 
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Table 15: Purchase Intention Model Correlation Matrix (Youth Market I: 24-30 Years) 

 
PIC

TP 
GE

C 
AM 

AA

G 
AB 

AS

O 
AT 

PPE

TP 
PE

CA 
PE

A 
Gen

der 
ME

1 
ME

2 
ME

3 
ME

4 
ME

5 
ME

6 

PICT

P 
(DV) 

Pearson 

Correlation 
1 .49** .30* .46** .44** .51** .47** -.22 .34** .27* .01 .14 .08 .11 .06 .16 .05 

Sig. (2-

tailed) 
 .00 .02 .00 .00 .00 .00 .08 .01 .03 .91 .31 .58 .45 .69 .28 .75 

GEC 

Pearson 

Correlation 
.49** 1 .21 .37** .08 .27* .27* -.01 .28* .34** .08 .29* .12 -.01 -.19 -.00 -.11 

Sig. (2-

tailed) 
.00  .10 .00 .55 .04 .03 .92 .03 .01 .53 .04 .40 .93 .18 1.00 .43 

AM 

Pearson 

Correlation 
.30* .21 1 .43** .13 .08 .20 -.11 .24 .14 .06 -.11 .37** -.08 -.25 -.19 -.23 

Sig. (2-

tailed) 
.02 .10  .00 .30 .54 .12 .40 .07 .29 .66 .43 .01 .58 .08 .18 .09 

AAG 

Pearson 

Correlation 
.46** .37** .43** 1 .50** .26* .36** .05 .42** .34** .20 .22 .37** .42** .15 .21 .11 

Sig. (2-

tailed) 
.00 .00 .00  .00 .04 .00 .71 .00 .01 .12 .12 .01 .00 .30 .15 .43 

AB 

Pearson 

Correlation 
.44** .08 .13 .50** 1 .37** .21 -.10 .29* .21 .32* .16 .21 .33* .39** .33* .21 

Sig. (2-

tailed) 
.00 .55 .30 .00  .00 .11 .43 .02 .10 .01 .24 .13 .02 .00 .02 .15 

Sig. (2-

tailed) 
.00 .23 .80 .02 .00 .15 .00 .61 .00 .00 .00 .00 .04 .00  .01 .00 

ME5 

Pearson 

Correlation 

.28
* 

.34** .08 .07 .17 .85** .24* .04 .18 .10 .10 .66** .46** .32** .30* 1 .50** 

Sig. (2-

tailed) 
.02 .00 .49 .56 .16 .00 .04 .77 .13 .39 .43 .00 .00 .01 .01  .00 

ME6 

Pearson 

Correlation 
.20 .25* -.02 .11 

.31*

* 
.18 .78** .18 .24* .09 .09 .66** .43** .49** .56** .50** 1 

Sig. (2-

tailed) 
.10 .04 .85 .36 .01 .12 .00 .14 .04 .43 .44 .00 .00 .00 .00 .00  

**. Correlation is significant at the 0.01 level (2-tailed) 
*. Correlation is significant at the 0.05 level (2-tailed) 
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ASO 

Pearson 

Correlation 
.51** .27* .08 .26* .37** 1 .24 -.27* .25 .25 -.16 -.08 -.12 -.06 -.06 .35* -.13 

Sig. (2-

tailed) 
.00 .04 .54 .04 .00  .07 .04 .06 .05 .23 .60 .39 .70 .67 .01 .37 

AT 

Pearson 

Correlation 
.47** .27* .20 .36** .21 .24 1 -.09 .30* .26* -.07 .11 .14 .12 .06 .09 .27* 

Sig. (2-

tailed) 
.00 .03 .12 .00 .11 .07  .51 .02 .04 .58 .43 .32 .40 .69 .52 .05 

PPE

TP 

Pearson 

Correlation 
-.22 -.01 -.11 .05 -.10 -.27* -.09 1 .19 .11 .19 -.05 -.12 -.09 -.16 -.23 -.12 

Sig. (2-

tailed) 
.08 .92 .40 .71 .43 .04 .51  .14 .38 .14 .73 .40 .55 .27 .11 .39 

PEC

A 

Pearson 

Correlation 
.34** .28* .24 .42** .29* .25 .30* .19 1 .55** .18 -.06 -.07 -.08 -.12 -.11 -.15 

Sig. (2-

tailed) 
.01 .03 .07 .00 .02 .06 .02 .14  .00 .15 .67 .62 .56 .41 .45 .29 

PEA 

Pearson 

Correlation 
.27* .34** .14 .34** .21 .25 .26* .11 .55** 1 .20 .13 .09 .07 .01 .15 .03 

Sig. (2-

tailed) 
.03 .01 .29 .01 .10 .05 .04 .38 .00  .12 .35 .51 .62 .94 .29 .86 

Gend

er 

Pearson 

Correlation 
.01 .08 .06 .20 .32* -.16 -.07 .19 .18 .20 1 .16 .17 .22 .23 .10 .16 

Sig. (2-

tailed) 
.91 .53 .66 .12 .01 .23 .58 .14 .15 .12  .25 .22 .11 .11 .47 .27 

ME1 

Pearson 

Correlation 
.14 .29* -.11 .22 .16 -.08 .11 -.05 -.06 .13 .16 1 .80** .86** .78** .80** .83** 

Sig. (2-

tailed) 
.31 .04 .43 .12 .24 .60 .43 .73 .67 .35 .25  .00 .00 .00 .00 .00 

ME2 

Pearson 

Correlation 
.08 .12 .37** .37** .21 -.12 .14 -.12 -.07 .09 .17 .80** 1 .77** .58** .60** .64** 

Sig. (2-

tailed) 
.58 .40 .01 .01 .13 .39 .32 .40 .62 .51 .22 .00  .00 .00 .00 .00 

ME3 

Pearson 

Correlation 
.11 -.01 -.08 .42** .33* -.06 .12 -.09 -.08 .07 .22 .86** .77** 1 .92** .84** .90** 

Sig. (2-

tailed) 
.45 .93 .58 .00 .02 .70 .40 .55 .56 .62 .11 .00 .00  .00 .00 .00 

ME4 
Pearson 

Correlation 
.06 -.19 -.25 .15 .39** -.06 .06 -.16 -.12 .01 .23 .78** .58** .92** 1 .85** .94** 



WCTP RESEARCH PRACTICUM                                                                                            93 

Sig. (2-

tailed) 
.69 .18 .08 .30 .00 .67 .69 .27 .41 .94 .11 .00 .00 .00  .00 .00 

ME5 

Pearson 

Correlation 
.16 -.00 -.19 .21 .33* .35* .09 -.23 -.11 .15 .10 .80** .60** .84** .85** 1 .82** 

Sig. (2-

tailed) 
.28 1.00 .18 .15 .02 .01 .52 .11 .45 .29 .47 .00 .00 .00 .00  .00 

ME6 

Pearson 

Correlation 
.05 -.11 -.23 .11 .21 -.13 .27* -.12 -.15 .03 .16 .83** .64** .90** .94** .82** 1 

Sig. (2-

tailed) 
.75 .43 .09 .43 .15 .37 .05 .39 .29 .86 .27 .00 .00 .00 .00 .00  

**. Correlation is significant at the 0.01 level (2-tailed) 
*. Correlation is significant at the 0.05 level (2-tailed) 

 

 

 

 Table 16: Conjoint Analysis Model Summary Statistics 

Adjusted R square F Sig 

0.18 185.96 0.00 

Independent Variables: (Constant), Activation of High Price, Activation 

of Theatre, Activation of Museum, Activation of Symphony Orchestra 

Dependent Variable: Package Preference Rating for Conjoint Analysis 

 

 

 

 

Table 17: Coefficients for Elements in Conjoint Analysis 

Conjoint Analysis Elements 

Unstandardized 

Coefficients 

Beta 

Standardized 

Coefficients 

Beta Sig. 

 (Constant) 6.00  .00 

Activation of Ballet -.13 -.03 .17 

Activation of Theatre  .11 .02 .22 

Activation of Museum .13 .03 .08 

Activation of High Price -2.02 -.42 .00 
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Table 18: Conjoint Analysis Confirmatory Questions  

Conjoint Analysis Scenario Cases 

Preference Rating in 

Conjoint Analysis 

(Mean) 

Purchase Intention of 

Cultural Tour Package 

(Mean) 
Symphony Orchestra, Ballet & Art 

Gallery 11 6.91 6.18 
Symphony Orchestra, Ballet & 

Museum 22 6.41 7.67 
Symphony Orchestra, Theatre & 

Museum 120 5.66 5.57 
Symphony Orchestra, Theatre & Art 

Gallery 31 5.84 5.48 

Ballet, Theatre & Museum 52 5.70 5.88 

Ballet, Theatre & Art Gallery 34 5.96 6.36 

a. Because some missing data exist in the confirmatory questions, therefore, the sum of the cases is 

not equal to the amount of conjoint analysis cases. 

 

 

 

 

 

 

 

 

Table 19: Purchase Intention Model Summary Statistics 

Adjusted R square F Sig 

0.36 16.02 0.00 

Independent Variables: (Constant), Activation of High Price, Activation 

of Theatre, Activation of Museum, Activation of Symphony Orchestra 

Dependent Variable: Package Preference Rating for Conjoint Analysis 
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Table 20: Purchase Intention Model Hypothesis Testing  

(Dependent Variable: Purchase Intention of Cultural Tour Package) 

Hypothesises Results 

 
Variables Effects Unstandardized β p-value Conclusion 

H1 GEC + .35 .00 Supported 

H2a AM + .19 .01 Supported 

H2b AAG + .02 .79 Not supported 

H2c AB + .20 .00 Supported 

H2d ASO + .15 .01 Supported 

H2e AT + .09 .18 Not Supported 

H3 PPETP + -.06 .21 Not supported 

H4 PECA + .06 .24 Not supported 

H5 PEA + .13 .05 Supported 

H6 Gender ─ -.15 .51 Not supported 

H7 ME1 + .02 .88 Not Supported 

H8a ME2 + -.21 .07 Not Supported 

H8b ME3 + -.08 .51 Not Supported 

H8c ME4 + .08 .52 Not Supported 

H8d ME5 + .04 .01 Supported 

H8e ME6 + -.19 .15 Not Supported 
ME1: Interaction between GEC and Income ME2: Interaction between AM and Income ME3: Interaction 

between AAG and Income ME4: Interaction between AB and Income ME5: Interaction between ASO 

and Income ME6: Interaction between AT and Income 

 

 

 

 
 

 

Table 21: Comparison of Youth Market and Elder Market 

Categories 
Sample Size 

(Valid Cases) 
Difference 

(unstandardized β) Sig 

Youth Market (Age: 17-30) 168 
M (0.21) > AG  .03 

H (-2.04) < L .00 

Elder Market 116 H (-1.99) < L .00 

Total 284 
M (0.13) > AG  .08 

H (-2.02) < L .00 

M refers to museum; AG refers to art gallery; H refers to high price; L refers to low 

price. 
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Table 22: Coefficients for Elements in Conjoint Analysis 

Youth Market (Age: 17-30) 

 

Conjoint Analysis Elements 

Unstandardized 

Coefficients 

Beta 

Standardized 

Coefficients 

Beta Sig. 

 (Constant) 6.01  .00 

Activation of Ballet -.12 -.03 .29 

Activation of Theatre  .03 .01 .81 

Activation of Museum .21 .05 .03 

Activation of High Price -2.04 -.43 .00 

 

 

 

 

Table 23: Coefficients for Elements in Conjoint Analysis 

Elder Market (Age: 31-68) 

 

Conjoint Analysis Elements 

Unstandardized 

Coefficients 

Beta 

Standardized 

Coefficients 

Beta Sig. 

 (Constant) 5.97  .00 

Activation of Ballet -.13 -.03 .36 

Activation of Theatre  .22 .04 .15 

Activation of Museum .02 .00 .87 

Activation of High Price -1.99 -.41 .00 
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Table 24: Coefficients for Elements in Conjoint Analysis 

Submarket I: (Age: 17-23) 

 

Conjoint Analysis Elements 

Unstandardized 

Coefficients 

Beta 

Standardized 

Coefficients 

Beta Sig. 

 (Constant) 6.07  .00 

Activation of Ballet -.15 -.03 .29 

Activation of Theatre  .02 .00 .88 

Activation of Museum .16 .03 .17 

Activation of High Price -2.11 -.46 .00 

 

 

 

Table 25: Coefficients for Elements in Conjoint Analysis 

Submarket II: (Age: 24-30) 

 

Conjoint Analysis Elements 

Unstandardized 

Coefficients 

Beta 

Standardized 

Coefficients 

Beta Sig. 

  (Constant) 5.91  .00 

Activation of Ballet -.08 -.02 .70 

Activation of Theatre  .04 .01 .85 

Activation of Museum .31 .06 .07 

Activation of High Price -1.91 -.38 .00 

 

 

Table 26: One-Way ANOVA for Cultural Tour Package Preference: 

Youth and Elder Market 

Market Segments Cases Mean Standard Error F-Statistic Sig 

Youth Market 168 5.04 .05 

.00 1.00 Elder Market 116 5.04 .07 

Total 284 5.04 .04 
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Table 27: One-Way ANOVA for Cultural Tour Package Preference: 

Two Youth Market Segments 

Market Segments Cases Mean Standard Error F-Statistic Sig 

17-23 years 106 5.01 .07 

.36 .55 24-30 years 62 5.08 .09 

Total 168 5.04 .05 

 

 

 

 

Table 28: Purchase Intention Model Summary Statistics  

(Youth Market: 17-30 Years) 

Adjusted R square F Sig 

0.31 8.06 0.00 

Independent Variables: (Constant), Activation of High Price, Activation 

of Theatre, Activation of Museum, Activation of Symphony Orchestra 

Dependent Variable: Package Preference Rating for Conjoint Analysis 

 

 

 

Table 29: Purchase Intention Model Hypothesis Testing  

(Youth Market: 17-30 Years) 

(Dependent Variable: Purchase Intention of Cultural Tour Package) 

Hypothesises Results 

 
Variables Effects Unstandardized β p-value Conclusion 

H1 GEC + .23 .04 Supported 

H2a AM + .23 .01 Supported 

H2b AAG + .08 .38 Not Supported 

H2c AB + .23 .00 Supported 

H2d ASO + .17 .02 Supported 

H2e AT + .10 .25 Supported 

H3 PPETP + -.05 .40 Not Supported 

H4 PECA + .07 .44 Not Supported 

H5 PEA + .09 .32 Not supported 

H6 Gender ─ -.24 .46 Not Supported 

H7 ME1 + .04 .81 Not Supported 

H8a ME2 + .02 .86 Not Supported 

H8b ME3 + .00 .99 Not Supported 

H8c ME4 + -.05 .70 Not Supported 
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H8d ME5 + .10 .03 Supported 

H8e ME6 + -.16 .26 Not Supported 
ME1: Interaction between GEC and Income ME2: Interaction between AM and Income ME3: Interaction 

between AAG and Income ME4: Interaction between AB and Income ME5: Interaction between ASO 

and Income ME6: Interaction between AT and Income 

 

 

 

Table 30: Purchase Intention Model Summary Statistics  

(Elder Market :31-68 Years) 

Adjusted R square F Sig 

0.38 7.77 0.00 

Independent Variables: (Constant), Activation of High Price, Activation 

of Theatre, Activation of Museum, Activation of Symphony Orchestra 

Dependent Variable: Package Preference Rating for Conjoint Analysis 

 

 

 

 

Table 31: Purchase Intention Model Hypothesis Testing 

(Elder Market: 31-68 Years)  

(Dependent Variable: Purchase Intention of Cultural Tour Package) 

Hypothesises Results 

 
Variables Effects Unstandardized β p-value Conclusion 

H1 GEC + .45 .00 Supported 

H2a AM + .12 .37 Not Supported 

H2b AAG + -.02 .82 Not Supported 

H2c AB + .13 .14 Not Supported 

H2d ASO + .18 .04 Supported 

H2e AT + .12 .24 Not Supported 

H3 PPETP + -.04 .51 Not Supported 

H4 PECA + .07 .34 Not Supported 

H5 PEA + .17 .17 Not supported 

H6 Gender ─ .03 .94 Not Supported 

H7 ME1 + .01 .94  Not Supported 

H8a ME2 + -.25 .10 Not Supported 

H8b ME3 + -.07 .67 Not Supported 

H8c ME4 + .05 .01 Supported 
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H8d ME5 + .11 .59 Not Supported 

H8e ME6 + -.15 .42 Not Supported 
ME1: Interaction between GEC and Income ME2: Interaction between AM and Income ME3: Interaction 

between AAG and Income ME4: Interaction between AB and Income ME5: Interaction between ASO 

and Income ME6: Interaction between AT and Income 

 

 

 

Table 32: Purchase Intention Model Summary Statistics  

(Youth Submarket I: 17-23 years) 

Adjusted R square F-statistic Sig 

0.19 3.21 0.00 

               Dependent Variable: Purchase Intention of Cultural Tour Package  

  (PICTP)  Indepdendent Variables: GEC, AM, AAG, AB,  

  ASO, AT, PPETP, PEA, PECA, Gender, Interaction of Goal and  

  Income M1, Interaction of AB and Income M4, Interaction of ASO  

                          and Income M5, Interaction of AT and Income M6 

 

 

 

 

Table 33: Purchase Intention Model Hypothesis Testing 

(Youth Submarket I: 17-23 years) 

(Dependent Variable: Purchase Intention of Cultural Tour Package) 

Hypothesises Results 

 
Variables Effects Unstandardized β p-value Conclusion 

H1 GEC + .10 .54 Not Supported 

H2a AM + .33 .02 Supported 

H2b AAG + .07 .53 Not Supported 

H2c AB + .23 .02 Supported 

H2d ASO + .13 .19 Not Supported 

H2e AT + -.01 .95 Not Supported 

H3 PPETP + -.00 .96 Not Supported 

H4 PECA + .06 .63 Not Supported 

H5 PEA + .12 .35 Not Supported 

H6 Gender ─ -.11 .81 Not Supported 

H7 ME1 + .14 .25 Not Supported 

H8a ME2 + .15 .19 Not Supported 

H8b ME3 + .18 .16 Not Supported 

H8c ME4 + .24 .00 Supported 

H8d ME5 + .19 .11 Not Supported 

H8e ME6 + -.01 .97 Not Supported 
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ME1: Interaction between GEC and Income ME2: Interaction between AM and Income ME3: Interaction 

between AAG and Income ME4: Interaction between AB and Income ME5: Interaction between ASO 

and Income ME6: Interaction between AT and Income  

 

 

 

 

 

Table 34: Purchase Intention Model Summary Statistics  

(Youth Submarket II: 24-30 years) 

Adjusted R square F-statistic Sig 

0.48 6.46 0.00 

               Dependent Variable: Purchase Intention of Cultural Tour Package  

  (PICTP)  Indepdendent Variables: GEC, AM, AAG, AB,  

  ASO, AT, PPETP, PEA, PECA, Gender, Interaction of Goal and  

  Income M1, Interaction of AB and Income M4, Interaction of ASO  

                          and Income M5, Interaction of AT and Income M6 

 

 

 

 

 

Table 35: Purchase Intention Model Hypothesis Testing 

(Youth Submarket II: 24-30 years) 

(Dependent Variable: Purchase Intention of Cultural Tour Package) 

Hypothesises Results 

 
Variables Effects Unstandardized β p-value Conclusion 

H1 GEC + .47 .01 Supported 

H2a AM + .13 .36 Not Supported 

H2b AAG + .03 .85 Not Supported 

H2c AB + .23 .06 Not Supported 

H2d ASO + .23 .05 Supported 

H2e AT + .27 .03 Supported 

H3 PPETP + -.11 .34 Not Supported 

H4 PECA + .08 .50 Not Supported 

H5 PEA + -.09 .59 Not Supported 

H6 Gender ─ -.13 .78 Not Supported 

H7 ME1 +  .01 .82 Not Supported 

H8a ME2 + -.04 .50 Not Supported 

H8b ME3 + .01 .78 Not Supported 

H8c ME4 + .02 .58 Not Supported 

H8d ME5 + -.01 .86 Not Supported 

H8e ME6 + .01 .79 Not supported 
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ME1: Interaction between GEC and Income ME2: Interaction between AM and Income ME3: Interaction 

between AAG and Income ME4: Interaction between AB and Income ME5: Interaction between ASO 

and Income ME6: Interaction between AT and Income  

*All the interaction terms cannot be included in the model by stepwise method. 

 

 

 

 

Table 36: Comparison between Youth Market (17-30 years) and 

Elder (31-68 years) 

One-Way ANOVA 

Variables Mean for Youth Mean for Elder F-Statistics Sig 

GEC 6.45 6.17 2.34 .13 

AM 7.02 7.40 4.01 .05 

AAG 6.21 6.56 1.91 .17 

AB 5.67 5.52 .27 .60 

ASO 6.04 6.20 .35 .55 

AT* 6.93 7.33 3.21 .07 

PPETP 3.3 3.17 .19 .66 

PECA 4.03 4.17 .27 .61 

PEA 2.99 2.40 9.08 .00 

Income 21397 67208 77.98 .00 

PICTP 5.98 5.77 .71 .40 

 

Table 37: Comparison between  

Youth Submarket I (17-23 years) and Submarket II (24-30 years) 

One-Way ANOVA 

Variables Mean for Youth Mean for Elder F-Statistics Sig 

GEC 6.50 6.36 .40 .53 

AM 7.06 6.95 .18 .67 

AAG 6.23 6.18 .03 .87 

AB 5.57 5.84 .49 .48 

ASO 6.08 5.97 .10 .76 

AT 6.98 6.86 .16 .69 

PPETP* 3.57 2.85 3.61 .06 

PECA 4.00 4.07 .04 .84 

PEA 3.02 2.94 .08 .77 

Income 11801 35355 15.67 .00 

PICTP 5.97 6.00 .01 .93 
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Table 38: Youth Market Finding Summary* 

Market Segments 
Age 

(Years) 
Preference Difference in 

Conjoint Analysis 
Important Influential Factors for 

Purchase Intention 

Youth Submarket I 17-23  H(-2.11) < L AM(+), AB(+), ME4(+) 

Youth Submarket II 24-30  H(-1.91) < L GEC(+), ASO(+), AT(+) 

Youth Market 17-30 
AG < M(0.21) GEC(+), AM(+), AB(+), ASO(-), 

ME5(+) 
H(-2.04) < L 

Elder Market 31-68 H(-1.99) < L GEC(+), ASO(+), ME4(+) 

*In this table, we only report the variables are significant at a 95% confidence level. "+" means the effect 

is positive, whereas "-" means the effect is negative. 

   

 

 

 

 

Table 39:  Conjoint Analysis Data Exploration  

Based on Demographic Dimension 

Demographic Dimension Sample Size 
Difference 

(unstandardized β) Sig 

Income (C$/per year) 
 

0-10,000 61 
M (0.33) > AG  0.02 

H (-2.15) < L 0.00 

10,001-30,000 59 H (-2.09) < L 0.00 

30,001-60,000 55 

SO (0.38) < B 0.07 

T (0.37) > SO 0.08 

H (-2.58) < L 0.00 

60,001-380,000 51 H (-1.71) < L 0.00 

Age 
 

17-21 62 

  B (-0.40) < SO 0.03 

M (0.33) > AG 0.03 

H (-1.97) < L 0.00 

22-26 81 H (-2.10) < L 0.00 

27-41 70 H (-1.78) < L 0.00 

42-68 79 H (-2.20) < L 0.00 

Gender 
 

Male 124 

B (-0.70)< SO 0.00 

M (0.31) > AG  0.05 

H (-1.97) < L 0.00 

Female 156 

B (0.31) > SO 0.01 

T (0.21) > SO 0.09 

H (-2.07) < L 0.00 
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Proximity to Winnipeg 
 

Local 141 
M (0.18) > AG 0.09 

H (-1.89) < L 0.00 

Non-Local 140 H (-2.19) < L 0.00 

Citizenship 
 

Canada & Dual with 

Canada 
231 

T (0.17) > SO 0.09 

M (0.17) > AG 0.04 

H (-1.93) > L 0.00 

Non-Canada 50 H (-2.43) < L 0.00 

M: Museum AG: Art Gallery SO: Symphony Orchestra B: Ballet T: Theatre H: High 

Price L: Low Price 
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Appendix III 

Case Study 

The following case studies are separated into two categories due to the forms of their 

offerings. So there are two forms of packages in the market. One is Attraction Pass or Attraction 

Discount Card. 

Attraction pass is a kind of card that allows customers to access limited number of 

attractions in a certain period of time. The bundled price is usually lower than the sum of 

separate tickets of those attractions. The attraction discount card is similar to coupon booklet, 

which allows customers to receive discounts from numerous attractions or other facilities, but 

where customers do need to pay some price with the discount card, which separate it from 

attraction pass. I name "attraction pass" and "attraction discount card" in order to separate them 

due to their differences in characters and applications. Some companies issue attraction passes 

among many famous destinations in the world. For instance, both Go Chicago Card and New 

York Explorer Card are issued by Smart Destinations. In this category, four cities are included. 

We choose Baltimore and Chicago because their city image is similar to Winnipeg, while we 

choose New York and Vienna because their performing arts and cultural attractions are famous. 

Table 1 shows the general information of the attraction pass or attraction discount card in each 

destination. 
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Table 1 Attraction Pass and Attraction Discount Card Comparison Table 

Attraction Pass Comparison 

General Description: Attraction Pass is a kind of card which allows customers to access limited amout of 

attractions in a certain period of time. The price is usually lower than the sum of separate tickets of those 

attractions. 

City Name Type 

Number 

of 

Attracti

ons 

Coverag

e 
Time 

Accessibility 
Price (per person)* If not 

specified, then it's US dollars. 

Issued 

Organiza-

tion 

          Adult Child 

Leisure 

Pass North 

America 

New 

York 

New 

York 

Pass 

1 Day 

Pass 

over 80 

1 canlendar 

day $85 $60 
2 Day 

Pass 
2 consecutive 

days 
$117($13

0) $99($110) 

3 Day 

Pass 
3 consecutive 

days 
$162 

($180) $126($140) 

7 Day 

Pass 
7 consecutive 

days 
$207($23

0) $148.5($165) 

Instruction: 1. Customers can use this card to access to any attractions that the card covers, but 

they can only access the same attracions once                                                                                                                                                                                      

2. Customers show attendant the card, the attendant will wipe it on the machine as a credit card                               

  

Downtown Culture 

Pass 
13 3 days 

Adult (18 and up)  $30 Youth 

(13-17) $15 Child $5 (6 TO 12)  

Free For 6 and under 

Museum 

of 

American 

Finance 

Instructions: The card includes attractions admission and shop discount. Some sites are free to 

pass holders, some sites give from 10%-50% discounts on the admission fees to pass holders 

  

New York City 

Pass 
7 

9 consecutive 

days 
$106 (18 

and up) 
$79 (6-17) City Pass 

Instructions: 1. Although there are seven attractions for this pass, only six of them can be 

accessed(except the five existing attractions, customers can choose one of two options in these 

attractions).                                                2. Customers first get vouchers and then transfer 

vouchers to CityPass Booklet, the tickets inside the booklet will be removed by attraction staff.                                                                                                                                                             

Other Benefit: Since New York is a hot destination therefore New York City Pass help customers 

skip most ticket lines. 
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        Adult Child   

New 

York 

Explorer 

Pass 

3 

Attracti

ons 

56 30 days 

$79.99(1

3+) 
$57.99(3-12) 

Smart 

Destinatio

ns 

5 

Attracti

ons 

$116.99 

(129.99) 
80.99 (89.99) 

7 

Attracti

ons 

$ 145.19 

(164.99) 
$101.19 ($114.99) 

10 

Attracti

ons 

$178.49 

($209.99) 
$118.99 ($139.99) 

Instructions: 1. Customers can choose 3, 5, 7, 10 attractions for 56 famous attractions in New 

York.                          2. The available time period is 30 days so that customers have more 

flexibility on time.                                                Benefit: Save up to 50% of the attraction gate 

fees.                                           

  

          Adult  Child   

          
Age over 

13 Age 3-12   

B
al

ti
m

o
re

 

Harbor 

Pass   
7 

4 consecutive 

days 
$49.95 $39.95 Visit 

Baltimore 
Instructions: 1. Customers can choose 5 attractions out of 7                                                                                          

2. The Pass allows for One time admission, special events in the site will be counted as add-ons 

and requires            3. An additional $2 will be charged as a convenience fee 

  

The 

Star-

Spangle

d Banner 

Pass   

3 
7 consecutive 

days 

Adults 

(Age 19-

54) $18 

Seniors( 55+)/Militar

y/Young Adults (16-

18) $17 
Visit 

Baltimore 

    

  

  

Child and 

Student 

(ages 7-

15) $8.50 

Under 7 Free 

Benefits: 1. 10% off your purchase at the Maryland Historical Society Gift Shop and the Star-

Spangled Banner Flag House Gift Shop 

2. $2 discount for the Baltimore National Heritage Area Fell’s Point Heritage Walk 

3. Save up to 15% off regular admission                                                                                                               

4. The time period is 7 days for 3 admission, but the admission is just one-tiime, not unlimited. 
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Adults Seniors (60+) and 

Military 
  

Civil 

War 150 

Explorer 

Pass   

4 
7 consecutive 

days 
$30 ($40) $26.25 ($35)    

    

  

  

Student 

(ages 16-

18) 

$28.50  

Teen 

(ages 13-

15) 

$16.15 

($38) 

Youth (ages 6-12) 

$14.25  ($19)Child 

(ages 3-5) $10.50  

($14) Under 3 Free 

  

Benefit: 1. Receive discounts at the gift shops at Baltimore & Ohio Railroad Museum, Maryland 

Historical Society and Eastern National Bookstore (located at President Street Station/Civil War 

Museum) gift shops. 

2. Receive a discount coupon entitling customer to receive $2.00 off on a Baltimore Heritage 

Walk Tour, when the walking tour is purchased at the Visitor Center. 

  

        Adults Seniors (60+)   
Legends 

& 

Legacies 

Heritage 

Pass   

3 
7 consecutive 

days 
$19.95 $16.75 

  

    

  

  

Child and 

Student 

(ages 6-

17) 

Five and Under  

  

        $14.95 Free   

Benefit: $2 discount for the Baltimore National Heritage Area Heritage Walk , Free 

Pennsylvania Avenue Heritage Trail Self-Guided Tour Book, courtesy of the Baltimore National 

Heritage Area     

  

    
  

  
Adult 

(19-59) Senior (60+)   

Baltimor

e Day 

Tripper 

Pass    

3 
Quick Trip (1 

day) 
$31.99 $28.99 

  

    
  

  
Child (7-

18)     

        $25.00     
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1. It's a short day trip, so customers can choose from one attraction from the following three 

options: Ripley's Believe It or Not! Baltimore, Historic Ships in Baltimore and American 

Visionary Art Museum   2. This pass also includes one restaurant meal (includes one meal, 

beverage and 15% gratuity depending on choice): Tir Na Nog Irish Bar & Grill, Lenny's Deli 

Harborplace and Uno's Chicago Grill. 3. A free parking pass for your bus or motor coach at 

Baltimore City's new Motor Coach Parking Facility is also included. 

                

C
h
ic

ag
o
 

    
  

  

Adult(12

+) 
Child (3-11) 

  
Chicago 

City 

Pass   
7 9 $89 $79 City Pass 

Customers can choose 5 attractions from 7 options. All the admissions are one-time. 

  

        
Adult 

(13+) Child (3-12) 

Smart 

Destinatio

ns Go 

Chicago 

Card 

1 Day 

Pass 

25 

1 $74.99 $57.99 

2 Day 

Pass 
2 $109.99 $76.99 

3 Day 

Pass 
3 

$123.24 

($144.99) 
 $89.24  ($104.99) 

5 Day 

Pass 
5     

  

  

Go 

Select 

Chicago 
  

Determi

ned by 

the 

custome

rs 
30 calendar 

days 

The prices of adult and child are 

different, but both of them are 

customized by customers 

themselves 

Smart 

Destinatio

ns 

1. This pass is totally customized, the consideration set contains 25 attractions, while customers 

can choose 2 to 25 attractions, and the reduced price (compared to the regular price) of each 

attraction is shown and added to customers' account list. Therefore, the price and the items of the 

card is totally personalized.                                  
2. The validation period is 30 calendar days from customers first use of the card, while the card 

iteself can be kept for one year from purchase. 
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Vien

na 

Vienna 

Card 

Discou

nt Card 

(more 

than 

200 

discoun

ts, 

some 

come 

as 

Perceta

ge 

discoun

t, some 

come 

as price 

amount 

discoun

t) 

81 

Museu

ms and 

Attracti

ons, 17 

cafeteri

as, 20 

restaura

nts, 11 

drink 

stores or 

clubs, 

14 

sports 

offering

s, 18 

musical 

offering

s, 7 

transpor

t 

solution

s and 45 

shops    

Tickets are 

valid for 72 

hours after 

first use, 

while 

discounts are 

valid until 

the expirary 

day. 

Euro 19.9 
Global 

Blue 

Austra 

Benefits are formed as discounts or free serves, and customers should use coupon book and 

Vienna Card at the same time for some stores 

* The original prices are shown in the bracket in the price column while the deducted prices are shown 

outside. 

 

Managers can see that Attraction Pass or Attraction Discount Card differ from each other. 

One common advantage is that they can contain many attractions and can give customers some 

freedom to choose their own attractions. The second advantage is the reduced price compared to 

the regular price when customers don't buy the pass or discount card. The shortcoming of this 

form is that they don't include all services the customers need; the major concern of them is 

attractions. This form of package is attractive to customers in some extent, but there are some 

points I want to argue: first, this form may not be a true tourism package, since the types of 

services in some cards are not multiple (e.g. New York City Pass) and the price of the card 

doesn't include all services--only allow discount (e.g. Vienna Card); second, this form is very 
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large and may not have a focused theme--what they really deliver is the mass attractions as many 

as they can; third, this form needs to approach to many institutions and try the best to get them 

involved in, but compared to tourism package, the negotiating power of this form is larger, in 

other word, it is easier to ask institutions to join in. The reason is that the price of each item in 

some cards is fixed and shown separately so that each institution can decide their budget and 

suggest a price.  

In comparison, the second category of our case study is a tourism package. A tourism 

package is a bundle of products provided by one institution. Usually, customers need to book the 

package in advance of their arrival. As the institution provides the package, the time and the 

package elements in the bundle are somewhat certain and inflexible. Table 2 shows the major 

comparison aspects of tourism package in Calgary, Edmonton, Montreal and Ottawa. 

In Edmonton's case, vacation packages are separated based on various themes or 

categories: Arts & Culture, Attractions, Breakfast Break, Dining & Shopping, Family, Festivals 

& Special Events, Road Trip, Romance & Spas, Sports & Recreation, Anderson Vacations and 

Brewster  Vacations Canada. Due to the purpose of our pilot project, we will focus on the 

category of Arts & Culture. And many packages are themed as cultural and arts packages, please 

see Table 2 for more details.  

Calgary, similar to Winnipeg, is a capital city of Mid-Canadian province, also has some 

packages. But those packages are not themed as cultural package. Therefore, for this case study, 

I just pick some packages which is related to our pilot study, as shown in Table 2. 

The third case study city is Montreal. Montreal is a city famous for its culture. Through 

the case study, we find that Montreal structure its packages based on hotel, the package includes 
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attraction discount booklet and also accommodation. And the fourth case, Ottawa are similar to 

Montreal. Please see Table 2 to refer specific example. 

Table 2 Tourism Package Comparison Table 

Tourism Packages Comparison Table 

City  Name  
Services Type 

Covered Time Period 

Price 

(CAD--

Canada 

Dollars) Host Institution 

E
d
m

o
n
to

n
 

Weekend 

Movie 

Madness 

Accommodation, 

complimentary 

parking for one 

vehicle, in-room 

movie, food 

Determined by 

customers 
Range 

from $144 

to $193 

per night 

Campus Tower Suite 

Hotel 

The minimum prices range from $144 to $199 per night depending on the services customers 

get, while the prices also change with the room type. 

  

A Night 

at the 

Movies 

Movie at Empire 

Theatre and 

accomodation 

  Range 

from $133 

to $173 

per night 

Delta Edmonton Centre 

Suites 

The minimum prices range from $133 to $173 per night depending on the services customers 

get, while the prices also change with the room type. 

  
Movie 

Night 
Accommodation, 

Movie tickets and 

Continental beakfast 

1-2 Days (It only 

has one night 

accomodation) 

The price 

starts at 

$205 

Delta Edmonton South 

Hotel & Conference 

Centre 

  

Urban 

Arts, 

Style and 

Elegance 

Package 

Accommodation, 

Gift Card 

redeemable at the 

Edmonton City 

Centre Mall and 

attraction (the Art 

Gallery of Alberta) 

1-2 Days $209 The Fairmont Hotel 

Macdonald 

Book two days in advance. This package is available for the whole year of 2013. There are 2 

passes to the attractions, so this package aims at couples or only two people group. 
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Movie 

Night 

Package 

accommodation, 

general admission, 

popcorn, soft drink 

and daily buffet 

breakfast 

1-2 Days (It only 

has one night 

accomodation) 

The price 

ranges 

from $130 

to $180 

based on 

the room 

type 

Holiday Inn Express 

Edmonton Downtown 

This package targets at 2 people group. 

  

Movie 

Night 

Package 

Accommodation, 

general admission 

passes to Cineplex 

Movie Theatres, 

regular fountain 

drinks and regular 

popcorn 

1-2 Days The price 

ranges 

from 

$167.95 to 

$202.95 

based on 

the room 

type 

Holiday Inn Express 

Hotel & Suites 

Edmonton South 

This package targets at 2 people group. 

  

Theatre 

Package 
Fireplace nights, 

food and two theatre 

tickets based on 

customers' choice of 

performance 

1-3 days 

(Accommodation 

is 2 or 3 nights) 

Price 

ranges 

from $336- 

$569 based 

on 

different 

add-on 

services or 

room type 

Union Bank Inn 

  

C
al

g
ar

y
 

Family 

Package 
Fort Calgary, 

Gasoline Alley at 

Heritage Park, The 

New Science Centre 

and Canada's Sports 

Hall of Fame 

Customized Price are 

totally 

customized 

Tourism Calgary 

Prices range according to customers' selection of items as well as customers' amount and age. 

The attractions listed above are chosen by customers themselves, and customers can choose 

whether book accommodation together with those attraction tickets or not. When they search 

accommodation, they can determine the major concerns they have for picking up hotels. 

Also, family group may be counted differently from regular group. 
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Hotel 

Arts 

Dine & 

Stay 

Weekend 

Restaurant service, 

accommodation and 

parking 

About 2 days 

(one 

accommodation 

night) 
Price starts 

at $199 

Hotel Arts 

Promoted as a urban escape package 

  

M
o

n
tr

ea
l 

Sweet 

Deal 

Package 

Accommodation, 

coupon booklet to 

attractions. 

Customized $89-$ 465 

Winter 

2013(The 

price is 

seasonal 

and subject 

to change 

in different 

season.) 

Many hotels have this 

package. (e.g. Delta 

Montreal, Hotel St-Paul, 

etc.) 

  

O
tt

aw
a 

Get to 

Know 

Your 

Canada 

Accommodation, 

Savings Directory, 

Freebie from Roots, 

coupons and 

admission to 

attrations (at least 

one museum) 

Customized Prices 

range 

based on 

hotels  

Many hotels have this 

package. (e.g. Sheraton 

Ottawa Hotel, 

Travelodge Ottawa 

Hotel & Conference 

Centre, etc.) 

 

The following analysis is based on the nature and characteristics of the cases.  

Category I: Attraction Pass or Attraction Discount Card 

Representative Case Cities: New York, Chicago, Vienna, etc. 

Characteristics:  

What--Products 

1. Size of the bundle 

The number of cooperating institutions in the program is usually much larger than the 

amount that customers can actually consume. This, on one hand, provides customers various 

choices in order to show the destination's attraction diversity, and also gives customers' freedom 

to customize their own bundles. On the other hand, using other criteria also limits the size and 
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direct benefits of the bundle to some extent. For instance, the New York Pass uses time (i.e. 1-

day pass, 3-day pass) to structure the size of the bundle, and the size of the bundle changes 

within a range, according to the customers' speed of visiting those attractions. 

2. Variety of the program 

Attraction passes, generally, only contain attractions, such as the New York Pass, 

Downtown Culture Pass, etc., but they also differ--some only focus on specific themes (e.g. 

culture, war, etc.), while others contain most of the major attractions in the destination (e.g. the 

New York Pass).  In contrast, some cards are more varied (ranging from general attractions, 

transportation to restaurants or night pubs), such as the Vienna Card. 

3. Special Offers 

Some programs have special offers, such as Baltimore's Day Tripper Pass. These passes 

provide only daily packages, therefore, they consider aspects appropriate for the short trip. 

Who--Target Market 

Attraction pass or attraction discount card is targeted to anyone who comes to the 

destination. There are no unique segments or special target markets; these passes cater to the 

general public. 

How Much--Price 

1. Price Differentiation  

Usually, the price of attraction pass is a little more expensive than a discount card 

(comparing the New York Pass with the Vienna Card), which is due to the nature of pass and 

discount card. That is, the attraction pass provides customers full accessibility to attractions, 

while the discount card only gives discounts to specific attractions. Hence, compared to the 
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discount card, the attraction pass has more benefits to customers, which is why the price of 

attractions pass is more expensive than the attraction discount card. 

Another aspect that distinguishes the two cards' prices is that they separate customers into 

segments based on age. The most common groups are children and adults, while some programs 

also have senior rates. But the discount programs differ considerably according to the different 

definitions of children and adults. For instance, the Chicago City Pass defines children as three to 

eleven years and adults as above 12 years of age. In comparison, the New York City Pass uses 

age 18 as the separation between adult and children categories. Also, in Baltimore's case, a 

seniors segment is defined as patrons more than 60 years of age.  

How--Place 

1. The form of the card 

The attraction card can be used as the same way as a credit card. For instance, the 

cardholder of the New York Pass will have the card swiped through a machine to receive access 

to the attractions. In comparison, the attraction card is also provided as coupons or ticket 

booklets, e.g. Vienna Card. For instance, customers show the card and the coupon to the 

restaurant to receive deduction. 

2. Time Availability 

The attraction pass or attraction discount card is usually available for the entire year. 

Customers can buy passes and cards throughout the year and have access to attractions through 

the year. 

Category II: Tourism Package 

Representative Case Cities: Edmonton, Calgary, Montreal, Ottawa, etc. 

Characteristics 
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What--Products 

1.  Size of the bundle 

Compared to attraction pass/discount card, most of product package's size is inflexible. 

The items in some bundles are certain, varying from 2 to 4 in our cases (i.e. Edmonton, Calgary). 

2. Variety of the bundle 

Generally, product packages consider different aspects of a trip or event: accommodation, 

culinary solutions, attractions or other benefits. Bundles are categorized into different themes. 

For the case of Edmonton, there are so many themes, such as Arts & Culture, Attractions, 

Breakfast Break, Dining & Shopping, Road Trip, Romance &Spas and Sports & Recreation. For 

the case of Calgary, the Experiencing Calgary's Highlights package provides a good example 

about cultural travel and also bundling products. It contains one night accommodation, a visit to 

the Glenbow Museum and Calgary Tower as well as a Glenbow Museum Shop $20 gift 

certificate.  

3. Customization 

Since a product package does not have as much flexibility as the attraction pass or 

discount card, only customers with very specific needs will buy this kind of fixed product 

packages. But some programs do customize aspects of the offering and thus provide a degree of 

free choice for customers (e.g. the Theatre Package provided by Union Bank Inn in Edmonton).  

Who--Target Market 

Some product packages are themed, although not necessarily specified as such, and are 

also targeted at specific customer segments. For instance, Calgary's Fall Telus Spark Science 

Centre Package, which includes one night accommodation, admission to the Telus Spark Science 

Centre, HD Digital Dome Theatre Tickets, breakfast and a voucher for 2 Astronault Ice Creams 
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with 20 dollars or more purchase in the store, is a distinctly family-oriented package--the bundle 

is set up for two adults and two children. Another example of specific targeting is Edmonton's 

Romance Package. It caters to couples, which is similar to Calgary's Couples Getaway themed 

product. Also, Ottawa offers the Casino du Lac-Leamy Getaway package, which aims at 

customers aged 18 or older. 

How Much--Price 

As is well known in marketing, price bundling is usually used in multi-product packaging. 

Usually, the price of each separate product is not displayed, rather the single price for the price 

the customer evaluates.  

Packages may be specified for a number of customers, for instance, a two-person combo 

in a restaurant. Edmonton's Opening Mini Pack Package, under the category of Canadian Finals 

Rodeo, is only for one person per package, while Movie Night Package, offered by Delta 

Edmonton South Hotel, is specified for 2 customers per package. Still, other packages do not 

specify the number of customers, but attract more customers by selling at a lower price for large 

groups. For instance, Admission of Fort Calgary, a product in Calgary, requires each customer in 

a group of 15 or more to pay 9 dollars instead of the 12 dollars regular price for adults above 18 

years of age. 

How--Place 

1.  Main Provider 

A common characteristic among the product packages observed in major Canadian cities 

is that they are all based on specific hotels--using hotels as the main unit. That is, different 

product bundles provided by different hotels--the product bundles are specific to hotels.  

2. Form 
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Packages in Calgary and Edmonton usually offer accessibility to attractions or facilities, 

while packages in Montreal (i.e. Sweet Deal Package) and Ottawa combine the form of 

accessibility and discounts. For example, in the downtown area, Montreal's Sweet Deal Package 

offers 2 for 1 admission tickets at the Attrium Le 1000's indoor skating, 25% discount on the bill 

after 3 p.m. at Brisket Montreal & Salon Krausmann, an entry ticket to The Montreal Museum of 

Fine Arts and $10 off on a performance or cultural activities purchased from La Vitrine.  

2. Time Availability 

Some packages are throughout the year, while other packages have specified time 

availabilities. For instance, the Ride & Slide Package in Calgary is a special summer package 

that mainly attracts customers to The Sheraton Cavalier and Calaway Park. Several of Montreal's 

tourism packages are also seasonal. 
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Appendix IV 

Cultural Tourism Package Survey  

Informed Consent Form  

  

This consent form is only part of the process of informed consent. It should give you the 

basic idea of what the research is about and what your participation will involve. If you would 

like more detail about something mentioned here, or information not included here, you can ask 

by calling the researcher. Please take the time to read this carefully and to understand any 

accompanying information. After reading the descriptions, please select either “Yes” or “No” 

corresponding to whether or not you wish to participate in the study. 

 

 

Research Project Title: Cultural Tourism Package Study 

 

  

Researcher: Sijing Liao (MSc Student of Marketing), XXX-XXX-XXXX 

                     Edward Bruning (Professor of Marketing) , XXX-XXX-XXXX, office: XXX 

  

The goal of this survey is to examine customers' preferences, attitudes, usage and 

demands about cultural tour package consumption. In this study, you will be asked to read a 

series of scenarios and to imagine yourself in the scenarios and answer related questions. You 

will also be asked to answer a series of questions, both emotional and experiential, based on the 

topic of the survey. This study will take you about 20 minutes and you are free to leave at any 

time during the study. You can quit the survey at any time if you don't want to respond. 

  

We assure you that your responses will BE Kept Strictly Confidential. The data will be 

only used for academic research and will not be shared with anyone other than the researchers or 

the sponsoring institutions. 

  

To thank you for your time, we provide a lottery with four prizes--one $100 or one of 

the three $50, which you can enter by leaving your name, email address and telephone number 

at the end of the questionnaire (If you decide to quit in the middle of the survey but still want to 

enter the lottery, you can skip the pages to the end  and enter your information).You will be 

directed to another link to enter the lottery after you finish the survey. Your personal information 

will be kept separately from the results of the questionnaire and we will not identify your 

questionnaire responses in connection with your lottery information. 

 

This research project has been approved by the Joint Faculty Research Ethics Board of 

the University of Manitoba. If you have any concerns or complaints about any of the project, you 

may contact the above-named persons or the Human Ethics Secretariat at XXX-XXX-XXXX, or 

e-mail XXXX. 
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Your response on this form indicates that you have understood to your satisfaction the 

information regarding participation in the research project and agree to participate as a subject. 

In no way does this waive your legal rights nor release the researchers, sponsors, or involved 

institutions from their legal and professional responsibilities. You are free to withdraw from any 

of the studies at any time, and/or refrain from answering any questions you prefer to omit, 

without prejudice or consequence. 

  

If you wish to receive a copy of this INFORMED CONSENT FORM to keep for your 

own records, please inform the researcher conducting your experimental session.  

  

We thank you in advance if you are willing to participant, we appreciate your 

contribution to our research. 

  

Please indicate if you wish to participate in this study 

 Yes 

 No 
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Part I: Travel Package Preferences 

  

The purpose of this part of the questionnaire is to identify your preference for a tourism 

package. Please read the scenario below carefully and then answer the questions. 

Scenario 1: 
Suppose you are planning a three-day, two-night weekend trip to a nearby city within a day's 

driving time from Winnipeg. The entertainment offerings in the destination city contain not only 

traditional cultural attractions but also first-class performing arts. Furthermore, the attractions are 

bundled (e.g. tickets of admission for the cultural events are offered together as a package). We 

want to know your preferences associated with this trip based on your selections and ratings 

below. 
  

(NOTE: A tourism package is a bundle that combines the attraction's admission fee and other 

trip-related activities that is usually sold at one price and are distributed through either a 

travel agent or online) 

The final bundles are the combinations of each attribute below. 
  

Attraction/ Visitation: 

  

1) Symphony Orchestra   2) Theatre   3) Ballet   4) Museum   5) Art 
Gallery 

  
Price of Attraction/ Visitation Bundle: 

  

1) C$60 per person                  2) C$160 per person 

  
 
 
 

1. Please imagine the above situation and consider the number of other people you will be most 

likely to travel with for this trip. Please choose one of the options below. 

0 (=Myself ) 1 2 3 More than 3 

     

2. Please imagine the above situation and identify the relationship between you and the people 

who you are most likely to go with? Please choose one of the options below. Choose Myself if 

you choose to go by yourself. 

Girlfriend/Boyfriend Spouse Spouse and Child Common Friend Parents Others Myself 
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In the following pages, you will see several bundled tour packages that we would like you to 

consider and then indicate how much you would prefer each. Please indicate your preference for 

each bundled tour package by clicking under the number that most closely indicates your 

preference, where 1 is Strongly Not Prefer and 9 is Strongly Prefer. 

  

Please notice that you cannot come back to see the previous question and change the option, 

please select the option that reflects your thoughts at your first sight, there is no right and wrong 

answer. 
 

 

 

Culture Tour Package #1 
 

TICKETS:                    Symphony Orchestra, Ballet and Art Gallery   

       

TOTAL TICKET PRICE:                    $160 per person 

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 

 

 

 

 

 

 

 

 

Culture Tour Package #2 
 

 

TICKETS:                                 Symphony Orchestra, Ballet and Museum   

                       

TOTAL TICKET PRICE:                         $160 per person 

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preferen

ce            
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Culture Tour Package #3 
TICKETS:                          Symphony Orchestra, Theatre and Museum   

 

TOTAL TICKET PRICE:                       $160 per person 

   

Strongly 

Not Prefer 

                                                     

Strongly 

                                                 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 

 

 

 

 

Culture Tour Package #4 
  

TICKETS:                                Symphony Orchestra, Theatre and Art Gallery 

  

TOTAL TICKET PRICE:                $160 per person 

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 

 

 

 

 

Culture Tour Package #5 
 

TICKETS:                                             Ballet, Theatre and Museum   

                                            

TOTAL TICKET PRICE:                      $160 per person 

  

                                                                                                                     

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 
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Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 

Culture Tour Package #6 
  

TICKETS:                                          Ballet, Theatre and Art Gallery 

  

TOTAL TICKET PRICE:                                      $160 per person 

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 

 

 

 

Culture Tour Package #7 
  

TICKETS:                         Symphony Orchestra, Ballet and Museum 

  
TOTAL TICKET PRICE:                  $60 per person 

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 

 

 

 

 

Culture Tour Package #8 
 

TICKETS:                                Symphony Orchestra, Theatre and Museum 

  

TOTAL TICKET PRICE:                                      $60 per person 
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Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 

 

Culture Tour Package #9 
  

TICKETS:                                Symphony Orchestra, Theatre and Art Gallery 

  

TOTAL TICKET PRICE:                                      $60 per person 

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 

 

 

Culture Tour Package #10 
  

TICKETS:                                          Ballet, Theatre and Museum 

  

TOTAL TICKET PRICE:                                      $60 per person 

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 
 
 
 
 
 

Culture Tour Package #11 
  

TICKETS:                                          Ballet, Theatre and Art Gallery 

  

TOTAL TICKET PRICE:                                      $60 per person 
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Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
           

 
 
 

Culture Tour Package #12 
  

TICKETS:                                    Symphony Orchestra, Ballet and Art Gallery 

  

TOTAL TICKET PRICE:                                      $60 per person 

   

Strongly 

Not Prefer 

Strongly 

Prefer 
 

   

1 2 3 4 5 6 7 8 9 

Preference 
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Part II: Survey of Attitudes, Opinions and Experiences 
  

The purpose of this part of the questionnaire is to identify your preference for specific cultural 

activities. Please read the second scenario below carefully and then answer the questions. 

Scenario 2: Now assume you are planning a three-day, two-night cultural trip to a nearby city 

within a day's driving time from Winnipeg, but this time identify your likelihood of choosing 

each option.  

(1-3). Based on your preference, please indicate the likelihood that you would include the 

performances in your package by checking under the appropriate number, where 1 is Very 

Low Likelihood and 9 is Very High Likelihood. 
  

   

Very 

Low 

Very 

High 
 

      1 2 3 4 5 6 7 8 9 

Ballet     
         

Symphon

y 

Orchestra 

    
         

Theatre     
         

 

 

 

(4-6). Check two of the following performing arts you want to keep in the cultural tour package: 

Symphony Orchestra Theatre Ballet 

   

 

 

 

7-8. Based on your preferences, please indicate the likelihood that you would include the 

visitations in your package by checking under the appropriate number, where 1 is Very Low 

Likelihood and 9 is Very High Likelihood. 
  

   

Very 

Low 

Very 

High 
 

      1 2 3 4 5 6 7 8 9 

Museum     
         

Art 

Gallery 
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(9-10).Check one of the following cultural activities you want to keep in the cultural tour 

package: 

Museum Art Gallery 

  

Price of Cultural Activities 

  
  

11. Please indicate the maximum price that you are willing to pay for the cultural activities (two 

performing arts and one visitation you prefer). Please type the amount in the text box below (Unit: 

C$). 

 
12. Please indicate the minimum price that you think it is worth to consume the cultural 

activities (two performing arts and one visitation you prefer). Please type the amount in the text 

box below (Unit: C$). 

 
Please indicate your attitude towards the above cultural tour package you selected (Two 

performing arts and one cultural activity) by checking under the appropriate number. 
 

13. 

   

Bad Good 
 

      1 2 3 4 5 6 7 8 9 

Attitude 

Scale 1 
    

         

 

 

 

 

14. 

   

Unfavourable Favourable 
 

      1 2 3 4 5 6 7 8 9 

Attitude 

Scale 2 
    

         

15. 

   

Unattractive Attractive 
 

      1 2 3 4 5 6 7 8 9 

Attitude 

Scale 3 
    

         

 



WCTP RESEARCH PRACTICUM                                                                                            130 

16. Please indicate the likelihood of consuming the above cultural tour package you 

selected (Two performing arts and one cultural activity) by checking under the appropriate 

number, where 1 is Very Low and 9 is Very High. 

   

Very 

Low 

Very 

High 
 

      1 2 3 4 5 6 7 8 9 

Likelihood 

of 

Purchase 

    
         

 

 

 

17. We are now interested in the kind of information you would want to have when making a 

decision to purchase a travel package. Please check one or multiple options below or type your 

own answer, if your answer is not included in the options or if you have other answer you want 

to add. 

  

 

 How much I have saved from purchasing the bundle rather than purchased them 

separately 

 The additional services or benefits I can get from purchasing the bundle 

 Whether there is a limitation or restriction I will encounter if I purchased the bundle 

(such as validation of time, some additional fees I should pay to specific services, etc.) 

Others, please specify below: 

 
 
 
 
 

18-23. Please indicate your attitude towards the following statements below by checking the 

appropriate number on the scale, where 1 is Strongly Disagree and 9 is Strongly Agree. 

   

Strongly 

Disagree 

Strongly 

Agree 
 

      1 2 3 4 5 6 7 8 9 

18. My travel 

goal is to 

experience the 

destination's 
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Strongly 

Disagree 

Strongly 

Agree 
 

      1 2 3 4 5 6 7 8 9 

culture. 

19. The most 

important thing 

in my travel is 

to learn the 

destination's 

culture. 

    
         

20. I travel 

because I want 

to learn the 

destination's 

culture. 

    
         

21. My goal of 

travel is to 

relax and 

entertain 

myself. 

    
         

22. The most 

important 

reason that I 

travel is 

because I want 

to escape from 

my daily work 

or study. 

    
         

23. I travel 

for study 

purposes (e.g. 

school 

program, travel 

to other city to 

take courses) 

    
         

 
 
 

Part IV: Prior Experience 
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The purpose of this part of the questionnaire is to identify your prior experience with tourism 

packages and cultural activities. Please read the questions or statements below carefully and 

then answer the questions. 
  
 

24-29. Please indicate the number of times you purchased a tourism bundle or cultural 

activities below by choosing the appropriate number. (9+ refers to 9 times and above) 

 
 

   

Purchase Experience (Times) 
 

      0 1 2 3 4 5 6 7 8 9+ 

Tourism 

Package 
    

          

Symphony 

Orchestra 

Performan

ce 

    
          

Ballet 

Performan

ce 

    
          

Theater 

Performan

ce 

    
          

Museum 

Visitation 
    

          

Art Gallery 

Visitation 
    

          

 

 

 

 

30-35. Indicate your overall satisfaction in general for your last purchase experience 

by choosing the appropriate number on the scale, where 1 is Very Dissatisfied and 9 is Very 

Satisfied. Skip the question if you don't have any experience for any of the services below. 

   

Very 

Dissatisfied 

Very 

Satisfied 
 

      1 2 3 4 5 6 7 8 9 

Tourism 

Package 
    

         

Symphony 

Orchestra 
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Very 

Dissatisfied 

Very 

Satisfied 
 

      1 2 3 4 5 6 7 8 9 

Performanc

e 

Ballet 

Performanc

e 

    
         

Theater 

Performanc

e 

    
         

Museum 

Visitation 
    

         

Art Gallery 

Visitation 
    

         

 

 

 

36. Please indicate your estimated yearly spending (rounded to the nearest dollar) for Cultural 

Activities (e.g. performing arts, music festival) in your local area by choosing one of the 

options in each question below. 

$ 0-50 $51-100 $101-150 $151-200 $201-$250 $251-300 $301 and above 

       

37. Please indicate your estimated yearly spending (rounded to the nearest dollar) for 

Entertainment/Cultural Trip to other cities (outside your place of residence) by choosing one of 

the options in each question below. 

$ 0 $1-100 $101-300 $301-500 $501-$1000 $1001-2000 $2001-3000 

$3001 and 

above 
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Part V: Attitudes and Intention 

  

This part is to identify your attitudes and intentions towards your future consumption of tourism 

package and cultural activities. 

38-40. Please indicate your attitude towards the cultural activities. 
  

For each statement below, place a check mark closer to the adjective that you 

believe best describes your feelings about each cultural activity. The more appropriate the 

adjective seems, the closer you should place your mark to it. 

  
Museum 

 

Bad   
          

Good 

Unfavourable   
          

Favourable 

Unattractive   
          

Attractive 

 

 

41-43. Please indicate your attitude towards the cultural activities. 

  
Art Gallery 

 

Bad   
          

Good 

Unfavourable   
          

Favourable 

Unattractive   
          

Attractive 

44-46. Please indicate your attitude towards the cultural activities. 

  
Ballet 

 

Bad   
          

Good 

Unfavourable   
          

Favourable 

Unattractive   
          

Attractive 

 

 

 

47-49. Please indicate your attitude towards the cultural activities. 

  
Symphony Orchestra 

 

Bad   
          

Good 

Unfavourable   
          

Favourable 

Unattractive   
          

Attractive 
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50-52. Please indicate your attitude towards the cultural activities. 

  
Theatre 

 

Bad   
          

Good 

Unfavourable   
          

Favourable 

Unattractive   
          

Attractive 

 

 

 

53-54. Please read the statements and indicate your attitude towards them by checking under the 

appropriate number, where 1 is Strongly Disagree and 9 is Strongly Agree. 

   

Strongly 

Disagree 

Strongly 

Agree 
 

      1 2 3 4 5 6 7 8 9 

I would 

like to 

order a 

travel 

package 

through a 

travel 

agent. 

    
         

I would 

like to 

order a 

travel 

package 

online 

directly 

from the 

cultural 

institution. 

    
         

 

 

If you travel to a city located in a Western Canadian province, which transportation mode would 

you likely select? Please indicate your preferred transportation method for arriving the 

hypothetical destination below by checking one of options below. 

 

55. The distance to the destination from your place is under 500km. 

Airline Tour Bus Car Train 
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56. The distance to the destination from your place is above 500km. 

Airline Tour Bus Car Train 
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Part VI: Personal Information and Arts Background 

 

In this part, we want to identify your demographic information and arts background. 

57. Year of Birth 

 
 

58. Gender  

Male Female Transgender Other 

    

 

 

59. Please indicate your status by checking one of the options below. 

 Single and not in a relationship 

 Single and in relationship with someone 

 Living with someone 

 Married (without child) 

 Married(with child) 

 Divorced/Separated (living with child) 

 Divorced/Separated (Living without child) 

 Widowed (living with child) 

 Widowed (Living without child) 

 

 

60-61. Please indicate the native language of your parents (Please write all of them if you have 

multiple languages) 

Father 
 

Mother 
 

 

62. Citizenship 

 
 

63. Were you born in Winnipeg area (within 50 kilometers)? 

Yes No 

  

 

 

64. Your Yearly Income (Estimated)  

 



WCTP RESEARCH PRACTICUM                                                                                            138 

65. Please indicate your status by checking one of the options below. 

 Full-time student without job 

 Full-time student with a part-time job(s) 

 Part-time student without job 

 Part-time student with a part-time job(s) 

 Part-time student with a full-time job 

 Staff in University of Manitoba 

 Visitor in University of Manitoba 

 Faculty in University of Manitoba 

 Faculty (of other school) 

 

None of the above statuses is applicable. 

Please specify below by tying in the text box. 

 

 

 

 

Arts Background 
66-70. How many years have you trained for the specific arts in each of the following categories? 

(Check one of the options below--the time can be rounded to the nearest year and where 0 

indicates that you have no training, 9+ indicates you have been trained for 9 years and above 

   

Years of Training 
 

      0 1 2 3 4 5 6 7 8 9+ 

Musical 

Instrument 
    

          

Voice     
          

Performanc

e (drama, 

play, etc.) 

    
          

Dance     
          

Visual Arts     
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Part VII: Winnipeg Symphony Orchestra 

  

In this part, we want to identify your prior experience and attitudes towards the Winnipeg 

Symphony Orchestra.  

71-72. How many times have your attended a Winnipeg Symphony Orchestra performance (9+ 

refers to 9 times and above)? If you mark both 0 in the following two time periods, please skip to 

question 74. 

      0 1 2 3 4 5 6 7 8 9+ 

In the Last Twelve 

Months 
    

          

In the Last Five Years     
          

 

 

 

73. How do you rate your overall satisfaction of your last attendance at a performance of 

Winnipeg Symphony Orchestra? Please choose the appropriate number on the scale, where 1 

is Very Dissatisfied and 9 is Very Satisfied.  

   

Very 

Dissatisfied 

Very 

Satisfied 
 

      1 2 3 4 5 6 7 8 9 

Satisfaction     
         

 

 

 

74. Are you a subscriber of the Winnipeg Symphony Orchestra now? Choose yes or no below. 

Yes No 

  

75. Have you been a subscriber of the Winnipeg Symphony Orchestra before? Choose yes or no 

below. 

Yes No 

  

76-80. Please indicate your attitudes toward the Winnipeg Symphony Orchestra.  

  

For each statement below, place a check mark closer to the adjective that you believe best 

describes your feelings about Winnipeg Symphony Orchestra. The more appropriate the 

adjective seems, the closer you should place your mark to it. 

  
Attitude 

 

Bad   
          

Good 

Poor Quality   
          

High Quality 
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Unfavourable   
          

Favourable 

Would not Buy   
          

Buy 

Not For Me   
          

For Me 

 

 

 

 

Skip this page if you don't have any prior experience with a symphony orchestra 

performance. 
 

(81-84). Please indicate your preference for the pre-concert activities of the Winnipeg 

Symphony Orchestra by circling the appropriate number for each option on the scale, where 1 

is Strongly Not Prefer and 9 is Strongly Prefer.  

 

   

   Strongly 

   Not Prefer 

Strongly 

Prefer 
 

      1 2 3 4 5 6 7 8 9 

Youth Music 

Performance 
    

         

Chat with 

Conductor 
    

         

Performance 

Story/Backgrou

nd Introduction 

    
         

 

 

Other Pre-concert Activities  
Please specify in the text box below: 

 
 

 

(85-87). Please indicate your preference for the during-concert activities (break) of the 

Winnipeg Symphony Orchestra by choosing the appropriate number for each option on the scale, 

where 1 is Strongly Not Prefer and 9 is Strongly Prefer.  

   

Strongly 

Not Prefer 

Strongly 

Prefer 
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      1 2 3 4 5 6 7 8 9 

Shopping 

Performanc

e Related 

Products 

    
         

Drinking 

and Eating 
    

         

 

 

Other During-concert Activities  
Please specify in the text box below: 
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Part VIII: Winnipeg as a destination 
  

This part will enquire about your impression of Winnipeg and your attitude towards Winnipeg as 

a tourism destination. 

(88-92). Please indicate your attitudes towards the following statements by checking under 

the appropriate number on the scale, where 1 is Strongly Disagree and 9 is Strongly Agree. 

   

Strongly 

Disagree 

Strongly 

Agree 
 

 

    1 2 3 4 5 6 7 8 9 

Winnipeg is a 

place of 

wonderful 

cultural 

traditions. 

    
  

. 
      

Winnipeg is a 

place of 

interesting 

local arts and 

crafts. 

    
         

Winnipeg is a 

place of 

interesting 

cultural 

diversity. 

    
         

Winnipeg is a 

place of 

appealing 

ancient cultur

e. 

    
         

Winnipeg is a 

place of first-

class performi

ng arts. 
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(93-95). Imagine you are not a resident of Winnipeg, or you are actually nonresident of 

Winnipeg, how would you rate the following statements? Please check under the appropriate 

number on the scale, where 1 is Strongly Disagree and 9 is Strongly Agree. 

   

Strongly 

Disagree 

Strongly 

Agree 
 

 

    1 2 3 4 5 6 7 8 9 

I would like to 

visit Winnipeg as 

a traveller. 

    
         

I would like to 

visit Winnipeg as 

a traveller and 

use a cultural 

tour package for 

performing arts 

and other 

cultural activities

. 

    
         

If I knew a 

cultural tour 

package 

existed in 

Winnipeg, I 

would be 

interested 

and want to 

purchase it. 
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$100 Lottery 

Please provide the information below to be entered in the lottery and click submit.  If you do not 

wish to be entered in the lottery, you may leave the following form blank and turn the page to begin 

the questionnaire. 

Name  

E-mail address  

Phone number  

  

 

 

 

 

 

 

 

 

 

 

 

 

  

Submit 
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Appendix V 

Winnipeg's Cultural Tour Package Marketing Plan 

Exclusive Summary 

Marketing Plan Summary 

A cultural tour package is a travel package that bundles tourism products and services 

together with themes based on the destination's culture. In our case, we try to bundle major 

cultural items (i.e. symphony orchestra, ballet, theatre and museum) in Winnipeg to attract 

customers in our province (i.e., Manitoba) and the neighboring provinces and states (i.e., Ontario, 

Saskatchewan, North Dakota, South Dakota and Minnesota). The goal of the program is to: (1) 

extend the market so that more customers become aware of the cultural institutions in Winnipeg; 

(2) integrate the marketing capability of each institution so that we market cultural institutions in 

Winnipeg as a new overall brand; and (3) promote Winnipeg’s cultural image so that it can assist 

the arts community in creating greater tourism demand. In this marketing plan, we demonstrate 

the cultural tour package program design, positioning and promotion based on the results of our 

conjoint and survey analyses and a SWOT assessment of the external factors the Winnipeg 

Symphony Orchestra (WSO) faces. This marketing plan can provide the WSO with information 

about the evaluation of the cultural tour package and the strategies to follow for launching it. 

Meanwhile, we hope this marketing plan can arouse the attention of other involved cultural 

institutions in Winnipeg because of the mutual benefits involved for all arts and cultural 

institutions. Demand for any items in the package can lead to increased consumption of the 

whole package. In this way, the cultural institutions in Winnipeg can share each other's market 

and extend the overall reach of the Winnipeg arts market. 
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Product Overview  

According to previous case study and market research, we found two forms of cultural 

tour packages offerings: a city pass containing many cultural visitation admissions and a fixed 

package containing limited cultural items bundled with hotels. Because of the nature of 

performing arts, such as the fixity of seats and consumption times, we suggest the fixed package 

is more appropriate for our performing arts centered cultural tour package. We limit our cultural 

items to three fixed cultural activities: (1) two performing arts chosen from symphony orchestra, 

ballet and theatre; and (2) one day-time visitation chosen from two different types of museums), 

hotel options and free restaurant discount coupons. Based on our assessment of the cultural 

institutions in Winnipeg, we suggest Winnipeg Symphony Orchestra bundled with one 

performing arts institution -- either Manitoba Theatre Center or Royal Winnipeg Ballet, and one 

museum -- either Manitoba Museum or Canadian Museum of Human Rights. Please note that we 

do not include the art gallery in our package. This is because, considering the size of our package, 

we can only include relatively significant and representative item that can improve the package's 

function. And from the market feedback, art gallery is not so attractive as museum. 

In the following sections, we will elaborate on the macro environmental and market 

needs, evaluate the program through the SWOT analysis and suggest the marketing strategies 

through the aspects of product, price, place and promotion. 

Situation Analysis 

Macro Environment 

Canada. The economy of Canada is still in recovery from the recession started 7 years 

ago. According to Statistics Canada (2014), the GDP of Canada grew 0.6% from 2012 to 2013 

and it is expected to grow and stay even over the next few years. Employment increased 0.7% in 
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2014, which is an improvement but only a relatively moderate one. Population increased in the 

past year by 0.4% with international migration as the most important source (93,500). According 

to age groups, about 9.2% of people are 17-23 years and about 7.8% of people are 24-30 years. 

Although the broad population is aging, the number of people in each 10-year increment is 

nearly equal.  

Tourism is the fourth largest export industry and 11th largest industry in Canada. It 

created C$32.3 billion GDP in 2012, which made up of 1.8% of GDP in 2012. The amount of 

American visitors to Canada in 2014  was 279, 894, whereas in 2013 the amount was 297, 159,  

which is a 5.8% decrease.  However, the economy is in recovery and the tourism industry is 

expected to be positive. One possible reason is that the exchange rate of Canadian dollars 

decreased (1 Canadian dollar = 0.8 US Dollar), relative to the U.S. dollar, which leads to more 

exports from Canada to the United States. This also implies that Winnipeg can expect a higher 

number of visitors who will find Canadian offerings more attractive compared to U.S. 

destinations, holding other things constant.   

Manitoba. Manitoba shows a similar trend in its economy and population changes to that 

of the nation as a whole (Edward, 2014). The estimate of Manitoba's economy is positive for the 

foreseeable future, with an estimated 2% increase in GDP through 2035. Consumer spending is 

estimated to grow 3.6% per year until 2035. Agriculture is still an important export for Manitoba. 

The construction sectors are growing, such as the new-built IKEA, the Investor Group Field and 

other in construction projects in Winnipeg. The mining industry remains stable while new 

exploration in uranium; potash and diamonds are being planned. Also, the manufacturing 

industry is still a major contributor to Manitoba's export. The retail industry in 2014 remains 

strong with an increase of 4.1% compared to the same period the prior year. And it is estimated 
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the retail industry will grow at approximately 5.3% per year. Consumer spending on goods and 

services will increase 3.6% per year through 2035.  

Hiring demand will increase because of the retired baby boomers and new jobs opening 

in the private sector. Also, according to the Conference Board of Canada, Manitoba’s 

unemployment rate is one of the lowest among Canada. The employment rate reported in 

January 2015 increased 1.6% from previous year and the income increased 4.1% in September 

2014 from the same period of 2013. The population growth in Manitoba is 14,100 in 2014, 

compared to 15,700 in 2013. International immigration is still the most important source for 

population increase, and the second source is the other migration, including the non-permanent 

residents and returning emigrants. The Conference Board of Canada suggests that the structure of 

Winnipeg's population will change. Boomers (currently age 47-66 years) will become a smaller 

percentage group in the population, from 26% now to 23% by 2023. Furthermore, immigrants 

will contribute to the growth of younger groups. Regarding the ethnic groups, more in-migration 

will come from developing countries from Asia and South America, whereas the out-migration 

will be Europeans. The Conference Board of Canada estimates that Winnipeg’s tourism market 

will be positive in the future.  

As the provider of the cultural tour package, WSO should take notice of several 

outstanding market trends in Manitoba, especially Winnipeg: 

 The 24-hour airport is operating and other transportation infrastructures are launching. 

The 24-hour airport connects to the main Canadian ports, such as the Port of Vancouver and 

the Port of Prince Rupert. As a transportation hub, the sound transportation infrastructure 

plays an important role in the provinces as well as the city as it attracts not only more visitors 

or passers but also the investment for the city.  
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 New technologies impact the way customers encounter or consume cultural or arts 

products. (1) The Internet and Smartphone apps provide customers easier access to arts 

performances thus lowering the desire to consume live performance. (2) The Metropolitan 

Opera communicates to customers via an electronic, low-cost form. This suggests high 

quality performing arts may dedicate to incorporate newer technology to compete for arts 

demanders. (3) Social media is not only a way for customers to share performance 

experiences, but also a way for arts institutions to broadcast their new events. The new smart 

phone accelerates information acquisition and makes the Internet a part of real life. For 

instance, a photo of an event can be posted on Twitter and shared among thousands of people 

within each of their own circles thus creating a snowball effect. (4) LCD video walls act as 

an important role in the live performance; the high quality in picture clarity brings higher 

satisfaction in audiences experience. (5) 3D movies are new and popular entertainment forms 

that threaten the traditional performing arts market, especially for the youth segmentt. (6) 

Interactive performances also attract many customers, which may suggest inserting the new 

form into traditional performance offerings. 

Market Demographics 

Target Markets Based on Geography. Target customers of the cultural tour packages 

are individuals aged 17 and above in the province of Manitoba and neighbouring provinces of 

Ontario, Saskatchewan, and the U.S. states of North Dakota, South Dakota and Minnesota. 

Although we cannot ignore demand originating from locations besides these five provinces and 

states, nonetheless, we suggest that customers from these five locations are whom we want to 

focus on in this marketing plan. Based on the market research we reported, we also speculate that 
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most of our customers have a better arts background than the general public in any of the fields 

below : musical instruments, voice, performance, dance and visual arts. 

According to Travel Manitoba's tourism report, in 2012, 86% of Manitoba's visitors are 

local to Manitoba, 9% come from other Canadian provinces and 4% come from the United States. 

Among the visitations from other provinces, Saskatchewan and Ontario are the two top visitors' 

origins. In the United States, North Dakota (32.3%) ranks first among the visitors origins, 

followed by Minnesota (26.2%) and other west north central states (6.8%). 

Canadian Provinces. According to Statistics Canada (2014), Manitoba's population was 

1,282,000 as of July, 2014, a 13.06% increase compared to the same period in 2013. The median 

income of Manitoba residents was $30,650 in 2012. According to Statistics Canada, the capital 

expenditure in arts, entertainment and recreation for Manitoba in 2012 was 238.9 million dollars.  

However, government funding in supporting performing arts is and will continue to decline and 

the arts and cultural institutions should raise their funds by self-generated program or from other 

sponsors.  

According to Statistics Canada (2014), Ontario has a population of 13,678,740 as of July 

1st, 2014, a 9.39% increase compared to the same day in 2013. Ontario's population is projected 

to grow at a 1.1% rate per year through 2035; the important source is subjected to the 

immigration, as the existing population is aging. The proportion of Ontario's population aged 15 

to 64 years is 68.4%. The employment rate in Ontario in January 2015 decreased 0.2% compared 

to January 2014. According to Ontario's Long-Term Report on the Economy, the retirement of 

baby boomers will surpass the number of youth entering the working-age group (15-64 years); 

therefore, the growth of the core working age group (15-64 years) will diminish through the late 

2020s (estimated as 0.5% increase per year through 2035). The GDP will grow about 2.1% each 
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year through 2035. The median income of Ontario residents is $31,310 in 2012. Ontario, acting 

as a tourism destination, has a market more than 4 times that of Manitoba. Visitors from 

Manitoba are one of the main sources among Canadian visitors to Ontario as culture and history 

becomes one of the main reasons for travelling to Ontario. The capital expenditure in arts, 

entertainment and recreation of Ontario in 2012 was 441.2 million dollars. Ontario’s excellent 

arts industry and the favourable image in the tourism industry probably requires Manitoba to 

implement market strategies to avoid direct competition and that focus on Manitoba’s unique 

features. 

Saskatchewan has a population of 1,125,410 as of July 1st, 2014, a 17.17% increase 

compared to the same day in 2013. According to a recent Conference Board of Canada report, 

"Saskatchewan has entered a period of prolonged economic prosperity". Saskatchewan’s 

employment rate decreased 0.9 % in January 2015 compared to January 2014. However, it is 

estimated that from 2015 to 2017, the employment rate will increase above 1.2% per year, and 

from 2017 to 2025, the increase of employment rate is expected to be around 0.8% per year. The 

median income in Saskatchewan was $34,340 in 2012. The PDI (Personal Disposable Income) 

will increase around 3.9% per year from 2015 through 2035. It is estimated that the GDP will 

increase around 2% per year till 2035. Similar to the cultural and arts institutions of other 

provinces in Canada, performing arts institutions in Saskatchewan are also facing different kinds 

of challenges because of demographic changes (i.e., increasing proportion of new immigrants 

and aging of the population). Frank & Ellen Remai Arts Centre chose to build new programs for 

youth and be more involved in the community. TCU Place Arts and Convention Centre has 

considered cooperating with vendors such as Tim Horton’s. The latest available data show that 

capital expenditures in arts, entertainment and recreation for Saskatchewan in 201 was 49.6 
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million dollars. Furthermore, provincial government funding will still be an important support 

for development of the performing arts. Visitors to Saskatchewan are about the same size and 

have similar interests in arts and cultural activities as visitors to Manitoba. So we speculate 

Saskatchewan is an important market of our cultural tourism program but at the same time a 

comparative competitor to Manitoba's offerings. 

American States. According to United States Census Bureau (2014), North Dakota has 

an estimated population of 739,482 in 2014. Approximately 22.5% of the population is 18 years 

and above (2013). The per capita income in 2013 was $29,732, and the median of household 

income was $53,741. The unemployment rate of North Dakota in 2014 was between 2.5% and 

2.8%, and the rate for 2014 has not changed compared to 2013. South Dakota’s estimated 

population is 853,175 as of July 1st, 2014. The 2013 median household income in South Dakota 

was $49,495 and the per capita income was $25,740. Minnesota has a population of 5,457,173 as 

of 2014. In 2012, the employment of Minnesota increased 2.2% percent. Individual per capita 

income in 2013 was $30,913 and the median household income was $59,836. Reports suggest 

that North Dakota and Minnesota are two top origins of Manitoba's visitors. These visitors 

preferred to engage in cultural and entertainment activities as well as outdoor adventures. 

Aboriginal culture experiences and historical activities are favourable to them. The tourism 

report also suggests that most visitors are older than 55 years and have higher education 

backgrounds (i.e., post graduate degree accounts for 28.2% of the North Dakota visitors). As the 

above findings are reported in 2008, situations may have changed. But we speculate that elder 

people with more formal education from those these states (i.e., South Dakota, North Dakota and 

Minnesota) and are major market segments for our package.  
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Market Segmentations 

Based on our research, the general market can be separated into three segments according 

to age groups: youth market I (17-23 years), youth market II (24-30 years) and elder market (31 

and above years). Youth market I (17-23 years) constitutes about 9.2% of the Canada population 

and earns an average yearly income of about C$11801. About 60% of members of this segment 

are single and 40% are in a relationship; only 7% of them are married. Furthermore, 60% of 

them have Canadian citizenship. Youth market II (24-30 years) constitutes about 9.2% of the 

Canada population, members in this segment have an average income of about C$35,355, 69% 

of customers are single or in a relationship, whereas about 19% of customers in this age range 

are married. About 79% of them have Canadian citizenship. In comparison, elder market 

customers (31 and above years) occupy 62.4% of the Canadian population, have an average 

yearly income of C$67,208. More than 62% of the customers in this segment are living with 

someone or are married. Finally, about 97% of customers within this segment have Canadian 

citizenship.  

SWOT Analysis 

Strengths. Cultural Diversity of Winnipeg Reflecting in the Arts Performances, Food 

and Lifestyle. Winnipeg is a city with cultural diversity. According to community trends report 

(September, 2014), the population grows approximately 9,000 people per year. It is well known 

that Canada is a country of immigrants. According to Statistic Canada 2012's census of 

Winnipeg, the 77.68% of Winnipeg's residents are Caucasian with mother tongue of English, 

French or both. In comparison, the number of residents who have non-official language as their 

mother tongue are about 22.32%.  Tagalog (Filipino), Panjabi, German, Ukrainian and Chinese 

are top five non-official native languages of Winnipeg's residents. Consistent with the federal 
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government’s policy, Winnipeg's immigration policy attracts people around the world to come 

and settle.  In 2013, international migration into Winnipeg increased by about 9,800 people, 

while the intra-provincial migration gain was almost 700 people. Regarding nationality, 

Philippines, India, China, Nigeria and Eritrea are the top five originating nationalities for 

Winnipeg's immigrants in 2013. Because of this influx of new nationalities, Winnipeg flourishes 

in its culture, which reflects in its foods, cultural activities, lifestyles and the thus impacts the 

city's image. The city has a host of food stores that are not limited to fast food chain retailers. 

Also, the cultural activities occur throughout the year. For instance, every year the Folklorama 

Festival brings thousands of entertainers and visitors to Winnipeg. The two week pavilion 

exhibition shows African, Brazilian, Portuguese, Chinese, Irish, Italian, Japanese and the other 

11 countries' culture in food, tradition and entertainment, which can be an epitome for the 

cultural diversity of Winnipeg's community. This cultural diversity also reflects in the cultural 

institutions' offerings. The Manitoba Museum (MM), exhibits not only the historical testimony 

of Manitoba, but also the immigration and flourish of cultural diversity. Winnipeg Symphony 

Orchestra (WSO) also provides performances throughout the world. With the advantage of 

cultural diversity, our cultural tour package can give customers' a versatile experience -- the 

diverse performances or exhibition can satisfy customers with multiple backgrounds or tastes. 

Also, the restaurants options can also fulfill customers' needs in a broader way. The cultural 

diversity is not only an advantage for marketing our tour package, but also a nature that 

customers will experience through the whole trip. 

Performing Arts and Cultural Institutions Quality. The performing arts items in our 

package -- symphony orchestra, theatre and ballet, are all of top quality in Canada and the 

cultural institutions, museum and art gallery, also attract travellers to some extent. Tracing back 
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to its origin, the Winnipeg Symphony Orchestra was launched officially in 1947. And with good 

community relationships and professional artists with multiple backgrounds, WSO developed as 

one of the top performing orchestras in Canada. Its artists groups traveled to Kenora, Ottawa and 

New York City and received very positive responses from both performances. The past 

experience is evidence that WSO has the ability to compete on the world stage. The Royal 

Manitoba Theatre Centre (RMTC) is the first regional theatre in Canada, and has produced over 

600 plays. 50 significant Canadian plays are offered throughout the year. Another world-class 

performing arts institution is the Royal Winnipeg Ballet (RWB). RWB was granted its royal title 

in 1953 under the reign of Queen Elizabeth II. RWB has many notable dancers with background 

all around the world. The three major performing arts institutions are all of excellent quality and 

fame.  

Regarding daytime activities, Manitoba Museum and Canadian Museum of Human 

Rights are two options in our packages. Manitoba Museum, as one of the landmark institutions 

of Winnipeg as well as the province of Manitoba, displays to visitors the history of the province 

and can serve as the starting point for travellers who want to learn the area’s cultural. Although 

the importance of the Manitoba Museum is obvious, we cannot overlook the pulling power of the 

Canadian Museum of Human Rights (CMHR). CMHR was opened to visitors on September 19, 

2014, and it is the first Canadian national museum with the vision and mission to education its 

visitors to aspects of human rights. We believe CMHR will be a powerful means to attract 

travellers from Canada and the USA to visit Winnipeg. With all these top quality cultural 

institutions, our cultural tour packages (containing three cultural institutions) will definitely 

attract customers. 
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Cultural Institutions' Relationships and Locations. The close relationship of WSO, MM 

and MTC is facilitated by the operation of Manitoba Centennial Centre Corporation (MCCC) in 

the downtown area. The Centennial Concert Hall is the main stage for WSO, and the hall is just 

two minutes walk from the MM. The MTC is located across the street from the WSO. WAG and 

CMHR are also located in the downtown area. The downtown area, which is centered at the 

Centennial Concert Hall, is actually an art campus.  

Easy Accessibility to other scenic spots or supporting facilities. Because the cultural 

institutions are all located in the downtown area, not only are they close to each other, but also 

they are near other scenic spots or supporting facilities. The Forks Market and the Exchange 

District, for instance, are historic sites located in the downtown area. Also, several shopping 

areas in the neighbourhood cannot be ignored. The City Place, the Bay, Portage Place and 

Osborne Village are four main shopping places gathered lots of brands or vendors. These places 

can also be attractive for travellers who consume our packages. In our package, hotels options 

and restaurant coupons are included. The downtown area offers hotels and hostels in ranges of 

varying qualities: Delta Winnipeg Hotel, Fort Garry Hotel, The Fairmont Winnipeg,  Humphrey 

Inn & Suites, UWinnipeg Downtown Hostel and Backpackers International, etc.  Also, many 

restaurants are located inside the shopping centers we mentioned before (i.e. the Portage Place 

and the Osborne Village), in the Exchange District, or along several of Winnipeg’s prominent 

streets. Customers can easily find the restaurants with cuisines from different countries. 

Customers can either walk to the facilities from the cultural institutions or take Winnipeg 

Transit--multiple routes can take customers to the destination in several minutes. The flourishing 

downtown district not only leaves a good impression among the customers, but also facilitates 

customers' use of our cultural tour packages.  
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Price of the Cultural Tour Package. Compared to other famous metropolises in Canada, 

we believe that the cultural tour package we will offer is at the same level of quality as other 

offerings but more price friendly. Although prices of the performing arts are not competitive to 

other Canadian city's performing arts, when the performing arts are bundled in the package, the 

promotion mechanism can be negotiated across the cultural institutions. Also, the cost of a 

cultural trip to Winnipeg is probably cheaper than other cities, such as Toronto or Vancouver. 

Weakness. Location of Winnipeg. The cultural items in the tour packages are located in 

Winnipeg, which is a capital city of Manitoba. It is located in the central area of Canada. 

Because it is not a coastal city or a main airport city, it requires a more focused and concentrated 

market strategy rather than the more broader market plan.  Winnipeg is not viewed as a 

destination city of significance; therefore, additional marketing and development efforts will 

have to be expended to compensate for the location disadvantage. 

Winnipeg’s Image. Compared with other cities, such as Toronto or Vancouver, 

Winnipeg’s image is not as positive. In our market study, we asked participants to indicate 

aspects of Winnipeg's image as a cultural tourism destination. Interesting cultural diversity is the 

top characteristic of Winnipeg's image, followed by the cultural traditions and interesting local 

arts and crafts. However, the appealing historical culture is not a recognized as an important 

characteristic for most people. Also, possessing first-class performing arts offerings is not an 

aspect blended into Winnipeg's image. This suggests that acting as a cultural tourism destination, 

Winnipeg should consider a cultural institution united brand that can become a part of 

Winnipeg's image. That is, the cooperation of cultural institutions in our package (i.e., WSO, 

RWB, MTC, MM and CMHR) as a new whole brand that can be part of the city's image. In other 

words, when Winnipeg is mentioned, the brand of cultural institutions will be triggered in 
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customers' minds. Perhaps Winnipeg will be viewed as a place with various cultural activities 

centered at performing arts, if cultural institutions can work coherently through our program. 

And this may turn the city image from a weakness into a strength. 

Opportunities. Traffic Flows of Winnipeg (The 24 airport construction--Potential 

Customers from Passers). From a recent Tourism Canada report, the number of American 

visitors to Canada decreased 5.8%  in 2014 (i.e.,  279, 894 (YTD)) compared to the amount in 

2013 (i.e.,  297, 159 (YTD)). However, the amount of domestic visitors (i.e., 2,269,751), 

international visitors (i.e., 148,762) and transborder visitors (i.e., 358, 721) passing through the 

Winnipeg Airport in 2014 increased 4.9%, 6.7% and 4.0% respectively. May to October is 

generally the months with the highest volume of visitors. Considering Winnipeg is a transport 

hub in mid-Canada, we suspect that besides the intended travellers, the potential customers 

should also be travelers who visit other cities near Winnipeg. For instance, our cultural tour can 

be a second stop for customers going on the Churchill polar bear safari. Also, the construction of 

the 24-hour airport will probably bring more air traffic through that may add to Winnipeg's 

tourism industry as well as serve as potential customers of our cultural tour package. 

Other programs (specifically Churchill Polar Bear Safari). Because our program is still 

in planning, the attractive programs in other neighbouring provinces or within Manitoba could 

offer a means to extend cooperative relations and expand the cultural tour package. For instance, 

the Churchill Polar Bear Safari is attracting customers from other provinces in Canada or in the 

United States, we can bring our two or three days trip into other programs. The Stay & Play Golf 

Package offered by Elkhorn Resort Spa and Conference Centre (262 km from Winnipeg) can 

also be a possibility for us to offer joint programming options to travelers. It offers two packages, 

each including one or two hotel nights, one or two rounds of golf each at Clear Lake Golf 
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Course and golf cart. We suppose this activity will attract some customers who appreciate 

elegant activities, which are consistent with our performing arts. 

The opening of the Canadian Museum of Human Rights. The opening of the Canadian 

Museum of Human Rights is a big thing for Manitoba and Winnipeg. We believe this cultural 

item will attract some customers in Canada and the United States, and even some international 

visitors. As the Canadian Museum of Human Rights is built into our cultural tour package, the 

customers of the museum will notice our package and perhaps show interest in our cultural tour 

package. 

Threats. The bad weather. The cold weather in Winnipeg is well known. From 

November through March, Winnipeg endures constant temperatures below 0 °C, which probably 

is viewed as the slack season for tourism. However, April to September can be the important 

period for us to promote the cultural tour package. The bad weather not only influences the city's 

image in a threaten way, with harsh or cruel image of the environment, but also may affect 

customers' plans of visiting Winnipeg. For instance, someone planning to visit Winnipeg in 

December may find road conditions are not appropriate for long-distance driving. Although we 

know that travelers across Canada probably suffer the similar kind of weather, we should 

consider marketing strategies in order to deal with this threat. For instance, Spring Hill is a skiing 

location, which can also be an attraction to customers. Many skating rinks in Winnipeg are open 

to the public in winter time, such as Keith Bodley Indoor Arena Ice Skating Rink, Assiniboia 

West Recreation Association Rink Ice Skating Rink and so on. The Folks also provides a little 

outdoor area for skating. Those winter activities are also full of fun and can turn the bad weather 

from a threat to a strength. Winter is part of Winnipeg's image; therefore, being consistent with 

this image is better than struggling with it. 
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The negotiation among the cultural institutions (about the price, product form). The 

cultural tour package is actually a mechanism that requires participation and negotiation among 

the cultural institutions involved before the package is launched. In order to make the package 

attractive, as we mentioned in the strength section, price should be competitive. We understand 

that each cultural institution has its own budget and rate of return expectation, but when entering 

into the program, they should consider making concessions and arrive at an agreement with the 

other institutions on the strategies pertaining to the cultural tour package. For price and benefit 

sharing, an efficient structure should be followed. Perhaps the benefits can be shared by the 

weights of each institution's cost. For instance, a C$100 package including WSO, MTC and MM 

gets C$20 net profit and the total cost is C$80, in which WSO costs C$45, MTC costs C$25, and 

MM costs C$10. Therefore, the ratio for WSO, MTC and MM is 9:5:2. Then the C$20 profit 

should also be shared as 9:5:2. 

Competition 

The competition of famous metropolises in Canada or the United States. We know 

that cities in Canada and the United States, such as Toronto, Vancouver, Montreal and New York, 

have world-class performing arts and cultural activities. Their comprehensive capabilities, 

including the city image, transportation, various scenic spots, restaurants, etc., enhance their 

tourism industry as well as their cultural institutions. Also, their transportation system is traveller 

friendly. For instance, SkyTrain in Vancouver and TTC (Toronto Transit Commission) in 

Toronto facilitate access to entertainment sites in a fast and inexpensive way. Not only their 

performing arts, but also many more of their scenic spots attract customers, such as Empire State 

Building, Statue of Liberty and Time Square in New York; CN Tower, Royal Ontario Museum, 

Casa Loma and Toronto Zoo in Toronto. The consumption of these other activities bring more 
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travellers to see the city, which in turn lead to more consumption of the performing arts. Also, 

the vast number and variety of restaurants also improves those cities' pulling power for tourists. 

For example, New York lists 100 top restaurants and the city also has a restaurant week during 

February and March. Those metropolis (i.e. New York, Toronto, Vancouver) also have ethnic 

communities, which reflects on their unique districts, such as China Town in New York, 

Japanese Town in Toronto, Korea Town in Vancouver, etc.) As the above mentioned attractive 

aspects, Winnipeg's capability insofar as supporting industries to the arts is concerned is weaker, 

which suggests the need for more basic infrastructure and government funding for developing 

the city to accommodate Winnipeg as a tourist destination. 

The competition of performing arts in our target market. Ontario (capital city--

Ottawa ): The National Arts Centre (NAC) /(The most famous city --Toronto): The National 

Ballet of Canada, Toronto Symphony Orchestra. 

The National Arts Centre (NAC) in Ottawa is the home for the National Arts Centre 

Orchestra. With the strong funding support from the federal government, they are one of the best 

performing teams in North America and own a bright future in the market. The National Arts 

Centre are considering the new programs and new models to meet the demographic changes and 

the market demands, such as the restaurant, catering services and the new technology updates.  

Also, we cannot ignore an important tourist city in Ontario -- Toronto. We suggest that not only 

the performing arts in Ontario is attractive, but also the comprehensive strength of Toronto as a 

tourist destination will drive customers to the Toronto area to participate in their cultural 

activities. 

Saskatchewan (capital city -- Regina): Conexus Arts Centre (Regina) / Frank & Ellen 

Remai Arts Centre and TCU Place Arts and Convention Centre (Saskatoon)  
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Saskatchewan is next to Manitoba, the province’s climate and image are similar to 

Manitoba. And perhaps because of these similarities, the two provinces face more competition 

than any other provinces. Two major cities in Saskatchewan draw our attention -- Regina and 

Saskatoon. Conexus Arts Centre (Regina) is a home to the Regina Symphony Orchestra, while 

sometimes it serves for graduation ceremony of University of Regina or weddings. The situation 

for the center is not very positive as they are struggling to meet their financial and operating 

goals. On the other hand, the Frank & Ellen Remai Arts Centre in Saskatoon is operating well 

with solid financial performance and stable customers. However, the Centre’s marketers also 

account for concerns about new customers' needs and the efforts are currently underway to locate 

new revenue sources. The TCU Place Arts and Convention Centre in Saskatoon, home for their 

symphony orchestra, provides various new opportunities to meet the customers' need. And to 

accommodate the market trends, their marketers are considering introducing new retailers (e.g. 

Tim Horton's) and new marketing models. 

North Dakota (capital city -- Bismarck): Bismarck-Mandan Symphony, Northern Plains 

Dance 

Bismarck-Mandan Symphony started its symphony performances in 1974. The symphony 

has various programs, from masterpiece to pop concerts. It also offers master classes, young 

artist competition and youth orchestra to get involved into the community. As we find on their 

website, they have multiple patrons, from the bank (BNC national bank), schools (Bismarck 

Public Schools), electronic company (TESORO) and other corporations or institutions.  

Northern Plains Dance (Ballet) is a non-profit training center for people from age 3 and 

above. It was founded in 1998 and limited its category to ballet. Nowadays, it expands to the 

field of hip-hop, modern, jazz and other forms. Most of their performances are non-professional 
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presentations. It seems that their focus is to educate the youth rather than market their product 

broadly in the community and across Canadian provinces. 

South Dakota (capital city -- Pierre): South Dakota Symphony Orchestra (largest city of 

the province -- Sioux Falls), Main Stage Ballet & Dance Academy 

South Dakota Symphony Orchestra (SDSO) was officially formed in 1978, although it 

can be traced back to 1922, when the orchestra cooperated with Augustana College as "The 

Town and Gown". With the support of professional musicians, SDOS provides numerous 

performances, like Holst’s The Planets, Mendelssohn’s Elijah, etc.  Main Stage Ballet & Dance 

Academy in Sioux Falls also provides performance of different kinds; however, we have 

uncovered little information about their performances online.  The only thing we know is that the 

institution was founded 31 years ago and the majority of their activities are providing 

professional dance classes. Their ballet team is not comparative to the Royal Winnipeg Ballet. 

Minnesota (capital city -- Saint Paul): The Saint Paul Chamber Orchestra, Saint Paul 

Ballet, Actors Theatre of Minnesota  

The Saint Paul Chamber Orchestra (SPCO), launched in 1994, is the only full-time 

professional chamber orchestra in the United States. It has an innovated management form for 

the artist team -- it eliminates the Music Director and replaces the position with several positions 

for artistic partners and prominent established musicians. Rather than stay in the city for the 

whole year, the Saint Paul Chamber Orchestra performs through 12 different venues across the 

Twin Cities metropolitan area each season. Also, it reaches audiences through the public radio's 

"Performance Today" and SymphonyCast.  
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Saint Paul Ballet established in 2002 and was restructured under an artist-led business 

model in 2012. They provide several programs for supporting the community (e.g., Take Back 

the Tutu -- the Holistic Dancer Lecture). 

Actors Theatre of Minnesota is an active theatre in the province, with 2 to 5 plays each 

week of the season. Although we cannot find much information about their current and future 

marketing plan, through the tight schedule of the shows, we speculate that their shows are 

popular among the customers. 

Through the above discussion about the performing arts institutions in our target markets 

we can see that several competitors, who are based in the performing arts, will influence our 

cultural tour package. Customers’ tastes may vary because of their previous performing arts 

experience. Therefore, further market investigation should be conducted that focuses on 

customers of their local performing arts institutions -- the plays or concerts they like, their 

consumption habits and their demographic backgrounds. 

Other cultural institutions which are not included in our package. In the later 

sections of this marketing plan, we will articulate the cultural items to include in the package, 

which are Manitoba Museum, Canadian Museum of Human Rights, Winnipeg Symphony 

Orchestra, Winnipeg Ballet, and Manitoba Theatre Center. We should notice that the package 

cannot cover all cultural activities in Winnipeg. Therefore, if any cultural activity that customers 

want to participate in is not included in the package, and the customers are not interested in what 

we offer in the package, the demand for and consumption of our package will decrease. For 

instance, if customers would like to go to the Assiniboine Park Zoo or the Royal Aviation 

Museum of Western Canada, which are not included in our package, they may not find our 

packages attractive. Performing arts themselves have a stable customer base, which to some 



WCTP RESEARCH PRACTICUM                                                                                            165 

extent cannot be extended to the general public. Also, we already include the major performing 

arts activities in the package. Hence, although this limitation is unavoidable, we think offering a  

limited set of items in the package can assist us in focusing on a specific group of customers to 

approach.  

Other types of events or activities. We should notice that our tour package is facing 

customers who are culture oriented or who are exploratory-minded to new things in Manitoba. 

Although performing arts customers are somewhat stable and loyal, we may compete with other 

popular activities for not-sure customers' attention.   

Sports (Hockey/Football): The national popular sport attracts many visitors and the 

Winnipeg Jets is favored by many visitors. The MTS center and the new Invest Group Field also 

draw people's attention and drive more demands among customers. 

Entertainment (Casino): The McPhillips Street Station Casino and the Club Regent 

Casino offers multiple services to the customers -- concert experience, different cultural shows, 

gaming, dining, etc. With these products bundled in a center, the obvious strengths, such as 

modern facilities, convenience and interactive customer experience, should not be ignored. 

Therefore, we suggest Casino is a major competition to our cultural tour package. 

MTS Center: In Winnipeg, the MTS center now functions as a modern and multi-

functional stage for various events -- hockey, basketball, concert and plays are held there. MTS 

Centre can accommodate up to 16,345 audiences in a single concert. With updated technology, 

MTS Centre can transform a concert stage into a theatre performance in several hours. This 

flexibility aids the Centre by generating revenues from many different events. 

New Technology: As we mentioned before, updates of digital technology are used in the 

entertainments world—HD TV, Netflix, Video Games are new venues for entertainment with 
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less cost, which detract customers from consuming live performances. The nature of performing 

arts is high-end and more traditional based; however, in recent years, the new technology has 

changed the entertainment world. New venues, such as HD TV and Netflix, fulfill customers in 

their need for consuming movies and concerts, especially youth, at cheaper prices and more 

convenience. Even the digital simulcast can be interactive by customers’ instant feedback or 

comments.  

Program Evaluation and Keys to Success  

Based on the above SWOT analysis, we believe the cultural tour package market in 

general is speculative. We find the cultural institutional strengths are obvious and competitive 

with other like institutions throughout the mid-west and western portion of North America. 

However, weaknesses and threats are evident as well and need to be addressed and adjusted. The 

critical issue we should deal with are: the need for cooperation among the cultural institutions as 

a single brand, identifying the target markets' needs and correct positioning, and the seasonal 

promotion strategies for the Winnipeg-based offering considering the weather and Winnipeg’s 

relatively low image. 

The first important aspect to successfully launch the cultural tour package program is the 

cooperation among Winnipeg’s cultural institutions. We know that symphony orchestra, ballet 

and theatre have a close relationship because of their connection with the Manitoba Centennial 

Corporation; however, additional cooperation between the Manitoba Museum and the Winnipeg 

Art Gallery should be enhanced. Also, the specific strategies (i.e., product, price, place and 

promotion) should also be discussed between the several institutions and achieve agreements 

about marketing strategy and tactics. 
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Second, we notice that the market tends to be flat with perhaps a slight increase and that 

customers prefer using the innovated venues to get access to live performances. In order to be 

competitive to new technology coupled with the limited amount of customers' discretionary 

income, it is important to position the cultural tour package correctly. This requires the WSO and 

other cultural providers to be familiar with customers’ needs and also competitors' attractive 

features. 

Third, as we mentioned before, Winnipeg’s harsh weather not only influences the city's 

image but also affects the market strategy that the WSO can capitalize on. Although we expect 

November to March to be a slack period, WSO and its sister institutions must work with this 

limitation.  

Marketing Strategy 

Market Needs 

As we mentioned in the beginning section, we conducted a market research study using 

sampled data from the general public in order to understand market needs. Customers in the 

general market show interests in variety of events; however, we discovered several general 

patterns that reflect their preferences. 

General Market Needs 

 A more private and intimate group as the unit for consuming cultural tour package 

From our inquiry, 46.9% of customers consider participating in a cultural tour with one 

partner and 26.6% of customers consider going with two partners. As for the relationship of the 

customers' partner, girlfriend/boyfriend (28.9%), spouse (23.6%) and common friend (27.2%) 

are three most frequent answers.  
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 As for the items in the package, in a general, museum has a greater degree of popularity 

compared with art gallery.  

Our study suggests that about 72% of customers choose packages containing museum 

rather than the ones containing art gallery, whereas only 28% of customers choose packages 

containing art gallery. Also, customers who have a positive attitude towards the museum are 

more willing to purchase the cultural tour package. The preference for museum is obvious 

among males between 17-21 years, travelers local to Winnipeg or those that hold Canadian 

citizenship. 

 Theatre and symphony orchestra is more favourable compared with ballet. 

Our study finds that, for the general public, theatre and symphony orchestra are slightly 

preferred compared to ballet. Customers' attitude towards symphony orchestra are positively 

related to their purchase intention of the package, which means the more positive the attitude to 

symphony orchestra, the greater is the willingness to purchase the tour package. Ballet owns a 

niche market with a small customer segment but with high purchase intention. The majority of 

customers favor the bundle containing symphony orchestra, theatre, and museum. 

 Customers are price sensitive to the cultural tour package 

In our study, we priced the cultural tour package in two levels, C$160 as high and C$60 

as low. Customers always displayed higher purchase intention for the packages with C$60 

compared to C$160, which suggests that customers are very price sensitive.  

 74% of survey participants would like to drive to a nearby city (under 500km), whereas 72% 

of them would like to take an airline if the city is more than 500km.  

 Regarding the booking method, the online purchase channel is preferred compared to 

travel agent. 
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Market Segments Needs 

Youth market I (17-23 years):  

 Museum and ballet are two important cultural activities influencing their purchase of 

cultural tour package. 

  Ballet is more popular with younger customers with higher yearly income. 

Youth market II (24-30 years): 

 Experiencing culture is one important driver for the cultural trip. 

 Symphony orchestra and theatre are two critical items in the cultural tour package. 

Elder market (31 and above years): 

 Elder customers care about the cultural experience in the cultural trip. 

 Symphony orchestra is the important item in the cultural tour package. 

 Ballet owns a high-end elder market. 

Marketing Objectives 

Through this cultural tour package program, we would like to achieve three goals: 

enhance the awareness of Winnipeg as a cultural destination, promote the performing arts team 

in Winnipeg, and increase greater audience levels for the Winnipeg Symphony Orchestra. 

Positioning  

We define the cultural tour package as a short-term trip (two or three days) to customers 

who live in the area within 600 km from the Winnipeg. Based on former case studies of major 

cultural tourism destinations, we choose the fixed package form as our product offering, which 

refers to the certain stable product categories in our package. The items our packages contain are 

WSO, RWB, MTC, MM (Manitoba Museum) and CMHR (Canadian Museum of Human Rights). 

The general positioning for our cultural package is a live performance based, cultural experience 
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focused short-term trip. Also, we suggest different positioning strategies for the three market 

segments: 

 Youth Market I (17-23 years): Low-end Market for Culture Adventure in Winnipeg 

As we found in our previous study and we listed in the customer needs section, young 

customers are usually in college or at the early years of their careers; demand and purchase 

capability for our package are influenced by yearly income. The classic live performance, we 

speculate, may not be as attractive as other modern concerts. However, preferences for museum 

and ballet are obvious. On the other hand, young customers do not indicate a strong intention of 

experiencing culture in the trip. Therefore, we think an inexpensive access to the package will be 

our selling point. Also, associated with their age, they are curious about new things and probably 

prefer to discover the destination's culture. Therefore, we speculate that youth between 17-23 

years are price sensitive and curiosity driven customers. 

 Youth Market II (24-30 years): Middle-end Market for Culture Enjoyment and Escape 

As we listed in the market needs section, Youth Market II has an unambiguous intention 

for experiencing culture, and they also point out that symphony orchestra and theatre are two 

preferred items in the package. We notice that this market is important for performing arts 

institutions to explore and to place emphasize on. Customers between 24-30 years probably have 

stable jobs, higher yearly income compared to Youth Market I and less price sensitive. Therefore, 

the emphasis should focus on the cultural enjoyment feature. Also, we speculate that customers 

in this age range have pressures from family (parents or children), their social network and jobs. 

They do not have much time for vacation. Therefore, our cultural tour package can be a weekend 

escape facing youth customers from nearby provinces. 
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 Elder Market (31 and above years): High-end (Niche) Market for Culture Experience and 

Entertainment 

Consistent with the market needs, we position the cultural tour package as a high-end 

product for the Elder Market. With higher income and more time to travel and consume, we 

believe customers in this age range can afford what we offer. Also, their interests in symphony 

orchestra and ballet also confirm that they value the high-end classic performing arts. Also, they 

consider culture as one important aspect of the trip. Therefore, the emphasis of the performance 

quality is needed rather than low-price. 

Marketing Mix 

Package Design. The following sections depict the package make-ups for each market 

segment. Although we want to center on the Winnipeg Symphony Orchestra -- keeping WSO in 

every package, we noticed that practically, two situations arise in which we should take note: (1) 

sometimes WSO and RWB cooperate with each other to provide performances; (2) as the WSO 

and RWB share the main stage in the Centennial Concert Hall, the WSO cannot perform when 

RWB is on stage. Therefore, our combination will not allow symphony orchestra and ballet to 

coexist in the same package. 

Youth Market I (17-23 years)  

We suggest the product bundle as Manitoba Theatre Center, Royal Winnipeg Ballet, 

Manitoba Museum and Hostel Options (Hostel Royal Plaza/UWinnipeg Downtown 

Hostel/Backpackers International).  
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Reasons:  

1. Ballet is preferred to theatre for this market segment, as our research indicates. And 

because of the staging and scheduling limitation, RWB cannot be bundled with WSO. We keep 

theatre in the package. 

2. As we position this bundle as a "Low-end Market for Culture Adventure in Winnipeg", 

Manitoba Museum presents the history of Manitoba and is more appropriate for first-time 

customers adventure. 

3. As we pointed out in the empirical study, family gathering is not the main reason for 

the cultural tour trip, most customers would like to go with their friends or boyfriend/girlfriend. 

Also, youth between 17-23 years are either in university or in the early years of their career. 

Therefore, we suggest bundling cultural activities with a hostel to make the bundle price more 

attractive.  

 Youth Market II (24-30 years) 

We suggest the product bundle as including the Winnipeg Symphony Orchestra, 

Manitoba Theatre Center, Manitoba Museum/Canadian Museum of Human Rights and Hotel 

Options  (Delta Winnipeg Hotel/ Humphrey Inn & Suites/Mere hotel).  

Reasons:  

1. Symphony orchestra and theatre are preferred compared to ballet in this age group, as 

our research indicates. 

2. We would like to position the bundle as a trip for “Culture Enjoyment and Escape”, 

because customers in this market segment emphasize the cultural experience of the trip. 

3. Three reasons suggest that we combine the hotels with middle quality accommodations 

in Winnipeg. First, the items we include in this segment’s package are theatre and symphony 
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orchestra, which compared to ballet, enjoys a much broader market. Second, Youth Market II is 

less price sensitive compared to Youth Market I. Third, customers in this segment are growing 

because of their career development and their growth in the appreciation of the arts . In other 

words, we speculate that customers of this segment are potential loyal customers for future 

performing arts consumption. Therefore, in this segment, we position it with the goal in mind of 

developing market share (compared to other entertainment options) rather than revenue 

maximization. Combining their capability of purchase and the goal of experience enhanced 

cultural experiences, we think a middle-end hotel is appropriate to bundle with. 

Elder Market (31-above years)  

The product bundle contains Winnipeg Symphony Orchestra, Manitoba Theatre Center, 

Canadian Museum of Human Rights (CMHR) and Hotel Options (Fort Garry Hotel/Delta 

Winnipeg Hotel/The Fairmont Winnipeg/The Mariaggi's). 

Reasons: 

1. Symphony orchestra is preferred compared to ballet and theatre in the package. 

Although we notice that ballet is attractive to high-end customers in the elder market, it is only a 

niche market. Also, considering the stage conflicts between WSO and RWB, we think that it is 

better to keep WSO in the package. 

2. We expected that for first-time customers in the elder age group, CMHR would 

probably elicit greater interest. This is because MM probably presents similar history or 

geography exhibitions as in the neighbouring provinces, whereas CMHR can be viewed as a 

significant experience that is new and innovative to customers in the neighbouring provinces. 

Furthermore, the human rights history probably is more meaningful for elder people who have 

related memories regarding past events and peoples.  
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3. Consistent with the positioning strategy, we design this package based on a niche 

market containing demand for a higher quality experience. Therefore, we bundle our cultural 

activities with top hotels. 

Price. Before our price section, I would like to elaborate on the regular prices for the 

involved cultural institutions. This is because we want to use the regular prices of the various 

cultural institutions as a reference point for our bundle prices. 

Manitoba Museum. The regular price: 1) for adults (18 - 60 years) is C$25.00; 2) for 

youth (12 - 17 years), student (18 years and older with valid Canadian student ID) and senior (60 

years and older) is C$20.50, and child (3 - 11 years) is C$17.50.  

Canadian Museum of Human Rights. The regular price (per person): 1) for adults (18 - 

64 years) is C$15.00; 2) for youth (7 - 17 years) is C$8.00; 3) for post-secondary student (with 

ID) and senior (65 years and older with ID) is C$12.00, 4) for child (7 and younger) is free, and 

5) for family (up to two adults and four children/youth) is C$42.00. 

Winnipeg Symphony Orchestra. The prices for WSO vary according to the seat sections 

and the performances. For instance, for a performance of Charles Chaplin, the prices range from 

C$12.50 to C$50.00 based only on the age differences (i.e. C$12.50 for students, C$51.00 for 

adults, and C$47.00 for seniors). Usually, a classic performance has six seat sections -- loge, 

section 1, section 2, section 3, section 4 and section 5. Seat prices increase from section 5 to 

section 1, and the highest prices are usually for loge seating. The price for Nobu Plays Beethoven 

Emperor range from C$21.90 for the fifth section to C$106.00 or higher for the loge. The price 

for the From the Steppes to the Prairies range from C$17.14 for the fifth section to C$94.29 or 

higher for the loge. In general situations, a regular performances, as we summarize, can cost 

about C$20 to C$110. 
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Manitoba Theatre Centre. The prices in MTC also vary because of the seats and shows. 

A single ticket usually starts at C$25.00 at the John Hirsch Mainstage and $21.00 at the Tom 

Hendry Warehouse without GST (i.e. good and service tax). The seats are separated into five 

sections (i.e. A+, A, B, C, D, and E). A+ is the optimum section with the highest price, whereas 

E is the common section with the lowest price. For example, the show, The Woman in Black, is 

held on a Saturday night. A ticket for an adult is C$77.00 in section A+ and C$25.00 in section E. 

A ticket for a youth or child (i.e., under 18 years) is C$39.50 and C$25.00 in section E. In 

summary, a regular MTC show costs customers about C$25.00 to C$80.00. 

Royal Winnipeg Ballet. Similar to the WSO and MTC, the show prices at the RWB also 

depend on the seats and shows. However, we find that a regular show, such as the Faerie Queen, 

starts from C$29.00 TO C$107.00 for adult, whereas the prices for a child (i.e., 12 years and 

younger), senior (i.e., 55 years and older) and student (i.e., 13 years and older) are only C$5.00 

lower than the regular price for adults. The regular RWB performance costs about C$30.00 to 

C$110.00. 

To sum up the prices of the five cultural institutions, we use adult prices as bases because 

(1) the target of our cultural tour package is customers 17 years and above; (2) the method 

simplifies our pricing system -- we need a rough base to start with. The adult admission of (1) 

MM is C$25.00, (2) CMHR is C$15.00, (3) WSO ranges from C$20.00 to C$110.00, (4) MTC 

ranges from C$25.00 to C$80.00,  and (5) RWB ranges from C$30.00 to C$110.00. Therefore, as 

a reference, we list out the sum of the prices for each bundle in regular prices without any 

deduction. 
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Youth Market I: Manitoba Theatre Center (C$25.00 - C$80.00), Royal Winnipeg Ballet 

(C$30.00 - C$110.00), Manitoba Museum (C$25.00). The sum of the tickets ranges from 

C$80.00 to C$190.00. 

Youth Market II: Winnipeg Symphony Orchestra (C$20.00 to C$110.00), Manitoba 

Theatre Center (C$25.00 - C$80.00), Manitoba Museum/Canadian Museum of Human Rights 

(C$25.00/C$15.00). The sum of the tickets ranges from C$60.00 to C$215.00. 

Elder Market: Winnipeg Symphony Orchestra(C$20.00 to C$110.00), Manitoba Theatre 

Center (C$25.00 - C$80.00), Canadian Museum of Human Rights (C$25.00). The sum of the 

tickets ranges from C$70.00 to C$215.00. 

In the following sections, we would determine the cultural bundle prices as well as the 

hotel prices for each market segment. 

 Youth Market I (17-23 years): C$60 Package per person + Hotel night around $60 per 

night 

In Youth Market I, we expect people buying the package number two or more per 

purchase, ideally a student group or backpacking travelers. From our market research, we found 

that in this age group, most customers are single, price sensitive and with low levels of annual 

income. Because of their economic situation, we think that they are more easily to be distracted 

by other new or innovative entertainment forms rather than our traditional classic cultural 

offerings. In order to compete with these other alternatives, perhaps a low price strategy will 

draw their attention and encourage them to participate. Although we cannot ignore customers 

who are willing to pay more for better hotels, we speculate that most of the young customers are 

more concerned about the package price. As we list the prices for the cultural institutions, the 

sum ranges from C$80.00 to C$190.00.  Consistent with the package positioning of this segment, 
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we suggest going with a low price strategy. We suggest a deduction of C$20.00 for the low price 

end -- C$80.00. According to results from our empirical study, C$60.00 is viewed as a low price 

for our cultural tour package among participants. Therefore, we set C$60 as the cultural 

package's price. Hotel prices in Winnipeg range from C$69.00/night to C$275.00/night. 

Therefore, we suggest C$60.00 package per person and hotel $60.00 per night are very 

reasonable. 

 Youth Market II (24-30 years):  C$100 Package per person+ Hotel night around $115 per 

night 

In Youth Market II , we expect the people buying the package are friends, married 

couples or people in relationships. In this market, customers are more mature -- with stable 

careers and relationships. As we mentioned before, the sum of the tickets for WSO, MTC and 

MM/CMHR range from C$60.00 to C$215.00. The middle cut-off for the bundle will be around 

C$147.00. As we bundle the products, we should market the deduction as a consumption 

incentive, which means our bundle price should be lower than the sum of the regular prices in 

order to attract customers (otherwise they can just buy each ticket separately). Therefore, we 

suggest a price is lower than C$147.00. As our former study suggests, C$120.00 is viewed as 

expensive for the cultural item bundle, but we also noticed that in this segment, customers are 

less price sensitive and more quality and experience focused.  Therefore, we suggest a price of 

C$100.00 for the cultural item bundle. Also, C$115.00 is the middle level of hotel prices in 

Winnipeg, which is consistent with our package positioning for this segment. 

 Elder Market (31 years and above):  C$140 Package per person+ Hotel night around $180 

per night 
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In the elder market, we expect people purchasing the package are married couples or 

people in relationships. As we found in the market research, customers would rather attend 

performances and events with boyfriend/girlfriend or husband/wife rather than with the family. 

Therefore, although we cannot ignore the family trip as a potential demand factor, we will focus 

our efforts to fulfill the needs for couples. Consistent with our positioning, we suggest a higher 

price for the better cultural experience and hotel services. Relative to regular prices, the sum of 

the tickets for WSO, MTC and CHMR ranges from C$70.00 to C$215.00. Although we notice 

that the high- end bundle can be more than C$200.00, we should also consider the situation that 

customers view C$120.00 as a high price. Therefore, we suggest a price slightly on the high side 

but below C$200.00. The prices for a standard room in Delta Hotel or the Fort Garry Hotel range 

from C$120.00 to C$200.00. Referring to the regular price, we suggest C$180.00 as an 

appropriate price for the high-end market.  

Promotion. Social Media. It is known that marketing campaigns nowadays cannot 

function effectively without Internet accessibility provided to customers. Social media services, 

such as Facebook, Twitter, Tumbler, YouTube and Snapchat, are important platforms for 

promoting a marketing program. The promotion can be implemented on Facebook, Twitter or 

YouTube. Marketers can build the program's account on social media (i.e., Twitter, Facebook, 

etc.), post the program's description and advertisements. Also, marketers should take advantage 

of each cultural institution's Facebook account and introduce the new program on their individual 

accounts. What's more, providing giveaways or discount offers can be a way of broadcasting the 

program on Facebook or Twitter. For instance, the program can post an ad with description of 

the cultural tour package and a giveaway. The giveaway may ask people who see the ad to give 

thumbs-up, repost and @their friends and then they can get some bonus like a reduction for the 
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cultural tour package or a free cultural tour package. This promotion can let more people know 

this program. 

Website. We also notice that Google search itself cannot be ignored. Nowadays, the 

travel plan is usually made after an online information search.  For our program, "Winnipeg", 

"Manitoba" or "Cultural Tour" probably can be three key words for search. From a marketing 

perspective, we should make the effort to ensure the information about the cultural tour package 

is easily accessible and visible to potential online searchers. Therefore, we think Tourism 

Winnipeg is a good window for marketing our cultural tour package. Also, the websites of each 

cultural institution also have an effect on broadcasting the program. 

Traditional Media. Although the technology revolution has changed the world of 

communications, not all people are using the Internet.  Elder people probably do not use the 

Internet that often but do read newspapers and magazines on a daily basis. Also, some customers 

prefer getting information from their travel agents. Those traditional media, such as the 

newspapers, yellow pages and travel agents’ booklets, should also be taken into consideration 

when marketing our cultural tour packages. 

Place. Online (Tourism Winnipeg). Our market research suggests that online booking is 

preferred over using a travel agent. Therefore, we suggest building a website for the program 

implementation and linking the website to Tourism Winnipeg and the involved institutions. Also, 

we suggest WSO, RWB, MTC, MM and CMHR to build a program team with existing marketers 

for maintaining the website. 

Travel Agent. As we mentioned before, we suggest inserting information about the 

cultural tourism program into other existing Travel Manitoba or Tourism Winnipeg programs 

and building them as entire cultural offering for customers would be a good strategic approach to 
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distributing information to potential customers. For instance, we can find out the provider of the 

Churchill Polar Bear Program and discuss with them ways to include a 2-3 day trip to Winnipeg. 

When customers see the package, it is a 4-5 day trip in the Province of Manitoba. Customers can 

visit Winnipeg and stay for two days and nights before or after the trip to Churchill.  

Telephone Booking. Consistent with our discussion in the promotion section, customers 

who use traditional media are probably used to using telephone bookings. Because we bundle 

our cultural tourism packages with hotels, telephone booking can be through the hotels' phone 

numbers or the program's own number. 

Supporting Institutions 

Hotels (Suggested hotels). As shown in the product sections, we suggest several hotels 

for each of the market segments and all of them are in the downtown area. Basically, hostels and 

hotels differentiate from each other according to the price and service experiences they provide. 

Hostel Royal Plaza, UWinnipeg Downtown Hostel, Backpackers International are three hostels 

we consider using because they are price competitive and oriented to students or backpackers 

who care more about the activities and entertainment rather than the hotel services they consume. 

Delta Winnipeg Hotel, Humphrey Inn & Suites and Mere hotel cover mid-range hotel with good 

customers reviews. Fort Garry Hotel, Delta Winnipeg Hotel, The Fairmont Winnipeg and The 

Mariaggi's are the four hotels we suggest for the high-end elder market because these hotels can 

provide excellent customer experiences, probably with themes. 

Restaurants (Use coupon as a joint form). In the city pass or in the form of fixed 

package, we can design a coupon booklet for assorted Winnipeg restaurants. We suggest 

including representative restaurants of different countries' traditional food so that the cultural 

diversity of the city can be reflected in the choices provided to tour package customers. Several 
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restaurants options are: Amici Restaurant (Italian), Casa Burrito (Mexican), Hermanos (South 

America), Sushi Gen (Japanese), etc. Because it is a coupon booklet, we can include as many 

good restaurants as possible. The coupon booklet is free of charge, so when we market the 

package, the coupon booklet, as a bonus to the cultural tour package, can be attractive to 

customers. Therefore, the coupon booklet acts as one of our promotion aspects.  

Summary 

Through adhering to points made in the above discussion, we conclude that the cultural 

tour package program centered at WSO can be conducted under a stable economic background in 

North America. The six geographic target markets -- Manitoba, Ontario, Saskatchewan, North 

Dakota, South Dakota and Minnesota, show similar economic situations -- the unemployment 

rates are flat and stable and the industries (i.e. manufacture, investment) are strong. The 

Canadian market needs are subject to change because of the demographic changes (i.e. the aging 

population and the influx of new immigrants). Also, the new technologies (i.e., Internet, 

Smartphone apps, LCD video walls and 3D movies) compete with the traditional performing arts 

offerings, and performing arts institutions in our neighbouring provinces (e.g. Saskatchewan) are 

considering new programs (i.e. including new vendors or get involved in the youth) to catch up 

with the market trends. Considering the situations above, we think that bundling cultural 

institutions in Winnipeg and structuring them as a brand community -- united brand, probably 

can be a good way to enhance our market presence. This is because the consumption or 

preference of one item in the cultural tour package can stimulate customers' consumption of the 

whole package, so that the other items are also supported and purchased.  

In this marketing plan, we evaluated the packages' market based on the SWOT analysis. 

The strengths of the program are the cultural diversity of Winnipeg's community, performing arts 
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and cultural institutions' quality, the relationships and locations of the cultural institutions and 

the price for the cultural tour package. Those strengths should be taken advantage of through our 

marketing program. The weaknesses are the geographic location of Winnipeg and its image. 

Winnipeg is not as attractive as other famous cities, such as Toronto or Vancouver. Therefore, 

the cultural tour program offers a chance to contribute to the city's image as a cultural destination. 

The 24-hour airport, other programs in the province (e.g., Churchill Polar Bear Safari) and the 

opening of the Canadian Museum of Human Rights, are three opportunities that will attract 

travellers to Winnipeg and perhaps encourage them to consume our cultural tour packages. 

However, two main threats we may encounter are the bad weather and the negotiation among the 

cultural institutions. Also, we face competition from other North American cities, performing 

arts in our target markets, other Winnipeg's cultural institutions we not included and other types 

of events or activities. Therefore, we conclude that the cultural tour package program involves 

both opportunities and threats. We hope that each cultural institution can cooperate well in order 

to share the common benefits that may accrue from joint efforts. 

We separate the target market into Youth Market I (i.e., 17-23 years), Youth Market II 

(i.e., 24-30 years) and Elder Market (i.e., 31years and above). Youth Market I is positioned as a 

low-end market including Manitoba Theatre Center, Royal Winnipeg Ballet, Manitoba Museum 

(C$60 in total per person), hostel options (Hostel Royal Plaza/UWinnipeg Downtown 

Hostel/Backpackers International--C$60.00 per night) and a free coupon booklet. Youth Market 

II is positioned as a middle-end market including Winnipeg Symphony Orchestra, Manitoba 

Theatre Center, Manitoba Museum/Canadian Museum of Human Rights, hotel options  (Delta 

Winnipeg Hotel/ Humphrey Inn & Suites/Mere hotel) and a free coupon booklet. And elder 

market is positioned as a high-end market Winnipeg Symphony Orchestra, Manitoba Theatre 
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Center, Canadian Museum of Human Rights (CMHR) (C$140.00 in total per person) and Hotel 

Options (Fort Garry Hotel/Delta Winnipeg Hotel/The Fairmont Winnipeg/The Mariaggi's -- 

C$180.00/per night) and a free coupon booklet. 

To sum up, our marketing plan offers WSO marketers a general idea about the market 

situation and product designs for a cultural tour package. Marketers need to adjust to the real 

situation when using the plan as a reference. Furthermore, the most important thing to bear in 

mind is that cultural institutions should view themselves as Winnipeg's cultural community and 

market a united brand through the cultural tour packages. Negotiating the arrangements amongst 

the participating institutions is a major challenge looking ahead. 
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