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EXECUTIVE SUMMARY

Since the mid-1970s, increasing attention has been given, both in Canada
and the United States, to a growing segment of the tourism market -- the
"cultural tourist". Studies of the economic and cultural impact of the arts
suggest that arts and culture events act as a significant tourism catalyst and
that the type of tourists attracted tend to be mobile, highly-educated, high

income earners.

The Tourism Marketing Division of Tourism Canada and the Special
Program of Cultural Initiatives (SPCI) of the Department of Communications
(DOC) are sponsoring a pilot project to explore the effects of targeted promotion
of cultural events taking place during the spring and summer of 1985. \

The Tourism and Culture Pilot Project directed $25,000 to the Guelph
Spring Festival to conduct advertising in the United States. Festival organizers
selected newspapers and radio stations for advertising in Buffalo and Rochester,
New York.

The field work conducted for the Guelph Spring Festival included a
telephone survey of respondents to the newspaper advertising in Buffalo and
Rochester, as well as a survey of local and out-of-town (non-U.S.) ticket buyers.
The timing of the study did not allow for an exit survey of Festival audiences.
However, the Festival's lists of ticket buyers identifies the origins of virtually all
ticket buyers.

Advertising exposure in northern New York was limited. Consequently a
random sample survey of the local public to determine the level of awareness of
the advertising or the characteristics of those who did not respond was not cost-
justified. As a result, the findings with respect to the U.S. target market are
based only on those who responded to the advertising.
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Similarly, we do not know whether the local and non-local Canadian ticket
buyers are representative of all potential ticket buyers in their areas.

We then carried out exploratory data analysis of the survey resuits.
Specifically, we generated descriptive statistics for all respondents and for local,
non-local and U.S. target market audiences. Our primary focus of comparison,
however, is between the target market respondents and others.

Of the 193 U.S. residents who contacted the Buffalo Consulate or the
Festival office as a result of the advertising, our interviewers were able to
complete interviews with 89, However, another 64 non-U.S. respondents, about
half of whom are local, also made enquiries resulting from the newspaper or
radio ads.

U.S. respondents heard about the Festival most frequently from newspapers
or magazines; only one respondent reported the radio advertising. The specific
publications cited were primarily the Buffalo News :-avel section and the
Rochester Democrat.

Overall, potential visitors to the Guelph Spring Festival from the target
market areas of Buffalo and Rochester (i.e., of those who made enquiries in
response to local advertising) tend to be female, over 50, married, relatively
well-educated and with a total family income of approximately $50,000
(Canadian). In most respects, they do not differ from non-U.S. respondents,
other than having proportionately fewer university graduates and professional
occupations. They attend other visual and performing arts, but do not tend to be
members or regular attendees and express more interest in annual events like the
Guelph Spring Festival. Cultural activities often play a role in their travel to

other cities.

Of interest to Festival organizers for future marketing, we did identify
some differences between local and non-local = Canadian respondents.
Specifically, the local portion of the Canadian sample tended more often than

non-local respondents to be female (71% vs. 53%), younger (average age 43 vs. 53
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for non-locals), married (69% vs. 62%), to have less post-graduate education
(17% vs. 33%), are less frequently in professional occupations (45% vs. 56%), to

be homemakers (19% vs. 11%), and to have lower total family incomes (1984)
before taxes ($44,000 average vs. $49,000).

Non-local Canadians tend to visit museums or art galleries and attend most
performing arts events more frequently than either local Canadians or U.S.
respondents. Similarly, they more frequently report having season tickets or
subscriptions to performing arts organizations. They are less likely to be as
interested in annual festivals as in ongoing cultural activites, but non-local
Canadian attendees reported being extremely satisfied with the Guelph Spring
Festival somewhat more frequently than local attendees.

Only 10% (n = 9) of those U.S. residents who responded to target market
advertising did, in fact, attend. However, of all those who responded to the
advertising -- i.e., including Canadian residents -- 41% attended the Festival this
year. U.S. non-attendees decided not to come because there was not enough

time to plan the trip or for other reasons.

The number of target market attendees is too small to draw any
conclusions or to have a significant impact on overall Festival attendance and
related economic effects. However, we can point to some visit and expenditure

data. In summary, they:

> Attended primarily because of the Festival or for a pleasure trip
generally;

> Stayed an average of 1.9 days and 1.6 nights, mainly in hotels or
motels; and

> Spent an average of $132.89 in total (including transportation) as
compared to $89.53 for other non-local attendees and $25.44 for local
attendees.

The final integrated analysis phase of the pilot project will provide an

assessment. of project success, commenting further on the relative potential of
non-local Canadian vs. U.S. markets in response to future Festival advertising.
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SOMMAIRE-RECOMMANDATION

X Depuis le milieu des années 1970, une attention de plus en plus grande a
été accordée, au Canada et aux Etats-Unis, 3 un segment croissant du marché
touristique, soit le "touriste culturel". Des études sur les répercussions
economiques et culturelles des Arts laissent supposer que les manifestations
artistiques et culturelles jouent le rdle d'un important catalyseur dans le
domaine du tourisme et que les touristes qu'elles attirent sont habituellement
mobiles, possédent beaucoup d'instruction et touchent des revenus élevés.

La division du Marketing de Tourisme Canada et le Programme
d'initiatives culturelles (PIC), du ministére des Communications (MOC)
parrainent un projet pilote afin d'examiner 1'incidence de la campagne de
promotion des manifestations culturelles, axée sur une clientéle cible et qui a
été menée au printemps et & 1'été de 1985.

Le projet pilote du tourisme et de la culture a comporté 1'octroi de 25
000 $ au Festival du printemps de Guelph pour lui permettre de faire de la
publicité aux Etats-Unis. Les organisateurs du Festival ont choisi des journaux
et des stations de radio pour y placer leur publicité 3 Buffalo et Rochester
(Etat de New-York).

Parmi les activités effectuées sur le terrain pour le Festival du
printemps de Guelph, i1 faut mentionner un sondage téléphonique auprés des
personnes ayant répondu a la publicité parue a ce sujet dans des journaux de
Buffalo et de Rochester, ainsi qu'un sondage effectué auprés de résidants de
1'endroit et d'ailleurs (autres qu'Américains) ayant acheté des billets pour y
assister. Le calendrier serré de ces sondages n'a pas permis d'effectuer un
dernier relevé au départ des spectateurs du Festival. Toutefois, les listes des
personnes ayant acheté des billets pour assister aux activités du Festival
indiquent 1'origine de presque tous les spectateurs.

Dans le nord de 1'Etat de New-York, trés peu de personnes ont été
rejointes par la publicité; par conséquent, la tenue d'un sondage auprés de
membres du public local choisi au hasard pour déterminer le niveau de
sensibilisation a la campagne de publicité, ou les caractéristiques des
personnes n'ayant pas eu vent de la campagne, n'était pas justifiée, compte tenu
des colits qu'elle aurait exigés. Par conséquent, les résultats portant sur le
marché cible américain ne sont basés que sur les personnes qui ont répondu 3 la
pubticité.

Dans le méme ordre d'idées, nous ne savons pas si les acheteurs de
billets canadiens de 1'endroit et d'ailleurs sont représentatifs de tous les
acheteurs possibles de billets dans les régions.



Nous avons ensuite effectué une analyse préliminaire des résultats du
sondage Plus spec1a1ement, nous avons compiié des statistiques descriptives
pour 1'ensemble des répondants ainsi que pour les auditoires du marché cible de
1'endroit, d'ailleurs et des Etats-Unis. Notre principal objectif consistait
toutefois a établir des comparaisons entre les répondants du marché cible et les
autres,

Nous avons interviewé 89 des 193 Américains qui ont communiqué avec le
Consulat canadien de Buffalo ou avec le bureau du Festival par suite de 1la
campagne de publicité. Toutefois, un autre groupe de 64 repondants autres
qu ‘Américains, dont environ la moitié eta1ent des résidants de 1'endroit, ont
ega]ement demandé des renseignements apres avoir lu 1'annonce dans les journaux
ou 1'avoir entendue a la radio.

Les répondants américains avaient entendu parler du Festival plus
souvent dans les Journaux ou les revues; seulement 1 p. 100 des repondants ont
indiqué avoir entendu 1'annonce a la radio. Les publications qui ont été
mentionnées étaient principalement la section des voyages du Buffalo Newset le
Rochester Democrat.

Dans 1'ensemble, les visiteurs possibles au Festival du printemps de
Guelph appartenant aux régions de Buffalo et de Rochester du marche cible
(c'est-a-dire, ceux qui avaient demandé des renseignements en réponse a la
pub11c1te 1oca1e) étaient le plus souvent des femmes, de plus de cinquante ans,
mar1ees, possédant une assez bonne instruction et touchant un revenu familial
total d'environ 50 000 $§ (CAN). A p]us1eurs egards, 1! echant11lon n eta1t pas
différent de celui des répondants autres qu Amer1ca1ns, si ce n'est qu'il
comptait un nombre relativement moins élevé de diplomés universitaires et de
professionnels. De plus, les visiteurs poss1b1es assistaient a d'autres
spectacles des arts visuels et de 1' 1nterpretat1on mais n eta1ent pas
habituellement membres ou spectateurs réguliers, et ils s'intéressaient
davantage aux manifestations annuelies, comme le Festival du printemps de
Guelph. Les activités culturelles influencent souvent leur décision d'aller
dans d'autres villes.

Point intéressant a signaler aux organisateurs du Festival pour la
commercialisation future de cet événement, nous avons décelé certaines
différences entre les repondants canad1ens de 1'endroit et d'ailleurs. Plus
particuliérement, les résidants locaux de 1'échantillon canadien étaient plus
souvent des femmes que les repondants des autres endroits (71 p. 100 par
rapport a 53 p. 100), plus jeunes (moyenne d' age de 48 ans p]utot que 53 ans
dans le cas des résidants d' a111eurs), mariés (69 p. 100 p]utot que 62 p. 100),
n'avaient pas fait d'études supérieures (17 p. 100 par rapport a 33 p. 100),
étajent moins souvent des professionnels (45 p- 100 par rapport a 56 p. 100)
étaient des ménageres (19 p. 100 par rapport a 11 p. 100), et avaient un revenu
familial total moins élevé (1984) avant impdt (44 000 $ par rapport a 49 000 $).

Les Canadiens des autres endroits visitaient plus fréquemment les musées
ou les galeries d'art et assistaient plus réguliérement a des spectacles des
arts de 1'interprétation que les autres Canadiens de 1'endroit’ou les



repondants amer1ca1ns Dans le méme ordre d'idées, ils signalaient plus souvent
avoir acheté des billets de saison ou des abonnements pour assister a des
spectacies des arts de la représentation. Ils étaient moins portés a
s'intéresser a des festivals annuels a titre d'activités culturelles
permanentes, mais les participants canadiens des autres endroits ont déclaré
€tre trés satisfaits de la qualité du Festival du printemps de Guelph, dans une

mesure légérement supérieure a celle des participants de 1'endroit.

Seulement 10 p. 100 (N=9) des résidents américains qui ont répondu a la
publicité du marché cible se sont en fait rendus au Fest1va1 Toutefois, dans
1'ensemble de ceux qui ont répondu a la pub11c1te, c'est-a-dire en incluant les
résidants canad1ens, 41 p. 100 ont assisté au Festival cette année. Les
résidants américains qui ont décidé de ne pas se rendre au Festival justifient
leurs décisions en invoquant qu'ils n'ont pas eu assez de temps pour planifier
Teur voyage ou pour d'autres raisons.

Le nombre des participants du marché cible est _trop restreint pour
permettre de tirer des conclusions ou pour avoir des repercuss1ons importantes
sur 1'ensemble de la participation au Festival et sur les répercussions
économiques en découlant. Toutefois, nous pouvons isoler certaines données
relativement aux visites et aux dépenses effectuées, notamment :

Les participants se sont sqrtout rendus a Guelph pour le Festival ou
pour faire un voyage d'agreément;

ils y sont demeurés en moyenne 1,9 jour et 1,6 soir, principa-
lement dans des hdtels ou des motels; et

ils ont dépensé environ 132,89 § au total (ce qui inclut le
transport) par comparaison a 89,53 $ dans le cas des partici- pants
des]autres endroits, et 24,44 $ dans le cas des partici- pants de
Guelph.

La derniere étape de 1' ana]yse intégrée du projet pilote permettra
d'obtenir une évaluation de la réussite des projets, en fournissant des
observat1ons plus détaillées sur le potent1e1 respect1f des marchés canadiens et

américains autres que celui de Guelph en réponse a toute publicité future au
sujet du Festival.



INTRODUCTION

A. PURPOSE OF THE STUDY

Since the mid-1970s, increasing attention has been given, both in Canada
and the United States, to a growing segment of the tourism market -- the
"cultural tourist". Studies of the economic and cultural impact of the arts
suggest that arts and culture events act as a significant tourism catalyst and
that the type of tourists attracted tend to be mobile, highly-educated, high
income earners. \

The Tourism Marketing Division of Tourism Canada and the Special
Program of Cultural Initiatives (SPCI) of the Department of Communications
(DOC) are sponsoring a pilot project to explore the extent to which targeted
promotion of cultural events taking place during the spring and summer of 1985

can be linked to increases in festival attendance and related economic benefits.

The festival sites selected for the p.ilot project are Guelph, Montreal and
Charlottetown. Funding under the pilot project is in the order of $25,000 per
festival and has been used primarily for media advertising in new tourist
markets.

The Program Evaluation Division of DOC is now carrying out an evaluation
study of the tourism and culture project based on the design developed in an
evaluation assessment. Specifically, data collection and preliminary analysis are
being carried out for each site. This report presents the findings of the post-
festival survey for the Guelph Spring Festival portion of the overall project.

Abt Associates of Canada



B. THE GUELPH SPRING FESTIVAL

The Guelph Spring Festival has been sponsored by the Edward Johnson
Music Foundation since 1968. The Festival offers a variety of events including
live theatre, dance, opera, chamber music and jazz. As well, the Festival has
commissioned more than 20 original works and has presented events in
Kitchener, Kingston, Ottawa and other locations in Canada

No market research or audience surveys have been conducted in the past
and advertising has been local only. Exhibit I-1 provides a summary of ticket
sales by attendee's city of origin for the last five years:

EXHIBIT I-1 Ticket sales by attendee’s city of origin*

mat— ——— ——n
——e——— vms— ——

—

% Ticket Sales
Attendee's City

of Origin 1984 1983 1982 1981 1980
Guelph 67 65 62 66 65
Kitchener/Waterloo 3 8 3 4 10
Fergus 1 1 4 4 1
Elora | l 3 4 l
Toronto 9 11 8 7 7
Southwest Ontario 16 I3 4 - -
Other locations 1 1 11 14 14
Unidentified 2 - - | 2
Total ticket sales 8,306 11,350 11,179 10,315 8,079

(*Number of tickets sold to all performances, not number of ticket buyers.)

The 1985 Guelph Spring Festival opened on Friday April 26th and ran to
May l4th. Festival events included performances in the following areas: opera,
dance, music, theatre and vocal. Exhibit A (Appendix A) lists this year's events
by date and time, location and capacity, admission price, and potential sales
(assuming a 100% house, using averge prices for variable ticket prices).
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The Tourism and Culture Pilot Project directed $25,000 to the Guelph
Spring Festival to conduct advertising in the United States. Festival organizers
selected the following newspapers and radio stations for advertising in Buffalo

and Rochester, New York:

I.  Buffalo Evening News - one placement of a half-page ad in the
Sunday travel section on March 31st (circulation of 374,647). The
Sunday Travel section for Ontario (scheduled for April 28th) was
considered too late for potential visitors to obtain information on the

Festival.

2.  Rochester Democratic Chronicle - one insertion in the Sunday travel
section on March 31st (circulation of 244,618).

3. The Bee Group of Newspapers - insertions on March 27th and 28th in
seven county weeklies with a circulation of 70,000 "upscale",
suburban readers.

4.  Golden Times - one insertion on April 3rd in a publication for seniors.

5.  WIJYE, Buffalo - 30 paid and 25 public service announcements from
March 25th to April 19th, five per day, Monday to Friday.

6. WVOR - FM, Rochester - same as for WIYE.

The newspaper advertisement (see Appendix A), features a map to under-
line the "90 minute drive" theme and promotes the City of Guelph, as well as
providing a brief outline of the Festival. Another theme in the advertising is
"yesterday's prices, old-fashioned value." The ads also provided the Buffalo
Consulate's telephone number to request information and brochures, and the
Festival's address and telephone number for information and tickets. Consulate
staff were to record names, addresses and source of information (i.e.,
advertising) and to forward the 1985 program and general brochure on the
Festival.

Abt Associates of Canada



The 1985 brochure provided in response to enquiries also highlights other
attractions in Guelph -- a crafts competition, walking tours and art exhibition.
The complete information kit available from the Festival includes brochures on
bed and breakfast accommodation, walking tours and a visitor's guide.

Advertising not supported by the project was mainly local. Volunteers
distribute brochures to boxes in such locations as Toronto, Kitchener/Waterloo,
Cambridge and London. As well, the Ministries of Citizenship and Culture and
Tourism in Ontario make the brochures available in their travel or information
centres. For the first time, the Festival mailed out a general brochure in
response to requests throughout the year. The Festival also mailed brochures to
past ticket buyers (households) in November 1984,

Local media advertising consists of local FM and newspaper advertising.
The Festival has also approached radio stations in the area for public service
announcements. Although the Festival has not paid for advertising in Toronto,
representatives of the Globe and Mail and Toronto Star attend and cover the
events. As well, tour operators in Toronto buy blocks of tickets and carry out
their own promotion.

C. EVALUATION ISSUES AND APPROACH

The evaluation assessment identifies a number of issues including those
listed below:

> Does the target market selected for the pilot project offer the
potential to increase attendance and expenditure at the Festival?
> What are the socio-economic characteristics of festival attendees?

> To what extent did festival marketing influence the decision to
attend?

Abt Associates of Canada -4 -



> What are the attendance and expenditure patterns of attendees?

> To what extent were attendees satisfied with the 1985 festival?

The design report also recommended a data collection strategy to capture
the information necessary to address these issues for each of the pilot project
sites. A final phase will then integrate these analyses, along with post-festival
data on attendance and box office, and draw conclusions with respect to the

overall objectives of the project.

Our approach to conducting the field work for the Guelph Spring Festival
followed the design of the selected option. ‘That is, we:

> Finalized the survey instrument and sampling stategy;
> Pre-tested the survey instrument;

> Conducted a telephone survey of respondents to the newspaper and
radio advertising in Buffalo and Rochester, New York (and other non-
target area respondents); and

> Conducted a telephone survey of local and out-of-town (non-U.S.)
ticket buyers based on the Festival's mailing list, including a sub-
sample of previous ticket buyers who did not attend this year. The
mailing list includes virtually all ticket buyers and is compiled on a
yearly basis.

The timing of the study did not allow for an exit survey of Festival
audiences. However, the origins of ticket buyers are identified in the list
maintained by the Festival for mailing brochures.

The survey questions addressed to local and non-local attendees
emphasized attendance and expenditure patterns, as well as level of satisfaction
with the Festival. With non-local non-attendees, the questionnaire items focused
on reasons for not attending and the tendency to include cultural events in their
travel plans. All respondents were asked about their awareness of the Festival
and to provide socio-economic data.
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We then carried out exploratory data analysis of the survey results.
Specifically, we generated descriptive statistics for all respondents and for local,
non-local and U.S. target market audiences. Our primary focus of comparison,

however, is between the target market respondents and others.

The main limitation of the study is that findings with respect to the U.S.
target market are based only on those who responded to the advertising. That is,
we did not conduct a random survey of the local public in Buffalo and Rochester
to determine the level of awareness of the advertising or the characteristics of
those who did not respond.

Similarly, the non-U.S. respondents, both local and non-local, were selected
on the basis of having bought Festival tickets in 1984 or 1985. We do not know
the extent to which they reflect the characteristics of those for whom they
bought tickets (except by assumption) or of the potential audiences in those

areas.

D. ORGANIZATION OF THE REPORT

The following chapters present the results of our exploratory analysis.
Chapter II discusses the socio-economic and cultural participation
characteristics of actual and target market audiences. Chapter III looks at
source of awareness of the Festival, attendance patterns and satisfaction.
Travel and expenditure da'ta are presented in Chapter IV. Finally, Chapter V
summarizes the key survey findings for Guelph with respect to the objectives of
the tourism and culture pilot project. The telephone survey instrument and field
report are contained in Appendices B and C respectively. Additional tables are
contained in Appendices D through F.
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I

CHARACTERISTICS OF ACTUAL AND
TARGET MARKET AUDIENCES

{

A. SOCIO-ECONOMIC CHARACTERISTICS

We completed a total of 344 interviews (see Appendix C). Exhibit II-1
below shows the origin of these respondents -- 39% local (i.e., outside a 50-mile
or 80 km. radius of Guelph) and 61% non-local. U.S. residents (those who
responded to the advertising) represent 42% of the non-local respondents and
26% of the total. \

Exhibit Il1—1 Origin of respondent: U.S. vs. non—U.S.
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Exhibit D-1 (Appendix D) provides a detailed breakdown of origin.! As

shown,

> 33% come from Guelph and the immediately surrounding area;

> 26% represent coupon respondents from New York (n = 82) and
Michigan (n = 7); and

> 25% are residents of the Toronto/Mississauga area.

Female respondents represent 64% of the total and males 36%. As shown
below, no real differences exist between U.S. and non-U.S. respondents in terms
of the female-to-male ratio. However, looking at local vs. non-local Canadian
respondents, females represent 53% of the non-local total and males 47% vs.
71% and 29% respectively for locals (see Exhibit D-2).

Exhibit 11-2 Respondent's sex: U.S. vs. non-U.S.
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Isee Appendix B for the complete list of origin codes.
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The average age for all respondents is 51, 53 for U.S. residents and 50 for
non-U.S. (see Exhibit D-3). The average age for local attendees is 48 as
compared with 53 for non-local Canadian respondents (see Exhibit D-4).

In terms of marital status, 67% of all respondents are married; the balance
have never been married or are separated, divorced or widowed (see Exhibit II-3).
Slightly more U.S. respondents are married and slightly fewer have never been
married (see Exhibit D-5). The same result is evident for local vs. non-local
Canadians -~ i.e., more non-local Canadian respondents have never been married
than local (see Exhibit D-6).

Exhibit I1—3 Marltal status: all respondents(Q 25)

Married/commeon law 1 ; , ; : 66.9

Never married KX 19.5

Widowed : 8

Separated

R
o

Divorced E 2.1

Other 1 .6

o 20 40 )
Per cent (%)
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Looking at the highest level of formal education completed for all
respondents, 35% are university graduates and 22% report post-graduate educa-

tion (see Exhibit II-4 below).

Exhibit I|l—4 Highest level of formai
all respondents(Q 26)

education:

High school

Some comm. coilege

Some university

Grad.comm. coilege

Univ. graduate 1 o

Post—graduate 1

22.7

35.1

o 18

Per cent (%)

University graduates represent the largest group among both U.S. and non-

U.S. respondents. Although more non-U.S. residents report university graduate

or post-graduate status (see Exhibit D-7), the number of U.S. respondents in each

cell is too small to draw any conclusions.

Exhibit D-8 highlights the educational differences between local and non-

local Canadian respondents. A greater proportion of non-local than local report

post-graduate university training, indicating where the balance of the difference

lies in the U.S./non-U.S. comparison.
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Exhibit II-5 shows the distribution of usual occupation reported by all
respondents. By far the largest category is "professional" -- 43% -- followed by
homemaker and sales/service/clerical.

’

Exhibit 11—5 Usual occupation: all respondents(Q 27)

Profeasionai

Homemaker

Sales serv. clerk

Senior mgr/admin.

- . [ X < ]
Junior mgr/admin. 51 3.9

i

"l

P
5] 3.6

Skilled trade XX 3.6

Semi—skilled

Full—time student 'E 1.5

Other Y 4.2

o 70 20 S0 40 s0
Per cent (%)

U.S. respondents are more evenly distributed between the sales/service/
clerical and professional categories than non-U.S. (see Exhibit D-9). Looking at
Canadian respondents only, non-locals more frequently report professional
occupations than locals (see Exhibit D-10).

When asked about their current employment status, 47% of all respondents
reported that they work for someone else and 20% are retired. The majority of
the rest are self-employed or homemakers (see Exhibit 1I-6.) No differences
exist between U.S. and non-U.S. respondents (see Exhibit D-11).
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Exhibit 1|1—6 Employment status: all respondents(Q 28)

Empioyed by somecne 1 Vg x 47.5

B O 0L 5 Ol s 00035552
Retired Py .3:0. == 19.8

Homemaker
Seif—empioyed
Student
Unemployed

Other

20 30 40 s0
Per cent (%)

However, local Canadian respondents tend slightly more often than non-
local to be homemakers and slightly less often to be seif-employed (see Exhibit
D-12).

Finally, the average total family income before taxes during 1984 for all
respondents was approximately $47,600 (Cdn.), based on a 75% response rate, l
As shown in Exhbit D-13, the average for U.S. respondents was $49,650 (Cdn.)
compared to $46,890 for non-U.S. Looking at Canadians only, local respondents
report an average of $44,260 and non-local, $49,400.

IThis average converts the incomes reported by U.S. respondents to
Canadian dollars using a 37% exchange rate.

-12 -
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B. CULTURAL PARTICIPATION

In order to determine the level of participation in cultural events
generally, we asked respondents to indicate the number of times over the past
month they had attended or visited performing or visual arts. Exhibit II-7 shows
the average number reported for all respondents, then broken down for U.S. and
non-U.S. residents. Exhibit D-14 provides more detailed data on the frequencies
of visits and the variance between groups. Clearly, museums and art galleries,
opera or classical music, and live theatre represent the most popular cultural

attractions for all respondents and particularly for non-U.S. respondents.

EXHIBIT O-7 Average number of visits to cultural events over past month:

U.S. vs. non-U.S. (Q 2)
Average no. visits
Visual/Performing
Arts Event ' All u.s. Non-U.S.
Museum or art gallery 1.1 .9 l.1
Performance of opera or classical music 1.4 .8 1.6
Live theatre .8 .8 .8
Popular music concert .2 .3 .2
Art or craft fair or festival .5 .9 4
Ballet or dance performance .3 .2 3

Exhibit D-15 distinguishes between the preferences of local and non-local
Canadians. Non-local Canadians tend to visit museums or art galleries and
attend most performing arts events somewhat more frequently than either local

Canadians or U.S. respondents.
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We also asked whether the respondent or anyone else in the household
currently suscribes to or has season tickets for performing arts organizations.
Looking at all respondents, 46% do maintain subscriptions or season tickets,
while 54% do not. However, based on our relatively small sample, target
market or U.S. respondents appear to do so far less frequently -- 72% report no
such affiliation (see Exhibit 1I-8).

Exhibit |—8 Subscription or season ticket to
cultural organization(Q 3)
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The greatest proportion of this type of participation among Canadians is
with non-local respondents -- 71% of whom report having season tickets or
subscriptions as compared with only 36% of local Canadian respondents (see
Exhibit D-16).
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Exhibit D-17 shows the number of respondents to the pilot project-

supported advertising who report having subscriptions or season tickets.

Since

many of these advertising respondents are from the U.S., it is not surprising to

see that again, more of these do not subscribe than those who did not respond to

the advertising -~ 63% vs. 47%.

Respondents were then asked whether they are more interested in annual
cultural festivals like the Guelph Spring Festival than in the regular cultural
activities in their city. Exhibit [I-9 below shows the distribution of responses.
Almost one-quarter of all respondents are neutral, and a further 57% agree to
some extent or strongly. U.S. respondents tend to be less netural and slightly
more in agreement. Non-local Canadians, however, are less likely to agree than
local respondents; that is, they are somewhat less likely to be more interested in
annual festivals than in ongoing activities (see Exhibit D-18).

Exhibit 1—9 Annual festivals vs. regular cultural activities(Q 4)
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TRAVEL AND CULTURAL EVENTS

C.

The survey asked non-local respondents who did not attend this year's

travel and to what extent they

Guelph Spring Festival how frequently they

participate in cultural events when they do.

Exhibit [I-10 below shows the

frequency with which non-local non-attendees travelled to other cities 50 miles

Just over 60% report travelling such

or 80 km. or more away in the past year.

with 13%

Although the numbers in each cell are small, little

distances 10 times or less. The remainder travelled more frequently,

reporting over 30 trips.

difference seems to exist between U.S. and non-U.S. respondents.
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For those who did travel, the most frequent mode of transportation was
automobile, followed by airplane (see Exhibit II-11).

Exhibit I11—-11 Mode of transportation for travel to other cities:
non—!local non attendees(Q 22b)
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During these trips to other cities, non-local respond.. :ts (both U.S. and non-
U.S.) who did not attend the 1985 Guelph Spring Festival frequently did attend
cultural events (see Exhibit II-12), with non-local Canadians tending to do so
slightly more often.. '

For 38% of all non-local non-attendees who travelled, and for 51% of those

who attended cultural events when they did, the cultural event(s) attended was
the primary reason for the trip (see Exhibit D-19).
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attendance during trips to other citles
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m

FESTIVAL ATTENDANCE

A. SOURCE OF AWARENESS AND DECISION TO ATTEND THE FESTIVAL

Although the project-supported advertiSing ran only in the Buffalo and
Rochester area media noted above, a number of respondents to the advertising
(i.e., who telephoned the Buffalo consulate or the Festival office directly) were
from the Guelph area (n = 34) or were of non-local but non-U.S. origin (n = 30).

All U.S. respondents to the survey were interviewed on the basis of their
response to the advertising. That is, we did not conduct a random sample survey
of residents in the area to determine the level of awareness of the ads.
Similarly, all Canadian respondents to the New York advertising were included in

the survey sample (see Exhibit III-1).

Exhibits E-1 and E-2 (Appendix E) show the frequency of advertising
respondents overall and for local vs. non-local. As shown, 45% of all respondents
made enquiries as a result of the northern New York advertising. Of these, 22%

were local and 78% non-local.

Exhibit IlI-2 presents a breakdown of advertising respondents by local and
non-local attendance status. Non-local non-attendees who responded largely
include the U.S. selected sample. Of local and non-local attendees, 25% and 35%

respectively responded to the advertising.

-19 -
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Exhiblt IlIl—1 Advertising respondents: U.S. vs. non—U.S.
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All respondents were asked how or where they heard about the Guelph
Spring Festival. Exhibit IlI-3 below shows the frequency of responses to this
vquestion.l Clearly, newspapers or magazines were the most frequent source of
awareness about the festival -- 30% of responses and 36% of those responding.
Friends, relatives and associates represent the second most frequently cited
source, followed by brochures. "Other" includes such explanations as being a
long-time subscriber, personal familiarity because of residency in Guelph,

personal participation, and university or other school attendance.

Exhiblit 1I—-3 Source of awareness of the Guelph Spring Festival:
all respondents(Q Sa)
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1Multiple responses were recorded for this question. The missing cases
represent the result of a skip pattern changed after the pretest -~ i.e., initially,
respondents who did not attend the 1985 Festival were not asked this question.

Abt Associates of Canada - 21 -



U.S. respondents heard about the Festival most frequently from newspapers
or magazines (83%) and from brochures (13%). Only one respondent reported
hearing radio advertising. Non-U.S. respondents are aware of the Festival far
less frequently from media advertising and much more frequently from friends
and relatives (see Exhibit [1I-4).

Exhibit lll—4 Source of awareness of Gueiph Spring Festival:
U.S. vs. non—U.S. respondents(Q 5a)
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Source of awareness by local vs. non-local respondents is shown in Exhibit
E-3. For local attendees, the most frequent sources are friends/relatives/
associates, "other" and brochures; for non-local Canadians, friends/relatives/
associates, "other" and newspaper/magazine advertising.
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Looking at respondents who requested Festival information as a result of
advertising (Exhibit E-4), the most frequent source reported is newspaper or
‘magazine. However, these respondents also heard about the Festival from
friends/relatives, "other" and brochures (possibly resulting from their follow-up).
The respondents who did not request information based on advertising report
friends/relatives as the most frequent source, followed by brochures and

newspapers/magazines.

For those who reported hearing about the Festival from newspaper,
magazine, radio or other advertising, Exhibit III-5 shows the specific
publication/station cited. The Buffalo News travel section, Rochester Democrat
and Chronicle and the Guelph Daily Mercury were mentioned most frequently.
Exhibit E-5 shows the breakdown of reSponses for each publication by U.S. and
non-U.S. origin.

EXHIBIT II-5 Source of advertising cited (Q 5b)

Newspaper or magazine source

% of % of

Count responses cases

Guelph Daily Mercury 21 20.6 22.3
K-W Record Kitchener l 1.0 1.1
CKLA FM Guelph 3 2.9 3.2
1985 brochures 13 12,7 13.8
yellow flyers 2 2.0 2.1
Sparetime Magazine 1 1.0 [.1
MUSIC Magazine 1 1.0 1.1
Opera Canada 2 2.0 2.1
Performing Arts 1 1.0 1.1
Buffalo News Travel 35 34.3 37.2
Rochester D & C 20 19.6 21.3
Business First 2 2.0 2.1
Total responses 102 100.0 108.5

94 valid cases
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Sixty-three percent (n = 215) of all respondents attended this year's (1985)
Guelph Spring Festival. Of those who did, 61% were local and 39% non-local
(see Exhibit [11-6).2

Exhibit Il1-6 Attendance at the Gueiph Spring Festival:
local vs. non—local respondents(Q 6)

120

*TH T4
P

100 T 97.7 - PSS

e

Q)

)

O

()

d

)
)

~— 80T
e
g
£
o
‘=
o
“ eoT
L
=
[3
< IS
S { 2 > D
dl: 1SS
404 RS

O

XX
¢
(XX

\7/
5
X

A/
ol
OO

QO
9, ’0

O

CRK)
ol
5
"0

X

O
Q)
0'0

)
X

X
(X)
:::i

201

CAJ
8

%

v,
Q
.'

O
)

"'

00
K
o

5
%

5
000

%

>,

.’

-,

Exhibit [II-7 presents the proportion of U.S. respondents who attended this
year. As shown, only 10% of U.S. residents who responded to the targetted
marketing in northern New York did in fact attend. This includes all those who

were on the 1985 Festival list of ticket buyers.

2The reader should remember that the sampling plan, except for U.S.
respondents, selected local and non-local attendees and non-local non-attendees.
Local non-attendees shown represent those who bought tickets but did not
attend.
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Exhibit 111—-7 Attandance at the 1985 Guelph Spring
Festival: U.S. vs. non—U.S. respondents(Q 6)
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Of all those who responded to the advertising -- ..e., including Canadian

residents -- 41% attended the Festival this year (see Exhibit 1I-8).

Non-local respondents who did not come to the 1935 Festival were asked

why they decided not to attend. Exhibit III-9 shows the reasons given. The

response code most frequently used is "other". Our review of the reasons

documented revealed such varied explanations as:

»  Conilicted/too busy/doing other things/
not convenient

> Out of the country/didn't fit with other
travel plans

»  Information arrived too late to attend

»  Personal problems/family responsibilities/
illness

> Nothing specified for "other"
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Exhibit 111—8 Attendance at the 1985 Guelph Spring
Festival: advertising respondents vs.
non— respondents(Q 6)
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' Guelph Spring Festival(Q 20)
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The second most frequently cited reason was "not enough time to plan the
trip." The targetted advertising ran very close to the beginning of the Festival,
which may account for this finding. No strong differences emerge between U.S.

and non-U.S. non-attendees.

B. ATENDANCE PATTERNS

Of those who attended the 1985 Guelph Spring Festival (n = 215), this year
represented the first visit for 27%; the remaining 73% had attended previously.
Only one of the nine visitors from the U.S. (or 11%) had attended before (see
Exhibit II-10). Only slightly more non-local respondents were attending for the
first time — 32% vs. 25% for local respondents (see Exhibit E-6).

Exhibit 1110 First year of attendance:
U.S. vs. non—U.S. respondents(Q 7)
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Of those who responded to the special Festival advertising, Exhibit E-7
shows that 44% attended for the first time vs. 27% for all respondents and 20%
for those who were not advertising respondents (i.e., primarily non-U.S. and local

in origin).

Exhibit IlI-11 shows the relative attendance at specific Festival events.

The most frequently attended performance was "Prodigal Son", followed by the
Thai Classical Dancers, Ann Mortifee and Gilbert and Sullivan. The average
number of events attended for all attendees was l.6.

EXHIBIT MI-11 Guelph Spring Festival events attended: all attendees (Q 3)

Pct of Pct of

Count Responses Cases

Prodigal Son 73 21.5 34.8
Jean-Louis Steuerman 23 6.8 11.0
Stephanie Bogle 8 2.4 3.8
Gilbert & Sullivan 36 10.6 17.1
Children's Theatre 5 1.5 2.4
Rob McConnell & Boss Brass 19 5.6 9.0
Thai Class Dancers 42 12.4 20.0
Danny Grossman 20 5.9 9.5
Monica Gaylord 14 4.1 6.7
Jane Austen 24 7.1 11.4
Marvis Martin ' 12 3.5 5.7
Ann Mortifee 39 l1.5 18.6
Can. Chamber Ensemble 13 3.8 6.2
Winners in Concert 6 1.8 2.9
Edward Johnson Competition _6 _ 1.8 _ 2.9
Total Responses 340 100.0 161.9

4 missing cases 210 valid cases
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The attendance pattern of U.S. visitors is presented in Exhibit E-8. The
average number of events attended was 1.4, Otherwise, the total number (n = 7)

prevents any systematic observations.
Of all non-local respondents who did not attend the 1985 Guelph Spring

Festival, 39% have attended in the past (see Exhibit IlI-12 below). The average
number of festivals attended is 2.6 (see Exhibit E-9).

EXHIBIT M-12 Attendance in the past: non-local non-attendees (Q 21)

Attendance
in the past? No. %
Yes 48 39
No 76 6l
124 100
Missing observations = 3

Looking at respondents of U.S. origin, only 5% of non-attendees have
attended in the past as compared to 96% of other non-local non-attendees (see
Exhibit I[I-13). As shown, the average number of times attended in the past was
once for the three U.S. cases and 2.7 for the 36 non-U.S. cases.

Of those non-local non-attendees who had responded to the northern New

York advertising, 16% had attended before, an average of 2.2 times (see Exhibit
E-10).
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EXHIBIT llI-13 Attendance in the past: advertising respondents who did not attend (Q 21)

Avg. number of times attended in the past

Attendance in %
the past? u.s. Non-U.S. Total Entire population - 26
(n=39)
_— 47 51
Yes (5) (96) (%#0) U.S. respondents -1
(n=3)
74 2 76
No (95) (4) - (60) Non-U.S. respondents - 2.7
. ' (n = 36)
78 49 127
(61) (39) (100)

Missing cases = 11




C. SATISFACTION WITH THE FESTIVAL

We asked those respondents who attended this year's Festival how satisfied
they were with the overall program and with the events they attended. Ovel:all,
80% of respondents were satisfied with the 1985 program, with 28% reporting
that they were extremely satisfied. Only 9% indicated dissatisfaction. With
respect to the events attended, 91% indicated that they were satisfied, with 50%
extremely satisfied. Here, only 5% were dissatisfied.

Looking at origin of respondent, no real differences emerge between local
and non-local Canadaian respondents in the level of satisfaction with the
program (see Exhibit E-11) or with the events attended (see Exhibit E-12) except
that non-local Canadians are somewhat more likely to be extremely satisfied.

However, looking at U.S. attendees (Exhibit III-14) although the
number is very small, over 40% (n = 4) expressed dissatisfaction with the overall
program. These respondents were also somewhat less satisfied than non-U.S.
attendees with the event attended -- 76% (n = 6) satis‘’=d to some extent vs.

91% (n = 192) as shown in Exhibit III-15,

Exhibit lll—=14 Satisfaction .with overall program(Q 9a)
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Exhibit 1lI—=15 Satisfaction with events attended(Q 9b)
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Those who responded to the pilot project advertising were as likely to be
satisfied with both the overall program and the events attended as those who did

not (see Exhibit E-13).

We also asked attendees whether the admission prices were higher or lower
than they expected. Exhibit IlI-16 shows that the majority of respondents (71%)
felt that the prices were about what they excected. Only 7% indicated that they

were higher than expected.
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Exhibit lIlI—m16 Admission higher or lower than expected(Q 10)
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Looking at origin of respondents, no real differences are evident except
that non-local attendees are somewhat more likely to feel that prices were lower
than expected (see Exhibit E-14). Again, although the number of attendees is
small, U.S. respondents are more likely to report that admission prices were
lower than expected -- 38% vs. 21% for non-U.S. (see Exhibit E-15). And finally,
those who responded to the target market advertising did not differ from those
.who did not in their perception of admission prices (see Exhibit E-16).

Would attendees have been willing to pay more for admission to the
events? Considering all attendees, 57% would have and 43% would not.

Abt Associates of Canada
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Exhibit E-17 shows that non-local attendees would have been only slightly
more willing to pay more -- 62% vs. 54%. However, as shown in Exhibit III-17,
U.S. attendees (n = 9) far more frequently would not have been willing to pay
more -- i.e., the willingness to pay more relates to non-local Canadian attendees.

Exhibit 111—17 Willlingness to pay more for admission(Q 11)
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Similarly, advertising respondents were also less inclined to pay more than
others -- 42% vs. 64% (see Exhibit E-13).
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TRAVEL AND EXPENDITURE PATTERNS

A. REASONS FOR VISITING GUELPH

We asked non-local attendees (n = 85) their main purpose for visiting Guelph.
Exhibit IV-1 shows that the overwhelming reason was to attend the Festival. The
same results were found for those who responded to the advertising, although a
slightly greater proportion of U.S. respondents came mainly for a pleasure trip
(see Exhibits F-1 and F-2).

Exhiblt IV=1 Maln reason for visiting Guelph(Q 12q)

100 -- - e

—
93.8 |
ﬁ"* _ I
s |
764+ » |
|
59 i
— ~ 2 !
3 % f
A L ‘/‘a i
bt y 1
[~ 4. oPed [
g %0 2 |
5 |
a. o) ,;
i
: |
i ?
» :
2871 £ ¢ :
2P l
™ t
, !
9 ]
v 3.7 2.5 '
RIS [BRIERZR FORRTTIR |
0 - ot ¥ ¥ <
To attend festival Personal visit Pleaasure
Main reason for non—loca: attendcees
Abt Associates of Canada - 5 <



Of those non-local attendees who did not visit mainly for the Festival
(n = 5), virtually all of them planned to attend it while there but did not extend
their visit in order to do so (see Exhibit F-3).

Respondents who reported spending time in Guelph were asked what other
activities they participated in during their stay. Responses included other
cultural activities, leisure/sports and activities such as shopping, dining and
visiting nearby towns. Two of the four U.S. respondents indicated that they
took part in other cultural activities (see Exhibit 1V-2).

EXHIBIT IV-2  Other activities during visit: non-local attendees

Q17)
Activity No. responses
Cultural 3
Leisure/sports 3
Qther 14
None 50
DK/NR 15
Total &5

B. TRANSPORTATION AND ACCOMMODATION

Exhibit V-3 shows that the primary means of transportation to the Festival
for non-local attendees was automobile. For the nine U.S. attendees, this
represented the only means of transportation (see Exhibit F-4).
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Exhiblt IV—=3 Means of transportation to the Festival(Q 13)
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Non-local attendees in general spent an average of 1.5 days and 1.6 nights
in the Guelph area. Similarly, those who responded to the advertising spent an
average of 1.5 days and 1.7 nights (see Exhibit F-5). !J.S. attendees (n =9)
tended to stay for slightly more days -- 1.9 days as compared to 1.4 for non-U.S.
-- but no differences exist for the number of nights (see Exhibit F-6).

Most non-local attendees did not stay in Guelph. Those who did reported
staying with friends or relatives or in a motel (see Exhibit IV-4). Although the
numbers are small, U.S. attendees tended to stay more frequently in hotels or
motels (see Exhibit F-7).
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EXHIBIT IV-4  Accommodation during stay (Q 15)

Hotel 2
Motel 6
Bed & Breakfast 1
Friends/relatives 10
Total 19

C. REPORTED EXPENDITURES

We asked both local and non-local attendees how much money they spent
on themselves and on their group. Exhibits IV-5 and [V-6 show the average
expenditures for these two groups respectively. The first set of averages in each
exhibit is based on the total number of possible respondents. The second set
represents only those who spent money on the particular spending category (i.e.,
excluding those for whom 0 expenditure is recorded).

As shown, the average total expenditure for local attendees is $55.29 per
respondent who reported spending or a local average expenditure of $25.44 per
person in the unit (i.e., adults and children) to which spending applied. In
comparison, for non-local attendees reporting spending, the total average per
respondents is $89.53 and $42.24 respectively.

Exhibit F-8 provides a breakdown of average expenditures on the various
categories for U.S. and non-U.S. respondents. The total average spending by U.S.
respondents was $132.89 (n = 9) as compared to $84.03 for non-U.S. In the case
of each U.S. respondent, this spending applied to two adults and no children (see
Exhibit F-9).
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EXHIBIT IV-5  Average expenditures for local attendees (Q 18 and 19)

A. Average expenditures based on total no. possible respondents

VARIABLE LABEL MEAN STD DEV MINIMUM MAX IMUM VALID N
Qisa Transportation/parking spending 1. 00
Q188 Meals and drinks spending a 769 12'323 8f8 1%8'888 138
Q18c Festival tickets spendin 38 977 31. 849 0.0 200. 000 130
Q18D Sauvenirs and other s enaing . 400 9. 437 0.0 &0. 000 130
Q18E Services, eg. babysitting . 954 2. 619 0.0 20. 000 130
Q18F Other expenditures 1. 208 10. 774 0.0 120. 000 130
G186 Total spending 52. 304 44.713 0.0 300 000 130
Q19ADLY Adults paid for 2.234 1.278 0.0 8. 000 130
Q19CHILD Children paid for . 149 . 599 0.0 4. 000 130
LCPENPLE Local party size 2. 423 1. 447 0.0 9.000 130
LOCALAVE Local average expenditure 24. 427 19. 989 0.0 110. 000 126
B. A,crage expenditures based on no. respondents who spent
VARIABLE L ABFL. MEAN STD DEV MINIMUM MAXIMUM VAL ID N
Q18A Transportation/parking spendiug 5. 240 4 206 1 0 2C
ngg Meals and drinks spending 32. 632 29. 848 10. 880 158 888 }’3
a18c Festival tickets spendlng 43. 481 30. 329 12. 000 200. 000 116
Q1on Souvenirs and other spending 24. 000 30. 269 2. 000 &0. 000 3
G18E Services, egq. babysitting 10. 286 3. 499 3. 000 20. 000 7
‘Q18F Other expenditures $2. 333 58. 960 12. 000 120. 000 3
Q108G Total spending 55. 285 44 134 12. 000 300. 000 123
Q19ADLY Adults paid for 2 325 1. 232 1. 000 8. 000 126
Q19CHILD Children paid for 1.833 . 937 1. 000 4.000 12
I.CPEOPLE Local party size 2. 300 1. 424 1. 000 2. 000 124
LOCALAVE l.ocal average expenditure 23. 434 1%. 787 3. 300 110 000 121
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EXHIBIT IV-6

Average expenditures for non-local attendees (Q 16)

A. Average expenditures based on total no. possible respondents

VARIABLE
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Qi 4LAB

223
mon

S1od~1~J~1=]~]~F~]~T-]
S G s gt Gt S S S Bt

NLPEOPLE

LABEL

Transportation to-from spending
lLocal trans. parkin? spending
Accommodation spendin

Food and drinks spending
Featival tickets spending

Other entertainment., recreation
Souvenirs spending

Cifts and other Kurcha;es
Services, e?. babysitting

Other spending

Total spending

Adults paid for

Children paid for

Non—-local party site

Non—local average expenditure

Average expenditures based on no. respondents who spent

VARIABLE
Ql1bAA
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mm
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LABEL

Tvansportation to-from spending
LLocal trans. parlin? spending
Accommodation spend n?

Food and drinks spending
Festival tickets spending

Other entertainment., recreation
Souvenirs spending

GCifts and other purchases
Services., e?. babysitting

Other spending

Yotal spending

Adults paid for

Children paid for

Non—laocal party size

Non—local average expenditure

MEAN 87D DEV MINIMUM
7. 929 10. 171 0.0
. 310 1.423 00
3. 060 18. 490 0.0
23 230 32. 48B4 0.0
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. 060 . 344 00
. 119 1. 091 0.0
2. 300 8. 341 0.0
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. 024 . 133 0.0
2 262 1 194 00
41721 39.8146 0o
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3. 200 3. 194 1. 000
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10. 000 . 10. 000
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SUMMING UP

A. CHARACTERISTICS OF THE POTENTIAL "CULTURAL TOURIST"

As noted in Chapter 1, approximately 70% of the attendees at the Guelph
Spring Festival come from Guelph and the immediately surrounding area. Our
post-festival survey oversampled for non-local and particularly U.S.
respondents. The following highlights summarize the characteristics of those
U.S. residents who expressed an interest in the Guelph Spring Festival by
responding to the targetted advertising:

> 68% are female and 32% are male; '
> The average age is 53;
»  67% are married;

> 42% are university graduates or have post-graduate training (as
compared to 63% for non-U.S, respondents);

> In their usual occupation, 29% are professional and 25% sales/
service/clerical (as opposed to 50% professional for non-U.S.);

> 45% of U.S. respondents are employed by someone else and 21% are
retired;

> The U.S. respondents report a total family income before taxes of
$36,000 (U.S.) for 1984 as compared to $47,000 (Canadian) for non-
U.S. respondents;

> They have attended certain visual or performing arts events --
museum or art gallery, opera or classical music, live theatre, art or
craft fair or festival -- an average of once in the past month;

» - They do not tend to hold subscriptions or season tickets to cultural
organizations (28% as compared to 52% for non-U.S. respondents and
69% for non-local attendees in general);

Abt Associates of Canada 1
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> They express greater interest in annual cultural festivals like the
Guelph Spring Festival than in the regular cultural activities in their
city (64%);

» Those who did not attend the 1985 Guelph Spring Festival (the
majority) travel to other cities 50 miles or 80 km. away relatively
frequently (for 35%, 0-5 trips; for another 27%, 6-10 trips);

»  Travel is primarily by automobile (62%) or airplane (27%); and

> U.S. respondents frequently attend cultural events when they travel
(66%); indeed, this often constitutes the primary reason for their trip
(for 51% of those who attended cultural events when travelling).

Overall, then, potential visitors to the Guelph Spring Festival from the
target market areas of Buffalo and Rochester tend to be female, over 50,
married, relatively well-educated and with a total family income of
approximately $50,000 (Canadian). In most respects, they do not differ from
non-U.S. respondents, other than having proportionately fewer university
graduates and professional occupations. They attend other visual and performing
arts, but do not tend to be members or regular attendees and express more
interest in annual events like the Guelph Spring Festival. Cultural activities
often play a role in their travel to other cities.

Of interest to Festival organizers for future marketing, we did identify
some differences between local and non-local Canadian respondents.
Specifically, the local portion of the Canadian sample tended more often than
non-local respondents to be female (71% vs. 53%), younger (average age 48 vs. 53
for non-locals), married (69% vs. 62%), to have less post-graduate education
(17% vs. 33%), are less frequently in professional occupations (45% vs. 56%), to
be homemakers (19% vs. 11%), and to have lower total family incomes (1984)
before taxes ($44,000 average vs. $49,000).

Non-local Canadians tend to visit museums or art galleries and attend most
performing arts events more frequently than either local Canadians or U.S.
respondents. Similarly, they more frequently report having season tickets or
subscriptions to performing arts organizations. They are less likely to be as

Abt Associates of Canada
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A

interested in annual festivals as in ongoing cultural activites, but non-local
Canadian attendees reported being extremely satisfied with the Guelph Spring
Festival somewhat more frequently than local attendees.

B. IMPACT OF TARGET MARKETING

Of the 193 U.S. residents who contacted the Buffalo Consulate or the
Festival office as a result of the advertising, our interviewers were able to
complete interviews with 89. However, another 64 non-U.S. respondents, about
half of whom are local, also made enquiries resulting from the newspaper or
radio ads. '

U.S. respondents heard about the Festival most frequently from newspapers
or magazines; only one respondent reported the radio advertising. The specific
publications cited were primarily the Buffalo News travel section and the
Rochester Democrat..

Only 10% (n = 9) of those U.S. residents who responded to target market
advertising did, in fact, attend. However, of all those who responded to the
advertising -~ i.e., including Canadian residents -- 41% attended the Festival this
year. U.S. non-attendees decided not to come because there was not enough
time to plan the trip or for other reasons such as "conflicting with other
activities", "too busy", "personal problems", "not convenient".

Of the nine U.S. respondents who attended the 1985 Guelph Spring Festival,
only one had attended previously. The average number of events attended this
year was 1.4.

The number of target market attendees is too small to drawn any
conclusions or to have a significant impact on overall Festival attendance and
related economic effects. However, we can point to some visit and expenditure
data. In summary, they:

Abt Associates of Canada
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> Attended primarily because of the Festival or for a pleasure trip
generally;

> Stayed an average of 1.9 days and 1.6 nights, mainly in hotels or
motels; and

> Spent an average of $132.89 in total (including transportation) as
compared to $89.53 for other non-local attendees and $25.44 for local
attendees.

Abt Associates of Canada



Appendix A

THE GUELPH SPRING FESTIVAL:
1985 PROGRAM AND ADVERTISING
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Exhibit A Guelph Spring Festival: 1985 Program

Date & Time Event Location Capacity Admission Sales
(100% house)

Friday, April 26th
9:00 p.m. The Prodigal Son SACG 500 $15.00/12.50 $6,875
Saturday, April 27th
8:00 p.m. Jean-Louis Steuerman WMH 806 $10.00/8.00 $7,254
Sunday, April 28th
3:00 p.m. Stephanie Bogle SACF 400 $6.00 $2,400
9:00 p.m. The Prodigal Son SACG 500 $15.00/12.00 $6,750
Monday, April 29th
8:00 p.m. An Evening of

Gilbert & Sullivan WMH 806 $12.50/10.00 $9,068
Tuesday, April 30th

The Prodigal Son SACG 500 $15.00/12.50 $6,875

9:00 p.m.
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Exhibit A Guelph Spring Festival: 1985 Program (Cont'd)

Date & Time Event Location Capacity Admission Sales
(100% house)

Wednesday, May |st

1:30 p.m. Théatre Sur le Fil WMH,P 300 . $5.00 $1,200

(French) " Children $3.00

7:30 p.m. Théatre Sur Le Fil WMH,P 300 $5.00 $1,200

(English) Children $3.00

Thursday, May 2nd

1:30 p.m. Umiak WMH, LL 150 $5.00 $600

(English) Children $3.00

7:30 p.in. Uiniak WMI,LL 150 $5.00 $600

(French) Children $3.00

Friday May 3rd

10:00 a.m. (English) Umiak WMH,LL 150 $5.00/3.00 $600

1:30 p.m. (French) Umiak WMH,LL 150 $5.00/3.00 $600
Rob McConnell RH 878 $12.50/10.00 $9,878

8:00 p.m.

and the Boss Brass



Exhibit A Guelph Spring Festival: 1985 Program (Cont'd)

Date & Time Event Location Capacity Admission Sales
(100% house)

Saturday, May 4th

2.00 p.m. The Thai Classical WMH 806 $8.00/6.00 $4,836
Dancers and Muscians Children $4.00

8:00 p.m. The Danny Grossman RH 878 $12.50/10.00 $9,878
Dance Company

Sunday, May 5th

11:00 a.m. Brunch and Tea EMI 150 215.00 22,250

3:00 p.m. with Monica Gaylord EMI 150 12.00 1,800

8:00 p.m. The Thai Classical WMH. 806 $8.00/6.00 4,836

Monday, May 6th
Tuesday, May 7th

8:00 p.m.

Dancers and Musicians

Winners in Concert

NO PERFORMANCES

uG

100

Children $4.00

Free



Exhibit A Guelph Spring Festival: 1985 Program (Cont'd)
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Date & Time Event Location Capacity Admission Sales
(100% house)
Wednesday, May 8th
2:00 p.m. An Afternoon with WMA 806 $8.00/6.00 $5,642
’ Jane Austen

7:00 p.m. Edward Johnson uG 100 Free -
Music Competition

Thursday, May 9th

7:00 p.m. . Edward Johnson uG 100 Free -
Music Competition

Friday, May 10th

8:00 p.in. Choral Concert SGC 600 $15.00/12.50 8,250
with Mavis Martin

Saturday, May 1lth NO PERFORMANCES (Bach Competition - Toronto)

Sunday, May 12th

806 $15.00/12.50 11,083

8:00 p.in. Ann Mortifee In Concert WMH



Exhibit A Guelph Spring Festival: 1985 Program (Cont'd)

Date & Time Event Location Capacity

Admission Sales
(100% house)
Monday, May 13th NO PERFORMANCES
Tuesday, May l4th
8:00 p.m. The Canadian WMH 806 $12.50/10.00 $9,068

Chamber Ensemble

Location Legend

RH - Ross Hall (capacity 878)
WMH - War Memorial Hall (306)
SGC - St. George's Church (600)

SACG -  St. Andrew's Church, Guelph (500)
SACF - St. Andrew's Church, Fergus (400)
WMH,P - War Memorial Hall, partial use (300)
WMH,LL - War mernorial Hall, Lower Lounge (150)
EMI - Elora Mill Inn (150)



GUELPH SPRING TESTIVAL

Prasanted Dy e Edward ,ORNSON Mgl Erg~aahan

Box 1718. Guelph. Ontario, Canada. N1H 6Z9 - (519) 821-7570

a celebration of the pertorming arts

March 14, 1985

CONTACT: Marilyn Gifford
(519) 821 - 7570

FOR IMMEDIATE RELEASE

GUELPH SPRING FESTIVAL IN THE 'ROYAL CITY'

An exciting festival for the performing arts is just one of the incentives
for residents of Buffalo and area to travel north of the border this Spring
and discover Guelph, Ontario Canada. The GUELPH SPRING FESTIVAL, April 26 -
May 14 has recently been rated by the American Bus Association as one of the
top 100 events in North America and combines internationally-acclaimed talent
with the warmth and charm of this century-old university town.

The FESTIVAL, now in its 18th season, is a celebration of the performin§ arts
which offers audiences of all ages a wide variety of events including live
theatre, dance, opera, chamber music and jazz. An Fvening of Gilbert and
Sullivan, the triumphant return of Benjamin Britter’'s opera The Prodigal Son,
Rob McConnell and the Boss Brass, the Danny Grossm:n Dance Company, a Choral
Concert with the Metropolitan operd star Marvis Martin and the extrao}dinary
talents of Ann Mortifee in Concert -- just part of the exciting program brought
together by Artistic Director Nicholas Goldschmidt. This year's Festival will
also mark the Canadian premiere performance of Brazilian concert pianist Jean-
Louis Steuerman and the North American debut of the Classical Dancers and
Musicians of Thailand.

Located a short one-and-a-half hour drive from Buffalo, the 'Royal City' rewards
its visitors with friendly hospitality. Founded in 1827, Guelph lies in the
agricultural heartland of southwestern Ontario. [ts colourful history and

rich heritage play a major role in its active cultural life in the 1980's.
Besides the GUELPH SPRING FESTIVAL, many other activities and events provide
entertainment and enjoyment at prices that only a small city can offer.
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History buffs can take a leisurely stroll along quiet streets featuring the
limestone architecture for which Guelph is famous, or, join an organized
walking tour through its downtown. Of equal interest are the Macdonald
Stewart Art Centre, the Civic Museum, Riverside and Heritage Parks, the
majestic Church of Our Lady and, of course, the University of Guelph with

its Arboretum and parks. Within minutes from the city are the Aberfoyle
Antique Market, one of the continent's oldest, and the charming village of
Elora with shops for browsing on the edge of its famous river and gorge.

For the true outdoorsman, there is hiking along the Guelph Trail and sailing
or camping at Guelph Lake.

Guelph Major Norm Jary is naturally very proud of the tradition of the
GUELPH SPRING #ISTIVAL -- "Each year tourists, performers and critics

alike look forward to returning to our city and the FESTIVAL. We know

of no other place in North America which combines the culture of the past
with the magic of today's performing arts, at prices attractive to everyone.
The citizens of Guelph, recognized for their war~:h and friendly manner, are
pleased to extend a special invitation to their --iends south of the border
to come for a holiday they will long remember."

Information about the City of Guelph and the GUELPH SPRING FESTIVAL can be
obtained by contacting: The Canadian Consulate, 3550 Marine Midland Centre,
Buffalo, telephone 852-7369 or the FESTIVAL Offic2, P. 0. Box 1718, Guelph,
Ontario NIH 629, telephone 1-519-821-7570.



CELEBRATE THE PERFORMING ARTS
IN ONTARIO’S ROYAL CITY

(Just 90 minutes from Buffalo)
MUSIC DANCE & THEATER CLASSICAL, POPULAR & MODERN

Experience the best in international talent when the charming
City of Guelph becomes the cultural capitol of Canada. Fack
Springtime our friendly community opens the doors of its his~
toric limestone churches and beautiful university campus to
welcome performers and visitors from around the world.

msemarar [ QUELDH
g | SDDING
» e | PESTTVAL

¢ The Pro Son, Begjamin
ey chrmeeh APRIL 26th to
¢ Grammy Award winners! The MAY 14th

‘The Cultural Capitol of Canada”

For Free Brochures Call
853-7369

For Ticket Information Contact

GUELPH SPRING FESTIVAL
Box 1718,Guelph, Ontario, Canada N1H 629

Call (519) 821-7570

Colden Times, Buffalo, April 3, 1985

Abt Associates of Canada



shabianad sansan

The Buffalo News,
Sunday March 31, 1985

Bows Beags. Aon Morutes.

@d he Danny _ooemman  Meals.

Dancs Comp a3 el ackees. tu

M < oera savings oo good o
eropodtan L ‘ .

Abt Associates of Canada




Abt Associates of Canada

APPENDIX B

TELEPHONE SURVEY INSTRUMENT



GUELPH SPRING FESTIVAL

POST-FESTIVAL

Telephone Survey
Origin of Respondent Interviewer ID Day Code___
Local ceeeeniiaccncnncene 1 Advertising respondent

Non-Local cceceernnseees 2

Good evening. I'm calling from Abt Associates of Canada. We are conducting a
survey on behalf of the federal government to determine the range of interest in
the Guelph Spring Festival and to measure its economic impact. It should only
take about 10 minutes to participate in this survey.

l.  May I begin?
YeS sierrectscncaransercancs 1
No [ ZXIXYR RN Y ] X EXEXTEALSR Y 3 2

FOR ALL RESPONDENTS

2.  First, I would like to ask you a few questions about your leisure time
activities. Over the past month, approximately how many times, if at all,
have you attended or visited any of the following: (Read list and record.)

Number

of times DK/NR
Museum or art gallery 99
Performances of opera
or classical music 99
Live theatre 99
Popular music concert
(folk, rock, jazz &
country & western 99
Art or craft fair or
festival 99
Ballet or dance
performance 99
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5.(a)

(b)

Ae A

Do you, or does anyone else in your household, currently have a subscrip-
tion or season ticket to the performances of any dance, music, opera or
other performing arts organizations?

Yes  eeees cosssccescecsonces |
NO  .eeee ceseseessescceannes 2
DK/NR  eeeeecveresesececscnese I

Are you more interested in annual cultural festivals like the Guelph Spring
Festival than in the regular cultural activities in your city? Please rate
your level of agreement on a 7-point scale from | for strongly disagree, to
7 for strongly agree, with 4 meaning neutral.

Strongly Disagree Neutral Strongly Agree  DK/NR
l 2 3 4 5 6 7 9

How or where did you hear about the Guelph Spring Festival? (Record ail
mentioned.)

Newspaper or Magazines ..c.ccccceecasescencecocne ceerreces 01
RadiO.eecsscncess cessssscensesssansaseace cescassarensas cessesersnsen sesesesaneees .

TelevisiOMecccreicerceencnsesceceaccse cesesenaee ceesnenscessenranes ceesasacacne cesecscece 03
Posters & billDOards c.ccccecscasecscsescacscscansnsecacsiiesananens sereceencane e Q4
Brochures ...... scsrescessenas ceesecesae ceasee ceresesesasntacesesnnanes cevesseerssecnse 05
Friends, relatives, assocxates cevecaseancs ceteseenessecsnanne sesssssenserccaconce 06
Subscription solicitations ..cccceceeccereceees cecssconscrenes cvesseseccsecnnocanes 07
Other ceranseas crencerens O 08
DK/NR .ccvececene ceensscascesscsnsessessnasassasae etecncscasaciseansaasesesee cesnsesecece 09

(If not specified in (a))

And do you recall which publication (or radio station) that was?

Local
Guelph Daily MerCULY ceeeceececcenccseccnncnncsacssecancnnases 01
K-W Record, KitChener .....cccecrceeccescencocsrencecnncncenes 02
CKLA FM Guelph.ceceecesecccoeecrarensenancoasaans ceerecacreee a3
CFCA FM, KitChener cccciicacciecacsnssccecencencrnenecnaes Q4
CFTJ FM, Cambridge......... aressssasssansaservesssrnssranse . 05
Visitor's Guide 10 GUEeIPN eeeeeuerercssencarcceoanaransnaaceas g6

K-W Symphony Women's Committee Supplement .... 07
(appeared in K-W Record 7 Cambridge Newspaper)

Royal City Musical Productions Program ...c....... .. 08
1985 Guelph Spring Festival Brochures...ccccceeeueeeeee. a9
-2-
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6.

7.

Yellow flyers distributed throughout the City

Toronto

Of GUEIPR reeeireenrrnectrnesseacnstosiaencnseisiaensessscsraarees 10
Sparetime Magazine ....eeceesescsresitrosanncciransenensiancsans 12
Guelph Magazine...cceeesucrneesesresiansrecseniaocseecnansacene 13
Local but don't recall ciceececeeceerectcnceteciacencncsonacnens 14
Women's Musical Club of Toronto ..cceeeeeeceancecccuencaes 15

- advertising in their program
MUSIC MaBaZiNe..ceverseecseseecsecracaesevasseronsransesensene 16
OPERA CANADA Magazine....cccuveee sevessseasoans ensonses 17
PERFORMING ARTS Magazine ..ccceeeeeereraarecascsanease 18

United States

Travel Section of Buffalo News .cccceceecncnese ceseseanceane 19
Travel Section of Rochester Democrat

and Chronicle ...c........ ectscanesnnanassans secrsssessesanaseasas 20
WVOR FM, ROCheSter ccccvvereccnanccestcccseresassasacscnaanes 21
WIYE FM 96 BUFfA10 teececececscaccnreassecseronnasasansacsoass 22
Bee Publxcatmns Inc. - 7 weekly newspapers ........... 23
Golden Times, ROChESTEr .ciciceececrcrsecscvacacrancsenesesane 24
Business First Newspaper, Buffalo ..cccccevesecanracaneees 25
American Symphony Magazine ....cccccervunecnncciiiiiaenen 26
MUSICal AMELICE ceveecrcecerenrerscsiarcssrscssoscasssancens 27
DK/NR ceeeeeereerecsecsssresossansesssessersesscsssasaressssasssranaas 99

YeS  ciceccrcrcscsccecervaces 1
NO cececcccrcresceannenees , 2 (Skip to Q20)
DK/NR  iiieveccennnens seseees

Y@5 cecreecreccestsvosasnene 1

NO ceeicecencrccscesensense 2

DK/NR  cceeeveereeceecsncssonee 9
-3
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8. How many Festival events did you attend? (Include free events.)
Number of events ...ccceceees DK/NR 99
Please Specify: (Read list if respondent can't recall names.)

Prodigal Son ceeee 01
Jean-Louis SteUErMaN...ccccceescsccsssrcasessosraseassess 02
Stephanie Bogle... 03
Gilbert & SUlliVan cceeeeeceeescececcavascscesacscsssesssease Of
Children's Theatre .... 05
Rob McConnell/Boss Brass . 06
Thai Classical Dancers....... . 07
Danny Grossman ...... e 08
Monica Gaylord ........ ceese 09
Jane Austen. vevas cesnsessree vesseee 10
MaArvis MArtin eececceccscccecsscecesccsssscssseassensasscses 11
Ann Mortifee ... weeee 12
Canadian Chamber Ensemble..cccccerecsncecsccrcarese 13

Winners in CONCErt cccveeecrrronssaserecsseessensareesaese LU
Edward Johnson Music Competition ...cccceeeeceeee 15

9.(a) With respect to the overall Festival program, how satisfied would you say
you were on a scale from | (extremely satisfied) to 7 (extremely
dissatisfied) with & being neither satisfied nor dissatisfied?

Extremely Neither Satisfied Extremely N/A DK/NR
Satisfied nor Dissatisfied Dissatisfied
{ 2 3 4 5 6 7 8 9

(b)  With respect to the event(s) you attended, how satisfied would you say you
were on a scale from | (extremely satisfied) to 7 (extremely dissatisfied)
with 4 being neither satisfied nor dissatisfied?

Extremely Neither Satisfied Extremely N/A DK/NR
Satisfied nor Dissatisfied Dissatisfied
{ 2 3 - 4 5 6 7 8 9

10. Were the admission prices higher or lower than you expected? Please rate
on a scale of | to 7 with | being much higher than expected, 4 being about
what you expected and 7 being much lower than expected.

| 2 3 4 5 6 7 8 9
Much As Much
Higher expected Lower N/A DK/NR
-4 -
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1. Would you have been willing to pay more for admission to the event(s)?

Y @S ceecrcscnvesaccrssaccanns 1
NO veceresesecernssssossocsose 2
DK/NR erirrecccersececens 9

Go to Q12 for non-local attendees.
Go to QI8 for local attendees.
Go to Q20 for non-local non attendees.

FOR NON-LOCAL RESPONDENTS (ATTENDEES)

12. (a) What was the main purpose for visiting Guelph?
(Do not read categories unless asked for clarification)

To attend the Festival c.ccccerereeeneneeencieseensane coresenes 1 (go to Q 13)
Business/employment...ciceeeesrescceseesenasoseassassesescens 2
Personal/visiting friends or relatives

(including shopping, medical appointment,

funeral, @1C.) iieerererecrsticinecssencerssncrssssnncassereaanes 3
Pleasure (primarily recreation or

Pleasure trip) ciceescereccesecrecicasnreresesnnisnencsnnirnnens 4
Other (specify) C L eeess 5
DK/NR teieecceressssssecstncassesarsssesaescsssssrssssssssssssssscss 9

(b) Even though you did not visit mainly for the Festival, did you plan to
attend it while you were there?

Y €S teeinceenesscscncrssnonas 1
NO teeererecasncercsessssesnse 2
DK/NR .eeeeresecencnsesee 9

(c) Did you extend your visit to Guelph in order to attend the Festival?

Yes ..... ceersee l [\ [ S 2
By how many days?

(d) And did your trip include:

Other parts of the province....ccieceneeeees 1
(specify)
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Other provinces in Canada..cecseesceceeceesel
(specify)

13. What means of transportation did you use to come to Guelph?
(Don't read uniess prompting required.)

Automobile ......... 8080000080908 009008900080000000020800%0 000000000

BUS .cecccsnscscescesnarcacssnesans csns seesosas

Airplane PO GBREINNBIQGINT 000 OONNTR 00000 00 onee '
Other (specify)

D K/NR sevevcsnsscce 9000000000000 00000000000000000800000000000000800000

VW e—

14. (Approximately) how many days and nights were you in the Guelph area?

Number Of days €0000000000080000900000000000000008000000000
Number Of night 28090000090 000000006000800000800000as0ss0s

DK/NR 180000000000 40R00000E0000000000800000000080000 00000000 99

15. Where did you stay during your visit to Guelph?

HD'te’. 080000800 EEr0ItERER0IINIIB000aEIIsRtNEIetntectinitienerretaesactsnie

MOtel ieecercroreencecssersensencsscoscescassascscnssrscarsesasanasce

Hostel/YM=-YWCA (Non-profit).ccecececcesreensecnsnnencne
Campground/trailer park...ceccesseccencescessssceseenecesanes
Bed and breakfast..cccccescecascaces ceeessenesasoren
Friends/Relatives ...cccecersecosercosessncossessecsasanserasons
Other (specify) Univ. Residence and....ccceeccneneanrenee

OTher .eveceeccccreccsenccescscocassonccncncnnns
Did NOT STAY weecrrrenccsrancescenncstcesssestsnsasssosssssssssesace

D K/NR 000900080000 090400000RE000000800000030000¢RERERGARPRc0ssdaen

VOO0 F W) —

16. (a) During your stay in the area, how much did you spend on yourself and
your group on the following categories?
DK/NR

(a) transportation to and from the area ...... S 9
(b) local transportation/parking ......ceeeseese. 3 9
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(c) accommodation ..ccceceeeceseceneseccessascananes 9
(d) food and drinks ..ciccsecseescessassasessnoncaseens 9
(e) Festival tickets cicccerceecracsecssscnsaccraccncnne 9
(f) other entertainment, recreation ...ccc.ccee 9
(8)  SOUVENIFS weeuirsiscrccsnncssnnvssssessensassoansanne 9
(h) gifts and other purchases .....cccecsecserees 9
(i)  services (e.g., drycleaning, 9

babysitting, €1C.) ciceereerecscrreressancecasaeanes 9
(1) Other? siceccesscensenresssscsssssssesasessancssssenes 9
(k) In total, about how much money did 9

you spend on your entire trip? .c.ccececeeees 9

(b) How many people, including yourself, did this pay for?
Number of adults ..ceceenreecnes

Number of children ..ccececeescee

(c) How many of these people visited the Festival with you?

17. What other activities did you participate in during your stay?

Cultural activites: (Specify)sccccesssccrsrescssane |
Leisure/sports activites: (Specify)...ccceuuee. 2
Other: (SPeCify)eeecerieccessessssssssseararencsssssene 3
DK/NR: cuuiiirenraernsescscsnnsessscssssssssssessssennns 9

Go to Q23

" FOR LOCAL ATTENDEES ONLY

18. Considering the following categories, please estimate how much money you
spent as a result of attending the Festival. Please list only expenditures
related to yourself and your group.

(Read list.)
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(a)  transportation/parking ...ccecsssssessesceacccas $ .00
(b) meals and drinks cceeeescscccsssessesacseecas % .00
(€) Festival tiCKetS teeevesescesssssossacecssarensenes . .00
(d) souvenirs and other purchases .....ccceeeeeee g 00
(e) services such as babysitting, etC. «ceereeece .00
(f) other expenditures (please specify) ....... S .00
(g) in total ....... S .00

19. How many people, including yourself, did this pay for?

Number of adults cececesscecceces
Number of children ..ccevececees

Go to Q23

NON-LOCAL RESIDENTS (NON-ATTENDEES)

20. Why did you decide not to attend the Guelph Spring Festival?

TOO EXPENSIVE teucesaecrerccraecarescraseranacsasasannoanseive Ol
Too far to travel ciicccccicsccsannncrsocsnscensocsasencenoes 02
Not enough time to plan trip ceceeeeccsseeccccneeceenencee 03
Not interested in Program .cceceseeccscesssssssencerines 04

Not enough to do otherwise in Guelph ........ vesanne 05
Decided to take an alternative trip

(specify) __  eeeeene cevnnnee 06
Other ceeraceccaseans 07
DK/NR cetreerrreceraressresssesssessssessarsasesssassassanasses 99

21l. Have you attended the Guelph Spring Festival in the past?
Yes vecesesnness 1. How many times?
NO cersrescseneas 2

22.(a)How often have you travelled to other cities 50 miles or 80 KM or more
away in the past year?

0-5  ceconeces vevene 0l
610 .ececerenconnes 02
[1=15 ceueene cevsenes 03
16-20 .ceeeee. eeveses 08
21-30 cecerececvenees 05
over 30 cceceeecacenne . 06
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(b) How did you travel?

Automobile ..cceeceecescenosesees 01

Train ceeeceecccecrcscecnnecsossencas 02
Bus ... ceesscscseesevesasassccsases 03
AIrplane..cccecesscsssessscerensees 08
Other.ciciceeecesescncsens cevsssanes 05

(c) During this trip(s), did you attend any cultural events?

Yes ceesecsssccesersscasones |

NO ®ec0c0csevessccscevrnvee 2

DK/NR  iceeccenrentveccnnences 9
(d) And would you say that the cultural event(s) you attended was the primary
reason for your trip?
Yes 0000000000000 000 000000 l

No vesveoestsssstserasenee 2
DK/NR  cievereercrecacsecanenes I

ALL RESPONDENTS

To close off this interview, I would like to ask you a few questions about your
background. This will help us summarize the study results.

23. In what year were you born?

24, Respondent's sex (Don't read)

foe—

Male 0808000000 00000000000000000 0000

Female . viiceceeececenesnsacscnns 2

25. What is your present marital status?

Never married c.ccccceesecenecens
Now married (or COmmon 1aw)..eceseersescssnces
Separated .e.ecveceenees veseretesacrsessesananes sceseeseee
DiIvorced cecvceceenecencencnsesesonens ceceacercsrasenacanse
WidOWed secrercrreriencesecrcresererenscscsseecncecasanane
Other (SPeCify)ieeecersesserssseseersrserserssesencs
DK/NR eerecrecnseosenessornerseesasessssssssssasasosee

DA FWN—
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26. What is the highest level of formal education which you have completed?

—

Primary school (enter grade
High school (enter gra,

Some community COIlege weceerresiirosciaceccsasee
Some university .
Community college graduate....ccceecsacceccnsaes
University graduate.....ccceeccececccecssssecaccacenes
POSt raduate ...ceeceeccsecencancccsccrencrccnecscncass

DK/NR 000000000000000000000000063000303000000000000a0s0g000

E) seccescecesseccesese (LT YY)

NN FWN

27. Please describe your usual occupation. (If retired, describe your occupa-
tion before retirement.

Semi-skilled or 1aboUrer....ccccecercecccsscsecncecees 01
Skilled tradesmMan..iececeecscscccescsscacsesceresossens 02
Sales, service, clerical..cecececscccceccessscescsncaas 03
Professional.cccicecececssecsssescssscncessesoansnsoncsnss  Ob
Junior managerial or administrative .....ccc... 05~
Senior managerial or administrative ....c...... 06
HOMEMAKET ceececercecsecseessoscescssssncsssscssesocnces 07
Full time Student ..ccccceccecrecnccesecccessascscsanass 08
Other (SPeCIfY)cccerrseccrseccasracssesncssasccossecsass 09

N A 50000000080 000000000000000000CE03000000000C0000009000084000¢ 38

DK/NR 1800000000000 00000000000TC0T0000060000000000000000030 09

28. Now would you tell me which of the following best describes your current
employment status? ..... (Read responses.)

Currently self-employed .....ccciveecseccennes cesese |
Currently employed by someone....c.cccceaveees 2
Homemaker .cccceeeeecnaee cessesesnanseseessscnsaccssanas 3
STUAENT evereuerrecrecsasssasssassoscssncesessscssessecses b
Currently unemployed ..cecceeceecenccenccecccconeees
ReEtired .ceecevcersaccsessrossssrosssessecanssssssscnsosene é
Other (SPECIfY)eseacsesssessesessecsanaecsccnseasencans 7

N

29. And now, what was your total annual family income approximately before
taxes during 19847

S .00

Thank you very much for your cooperation.

-10-
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Origin Codes
Local

Guelph
Kitchener/Waterloo
Fergus/Elora
Cambridge/Galt
Brampton
Brantford
Hamilton/Burlington
Other:

- Acton

- Campbellville

- Dundas

- Oakville

- Orangeville

- Puslinch

- Rockwood

Abt Associates of Canada

01
02
03
o4
05
06
07
08

Non-Local

Toronto/Mississauga
London/St. Thomas
Niagara Falls, Ontario
Ottawa

St. Catharines
Stratford

Alberta

British Columbia
Manitoba

Quebec

New Brunswick
Newfoundland

Nova Scotia

P.E.I

Saskatchewan

New York

Michigan

01
02
03
04
05
06
07
08
09
10
11
12
13
14
15
16
17
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FIELD REPORT FOR TELEPHONE SURVEYS

A. INTERVIEWER TRAINING

Four students from the University of Guelph were hired as interviewers.
Three of the four had previous interviewing experience. A three hour training
session was conducted covering the following subjects:

> Purpose of the study.
> Telephone interview techniques.
> Requirement to keep survey responses confidential.

> Detailed presentation of the questionnaire items, how to read the
questions and record responses, and explanation of the skip logic.

> Strategies for dealing with refusals.

> Answers to possible questions about the survey or individual question-
naire items.

> Administration (i.e., work séhedules, time sheets).
As part of their training, the interviewers and the field supervisor

conducted mock interviews among themselves. Due to unforeseen problems, two
new interviewers were brought in the second week and given the same training.

B. INSTRUMENT PRETESTING

A pretest was conducted to simulate the actual survey. Thirteen calls
were made to complete three interviews.. One respondent refused; the other
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potential respondents were unavailable. The objectives of the pretest were to

determine:

> The length of time required to complete an interview.
> Flow of questions.
> Respondents' ability and willingness to respond to the questions.

> Identification of any other problems with the instrument.

The pretest showed that the questionnaire was taking approximately 10
minutes to complete. There was a problem with the wording of question 4 which
was subsequently altered. Question 5 became question 6 and vice-versa.
Questions 22 (a) and (b) were difficult and not appropriate for a region such as
Guelph and were subsequently altered.

C. SAMPLING STRATEGY

Our target was to complete 400 interviews: 150 U.S. respondents, 100 non-
local attendees (outside a 50 mile or 80 km. radius), 100 local attendees and 50

non-local non-attendees to the Festival.

The Canadian Consulate in Buffalo N.Y. submitted the names and addresses
of all those requesting information about the Guelph Spring Festival. Typed lists
were made from these hand-written submissions. Attempts were made to obtain
telephone numbers for all 193 individuals, but the final list contained 124.

The population of non-local attendees to the Festival was obtained from
the computer list of ticket buyers for 1985 just completed at the Festival
office. There were |33 non-local attendees registered and attempts were made

to contact the entire group.
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Names of local attendees were also available from the 1985 list at the
Festival office. There were 1237 local attendees registered. The sample was

obtained by selecting every fifth name.

The sample of non-local non-attendees was selected by manually pulling up
to five names (when 5 were available) from each letter of the alphabet of 1984
non-local attendees who did not attend the Festival in 1985.

D. DATA COLLECTION

All interviews were conducted from the Festival offices at 21 King Street
Guelph. During the first week, interviewing took place from 6:00 pm to 9:00 pm_
weekdays and 1:00 pm to 5:00 pm Saturday and 1:00 pm to 6:00 pm Sunday.
During the second week, interviews were conducted from 5:00 pm to 9:00 pm
weekdays.

Each interviewer was provided with a list of numbers to call. The U.S.
phone numbers and non-local attendees were called as many times as necessary
to complete an interview. A 'record of call' was kept for each number called,
along with interviewer 1.D., the date and the number of attempts that were made
each day.

E. RESPONSE RATE

The response rate was affected by several factors. The good weather and

holidays meant many respondents were unavailable.

The population of U.S. respondents and non-local attendees was
considerably smaller than anticipated. The lists from the Consulate were hand
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potential respondents were unavailable. The objectives of the pretest were to

determines

> The length of time required to complete an interview.
> Flow of questions.
> Respondents' ability and willingness to respond to the questions.

> Identification of any other problems with the instrument.

The pretest showed that the questionnaire was taking approximately 10
minutes to complete. There was a problem with the wording of question 4 which
was subsequently altered. Question 5 became question 6 and vice-versa.
Questions 22 (a) and (b) were difficult and not appropriate for a region such as
Guelph and were subsequently altered.

C. SAMPLING STRATEGY

Our target was to complete 400 interviews: 150 U.S. respondents, 100 non-
local attendees (outside a 50 mile or 80 km. radius), 100 local attendees and 50

non-local non-attendees to the Festival.

The Canadian Consulate in Buffalo N.Y. submitted the names and addresses
of all those requesting information about the Guelph Spring Festival. Typed lists
were made from these hand-written submissions. Attempts were made to obtain

telephone numbers for all 193 individuals, but the final list contained 124.

The population of non-local attendees to the Festival was obtained from
the computer list of ticket buyers for 1985 just completed at the Festival
office. There were 133 non-local attendees registered and attempts were made

10 contact the entire group.
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Names of local attendees were also available from the 1985 list at the
Festival office. There were 1237 local attendees registered. The sample was

obtained by selecting every fifth name.

The sample of non-local non-attendees was selected by manually pulling up
to five names (when 5 were available) from each letter of the alphabet of 1984
non-local attendees who did not attend the Festival in 1985.

D. DATA COLLECTION

All interviews were conducted from the Festival offices at 21 King Street
Guelph. During the first week, interviewing took place from 6:00 pm to 9:00 pm
weekdays and [:00 pm to 5:00 pm Saturday and 1:00 pm to 6:00 pm Sunday.
During the second week, interviews were conducted from 5:00 pm to 9:00 pm
weekdays.

Each interviewer was provided with a list of numbers to call. The U.S.
phone numbers and non-local attendees were called as many times as necessary
to complete an interview. A 'record of call' was kept for each number called,
along with interviewer 1.D., the date and the number of attempts that were made

each day.

E. RESPONSE RATE

The response rate was affected by several factors. The good weather and

holidays meant many respondents were unavailable.

The population of U.S. respondents and non-local attendees was

considerably smaller than anticipated. The lists from the Consulate were hand

Abt Associates of Canada



written and contained many spelling errors. The interviewers tried variations of
the names and addresses but could only acquire 124 numbers from a possible 193.

The Festival records indicate the number of tickets sold to all
events/performances, but the list contains ticket buyers. Using the 1984 ticket
sales, we anticipated a population of approximately 400 non-local ticket buyers.
There were only 133 registered with the Festival.

The local attendees did not pose a problem. The population was large

enough to allow for the desired number of completions.

The population of non-local, non-attendees was time-consuming to sample.
The names are filed alphabetically on small hand-written pieces of paper.
Sampling was further complicated by errors in filing and misspeiled names as
well as several wrong numbers.

Those who were contacted were generally very co-operative and willing to

assist in the survey. There were only 53 refusuals.
Summary

U.S. Respondents

Names available 193
Numbers obtained and cailed 124
Unable to reach/refused 35
Completions ' 89

Non-local (non-U.S.) Attendees

Names available 133
Numbers called 125
Unable to reach/refused ' 57
Completions 63
Completions of non-attendees 54
Total non-local (non-U.S.) completions 122

Abt Associates of Canada




Local Attendees

Names available
Numbers called

Unable to reach/refused

Completions

Total no. of attempts
Total no. of refusals

Total completions

Abt Associates of Canada

1,237
222
84
133

1,508
53
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AUDIENCE CHARACTERISTICS
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EXHIBIT D-1  Origin of respondent: city or region

VALID Cy
TALUE LV3IEL VAILUE FREQAUENCY SERCENT PERCENT PERC:T
Gualph 101 98 28,5 28,5 28,59
Kitch/Wat 102 9 2.5 2.6 1.,
Ferqus/Elora 103 S 1.5 1.5 32.%
Canb./Galt 104 4 1.2 1.2 33.7
Brampton 105 1 .3 .3 4 ,"
Srantford 106 1 o3 o3 24,0
Ham./3urling. 107 3 o9 o9 35.7
Qther 108 11 3.2 3,2 33.4
To./Misse. 201 35S 2447 24,7 63,1
London/St. Thom, 2n2 16 4,7 4,7 A7.7
Niagara Falls 203 2 b . 6 A%, 7
Cttawa 204 S 1.5 1.5 A9, R
St. Cath, 205 7 2.0 2.C 71,7
Stratford 206 1 e3 .3 7241
Alherta N7 2 b .6 72.7
B.C. 208 1 3 o3 73.7
quebec 210 2 ) € 7345
N.3. 211 2 .H -8 74,1
New York 216 32 23.3 23,2 3.3
¥ichigan , 217 7 240 2.C 17°9.2
TATAL 344 19C.0 1170.C
yiLID CASES LA 4ISSING CASES o
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EXHIBIT D-2 Respondent's sex: local vs non-local Canadian and U.S.
respondents (Q 23)

- : 3
: »
- - - e — . —
SEA e fo - =
. ) = .
L < U < -l
- i o . " - -‘;\
a2 S . "3
oo bl | ‘ -
i -
B8 ' )
ot s e
== “sa
ol ' b o, 8 1D
= ' S t =3 ' -y sl i
= 2= : e i = A
Fescals . = ' = 4 t - = =1 1
. B a g == Tt
- e 4 ) - . =
S = = i ==y
K £ = ) i r
b+ o e o o £ i e o 9 4 e 50
g A : 2 4G
= S i = 5
T 5o TS =2 L
il Taesss e oAl s s $ o B e B A SEE o -
MBS D @00 S0 Sl L P TRme i  Leiy

Abt Associates of Canada




EXHIBIT D-3 Average age: U.S. vs. non-U.S. respondents (Q 24)

FCR ENTIRE

SUM
MEAN
STD DV
xARIANCE

VARIABLE

CODE

U. S.

SUM

MEAN

STD DEV
mARIANCE

CODE

Not US
SUM

MEAM

STD DEV
\\/JAR IANCE

TOTAL CASE
MISSING CASE

POPULATION
16

344. 000
50. 758
13. 908

193. 436

( 322)

USORNOT
1. 00

4311. 000
33. 222
12. 523

1546. 825

( 81)

2. 00

12033. 000
49 929
14, 273

203,708
241

i3113]
[}

344
22 OR

& 4 PCT
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EXHIBIT D-4 Respondent's age: local vs non-local Canadian and U.S.
respondents (Q 24)
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EXHIBIT D-5  Marital status: U.S. vs. non-U.S. respondents (Q 25)

USORNQT
CUUNT |
xDn PCT |t),8S. Not JS Ry
R LoL PCT - rarag
| Iy 21
MARSTAT --------*--------*--------f
AUV BB R R
r marrie . . «d
sve | 1505 1 2005 |
roncancabraccaces
y {ad- 2 1 61 | 105__} b223
—-Marr] -_anm_m.n_l_L_;%._g__l__L% —b0.9 .
| X 6 :8' B
*--------’--------*
S ted : : 10 6 : 90 g l 518
eparate . . | .
] le2 | 3.6 |
Poomecaenfoanccacany
Divao d ‘ '1 44% l 8 % l‘ a.{
rce a ——Q2a
| 1.2 } ;. {
tomnoccorsdrecnccawd
wid d > 29 g : 7012 . dez
w . o ! 8 e
one boS9te 1 "7l
PremccvenresTcoemwd
Neh * 59 ; I_jO é 1 S
Lhel L — » ISP R— N~
| “T‘"% {' LA
AL P LR LY AR XY R
CuLUMN RS 253 334
TOTAL 25%.1 14.9 100.0
NUMBER OF MISSING OBSERVATIUNS = 0
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EXHIBIT D-6

Marital Status: local vs.
U.S. respondents (Q 25)
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EXHIBIT D-7  Highest level of formal education: U.S. vs. non-U.S.
respondents (Q 26)

UsNrNJT
UNT
RBE PCI :U.S. Nat JS Ruyw
e L0 PCT . TNTAL
: et e 2
l YT Y YR LD L LR L Ll L
Pran venont 21 3k | egtd | awth
Hy ho . . .
'ah schoo : 244 I 15,9 |
*-----—--Q--------*
5 ' 82.5
_Some_comm, cng_l__?_g_;% ) D.___'____u .
’--------*.------o+
ey 1 o12.3 ] eri2 ) 0ld
i t e [ ] L ]
Some university : S.7 I 13.9
*--------?-.-o----*
6 Ccoll | 82,5 | s7.1 | ait
>ragde. €OMm o] : o255 |- R W
f--.-----#--------*
Uni t & 1923 } 6099 ' 3%1?
« Qrad e . . I .
nty radua : 26.4 I 38,1 i
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P duat T 18,3 ' 815! ' 2&7;
os raduate | — — 1.
arasy L 182 | 851012
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CulyMn A7 2>2 53y
10TAL 29,7 74,3 109.9
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EXHIBIT D-8

Highest level of formal education: local vs. non-
local Canadian and U.S. respondents (Q 26)
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EXHIBIT D-9  Usual occupation: U.S. vs. non-U.S. respondents
Q27
USORNYT
COUNT |
ROn PCT |UL,S. Not JUS RUW
v COL PCT 4 10TAL
cup ] 11 21l
[a]of oF sccesencjennenuseleaesecawnd
Semimaities b | sgd | et | sl
- . . 0
emi=s le : 3'% | 3:3 |
tocacsvennbugacacany
Skiljled trad e ! 50 8 : 50 ? 518
JK adge | [ ] o\ i e D
— Face. i T.2 T 2.8
tomcvecosiseoncona=yd
3 21 | 28 4y
Sales serv, cler | 42.9 | 57,1 | 14.8
| 2%.% t+ 11,3 |
*-----,--*--------*
Professionsl | tees | 3% | uil]
essio { 'y L L. B4
rotessiona AT LA
toonmeevebsoncance
S 5 | 8 13
Junjor mar/admin | 38.5 | 61,5 | 3.9
| 6.0 | 3.2 |
PoeomvoavefPonveacwad
S /ad ? ' 29 6 : 75d(17 : dzg
° g ! L B n » 5 3 L3
enyor mar/adn : L3—r—tge }—
trovwsccvweosweanncas
H k I 2‘415 : 76)3%l : 1553
mem r . . b
omenaxe | S 1 isia
Ponmmnacmebracvanca
Full ti en | | 100.0 | 1.5
tine studen . .
ull m % o D
¢oonesevePreveoncand
9 ¢ | 19 14
Nther 28,6 I 71,4 | 4o
4.8 | 4,0
M" *--.-;;--#---53;--’- 530
CuLuMi A
. 1GTAL 25,2 74,8 100.0
- NUMBER UF M[SSING O8SLRvATIUNS = 14
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EXHIBIT D-10 Usual occupation: local vs. non-local Canadian and
U.S. respondents (Q 27)
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EXHIBIT D-11 Employment status: U.S. vs. non-U.S. respondents

(Q 28)
UnT USORNJT
JUN
RS:‘] PCT i.U.S. Not US RUA
—_ coL PCI 4 _ T _...3_|.._IDT.AL
| 2
A P TAT -------,’--------+--------f
FuPS 1 13 | 32 | s
Self=employed | 28 | 7%.1 I 13.0
| 131 ! l
*-------- LA L A 2 L 1 X 4
2 l 122 161
.—-Empioyea oy aom:__i ._2_“. -1'3 %___ ..‘_.4].'3
l--------f--------f
> Zu‘g ; 7(758 i ‘145‘;
H ker . .
omemake : 14.9 | 50 I
4 *-----5--§---—----T 3
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t I - 13 | 2ot
. Student 1' 23._% 1 ; 2 .
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EXHIBIT D-12 Employment status: local vs. non-local
and U.S. respondents (Q 23)
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EXHIBIT D-13 Total family income (Q 29)
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EXHIBIT D-14

Average attendance at cultural events over past month: all respondents, U.S. and non-U.S. Q2

Museum or Art Gallery

ENTIRE POPULATION
gﬁg 353 000

MEAN

STDh DEV
VARIANCE
N

VARIABLE
CODE

us
SuM

SfD DEV
VAR 1 ANCE
N

CODE

Not US
sun
MEAN
STh DEV
VAR JANCE
N

( 2337)

1. 00

( a7y

278. 000
1.112

3 231
10.437
2500

TOTAL CASES =
MISSING CASES =

Opera or Classical Music

FOR ENTIRE POPULATION
SUM 484 000

0
MEAN 1 428
STD DeEvV 2 202
VAR | ANCE 4. 849
N ( 339

VAR 1ABLE USORNOY

CODE i 00
U S

Surt 71. 000
MEAN a1s
STD DEV 1 749
VAR TANCE 3 129
N ( a7)
CODE 2. 00
Not us

SUM 413. 000
MEAN 1. 639
STD DEV 2 299
VAR 1ANCE 5. 283
N ( 252)

TOTAL CASES =
MISSING CASES =

1 5 PCT

Live Theatre

FOR ENTIRE PUPULATION
sUn 268 00

0
850 nev 208

1 208
VAR | ANCE 1_a%8
N « 2338)

VAR IABLE USORNOT

CODE
g o 1. 00
UM 70. 000
MEAN 80s%
STD DEV I 437
VAR 1 ANCE © 2. 064
N ( a7)
Cabe .
Not us 2.00
sun 198. 000
STD DEV 1'123
VAR TANCE i 25s
N ( 251)

TOTAL CASES =
MISSING CASES =

344

7 £CT
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EXHIBIT D-14 Average attendance at cultural events over past month: all respondents, U.S. and non-U.S. (Q 2)

Folk, Rock, Jazz, C&W

FOR ENTIRE POPULATION
sum 65,000

MEAN
STD DEV
xARlANCE

VAR 1ABLE
CODE

U S

SUM
MEAN
STD DEV
VAR 1ANCE
N

CODE

Nat US
sumM

MEAN
STD DEV
xARIANCE

USORNOT

TOTAL CASES =
MISSING CASES =

344

ORrR

2. & PCT

Art, Craft Fair, Festival

FOR ENTIRE POPULATION
sum 186 O

Q0
MEANM 549
STD LLV . 856&
VARITANCE . 734
N ( 339)
VARLABLE USORNOT
CODE 1. 00
U S
sSumM 75. 000
MEAN . 872
STD DEV 1. 038
VARIANCE 1.078
N ( as6)
CODE 2. 00
Not US
SUM 111. 00D
MEAN . 439
STD DEV . 757
VARIANCE . 373
N ( 253)

TOTAL CASES = 344

MISSING CASES = S

OR

1 3 PCY

Ballet or Dance Performance

FOR ENTIRE POPULATION
SUM 108 000

0
MEAN . 322
STD DEV .712
VAR 1 ANCE . 307
N ( 33%)
VARIABLE  USORNOT
CODE 1. 00
u.S.
SUM 21. 000
MEAN . 244
STD DEV - 733
VAR 1ANCE . 940
N ( 86)
CODE 2. 00
Not US
SUM 87. 000
MEAN . 349
STD DEV . 703
VARIANCE . 494
N ( 249)

TOVAL CASES =
MISSING CASES =




EXHiBIT D-15 Average number of visits to cultural events over
past month: local vs non-local Canadian and U.S.
respondents (Q 2)

Visual/Performing Average no. visits
Arts Event Non-local
Local Cdn. U.s.

Museum or art gallery 1.1 1.1 .9

Performance of opera or

classical music 1.3 2 .8
Live theatre .6 1 .8
Popular music concert .2 .1 .3
Art or craft fair or :

festival .6 .3 .9
Ballet or dance performance .3 .4 .2

Abt Associates of Canada



EXHIBIT D-16 Subscription or season ticket by local/non-local
respondent (Q 3)
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EXHIBIT D-17 Subscription or season ticket by advertising response

Q3)
Advertising respondent?

Subscription or Yes No Row
season ticket? Total
56 101 154
Yes (row pct) 38,7 64.3 45.9

(col. pct) 37 52.9
95 90 185
No S51.4 48.6 54.1

629 47.1
Column 151 191 342
Total 44.2 55.8 100

Number of missing observations = 2
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EXHIBIT D-18 Annual festivals vs regular cultural activities:

local vs. non-
local Canadian and U.S. respondents (Q 4)
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EXHIBIT D-19 Cultural attendance primary reason for travel: non-
local non-attendees (Q 22d)

USORNQT
CUUNT
ROn PCT JU,S. Not JS§ RyUw
COL PCT } [QTAL .
20 ] 11 2|
Qa cTecewewejecsccneenicaveccaw$
1 26 | 18 4q
Yes I S9.1 | 40,9 | 37.9
i 33,8 1 46,2 |
*--------*---.----*
N | 7008 | 29%8 | eald
Q ] Py J. —.5 e
ST B PLI
tremccceneboancavaw
CuLuMi 77 39 i1le
fOTAL 66.4 33.46 10040
NUMBFR UF MISSTWG DBSERVATIUNS = 1
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APPENDIX E

FESTIVAL ATTENDANCE
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EXHIBIT E-1 Advertising respondents

Responded to FREQUENCY PERCENT
Advertising?
Yes 153 44.5
No 121 55.5
Total 344 100.0
VALID CASES 344 MISSING CASES 0

EXHIBIT E-2  Advertising respondents: local vs. non-local

ADVERTISING RESPONDENTS

COUNT
ROW PCT ROW
COL PCT YES NO TOTAL
Local 1 34 99 133
25.6 74.4 33.7
22.2 51.8
Non-Local 2 119 92 211
56.4 43,6 61.3
77.8 48,2
Column 153 191 344
Total 44.5 55.5 100.0

NUMBER OF MISSING OBSERVATIONS = 0
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EXHIBIT E-3 Source of awareness of Guelph Spring Festival: local vs. non-
local respondents (Q 5a)
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EXHIBIT E-4 Source of awareness of Guelph Spring Festival: advertising
respondents vs. non-respondents (Q 5a)

Count Responded to Advertising?
Row Pct Row
Col Pct total
Tab Pct Yes No

1 74 30 104

Newspaper/mag 71.2 28.8 35.5
56.5 18.5
25.3 10.2

2 6 4 10

Radio 60.0 40.0. 3.4
4.6 2.5
2.0 1.4

3 1 0 1

Television - 100.0 .0 .3
.8 .0
.3 .0

4 5 17 22

Poster, billboard 22.7 77.3 7.5
3.8 10.5
1.7 5.8

5 18 36 54

Brochures 33.3 66.7 18.4
13.7 22.2
6.1 12.3

6 21 57 78

Friends, etc. 26.9 73.1 26.6
16.0 35.2
7.2 19.5

7 3 14 17

Solicitations 17.6 82.4 5.8
2.3 8.6
1.0 4.8

8 17 50 67

Other ‘ 25.4 74.6 22.9
13.0 30.9
5.8 17.1

Column 131 162 293

total 44.7 55.3 100.0

Percents and totals based on respondents

293 valid cases 51 missing cases

Abt Associates of Canada



EXHIBIT E-5  Source of advertising cited: U.S. vs. non-US. respondents

(Q sb)
w
COUNT u.s. Not U.S.
ROWPCT ROW
COL PCT TOTAL
TAB PCT 1 2
SOURCE -
1 0 2 21
Guelph Daily Mercury .0 100.0 22.3
.0 56.8
.0 22.3
2 Q L l
K-W Record Kitchener .0 100.0 1.4
.0 2.7
.0 1.1
3 0 3 3
CKLA FM Guelph .0 100.0 3.2
.0 8.1
.0 3.2
) 9 2 1 13
1985 brochures 15.4 84.6 13.8
3.5 29.7
2.1 1.7
10 0 2 2
yellow flyers .0 100.0 2.4
.0 5.4
.0 2.1
. 12 0 1 1
Sparetime Magazine .0 100.0 l.1
.0 2.7
.Q ol
16 Q { L
MUSIC Magazine .0 196.9 1.1
.0 .7
.0 i
17 0 2
OPERA CANADA .0 100.9 2.1
.0 5.4
) .0 2.1
P 18 0 { l
L PERFORMING ARTS .0 100.2 1.1
.0 2.7
.0 [t
19 35 p 35
Buffalo News Trave! 100.0 ] 37.2
6l.4 il
37.2 ]
: - 20 20 2 20
Rochester D & C 100.0 - ] 21,3
35.1 9
21.3 2
25 2 2 2
Business Flrst 100.0 9 2.1
3.5 ]
2.1 A
COLUMN 57 - 37 94
TOTAL 60.6 39.4 100.0
PERCENTS AND- TOTALS BASED ON RESPONDENTS
96 VALID CASES 250 MISSING CASES

Abt Associates of Canada



EXHIBIT E-6 First year of attendance: local vs. non-local

respondents (Q 7)
Count
Row Pct Local Non-local Row
Col Pct attendees attendees total
1 3
32 27 59
yes 54.2 45.8 . 27 .4
24.6 . 31.8
98 58 156
no 62.8 37.2 72.6
75.4 68.2
Column 130 85 215

Total 60.5 39.5 100.0

EXHIBIT E-7  First year of attendance: advertising respondents
vs. non-respondents (Q 7)

ADVERTISING RESPONDENTS

COUNT ;
ROW PCT ROW
Q7 COL PCT YES NO TOTAL
Yes 28 3! 58
47.5 - 52.5 27.4
44.4 - 20.4
No 35 121 156
, 22.4 77.6 72.6
55.6 79.6
Column 63 152 215
Total 29.3 70.7 100.0.

Abt Associates ot Canada




EXHIBIT E-8 Guelph Spring Festival events attended: U.S. vs.
non-U.S. attendees (Q 8)

PERCENTS AND TOTALS BASED N QFSPONDENTS

SNl
COUNT ) %:S:e Not US
! RO
| TOTAL
| 1 | 2e.
EVENTS e o e s e S o P o - - +
1 ! n 1 ST 73
Prodigal Son | | | 34,83
pomm—o = o 4 - 0 o o
2 1 31 20 | 23
J=L Steuerman | | | <)
B e e T .
3 0 | e 3
Stepohanie Bogle | | | 3a8
. e T e
4R 0| LA 36
Gilhert % Sullivan | | | 7% 1
toecccce - b ———-
5 | L | 4 | S
Children's Theatre | | | 2.4
tmmm————— prmcmmm——t
Aan| g | 19 | 19
Rab Me¢C So0ss B8Brass | | ! Al
L s b +
T | 2 | 40 | 4
Thai Class Dance l | | 2450
oo wwm ww - o w - -— +
3 | 20 1R 2.0
danny Grossman | | | DS
L temmc o~ +
N 1 | 1 il 14
Monica Gaylord | | | A7
P - o - - +
10 5o 24 | 24
Jane Austen | | | TG
P -———- D e b T
11 ! 7 12 | 12
Marvis "artin | | | Bl
b o - --- * - - - - +
12 | 3 294 .1 zq
Ann Yortifee | | | 1368
pom————— mpmmcm o +
Sl (il e 13
Can, Chamber | | | LIyl
pmmm———— bemmm————}
14 | n | 4 | o)
dinners in Conc. | | | 2e'd
b - o - - -
1S | o s} 6 | 6
€d Johnsan Comp. | | | 2 o K]
b - - - - - - +
COLUMN 7 203 210
TOTAL 23 Q@7 100.0

210 VALIO CASES § MISSING CASES




EXHIBIT E-9 Number of times attended in the past: non-local non-attendees (Q 21)

Mean St. Dev. Variance N

2.5789 2.5216 6.3585 ( 38

Missing cases = 13
Total valid cases = 51

Thorne Stevenson & Kellogg



EXHIBIT E-10 Attendance in the past: advertising respondents who did not attend

(Q21)
ADVERTISING RESPONDENTS?
COUNT
ROW PCT ROW
Q21.1 COLPET YES NO TOTAL
Yes 14 37 Lk
27500 72 40.2
1.5 9 ot
No 75 1 76
987 655 59.8
84.3 2.6
Column 89 38 127
Total 70.1 28.9 100.0
Advertising Mean Std Dev Variance N
respondent?
Yes 2.1667 1.6967 2.8788 39)
No 2.7407 27817 V37D 27)

MISSING CASES = 11

Abt Associates of Canada



EXHIBIT E-11 (Satisiaction with overall program: local vs. non-local attendees
Q 9a)

RESPTYPE
COUNT |
ROW PCT Ilocal at non-loca ROW
COL PCT ltendees L attend TOTAL

| 11 31
94 2 emmecee- beme————— D +
1 | 32| 25 i 58
Extreme Sat. | 56.9 | 43,1 I 27.6
I 25.% | 30.5 |
R $ommm - +
2 | 41 | 26 | b7
I 61,2 1 38.8 | 31,9
1 32.0 1 1.7 |
T T +
3 | 26 | 17 | 43
| 60.5 ! 39,5 | 20,5
| 2C.%3 |+ 20.7 |
e e——— brmm—— - +
4 ] 14 7 | 23
Neither | 69.6 1 30.¢ 1 11.0
I 12.5 | 8.5 |
temce———— formm—— - +
s 1 10 | A 14
| 71.4 )V 28.6 | 6.7
| Te? 4,9 |
b N +
5 1 | 2 | 3
I 33.3 | 66.7 | 1.4
| 2 i 2.4 i
teeceon—— fmmmmm——m +
7 | 1 | 1 | 2
Extreme Diss. I S0.,0 | 50,0 ! 1.0
[ .2 | 1.2 |
pmm——— - Frmmm——— +
COLUMN 128 2?2 211
TOTAL 61.0 39.C 1190.9
NUTBER OF MISSING OBSERVATIONS = 4

Abt Associates of Canada



EXHIBIT E-12 Satisfaction with events attended: local vs. non-local attendees

(Q 9b)
RESPTYPE
COUNT I
ROW PCT Illocal 3t non-loca AN
COL PCT Iltendees lwaibtieimeds QT AL
| 11 31
193 el e g i o o +
1 | 42 | 44 | 124
Extreme Sat, | 5845 | &1 'S | Si)asy
| 48,1 | B el |
e et T T -
2 | 41 ! 26 | 67
| il 7 | 38,8 | 31458
| LAl l Silte s |
frmcmm——- R +
3 | 3| 7o 9
| Bloient | 36e. | Qs
| G.3 | 3.4 |
frmcmmcmetecm—— - +
4 ] 2 | 2 | 1N
Neither | 20.0 | 2 | A
| Bial | PAPRE |
jem—mm——— .
g = poa g ¥ 3
| 5k | BB 7 | 1.6
i b | 2.4 |
prm—————— e +
6 | 1 | 1 | 2
| 5C0.N | Siflj | )
| o | T2 |
tomm o m e - - —— - +
7 | 4 | . | S
Extreme 0iss. I Y 80%0 | 20%F | 2.4
: | 3] | {a |
b ——— N +
COLUMN 126 87 242
TOTAL 60.8 B 2 R @)
NUMBEQ QF M1ISSING OBSERVATIONS = 2

Abt Associates of Canada



EXHIBIT E-13  Satisfaction with overall program and events attended:
advertising respondents vs. non-respondents (Q 9a and b)
ADVERT ADVERT
COUNT | COUNT |
ROW PCT Ilchecked nnt chec W ROW PCT lchecked not chec L™
coL PCT I ked TATAL coL PCT | kad TOTAL
| 11 gl | 11 )
Q9A cmmcm——— temmmmca b ——— + R IR 7 T ) oo cmbeccccce=d
) B | a3 35 . 58 11 37 wnl 69 | 16
Extreme Sat. i 2957 o SOLZ N 2R.6 Extrems Sat., | ¥ 36e9 IS ASG N 500
6 3T i @8eS I8 &0 7% A S 70
bPoccccens bocsovcces + trcmmm - - +
& 19 1 48 | 67 R 14 | SIS 57
J. 284 || Theb St 309 g 2349 1 F 7Y 31,8
= B0 328 =T I's 28«2 L. 0 338 i
prmcnc e et -——- - Powomw—-- Poemmm——-—
5 10 A 43 T Sl O] 17
Tbe . R e [® 283 Le7T.7 il 953
IR I ]l 6 i O
LT T -— D P +
5 % 1 192 23 | | §c | 19
Neither I 7.4 1 3% 65 4 lied leither | I 100.0 | Lo 7
| Sel' 0 128 ) | I 8+4
P m-p—-—— - + D T LT T T p—— +
8. 4 6 Nl 14 5 1 2l At el 3
) g2 B8 gl & Tilieih gl 847 PS5 S6.7 A- 33,8 .0 1.4
| 86 2N S | I 2430 4 S Il
L T + b ———— cemboemm——— +
6 1 | 3. 3 & | 2 2
| 11000 =\ T.4 | 1 100.0 1 o
I (S O ! B
fomcndccchnennanss b temcmm e cbmm - -—— +
rigl . ga 2 2 aREE) . | 5
Extreme Diss. IE_SOeor s, S8.00 | 1.9 Sxtreme diss. 08 20, 0L S NADE 2.4
I k5 ) Ayl | | Tigiare AP ]
Prmccmncce e ne-- tomconcnw boemcccen - +
COLUMN 51 149 219 COLUMN 61 151 212
TOTAL 29.0 7356 107.1 TOTAL 28.% T2 13301
134 MUM3ER IF 4ISSING CBSERVATINNS = 132

NUMBER OF

MISSING OBSERVATIONS =

Abt Associates of Canada



EXHIBIT E-14 Admission higher or lower than expected: local vs. non-local
attendees (Q 10)

RESPTYPE
COUNT |
ROW PCT Ilocal at nan=loca RO
COL PCT Iltendees L attend TOTAL

| ) 31
Q10 e et SRS L R R L PSR L DD
2 | 7 2 39
| T | LR | /st
| Shestets s i 258" il
porccmm e pm————— -+
301 b S| 7
IR e ] 3.4
| Mo L Zgifireni
T SR +
4 | 92 | 5.3 | 147
as =xpected I i ST A A
(S o a  EES S 7 |
B e
5] | é | %3 | 19
| STkt | 68 .4 | D a2
| BB
R b m————— +
o] | Tl | ? | 19
[ N e P .| | Oilor?
| 2.8 | Qg |
prmm————— e —— +
7 | ) | 1 | o)
nuch lower J e R N e e PR
| 4,0 | U, |
foemmmm = M L -
COLUMN 125 82 2N7
TOTAL 60.4 5L S o) (el

Abt Associates of Canada



EXHIBIT E-15 Admission higher or lower than expected: U.S. vs. non-U.S.
attendees (Q 10)

il

USORNQT
COUNT | :
ROw PCT |U,.S. Not US RQwW
COL PCT | TOTAL
] i1 2l
Qlo CT Y P Y LR L P YL Y L R L L LY X X T
! | 1000 1 w3
| R I
Posoconvedocscocsasad
’ : : 100 g : 3 z
.‘ T 5.5 | *
PomvovssvejPsoncncany
As exvected | 3.4 | see | 7100
S expecte ) . .
I 62,5 | T1.4 |
Yocacnpsunoaccssand
S TR A B T B
25T 8
Povoevoenwodoonvevuay
* $ 1 eal? | end
| 134 | 90 | %
7 T......--T--.--;‘-T 6
Myeh lower | | 100,09 | 2.9
i | .U
Povovscovwadocnveoaned
COLUMN 8 199 207
TOTAL 3.9 96,1 100.,0
NUMBER OF MISSING OBSERVATIONS = 7

Abt Associates of Canada



EXHIBIT E-16 Admission higher or lower than expected: advertising vs. non-
advertising respondents (Q 10)

wos— —
e —

ADVERTISING RESPONDENTS?

COUNT
ROW PCT ROwW
Ql0 COL PCT YES NO TOTAL
2 4 5 9
44,4 55.6 4,3
6.9 304
3 2 5 7
28.6 71.4 3.4
3.4 3.4
4 40 107 147
as expected 27.2 72.8 71.0
69.0 10.1
5 4 15 19
21.1 78.9 9.2
6.9 10.1
6 3 16 19
15.8 84.2 9.2
5.2 10.7
7 5 1 6
much lower 83.3 16.7 2.9
8.6 7
Column 58 149 207
Total 23.0 72.0 100.0

Number of missing observations = 7

Abt Associates of Canada



EXHIBIT E-17 Willingness to pay more for admission: local vs. non-local
attendees (Q 11)

RESPTYPE
COULNT |
ROW PCT Ilocal at non-loca RO
COL PCT ltendees | attend TOTAL

I 11 31
11 N e R, boemccm———- +
1 | 46 | 48 I 114
Yes I S7.9 | 42,1 | S7.3
I S4.,1 | 62.3 |
U - P e +
2 | 56 | 29 | ]S
No i 65.9 | 34.1 i 42.7
| 45,9 | 37.7 |
e ——- L T +
coLumy 122 .77 1177
TOTAL 1.3 3.7 127,

EXHIBIT E-13  Willingness to pay more for admission: advertising vs. non-
advertising respondents (Q 11)

ADVERTISING RESPONDENTS?

COUNT
ROW PCT ROW
Qll COL PCT YES NO TOTAL
Yes 25 &9 114
21.9 78.1 57.3
41.7 64.0
No 35 50 85
41.2 58.8 42.7
58.3 36.0
Column 60 139 199
Total 30.2 69.8 100.0

Abt Associates of Canada



APPENDIX F

TRAVEL AND EXPENDITURE PATTERNS

Abt Associates of Canada



EXHIBIT F-1 Main reason for visiting Guelph: non-local advertising
respondents (Q 12a)

ADVERT
COUNT |
ROW PCT lchecked not chec ROW
coL PCT | ked CTOTAL
| 11 21
Q124 2  eemeccee- LD B DR b trcmcmw=—- +
1 | 25 | 51 | 76
to attend Festiv | 32.9 1| 67,1 | 93.%
I 92.6 | 94,4 |
feccmc - R T +
3 | | 3 3
personal visits { | 100.0 | 3.7
| { S.6 |
e D o L T +
4 | , 2 | | 2
pleasure | 100.0 1 ] 2.5
| 7.4 | {
pecmcm e tmmem - +
COLUMN 27 5S4 81
TOTAL 33.3 66.7 110.0
NUMBER JF MISSING OBSERVATIONS = 263

Abt Associates of Canada



EXHIBIT F-2 Main reason for visiting Guelph: U.S. vs. non-U.S. respondents

(Q 12a)
USORNQT
COUNT ‘
ROw PC U.S, Not U8 ROw
CoL PCT | JQTAL
| 1 el
012* seccccvajenconccssaccanaad
T t d F t} = 9 5 9062 ' 9573
ten s v . .
° 9 ¢ | 77§ 358 ‘
PoansgemnPoaccoannaad
3 3. 3
Pergonel visits : 102.0 % 3.7
a +-.-.-E--+-.--:---+ 2
| ]
Pleasure 199 ] 2e5
leasy | 13%:3 | )
Poomcsvcendognecsoand
COLUMN 9 72 8y
IOTAL 11,1 88,9 100.0

NUMBER OF MISSING OBSERVATIONS = 263

Abt Associates of Canada



EXHIBIT F-3 Plans to attend Festival while in Guelph (Q 12b and c)

RESPTYPE
COUNT |
ROW PCT Inon=-Lloca ROW
COL PCT Il attend TOTAL

l 31
Q@128 2 mememme=-- frm——-——— +
1 1 3 | 3
yes | 100.0 | 75.0
I 75.0 |
bemmmm - +
2 1 1 1
no I 100.0 | 25.0
1 25.C |
. temcmccw- +
COLUMN 4 4
TOTAL 100.0 100.0

NUMBER OF MISSING OBSERVATIONS 340

. RESPTYPE
COUNT |
ROW PCT Inon=loca ROW
COL PCT Il attend TOTAL

I 3
Q12€.1 —mm——--- tmm————e -+
2 | LI 3
no | 100.0 | 1rN.C
I 100.0 |
Y bl +
COLUMN 3 2
TOTAL 100.0 1N9,0
NUMBER OF MISSING OBSERVATIONS = 341

Abt Associates of Canada



EXHIBIT F-4 Means of transportation: U.S. vs. other non-local attendees

(Q 13)
USORNQT
CUUNT
RQw PCT |U.S. Not U3 RUW
COL PCT |} I0TAL
I il 2l
Q13 eweseoacceijunwocnecoloaceceuawP
) 1 9 | 67 7
‘utom°b11e | 1198 ' 53.5 | 92.7
1 100.,0 | 91, |
osecewewdoacencas P
a 2 ! : 100 g : 3 ;
=L'E ] . N
| I .1 |
*----.---’-----.--*
3 3 i 3
Train | 100.0 3.7
| 4.1 |
vocuvevecdeoagmcananved
CULUMN 9 73 82
TOTAL 11,0 89,0 100,9

Abt Associates of Canada



EXHIBIT F-5 Length of stay in the Guelph area: all non-local attendees and
advertising respondents (Q 14)

VAR[ABLE M HALIE L A e R

FOR ENTIRE POPLLATION

ADVERT : T e

ADVERT - nat =V

SUM “E AN STD LCEWY AR IANCE

1¢4. CCOo 1 e eT 11515 - 1. 3299 (

+1 0C0C 1 5185 1 @S9 1 1689 (

3. 0000 G ey (ool 1 4928 (
VAR L, ELE R TR T ol L “Le
FOR ENTIRE FPOPULLAT LW
ADVER 1 e har a4
ADVERT not b

={ E AN STD CE VAR [ANCE

19 CEeT 1. =400 1. 3503 MRSEE (
16. COOG Y7778 1. Q92% 1 1944 (
5. 0C00 PG e2s Gt 2. 255 (

Abt Associates of Canada
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EXHIBIT F-6 Length of stay in the Guelph area: U.S. vs. other non-local

attendees (Q 14)

FOR ENTIRE POPULATION FOR ENTIRE POPULATION
SUM 104. 0Q0 SUM 41. 000

O
MEAN 486 ME AN 1. 640
STD DEV 1.151 STD DEV 1. 3%0
VAR IANCE 1. 326 VARIANCE 1. 823
N 70) N ( 2%5)
VARIABLE USORNOT VARIABLE USORNQOT
CODE 1. 00 CODE 1. 00
U. S. U. S.
SUM 17. Q00 SUM 10. 000
MEAN 1. 889 MEAN 1. 667
STD DEV 1. 167 STD DEV 814
VAR IANCE 1. 361 VAR IANCE &&7
N @) N ( &)
CODE 2. 00 cOpe 2. 00
Not US Not US
SUM 87. 000 SUM 31. 000
MEAN 1. 426 ME AN 1. 632
STD DEV 1. 147 STD DEV 1. 499
VAR IANCE 1. 319 VAR IANCE 2. 246
N é1) N ( i9)

Abt Associates of Canada



EXHIBIT F-7 Accommodation during stay: U.S. vs. non-U.S.

attendees (Q 15)

uU.S. Not U.S. Row

total
Hotel 1 I 2
Motel 3 3 6
Bed & Breakfast I . I
Friends/relatives 1 9 10
Total 6 13 19

Abt Associates of Canada



EXHIBIT F-3 Average expenditures: U.S. vs. non-U.S. attendees (Q 16)

————
oera—

~—— mem—

Transportation to/from Local transportation/parking

FOR ENTIRE POPULATION
sSUM &66. 000 ge; ENTIRE PonggggON

STD DEV 13'333 3 799
VARIANCE 98. 410 31312585 13‘%38
N ( 48) N ( Ty
VARIABLE  USORNGT VARIABLE  USORNOT
CODE 1. 00 D
goﬁ' 120. 000 éPSF o
) UM
MEAN 17. 143 MEANM 132888
STD DEV 11. 49% STD DEV 000
VAR IANCE 132. 143 VARIANCE 000
N N ¢ 3)
CODE 2. 00 CODE 2. 00
Not US Not US
SUM S44. 000 SUM 11. 000
MEAN 13. 317 s. S00
STD DEV 9. &74 STD DEV &, 364
VAR IANCE 93. 822 VAR IANCE 40. 500
N ( 41) N 2)

Accommodation

FOR ENTIRE POPULATION
sumM 423. 000

Food and drinks

FOR ENTIRE POPULATION
sumM 2121. Q00

MEAN 60. 714 MEAN 41. 388
STD DEV 28. 082 STD DEV 32. 867
VAR IANCE 786. 908 VARIANCE 1080. 247
N ( 7) N ( s1)
VARIABLE  USORNOT VARIABLE  USORNOT
oD . CQDE 1.0
éan 23 1 Zo guﬁ' 328 ooo
0. 0 . 000
MEAN 57.508 MEAN 46. 857
STD DEV 28. 723 STD DEV 28. 062
VARIANCE 82%. 000 VARIANCE 787. 476
N a N ( 7)
CODE CODE 2. 00
Not US 2.00 Not US
sSumM 19%. 000 SUM 1793. 000
MEAN &%, 000 MEAN 40. 7%0
STD DEV 32. 797 STD DEV 33. 778
VARIANCE 107%. 000 VARIANCE 1140. 983
N ) ( 3) N ( a4)

Abt Associates ot Canada



EXHIBIT F-8 Average expenditures: U.S. vs. non-U.S. attendees (Q 16) (cont'd)

Festival tickets Other entertainment

FOR ENTIRE POPULATION FOR ENTIRE POPULAT
Sum 2783. 000 &on 3 800
MEAN 41. 537 MEAN 3. 000
STD DEV 49. &7% STD DEV . 000
VAR IANCE 24467. 646 VAR IANCE . 000
N ( 67) N ¢ 1)
VARIABLE USORNQT VARIABLE USORNOT
CODE 1. 00 CODE 2. 00
U. S. Not US

48. 000 SUM $S. 000

16. 000 MEAN S. 000
STD DEV 4. 000 STD DEV 000
VARIANCE 146. 000 VARIANCE 000
N ( ] N ( 1)
gD%EUS 2. 00
sﬁn 2733. 000
MEAN 42. 734
87D DEV S0. 319
VARIANCE 239%52. 139
N « 64)

Souvenirs Gifts and other purchases

FOR ENTIRE POPULATION
sUM 10. 000

MEAN
STD DEV
KARIANCE

VARIABLE
CODE

Nat US
SUM

MEAN

STD DEV
KARIANCE

10. 000

. 000

. 000

( 1)

USORNOT
2. 00

10. 000
10. Q00

. 000

. 000

( 1)

FOR ENTIRE POPULATION
SUM 210. 000

o]

MEAN 23. 333
STD DEV 13. 229
VAR [ANCE 175. 000
N )
VARIABLE  USORNOT
CODE 1. 00
uU. s
SUM 30. 000
MEAN $0. 000
STD DeEV . 000
VAR IANCE . 000
N ( 1)
CODE 2. 00
Not US
SUM 150. 000
MEAN 20. 000
STD DEV 9. 2%8
zARIANCE as.7é4

)

Abt Associates of Canada




EXHIBIT F-8 Average expenditures: U.S. vs. non-U.S. attendees (Q 16) (cont'd)

Other
FOR ENTIRE PQPULATION
SUM 119. 000
STD DEV .
xARIANCE %012.530

VARIABLE USORNOT

CODE 1. 00
u. 8.

SUM 38. 000
MEAN 33. 000
STD DEV . Q00
VAR IANCE . 000
N ( b
CODE 2. 00
Not US

SUM 80. 000
MEAN 80. 000
STD DEV . Q00
VARIANCE . 000
N ( 1)

Total

FOR ENTIRE POPULATION
sum 71462. 000
STD DEV 73. 114
VARIANCE S642. 379
N ( 80)

VARIABLE USORNQT

SOgE 1. 00
. SumM 1194. 000
MEAN 132. 989
STD DEV 73. 992
VARIANCE 3474 861
N ( H
CODE 2. 00
Not US
suM $966. 000
MEAN 84. 028
STD DEV 73. 9958
VAR [ANCE 3469. 713
N ( 71)

Abt Associates of Canada



EXHIBIT F-9

No. of adults and children paid for: U.S. vs. non-U.S. attendees

«Qle)
USORNQT
COUNT l
ROw PCT jU.S. Not US RUW
COL PCT : 2 ; TQTAL
Q 68ADLT consvesssjavacvsswdencavan
1 : | 100 9 R B ?
| 193:4 |
Peanceccabjasvevevaas
2 | 9 | 46 )
1 16,4 | 83, 1 67,9
i 100.0 1 63, |
fensseacvetbesccanand
N R VA B
| | 193:9 | )
trcsscecsiraccevany
A : i,lOO 8 : 1 2
| 8,3 *
LA L L L L L AL LI Y Y
5 | 2 | 2
102.0 | 25
8 |
6 T--------?-----I--T l
| 100,0 | 1.2
| 1.4 |
toecnenacssdasncwcwney
& 1 i
100.0 | 1.2
1.4
+--------f—-------+
CULUMN 9 72 81
[OTAL 11,1 88, 100,90
USORNQT
COUN |
ROwW PCT lNot us ROA
COL_PCT 5T TOTAal
leecHLD -----I--i-----z--r
100.,0 | 100,0
= 100,0 |
LA L L LK ¥
COLUMN 2 2
-~ TOTAL 100,90 100,0

Abt Associates of Canada
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