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ABSTRACT Cotga R
%(f Canadian.museums with operating railways constltute spac:al places, and
over the past five years they have seen a marked increase in historic

preservation work. If this work is to continue these museums, run by volunteer
X organizations, must be able to increase the.numbers of visitors to their
sites.
Two research questions were investigated, oné more objective and
scientific, the other more subjective and humanistic: How do such special
places function, especially with respect to their market area? And, what sort.”
of sense of place do -they create? The first question considers; what draws’- o -
visitors initially; the second question, what brings them back. The data was - /
gathered through inspection and interviews at six major oner tin ralllway V
museums across Canada. It was found that museums divided into two gnopps
Type A museums have a "tourist’ market area, while type/ B Jmuseums are used by
day-trippers. Visitors, too, divide into two groups. One g"o comprisas the
hands-on, rail-buff types whereas the other group corwsns‘is ainly of thdse iwho
appreciate history and museums. - T f
The findings of this study have both applied and theofetlcah} aspéct By
«determmmg the major factors that influence and motlvate V|S|tor the
“%¥museums should be able to attract more people and beccrhe more viabte, By
investigating short-term vnsnts our understa‘hdmg of place énd sehse of place
is expanded. . o i ‘ S

o Y ] § -
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Key Words: Railways, Museums, Tourists, Sense of Plaéf. “
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: . CHAPTER ONE

*

> A :
! - INTRODUCTION

| Men of sugerior mind busy themselves first in getting
at the root of things; and when they have succeeded

in this the right course is open to them. ~ ,
(The Wisdom of Confucius)

»

Statement of the Problegn

Our contemporary period with its high technology revolution and our
,

awareness of global problems is characterized, perhaps not by accident, by a

growing interest in national and local heritage. _

There abf %{gv}gsozimately 500 museums and over 150 recreational railways

] . , .
operating in ‘Nocth América and there are many more overseas. Such North

e, W
American railway museums each attract between 1,200 and 360,000 visitors per

year, according to the museum -operators. Many of these museums play a

significant role in the local economy l:;y attracting new vigitors to the area

and by providing both direct and indirect employrﬁent

Tourism is also of importance to the provincial and national economy. In

1985 there were approximately 7.4 billion épent by visitors in Ontario alone.
Of this total, approximately 70% was Spent“by residents., The remaining‘
visitors came from the other provincés (Sf%), the United States (18%), and
ottwer countries (3%} Canada was running a tourism‘defic?t in 1985 of $2,104
mullion. In order to reduce this deficit, Canada needs to investigate ways to

attract people from other countries to Canada, and at the same me to keep
§

@ f
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Canadians travelling in Canada. Recreational railways, by becoming "tourist

*

destinations”, could contribute to reducing this tourism deficit and to

increasing emplqyment. e

o [ ] o
Canadian operational railway museums are expanding at \t:e prasTt time.

.

) . . . rW
But if appropriate expansion'is to take place, :then more money is neeéed by

the museums, and the only way to get more is to increase the number ‘of

visitors. *At the present time, all the railway museums in Canada run on

I

voluntéer labour and dorfations, and their limited funds make expensive h,;
marketing research out of the q'ubétion. Nor do gnost museums have the eﬁpertiseg
or time to conduct surveys by themselves. It is however, imperative for them

to know what-are the greatest.influences on Visitation rates. Such kh":owled.ge

*®

would allow raiway museums to use ﬁ;ost -efficiently their-small budgets.. The

«

problem. investigated by this study, then, is "What are the major influences on
visits to Canadian Railway Museums"? o8 .

~

Rationale for the Study
Railway museums with operating equipment constitute special places. in-
order to increase the number of visitors to these places, it is important to

understand and know o?e's tar_ st or segment of the Mmrket anwlebdgeo of the

present clientele’s wants and needs is of gf'eat importance in planning.

Through the gathering of geogréphic, demographic; and psychagraphic data from

visitors at six Canadian operationa! railway museums, | hope to provide an

answer to the research problem of /identifyir;g the important factors that

control visitor rates. ¥ .o
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=, In order to better understand the problem, the a‘nalysis will be broken

s
S

down mto the followmg sections: (a) compnlatlon of a [\ational vusntor

-

n\f
between the proflles, and (c) determining the museums market\reaches.

profnle (b) determination and explana{on of any sngmflcant varlat!o'n
-
Efforts ?y the Cana Railway, Historical Association in 1979 produced‘ a
report of visitor p’rofilest‘the Canadian Railway Museum in -Saint Cons‘fant '
‘Quebec. However, the resultssof the study were .not ma&e r:ad:ly avallable to |

the Canadlan museum communlty As well, the study made no attempts to analyze

" - the data, except for. det@&mining arithmetic means. There werg general
L S ' .

a

“

conclusions made like “clean up the grounds”, but nothing that would .

contribute to the increase of visitors. Today's recrealtienalists want and are

willing ta pay for "good” facilities, and if the museum community, dependent
as it IS upon volunteer labor and donatnons, is to continue, then it is
imperative they know their clientele. - o | o

An extensive literature review has determined that no complete study
exists of railway rnuseum visi;or profiles, and no attempts have been made to
deterrnine how to increase visitor rates. Interviéw: with museum directors and
organi;’é‘t’igns revealed a need to gather, synthesie\e, and interpret data .in °
this area".to“ determine’ what factors influence visitetionxrates.

Limits of the. Study
This study has been limited to discussing motivations, characteristics

and. travel distances of visitors to Canadian railway museums as they relate to

the broader concept of place and man's sense of -place. The survey was limited

v . .
, : 4
N s ' . : J!’
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to the éummer months of 1987,
.

) Definition of Terms
- ) v
Special places involvé, as we shall see, a “senss of place’”. a nebulous

1S.]

Pat important concept For the purposes of this study. "sense of place’ +will

& -

"’ be deffhed as settingshat create meaning for people through their

¥
¢
,

[y

. o ~ »
involvement. For museums wishing to draw-visitors back, the sense of pldce
creéated needs to be. positive not negative. For the purposes of this study,

oy
“sense of place” implies a positive fesling.

For the purposeQ of .this study, Operational Railway Museum is defined as a
museum that operftes full-size restored railway equuprﬁent. whether steam, *
' diesel, or electric,. and offers rides to museum visitors. Algo, there must be
reftored equipmgnt and a collection of railxvay artifacts on the premises to
) quaLI;fy for true museum st‘atus. This definition does not allow inclusion of
pu:ely tourist railways such as the Royal Hudson in British Columbia, gthe
Prairie' Dog ﬁCeﬁtral in Maniwba:, and the Algoma Central mlOntario,
“There are nine operatingmuseums, located in six of the provinces across

¢

Canatla. The first six museums listed on Fig.1 are the museums in this study.
N -

-4~ %
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CHAPTER TWO

'
|
i
{
§

LITERATURE REVIEW !

\
TOURISM GEOGRAPHY, LOCATION,
AND THE MUSEUM VISITOR
During the 1950's and|

§
!

products of the .ndustrial éra whose regimented uniformities were taking on

; ;
1960's. North American culfure mass-marketed the

the Beginnings of _high tectinology. By the 1970's high-tech was everywhere-;tn

the factory, at the office, jin our communications equipment and In every

v

aspect of our life, Grow;r{g alongside this high technology acceptance,

i

however, was a secondarfy and opposite tendency reflected in the
\

back-—to-—the~lar:nd movemii;nt, in recreation and tourism increases. and in the o
reawakening of interest fn our heritage (Naisbitt, 1884).
‘ i’ HERITAGE PRESERVATION

We need the past«\\'m order t0 cope with the future, and features and
patterns in the r’nuseurﬁ landscape make sense to us because we share a history
with them. The past is not only recalled through museums, it 1s incarnate in
the things that we build in the present We make our environment comfortable
by incorporating rnen:orabnlia into it, even if just for recreation, and this is
particularly true for railway museums. Q;/e drive our quiet, clean, airi
conditioned cars to a railway museum and can hardly wait to get aboard a
noisy, less than sterile, and definitely smelly steam train.

Reconstruction of our past not only reveals past scenes to the observer,
it creates entirely new ones. Our fhventive nature adds background details to

¥ @
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the picture ihat were absent inWhe original, and that could not have possibly
survived the test of time. Our interest in preserying the past is constantly
being tested by this inventive influence. .

~ Mcintosh and Goldner {1986) suggest that the following should be

3
considered when planning, promoting and preserving:

Who are the present visitors?

Where do they live?

What are their travei preferences?

What are their travel destinations?

Who are your potential visitors?

What are the industry trends?

Who and What is your competition? and Where? ;
What are your short and long term promotion plans?

Are present promotion plans working? )

CONOOPWN

-

In order to accurately preserve and recreate the original environment as
closely as possible, many museums have acquired the running rights on
abandoned trackage, ratber than building new tracks (Lowenthal, 1975). For
this reason many of the }huseums are I?cated on or near abandoned railway
lines, Such museums want the feel of the real thing. Smith (1983) notes the
impartance of creating the right feel for a historical museum, or "Disneyland
type deyelopment" will unfortunately occur. In some cases, private consulting
firms can be hired to help develop a historical site in ordel; to "get the feel
right" (Horwath & Horwath, 1987). As well, good development plans can aid
preservation by obtaining financial assistance from government (Collinge,
1982)-Aiey={1984) noted additionally that “if you have a good management plan
iIn place you are halfway to obtaining tovernment funding that you need"

But too much government intervention mikes museum directors feel they are



’ ~
losing control of designing and planning. However, in most cases all three

Ieve]s of government_ try to work hand in hand with preservation groups.

The holiday or vacation is a historically recent phenomenqn, undertaken
first by the upper and middle classes in the middie of the nineteenth century.
initially this desire to e:scape took the form of railway excursions. However, *
the business of tourism and heritage preservation that resulted from this
;novement of people has become well—develgped. lucrative and well-studlec;
(Hart, 1983). ' /

TOURISM :

The term recreation :stems from the Latin recreatio which refers to
restdra:cion or recévery. It implies the re-creation of energy or the
restoration of the ability to function. Tourism onethe other !;and 1S the
temporary movement of peopie to destinations outside their normal places of -
work and residences. Tourism is both a luxury and a busuness.. The ¢raving for
differen::e and diversion is primary and basic to man. as a biological,
psychological, and social entity. Denying or starving it leads to long term
social problems (Krane, 1974). The restrictiveness of leisure services and
creation of problems wés noted by Thompson (1987), who felt all restrictions
should be removed from recreation if we are to really live in a free society.

Marrus (1974) argues that leisure and recreation 1s a free ‘activity which
the individual engages in for his or her own purposes, whatever they may be.

A choice is made on the type of leisure, but it is made by autonomous

individuals freg from the long arm of traditional authority, historical,



cultural, or social views.

Tourism consists o% two basic parts, one static and one dynamic. The
static aspect is what occurs at the site (Heatwolfe & West, 1982). However,
just as important is the off‘ site“ or dynamic aspect Engen; & Guest (1968)
discussed the mobility aspect o;‘ rec;reation and vthe changes that have ‘occurred
over time as mobility has changed, and showed that as mobility has increased,
the amount and type of recreational activity has also increased, as well as

the distance that people are willing to travel to partake of that recreational

activity. Gurgel (1976) brought both the static and dynamic aspects of

recreational behaviour togéther in the study of "Canadian visitors to the

Mormon c¢ulture hearth”, wherein he examined the distance an;l travé| methods of
visitors but also the demographic and psychographic aspects of the visit
Interestingly, this study combinés the purely geographic studies and the more
economic market area analysis literature. e

| Clarke and Crichter (1985) suggest that people's behaviour is confined by
social conventions at museums and theatres. When displays arg left

unattended, in .many caseg it is the adults who will climb on, poke, and prod.

- Many museum directors fdel that adults not children cause the most damage in

/

technological museums that contain old cars, boats, trains, and airplanes.
Many visitors, apparently then, desire a hands-on, involving experience, a
désire which offers museums both probiems and opportunities.

Tourism can be beneficial not only to the facility itself but also to the

local area by pumping money into the local economy. Touriém can also be
-8



detrimental because it sometimqé encourages the‘aestruction of the very
resources that people are coming to see. Tourism resourcas properly organiz
can offer much, aﬁd museums can provide an 1effective tool to give perspectiveé
to a country's Culture‘é:d history (Dalibard, 198.5).'

o 6ne w‘ay that tourism can be properly organized is throtigh the use of
tourist qrganizations. The TRAIN or Tourist Railway Association Inc. is a

non-profit group based‘ in Burnsville, hiinnesota, which provides advartising,
public liability insurance and visitor evaluation technique informa;cion. An
entire literature exists through this group that attempts to place the museum,
and specifically the railway museum, inta the broader context of tourism
. (Sandburg, 1987). \
In order to give some limits to this broad subj’ect, it is" important to
examine the c{if’ferences in the~study of tourism by a geographer as opposed to

a sociologist, or an economist. \
»

The geographer and other disciplinary specialists who seek 1o understand

" tourism and man's behaviour within 'that context all study the same phenomenon‘

and collect the same data from basically the same sources. "i"H"er""differ‘éﬁc(e
between the %g_aytg and others is that the geographer's bias is toward
place and space. His fundamental ques.tion is "Where" (Ritc‘r;ie & Goeldner,.
1987). The associated question is what are the causes and consequences of
where? Mé;amud {(1973) suggests that the key vatiable in geographiéal research
is distance. S

According to Mieczkowski (1978) the study of tourism is an

@

-10-
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inter-discipiinary sfudy that ‘draws upon economics, psychology, socioclogy.
biology, ecology, and geography In order 'to study tourism and its related
fields in the context of geography, it is important to f9cus attention on

spatial frameworks and spheres of infiuence.

e

- 'SPATIAL LOCATION OF MUSEUMS

Accofding to Pattison (1964) there are four tradifion§ to the study of
geography, one of which is the spatial tradition. This belief in the
importance of spatial analy;;is, the a;:t of separating from the happenings of
experience such aspects as distancé, direction, and p‘c}:sition, i/s what sets
geography apart from other disciplines. The importance gf,place comes into
playl' when discussing the location of railway museums, moré SO 7thal\n other types
of musaums. Sites become places when people bestow meaning upon them

4,

(Davidson, 1985).

Aithough useums are connected to the history' of the country through
their physical equipment, they are also connected to the country in their
placement or Io tion. //To apply the concept of central place in the museum
context may seem paradoxical at first glance. Central placgs and recreational
places are essentially different in that recreational places are usually
out-of-the~-way where we can forget our problems of city life. Op the other
hand central places are by definition certainly not out of the way and offer
many amenities wanted by modern man. |

Some of the purely economic tourism studies make no notice of the -

visitor's perceptions, wantswand needs. Bell (1977) noted that a modified

-11-
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‘gravity model could be used to predict and model with a fair degres of
accuracy the benefits accruing to the local area from the distribution of
cottagers in an area. Perhaps, rajlway museums-Rave this same effect on the
local area. ~ - _

According to the American Railway Association, any city over 100,000
people can support a’ railway museum, as long as the range of the cé;chment is
within one hour’s drive from place of residence. From this informatior:, we
can assume that.the placement of railway museums in Canada will follow this
location model (Heinritz, 1'978). o

H The -Iocation of the museum is important, but ;.just as——if not more--
important is the visitor tr:at comes to see and possibly ride on the restored
equipment. It is these visitors that financially support the facility through
"entrance fees, donations, and souvenir sales. The museum is dependent upon -
tHe visitor's experience being pleasant In order to provide a conti;wual
positive experjence the museums must understand who their clientele are and
what Jhey want in a railway museum. In tourism de;/elopment the angle of
vision is gradually shifting from a‘t;linkeregi "project-orientation” to a wider
“market-orientation” (Boyd, 1973).

MARKET AREA STUDIES »

Market area research is the formalized means of obtaining lnformation to
be used in making marketing decisions, Effective marketing decisions are based
on sound information and relate mostly to areas of influence (Prgctor & Stone,

1978). To understand and predict visitor behaviour it is important to examine

-12-
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the museum's visitor patterns vin order to gqin a broader perspective of tile

\ current status of the facility (Peterson, 1977). As methods and numbers of
travellers continue to increase, so do the number of variables that planners
must consider before making either marketing or planni;g decisions. Market
area analysis can be classified into three main categories: Demographics, -
Psychoéra‘phics, and Geographics (Proctor and Stone, 1978). \

Demographics .

Demographics refers to population size, structure, and distribution.
Structure includes the ages, income, education, and occupation of the group,
while size refers to the number of:individuals in each age-sex group.

Visitor satisfaction is predominantly a function of highly individualized
chdracteristics. Lounsbury and Hoopes (1985) studied the variables of age,
sex, education level and perceivec! purpose of a museum through the survey

“mediurn. The visitor survey is the most useful way to obtgin perception,
attitude and behaviour data. As well, surveys that seek opinions can be used
in planning of recrgational facilities (Appendix B)f ’

Sch\il and Crompton (1983) in a study of airline passengers between Téxas
and London found that social demographic variables were unreliable iﬁdicators
of potential-visitor wants and needs. it waf determined thgt a better measure
'of tourism potential and modeling comprised psychographic var*iaéles.

b
)

v
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Psychographics
] Demographics, although useful in travel research, do not adequately
exp{ain the underlying motivations for travel which allow planners“fg identify -
potential markets. It is necessary to have information on the following:
1. Which segments of the population will travel?
2. What motives can be tapped to increase travel interest?
3. What facilities will make people return to a silcific site?
4. What type of things do they want at their destination?
5. How can advertising focus more effectively on the importance of travel
- ,motives and needs? :
In order to gain insight into the various groups that will travel, niany /
market researchers have discussed and presently use the concept of market
| )
segmentation. According to Tatham and Dornhoff (1977), it is important to gain
as much data as possible about each individual before market segmentation
- k3
takes place. If we are injerested in the social classes that are available to «#
: N - z
travel, as was Reid (1987), then we can use the income, education, and
employment data from the demographic study and apply it to splitting the
groups. . %
] .
Once a market has been segmented into those groups that are able to
*__ N ) -
travel, it then “becomes. important to determine the motivations for travel.
Heidingsfield & Blankenship (1947) examined the problems of a fast changing \
market in relationship to the traveller's wants and needs and concluded that
there were too many uncontrolled variables to produce flawless “every-case
T e " )
_~ Sscenario’ mo;iels. : .
At the other extreme, Kassarjian and Robertson (1968) conciuded they

could predict behaviour and perception based on personality type and gender.

~14- o~
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Few othe”i' studies sup?grt their conclusions. Hunt {1977) measured the
satisfaction of consumer behaviour as a determinant variable in repeat visits
to a specific site and studied the motivating factors. Interestingly, he

concluded that -the absence of satisfaction does have a direct bearing on the

[

desire to return to a site. n -

o™

Information on people's satisfacti)‘els can be used to help determine
" )

where advertising could be improved to provide visitors with a better sense of

' 4
what they will experience at ‘tﬁ facility.

The range of literature in the field of acyertising is extremely div.erse
and covers a great many topics and specigl target grbqps. Rudelius,

Pennington, and Ross (197 1) assume that good basic advertising techniques do

not change. If one's response to advertising is constant and advertising is

constant, then the only effective variable was distance, because age, sex,
o
hometown, mode of transportation, and reason for coming to the museum were not

found to be influenced by advertising.
Weaver and McCleary (1984) examined the reactions of visitors to

different types of advertising in order to determine its effectiveness upon
V )

different age groups. With this info:'mation in hand one can then effectively

target the specific age and market that one wants to attract to the facility.
- L

Geographics
Guy (1975) found that distance was the most critical factor in the

determination¥of visitor response to a facility. Successful tourism marketing

- 3
»

depends in a large part on good research. ¥arious aspects of consumer
p— /}
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behaviour were examined by Guy (1975) including age, sex, education and_
income: if the visitor perceived the c!istanvce from home to the museum as being
beyond their physical, monetary and mental range, then thev visit did not ¢
occur. The critical factor that changed the perceived ;;urpose of the mL;seum
along with distanpg‘ was advertising. He noted that these two factors could be
used to compjgment each Q’Eher, and the results indicated an increase in
visitation rates. However, he noted that the younger age groups would travel
much farther_ than the 40-65 year old groups, suggesting tﬁat younger
travellers had more time and money than the older set ~

Pfister and Mills (1981) studied visits to Chile's National Parks. M;ster
‘planning for futu?“ex;:ansion and development is important, and planning for
international travellers is even more important to a country like Chile than
for courtries like Canada or the United States. This visitor study was the
first to be underiaken in the country. If theé market area for the park was to
increase, it was important to determine the size of its primary market reach;
and as well to defermine where peoplekwere learning of the park’'s existence,
Interestingly enough, it turned out that the majority of visitors were from
Chile itself, not foreigners as was first expe;:teg, and 34.2% of visitors
learned about the park from friends and rlot from advertising. The distances
that people were willing to travel were qkuite far, when you consider that over
80% of the population does not own a car. ‘

From the literature review it became apparent to. me that the topic of

. increasing visitors to railway museums was worth investigating and that

p———
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several likely factors needed to be inclt¥ed in the data gathering process,

ideas mentioned nr'IS s*ect:on* seemed crucial in the determmation and
( h

’ ' e s v &‘ -
guidance of the pilot study, to which we turn next e
) > .
L 3 ' J - \?
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CHAPTER THREE

METHODOLOGY | 7
! ..
In many geographic problems, the researcher must gather data that are .not
m
part of the visible landscape. Perceptions, attitudes, and behavioral patterns

B

are critical pieces of' information in market analysis. Mapping the visible

landscape may be accomplished ea§ily”and with a high degree of accuracy, but

facquiring nonvisible information is often less precise. [Respondents may. not

fully unders‘ﬁand the questiong being ésked, or they may answer without giving
much thought.

Obtaining nonvi;ible data is a complex and hi?hly specialized
professional field. Whether the information is _to be obtained by talking with
people informally or by constructing a qzxestioqnaire, the information-desired
must be precisely defined. Exactly what data are essential to the specific
research problem and what are- rigt must be clearly identifiedf

Data Collection.
* The embassieé of the United étates, US.SR., Switzerland, New Zeaianci,
Japan, ltafy; Germany, France, Britain, and Australia, supplied names and
addresses laf railway mqséums, which | wrote to ;eqdesting information on any

visitor surveys that tl;ey might have conducted. | also contacted the Ca'nadiany

-Railway Historic Association (CRHA) as well as each of the museums affillated

with it
As indicated in the previous Chapter, | reviewed published literature irir

five areas: (1) Recreation and Fourism, (2) Museology. (3) International

i 18-
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> Railway Museums &nd Associations, (4) Canadian Rallway Museums, and (5) Market

Area Analysis. ) .

For the selection of hypotheses to test the data, | was gunded by Murphy (1975),

who notes that

7

A carefully formulated hypothesis is also

necessary for it gives direction or focus to the

Nad gathering of data. Without a clear hypothesis, data
v gathering becomes a purposeless grubbing for facts,

rarely leading to new truths for more adequate

interpretation of the present and prediction of

the future.

* —

Through the use of the following two researczh hypotheses, which were kept
as conceptually clear and simple as possibie, answers to our two research
problems will be examined. For increasing visitors through improving the

sense of place, we need information regarding visitor's expectations, age,
: —_
“

sex, and education.

The first hypothesis wilt help to determine the answer to "What sense of

place do such places create?”. So the first hypothesis wiil be:
[

- '

. H1: There will be no significant difference in the composition of
visitor profiles between the six railway museums.

For increasing visitors through expansion of drawing area of the museum, we
need information on each museum's current drawing effectiveness. Several

4 .
comparisons of wvisitor characteristics will follow.

The second hypoth*e“s'is will help answer the following question: "How do
special places function with respect to their drawing areas?”

H2: There will be no significant difference in the size of the
market reaches of the six museums.
L3 +

3 .
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To acquire the data necessary to test the hypotheses | decided upon a

personally administered survey as the best means for obtaining the desired

data. ‘ . ;
oo

Ideally, according to Boyd (1973). it is important to have t:/vo types of
surveys so that a comparison can be made. He suggested that if a personal
interview was to be used, there should also be a se.’l'-admtmstered survey. as
the one survey a'pproachv can run the risk of creating an unwanted, and unknown
bias. Also, as was stated by Heard (1986), when comparing different museums 1t
is important to %::::\\the sur\/;gys condqcted at the same time. Ortginal‘ly, |

a, |
the same self-administered survey technique that was used by Grant and Wall

* b

{1975), was planned. Unfortunate}ly, of the nine operational railway mus‘);ums
in Canada, only six allowed me tcg conduct my interviews, and of these, none
wanted to be bothered with an additional self-administered survey. 0
The survey investigated the. visitor's imége of the museum and the

characteristics of visitors. The image of the museum invoives such él.ements as -
whak they expect to find, the purpose of the museums as they understand it,
and how they found out about the museum. The characteristics section of the
survey is intended to determine a profile of education, occupation, residence,
age, and sex. it should be noted that since the surveys were undertaken during
the peak summer tourist season, the results do not include information on
those visitors who come to the museum In school groups. in some cases, these

organized groups can account for 20% of all visitation. However, this 20% is

not a large income producing group. and most museums feel that school groups



-

fill a public relations, and advertising, rather than an income producing

role. However, due to these imposed restrictions, financial constraints, and
the problems of making arrangements over hundreds of miles, the following

approach was used.

The Pilot Study

According to Haynes (1982), at least one pilot study is essential in any
type of study that utilizes surveys -as its main data source. The pilot study
serves the purpose of checking and measuring the suitability of the data
collection procedure and provides a directional indicator for the main body of”
the study, on which decisions are based and hence J(nowledge is gained.

According to Sheskin (1985) another important purpose of a pilot test is to

" ascertain the length of time needed to complete the questionnaire and-to

obtain some indication of the likely response rate for the main survey.
My pilot study was conducted during the last weekend of May,*ﬂ987, at the

Halton County Ra::Iial R;way. The survey was the p;ersonal intercept;tervnew

type described by Gold (1980) and used by Davidson ( 1985). Sheskin (1985)

suggests that 30 to 50 is a goode sample size for a pilot study. A sample size

of 50 was decided upon, and all surveying was conducted by the author so’as to

reduce the possibility of bias created by different interview techniques, as

well as to reduce cosfs. According to ticket sales for the day, 78 adults hadu

entered the grounds, and my pilot survey }eceived responses from 64% of tl;em. 7

There were a few préb ms revealed by the Pilot Study that led to changes

in the main survey forms. Many of the people did not do page two. Sp
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instructions were written on the bottom of page one. Secondly. many people
circled multiple answers despite instructions at the‘;:eginning. so the
ins’tructipns were written with each question. Also, some of the questions
needed té be simplified. Clipboards, whose+wse | had thought would encourage
questionnaire compietion, proved too cumt;ersome; | ended up, instead, handing
the visitor the form near a bench or table. For a copy of the main survey form
see Appendix A.
The Main Survey ‘

The survey used _the pérsonal intercept interview technique. According to
Gold (1980) and Sheskin {1985) this technique offers the best possible
combination of the self-administered questionnaire and the personal interview
and can yield very good results as long as the person conducting the survey is

aware of possible bias that he/she might be creating when selecting

. respondents.

The survey was conducted during July, August, and September 1987 at each
5‘ »
of the first six museums shown in Fig 1. One hundred surveys were collected at
each institution with no time limit placed upon collection,' the author

remaining at each museum until one hunjdred forms had been completed.

Data Use

As with any survey it became important to be able to determine which of
[ 4

‘ the data thought to be important really were. To do this, | combined the data

for all six museums together into a group called the Canadian Railway Museum

Visitor or CRMV for short Through the use of ANOVA and Chi-Square festing at

\w;
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‘ the .05 level, | compared all the variables for all the museums in order to
determi;;le which were statis;ticaliy significiant.
T Once the CRMV had established the signific;mt variablgs, the analysis was
divided into two sect;ons in order to investigate the two hypotheses. To
answer hypo«ihesis one, the profile characteristics b’g\travel method, other

museums visited, perceived purpose of the museu

likes, dislikes, age, sex,
and education were compared at the .05 level with"Analysis ofq Variance and
then entered into a table {(Appendix E, Table E.1). The same technique was
used by Marsh {1986) to add up the siéniﬁcant and the nonsignificant
characteristics, and thereby determine if an overall composition was .
significantly_different. As may be seen, for the three museums, none of the
- eleve;\ visitor characteristics proved signif‘:ant; for\three museums eight
visitor characteristics were unsignificant while three were significant.
" Qverall, then, the six museums did not differ significantly iﬁ their visitor
char;cternstics. My findings Qvill be discussed in the subsequent chapters.
l/ln‘ order to answer hypothesis two, the distpance data (Appendix E, Table
. E.2) were organized into a table {Appendix E, Table E.3) according to whether
most of eacho museums visitors travelled more or less than 100 km, the distéince
_-distinguishing day trippersf from tourists (Heard, 1986). As may be seen, the
museums form two distinct groups of three. Again, th: implications of these
. findings regarding the hypothesis will be discussed fater.

Geographers as social scientists are concerned with both explanation and

- description, both of which can have subjective as*ivell as objective aspects. - -

~23-
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Personal judgment, values and perspectives can aid empirical evidence, and
lead to fuller interpretatio®® and sounder recommendations (Palegrino, 1979).
So the data will also be analyzéd for their more éubjective content In so
doing | hope to éhow the usefulness of combining the two major contemporary
approaches in geography. “

In the next section we will present the findings of the data gathering

process. o TT——
‘;v - \
)

'
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CHAPTER FOUR
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THE CANADIAN RAILWAY MUSEUM VISITOR

Every y"'e’;?f millions of people stream through museums—-young psople and
old people-—people with varying degrees of e&dﬁcation, people alone and in
groups. )How can museums best serve this diverse audience ? Does the visitor
come to be educated, entertained, amused, or simply spend an aftérnoon with
the children? These are types of information that are needed. However,
research in the past had led to very little applied information (Falk, 1985).

~ Who is the museum visitor? Where is ‘he from ? Why is he here? As was
discussed earlier, marketing in its most simple form is the- study of that
which covers what your product is, and who your products are fl:r (Lundberg,
1973).

The presentation here is structured in the same order as was the main
survey questionnaire (Appendix A). The percentage values are based ‘dﬁ ~t]‘he
entire data set, and the valid percentages have be "recalcula{téd taking into
account the number of missing values. As was mentioned by Bardon & Harding -
(1981) and Lounsbury & Hoopes (1985) it is almost lmpéssmle to get 100% full
r\esponse in a self—admm:stered questionnaire. The number of mnssmg values
are shown at the bottom of each question (Appendix D). Some questions have
larger missing values than others and this is due to many factors such asAnfna
and weather that will be discussed later.

;As well, this section will provide us with an answer for hypothesis

number one. If we can determine what variables are significantly different

between the museums, we can then make a decision as to whether the museumns are

P



significantly different overall, or whether the composition of visitors is
, s - T LS
similar,

-

The following information summariMs the 550 surveys from the six railway
museums in the study. Klthough the Canadian Railway Museum Visitor is not a”
real person, it is in fact a composite person based on the views of real
Canadian railway museum visitors. Many studies use a "c;mposite" person,
place, or 7thing' in order to demonstra:ce a peint and to allow a large amount of
inforn;ation to be passed onto the reader in a very short tirﬁe. This technique
was used by Néumeyer & Neumeyer (1958), Deasy & Greiss (1966), and more
recently by Gray & Edwards (1936). “

Certain basic factors affect the travel manlket To be marketed
successfully, tourism like any other product requires qualiﬁ?& buyers and
people with disposable income and a willingness to spend. Major factors that
can affect the mérket aEe income, age, sex, education, time, distance,
customs, habits, attitudes, traditions, energy, and lifestyle. Even thisilistv

does not represent all the factors that the modern touriém: manager should

consider regarding the Canadian Railway Museum Visitor.
e .
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. Table D.1 ®

Attributes of the Canadian Railway Museum Visitor -

*

First Visit to the Museum 74.1%
v Arrives with Family . 61.0%
Have never visited another RR museum 65.8%
- Do make visits to art galleries 83.2%
Feel the main purpose of the museum
B is to "Preserve and show the past" 82.1%
Live in a city of more than 60 000 57.0%
Canadian Citizen - 87.5%
. - Can visit the museum in 1 day trip 74.2%
. Always travel by car 94 .5
Do not have a RR museum close to home 84.1%
Consider themselves tourists 28.4%
Found out about museum from friends 29.4%
Best part of the museum-ride on train - 45.5% -
Do not think the ride is long enough 39.8%

Best improvement 1is to make ride longer 36.0%
Got what they expected from the museum 98.8%

They want to visit other RR museums 100 O
> “ Do not know where they are located 79.9%
‘ Are not C.R.H.A. members 98.4%
Average age is between 25 - 44 48.7%

Femate 55.1% Male 44.9% '
- Have a secondary school education 39.3%

“ t
Geographics

The metfodology that a geographic researcher uses differs from that of
other social scientists in that geographers are primarily concerned with the
spatial and mappable aspects of a proble;n. It is throuéfn spatial models and
cartographié\u:hniqyes that many interrelationships can be easily seen and ”4
understood. One of the accepted concepts in geography and market résemrch is
that of distance and the marked effect it has on dependent variables. In order

to get a better understanding of the CRMV's travel patterns to, from and about ‘

<
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the museum, the variables of distance from home town to museum, distance
travelled toc:y; and dista:nce to travel tonight were broken db\i:/n into -
percentages (Table D.1 to D.3 in Appendix D). The distances .for travel beiore
tonight were not thought to be significant due to the fact that they had no
directional dimension.

There have been many studies, such as Guy (1975), Gitelson & Crompton
(1983) and Mcintosh & Goeldner (1986), that have shown the relationship
between distance and other socioeconomic variables. It was the intention of
this next section to examine and &etermme if there was any sugnificant
variation between the highly structured variable of distance and ( 1) The i
reason thati the CRMV came to the museum, (2) The CRMV level of schooling, (3)
The family group, {4) The CRMV's perceived purpose of the museum and (5) The
way in which the CRMV found out about the museum. These combinations were
determined after_ a_careful review of the literature. It is hoped that the
variation found within the variables will be significant and not mainly due to
randomness.

Rather than rambling on at great length about the Analysis of Variance
and its many assumptions and methods, let -it suffice to say that the author
has decided what will be significant at the .05 level and what is not after

careful examination of the computer output Cluttering this section with

numeroys calculations and print-outs would be both a waste offmy time as an

author and your time as a reader.

This same shortening of statistical analysis into textual format will be

o~
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followed through the remainder of ihis paper. As a researcher | am intent on
keeping the printed statistics down to a minimum.#owi%r, 1 do intend to .
| ,
integrate the results of many tests in the discussion sq{tion. The results
can be found in Tables D.4 to b.12 in Appendix D.

Psychographics

Due to the fact that psychographics try to examine variables that cannot

be colibcted directly, it was decided that the analysis should be segmented

I

u?fq;c two basic categories: (a) The composition and values associated with

¥

those people-that have described themselves as either a Tourist or Railway
Enthusiast, and (b) The compos_it.ion of those people that came to the museﬁm as
a family group. As was s’hawn by Tatham and Dornhoff (1977), the family group
i¢ extremely important to the recreational industr;': as well, recreation is
important to the develop;'nent of the family unit It was therefore decided that
the same set o;’ psychographic variables studied ‘for (a) be repeated on the
family units. It was shown by Mclntos;h and Goeldner (1986). that the%way
people perceive themselves aﬁd the things that they actually do car; be and
usually are quite different f’/
DISCUSSION

Since Table D4 indicates that only "Advertising” and "Reason for coming
to the Museum’ were significant, the remainder of the testing was carried out
on these two only. The same analysis techniques were used with the comparison
procedure. The procedure was repeatggd for the individual museums only if the

#

Chi-Square test was significant at .05 level.
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it was found that 50% of the visitors came from less than 110km. It is

4
interesti/ng to note that the American Railway Museum Association studies

indicate that usually a railway museum will draw 50% of its visitors from a .

‘ - A
100km reach. The 50% of people within this area found out about the museum 60%

of the time by either living near the museny"é.nd knowing about it or from

friends and relatives. However, when you examine theé next 10% of visitors out

to 140km it appears that all of a sudden over 50% of visitors find out through
newspaper, radio, and T.V. adverlising. There seems to be a significant

breakpoint between the 110km and 140km market areas. lnterestmgly, though

when you reach the >1200km mark from which 20% of vusdors COme 40% of people

»

I?arri about the museum’s existence through friends and rjelatives‘and 15%
through the media. The remaining 45% were mixed between magazine ads, tourism
literature, and “other”.
» , ’
The second variable examined was that of education. The crosstabulation
(Table D.5) shows there is not one variable when compared with education that

is significant, and therefore we can conclude that education plays no role in

the perceptions of the CRMV, or'in the way that information or advertising is

conveyed. It appears then, that education level is not a stratifying factor, .

as is distance.
’ As the family unit has been shown to provide a bases for much_
recreational activity it was examined (Table D6) in“order to determine if ~
family type has a bearing- upon the advertisi”ng, travel method, and if the

visit was-a first The analysis indicated that a significant variability

# | | . hS
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existed. : ) .

Of the 73.5% first time visitors to the museum, 60% wers travelling in a
family unit, 30% as couples, 8% with an organized group, and 2% singles. The
families that came to the museum travelled exclusively by car. It was feund
that the families found out about the museum 30% of the time through fnendé
30% knew about it for a long time, and*12% through the newspaper, and the
remainder through mixed ways. From the results presented hers it appears that
Thompson (1987} was correct in the importance that was placed upon the family
unit and the recreational experience. )

Since the family is usually made up of both sexes, it was therefore
important to dgtermine if the family is segmented by sex. As was indicated in
Table D.8, none of the tests showed any type of significance. A; waell, the age
?f the groups was examined to determine if any age seg';mentahon occurs. It was
expected that age ‘would be a determining factor in the perceptions of the e '

museum and the purpose of the museum (Fable D.7).

The sample digl not spread evenly over the entire age population range and-

~ was therefore skewed towards the middle aged groups. If the sample had been

more even, it is felt fhat perhaps some significance would have occurred. This
assumption is based on other studies in the literature that fbund a
significant level of variation.. ‘ ‘ d\

Although the reason for coming is grouped into several variables for the -,

ha  aad

study, as it turns out pr;loy "Tourists”, “Special Trips’ and “Railway AN

N

Enthusiasts” are significant Interestingly, when questioned about first time

o
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visit, 25.2%_of iﬁe tourists were positive, as were 28.6% of the special
trippers. ‘and 10%‘ of the railway enthusiasts. However, 31%, 35%, & 60% °
respectively had been to other railway museums. Even |

though the percentage of first visits by rail fans was small, they had an
overwheiming rate of visits to other sites.

The way in which people found out about the museum turns out to be mostly
from fnendé‘ and relatives, as was shown in previous tests. Advertisingris a
critical variable and shows no socio-economic boundary. Unfortunately, we
find that even t;OugH the majority of people enjoyed th_?ir experience, most
dd not know where any other museums .were Ioéated.t fhis advertising thread
seems to run through every variable that has been tested. It will be expectea
then that “if it is importar:\t to the CRMV., then it will also become a
significant variable in the individual museum outcomes, and will warrant
further in-depth discussion in the final chapter. -~

And finally }hq number of people that got what% tfley expected at the .
museum was ‘examined. According to Hunt (1977), if, 75% of your visitors get
what they expecteti)and feel that they have received good value for their
money, time, and tfavel, then as a manager you can expect that 50% those
peopls will return to your facility wifj one year. It was noted that 97.6%
of people indicated thes} were satisfied with the museum and they felt tha}t
g;jod value was obtained. As well, of those, Sﬁf% indicated that they would

faturn. Howewver, ths figure cannot be taken as absolute truth due to the size

of the sample. The results can differ greatly from survey and sample error.

[
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Only 225% of the( survéys had bqth these questions answered-as 73.5% of people
were first time visitors and could not be included in the testing procedure
for obvious reasons. ,
Through the testing of the CRMV. 1t was found that there were several
significar;t fa?ors. that will now be used in the indivndual\museums tests:
‘. family groups that the person was travelling in, the advertising, the reason
for coming. and of course the distance factor, which will be concentrated upon
in the following section. |
The planning and operating of a tourist facility such as a railway museum
within the current and changing economic times involves the manageme;wt's
mobilizing every possible tool at its disposal to achieve the objective of
existence and expansion. The application of modeling. and | do not refer to HO
“or N scale here, represents the objects and systems that are presently
interacting to affect the museun. Models due to ther composite nature can no¥
represent all interactions, therefore 1t 1s important to concentrate time and
effort on those variables most associated with visitor usage and change.
Through the use of ANOVA testing for distance based variables and
Chi-Squared tests for the remaining factors, it became apparent that there was
a significan:c difgerenc:e between the museums. However, there are enougﬁ
individual ‘ffeuzences and significant facto\s to warrant splitting up the
data and’‘examining the museums as individdals. ‘Thel CRMV screening process has
allowed the large data set to be broken down int€" : manageable size, and now

we can deal with only those factors which are significant and not waste time

/]
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testing each of the individual factors for each of the museums first it was
»

thought that this tech?nique would lead to more efficient use of time and a

more straightforward presentation.

{
\ .

{
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INDIVIDUAL MUSEUM STUDY FINDINGS &

“THE SALEM AND HILLSBOROUGH RAILWAY

The Salem and Hillsborough railway, which opened tourist operations in
the 1983—8?1 season, is located 22 miles south of Monctoh. New Brunswick. It
. is open on weekends durin%May and June and daily from the end of June; to the
beginning of September. )

Two optidns are available to riders of the Salem and Hillsborough
Railroad, the scenic: five mile trip or the 30 mile dining trip. The&cenic
trip cos;s adults $5.00, seniors $4.50, children (6-12 years) $2.50, while
children under six ride free. The dining car train, which runs Thursday,
through Sunday during July and August. costs between $23.75 and $31.25, which
includes the meal, snacks, and refreshments. As well, the trips starting in
September of 1987 were to offer a club car with live entertainment.

An estimated 18.000 to 20,000 people ride the railway annually. Most
visitors spend the night in Moncton and originate from New Brunswick, Quebac,
and Ontario. The Salem and Hillsborough railway is very valuable to its local
community. Not only is it the main attraction in the area but it provides
seasonal employment as well as four full time positions; in fact the railroad
is(the second largest employer in the area. ;

The riilway if funded by both the New Brunsw;ic deral gbvernment.

Unfortunately, revenues from ridership do not cover operating costs as of yet,

but the management is hoping it can cover its total opera}ing costs by 1989,
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Currently, the advertising budget is $7,000, which is spent on TV and radio
ads as well as brochures anﬁ%?matipn that‘are available at tourist

bureaus.

-

When one travels in the local area about the museum, it is obvious that
it is an économicaﬂy disadvantaged area. However, over the past two years
there has been a marked ﬁnbrovement in the "looks” of the area. Perhaps, as
with all things, it will take time for the local operators to put their trust
in the museum t'o act as the major player in the drawing of tourist dollars
into the area. When this trust is established, local people will be more
willing to invest in capital improvements, in order to better serve the

rre/fully growing number of visitors.
. THE PORT STANLEY TERMINAL RAILWAY

-

The Port Stanley Terminal Railway is operated by a private company and
offers a 25 mile ride from Port Stanl2y to Union in Southwestern Ontario.
There is currently a total of seven miles of track and an extension is
proposed. Labour is supplied by one seasonal full tirﬁe employee d@nd up to

fifty volunteers, Therefore, the PS.T.RR. contributes little in terms of
L4 ':;.:

direct em}loyment to the local economy. -

There are 10,000 rides annually and the opera{eré estimate that 95% are

déy triprrs from London, Windsor, and eastern Michigan. Approximately five

percent stay overnight locally. Day users bring business to the Port Stanley
shop; and restaurants. It is difficult to judge whether the existence of the

railway brings visitors or whether visitors to the town come to the railway as

l
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well, but there is obviously a syneréistic effect. However, they all seam to.
make one day tvrips to the museum and same day trips back home. Th«s~ people
spend money at the museum but there is very little in the way of spin~off
benefits for the local community. if people were to stay overnight in the
community the increased tourist revenue would sﬁrely be noticed. The town ‘of
Port Stanley is not that. poorly laid out for tourists. Therg are several
advantages to the town: It is small, quiet, it has an excelient harbour and
many small restaurants and stores. lfs close proximity to the city of London
may in fact be the reason it has no} prospered. At one time the beaches were
filled with tourists and cottagers who came to the beac}:o by train. However,
when The London and Port Stanley Railway closed in the late -1950's the town
seemed to slowly die. Unlike \most, the operatioq covers its costs, vy'i;chout
* assistance from any‘gov;rnment department

THE HALTON COUNTY RADIAL RAILWAY
This is a streetcar and electric interurban museum providing operating

cars for visitors to ride. It is operated by the Ontario Electric Railway

Historical Association, a coilection of railway enthusias@ The association

4

}
collects equipment and restores them to operating condition. The “main line”

on which the trolleys are 6perated for passenger service is 1.25 miles long,
but a \:ariety of equiprr;ent is available to ride. Cars operate weekends from
the 24th of May holiday weekend to Thanksgiving and daily during July and
August Current admission fees are $3.25 for adults and $150 for children, ™
B }

The aﬁiance fee provides unlimited rides, and most of the restored
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_and is working on seve‘r%theré. The streetcars operate through the streets

equipment is on display.

The muéeum currently attracts approximately 50,000 visitors annually. -
Very few of the visitors stay in the loéal area overnight, because Toronto is
only a half hour drive away., ' )

All the restoration work and other labour on the site is providgd by
volunteer efforts of the members. Almost all financial resources are provided
through admission fe{ss* and the fund raising activities of the association.
However, the museum has received some assistance from the _Ontari? Ministry of
Culture and Recreation. '

Halton County is entirely volunteer with the exception of one paid
student each summer, so in this respect it does not contribute to the local
economy. Accofding to a recently released Ontario Ministry of Transportation
document,

The overall economic impact has to be
seen as fairly modest in terms of economic
impact. The railway does not keep visitors
in the area for an extended period and creates
almost no employment..

THE EDMONTON RADIAL ﬁKILyVAY

The Edmonton Radial Railway Society was forméq to build and operate a /y’\*‘*- .
streetcar line in Fort Edmonton Park, which has streets ‘rq‘presentative of the
years 1905, 1920, and 1950. The society haws" restored two Edmonton streetcaérs l
of the park. The 1.2 mile ride takes 15-20 minutes. Rides are included in the

cost of admission to the park and are unlimited. Also, the cars are available

7
il
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for special occasion rentals. The site is on the south bank of the North

Saskatchewan river in southwest Edmonton.

THE BRITISH COLUMBIA FORESTRY MUSEUM

The British Columbia Forestry Museum, located on Vancouver Island Sixty
kilometers north of Victoria near Dunéan, covers an area of approximately one
hundred acres and is dedicated to the preservation of railway equipment as
well as logging and lumber processing. Admission to the museum includes*
unlimited rtides on the Cowichan Valley narrow-guage railway, which winds
through the trees, over hills, under bridges and crosses a long curving ’
trestle over a bay in Somenos Lake. Visitor facilities include a snack bar,
picnic tables, and numerous hands-on exhibits. The admission price also
includes guided tours and films. Unfortunately, much of the railway equipment
is in pbor repair andds unavailable for general public display. However, the
shops are extensive and well equipped.

Tﬁe,-directors of the museum feel that since the museum began operations
there has been a significant improvement in local tourism. It is not easy to
sal if the museum draws the town tourism or the town draws for the museum.

The hours of operation” are daily throughout the summer and weekends in
the spring and fall. The museum is a non;profit community venture, sponsored
by su!:roun"ding municipalities, local and provincial '?overnmen'ts and the
forestry industry.

THE ALBERTA PIONEER RAILWAY ASSOCIATION ,

A permanent museum site is located northeast of Edmonton. At the museum
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visitors can enjoy a ten minute’ ride on tracks around the museum's property,

riding behind either steam or diesel equipment. . Trains operate on long
waeekends, and during July and August from nirﬂe am. to five pm. The APRA

park provides refreshments and a gift shop.

—
——

One of the usual arguments by \t?\:e museums to gather money is that of
increasing local tourist business. If the muse;um acts as a drawing card for
the area; local business and government may be willing to help financially
support the operation.

P

Analysis of the Data

The diétance from home data (Appendix E)-Yas collected in order to t;elp
understand the market reaches of the various museums and then to try and
determine if there were any significant differences in the distances. It was
found that the distances people were willing to travel to the museum and the
main reason for thevisit were significant invall six cases. As well, the
ways that people found out about the museum were significant. It is also
important to know what people think the purpose of your museums is. in this
way you can target ygﬁr advertising at a specific area to reinforce people's
expectations. The ;?er‘éeived purpose of the museurn seems to be significantly
affected by the way that the persons views themselves. V

It ;Nas expected that many people would answer the purpose to be givin&
rides on trains, but it se;sms as though the ricies on the trains are the ”

outcome of preservation. All the visitors to the museums listed preservation

of the past as the primary purpose of the museum, except for the British
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Columbia Forestry mu/seum, whose visitors indicated that education was its

.

function. Since the majority of visitors feel that preservation is important

L3

then this should become an area to be used in advertising.
During the discussion of the CRMV it was found that the variables of age,

sex, and education do not seem to play a significant role in the determination

: 3
of enjoyment level, perception of the museum'’s purpose, or th'e/ ;'?a"éon for

visiting the museums, for the visitors in this study. However, the role of
‘:)O
the famify has been shown to be of importance, by the CRMV as well as by

(Thatham and Dornhoff, 1977), and to the museum community by Heard (1987).
Therefore, family grouping was crosstabulated with advertising type, and

method of travel to determine if they were significantly correlated for each

e
of the individual museums.

#

It was found that all the museums showed the same results as the CRMV:
The relationship between Advertising_and Family group was significant at the
. e T
.05 level. This seems to be a positive indication that the three factors
involved are~ not related purely due to chance, and that further study seerﬁ*ns to
be appropriate. Since | have found that family travel group is significant it
then becomes important to identify ‘the areas“gf advertising that each family
group uses. in this way we _can determine where to. target advertisiné in the
hopes of increasing visitation rates. )
Fax'nily Travel Group and Advertising -
¥ The family travél group and ‘%c(;rtising Chi-Square testin%ffvealed that

. I
all the museums are significant at the .05 level, and we can cor®iulie that
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» .
this is a good indication of how the population feels. ‘l:here ‘weére no markecf |
differences in the methods that family travel groups u;ed to find out ‘about
the museums (Table D6). It was found that people alone, w:th ‘children, or as
a couple found out about the museum in basically the same ways. There were no
significant differences in the advertising methods used. Many found out about
the museums from fnends through magaznnﬁ or from tounst literature.

Interestingly, all six museums showed the same results, which was not entirely
unexpected, as the dempgraphics are similar for all the museums. Perhaps the
discussio:a chapter will be able to shed some light upon tr’}is area. .
Families are made up pf people who have specific interests. Since we have
now determined that family travel group is not a determining factor in the |
type of advertising used, then perhaps if we tan examine the personay reason
for coming to the museum, we can then find an area, topic, or concept that
will help to increase visitation rates. It had been thbught during the
literature review and contact with museum directors that the views and types
of advertising that appeals to railway er::chusiasts varies from that of the
average tourist
The following sgection seeks to determine what significant factors affect
visitation from the standpoint of reason for visitation. The main two reasons
for c'omingw to the museL:ms have been found to be either as a tourist or as a
railway enthusiast The folloﬁing list is the factors that were crosstabulated

with reason for coming for all the mugeums. As it turned out all were

nonsigniﬁcg&t at .05 except for advertising. P

"
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(1) Have you visited other railway museums?

(2) Perc eElved purpose of the museum L
(3) Is there a museums like this near your home?
(4) Have you visited it?

(8) Advertising

(6) What did you like about the museum ?-

(7) What did you not likeg about the museum 7
(8) What would you like to see improved ?

{9) Was the museum about what you expected?
(10) Are you a member of the CRHA ? :
{11) Would you like to visit other BR museums?
(12) Do you know where they are?

However, there does seem to be a definite difference in the type of

. advertising that draws tourists and that ahich draws railway buffs. The -

following section will try and‘ discover exactly what types of advertising
appeéls to each group of individuals. In this way the museums that cater to
the general history mir;ded visitors will be better able to target their market
audience. Likewise for the hands-on railway museums, they also will be better
able to target advertising areas.* The railway buffs seem to find out about
the museum from friends and relatives rather than from tourist literature and
magazir;es. As welt several people mentioned that local railway clubs And‘
associationshad bee;\ the advertisers. For‘the tourists, the sign on the road
proved to be the most benefit for Duncan, Fort Edmonton, and the Salem\and

Hillsborough. Interestingly, very few Halton and APRA visitors found the

. museum through regular sources and listed that they had "known about it for a

k4
long time”, but had just never had the chance to visit it Many different
types of advertising exist, but me most effective ones appear to be word of
mouth from friends and relatives. Because of this the image that the museum

projects is probably quite important The idea of image projection will be
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addressed later in the discussion.
" Other Museums Visited

People's expectations are based upon previous experiences so it becomes
important for attracting visitors if you can find out where they have been
before and how your museum ";tacks up\‘agsét others of similar kind. People
tend to visit like-places; as well by looking at other museum's advertising
new insights may be gained intq what brought people to other facilities in the
first place. When knpwledge like this is gathered it‘can be applied to your
own situation to increase visitafion rates (Appendix D, Table D.13).

It is interesting to n‘ote the different types of museums that are
visited. The visitors to Halton County have generally aiso been to Heritage-v
Park in Calgary, probably due to the fact that there is an electric streetcar
line in the park. However, they have not been to Fo}'t Edmonton. Fort Edmonton
seems to advertise their fort and steam train more than their streetcars. The
APRA visitors seem to visit places that concentrate on steam power such as —
Ottawa, York, and Delson. | think that the Museum of Science and Technology in

Ottawa draws people not only due to their personal interests but due to the

«fact that the museum is a large tourism destination in its own right. These

. results seem to indicate that people want to visit other railway muselims, but

79.7% do not know where they are Iocates. However, there is also evidence to

show that when they know where the museums are, they do in fact visit them.
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How does the museum compare with othéi‘s?» }

The perceptions that people have are based on 'previogs sxperiences. The
list of mué’eums (Table D.13) indicates the type of museum that people have
already visited and have pnctured in their minds when asked to compara against
the museum they were at At the ERRS, nobody thought it was Bad, only 85%
thought it was Fair, 63. 4% Good, and 28% as Excellent When asked to compare
the APRA wuth other museums,- nt was noted that. 0% considered it Poor, 44
Fair, 71% Good and 24% Excellent The Salem and Hillsborough visitors™ rated \Q
the mD';ﬁm as Fair 15.6%, Good 0% and Excellent 24.4%. Nobody rated it poor
or bad. The Halton visitors rated it as Bad 2.6%, Poor 26%, Fair 28.9%, Good
44.7% and Excellent as 21.1%. And Duncan was rated as Far 10%, Good 56%. 'and
Excellent 34%. ‘ \

Port Stanley is the first of the. museums in the study to have anyone
mention it as being Poor (12%) in comparison to others. It was rated as Fair
29%, Good 53% and Excgﬁlgnt 6% by the visitors. Since it did not get very
high marks in the excellenz; department, it should be interesting to see if
people actually got what they expected. Interestingly, 90% of peéﬁle
indicated that they did indeed get what they gxpected. It is—possible that
visitors did not expect too much, and that is exactly what the Port Stanley “
Terminal Rail\{vay gives you. i

Did you get ‘what you expected from the Museum?

Every day in life we are faced with* decisions and these decisions are

o

either consciously or subconsciously based on our past experiences. People

46~
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tha.t ‘come to a facility haxe,ﬁa set of goais or perception 6f what that

facility needs to offer for them to be able to enjoy their wvisit So when the
visitors w%e asked :co‘ compare this museurr}‘with ones they had already visited
the foligwing results were o’btained.ﬂ

- Table 4.1
Did you get what you Expected at the Museum?

-

Salem and Hi | Isborough  89.6% Yes

Port Stanley Teminal 90.2% Yes ~
Hal ton County 91.9% Yes -
« Edronton Radial Railway 90.7%. Yes -
- Duncan 88.8% Yes
. Alberta Pioneer Railway ">85.7% Yes

-

When"surveyed, most of people indicated that they got what they ex'pe,c'ied
from the museum and were interested in visitiqg othf;r museums. Unfortunate\y, ’

“ t \ . .
79.7% of wisitors do not know where the other railway museums in Can,afia and ‘
. p) »
the US. are located. The aspect of advertising hagf been spoken of many. tifnes

4 A

<«

in both the literature review and this section. In order to help this problem

s L e
the following was suggested by several visitors.

The Salem and_ Hillsborough as well as the other five museums should

distribute pamphiets to all the other railway museums Zcross Canada. There

- ‘ v d
are museum operators in Alberta and British Columbia that have heard of the

" Salem and Hillsborough Railroad but dg not even know where it is located. This *
s defin[tely a problem that can be remedied. The monies spent on radio and

wol s v . .

‘a;gtelevision spots appear to be working quite well. However, the amount of

! J
.
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money spent in this area is too small, eC"en though the S & H has one of the
largest advertising budgets of any railway museum in Canada. Regardless of
~where peoplé come from, they all have some exr:;ectations of the museum,
Visitor Likes, Dislikes, and Suggested Improveméﬁt“é

When the visitors to \the various museums were questioned as to what they
liked about the facility. it was found that the ride on the preserved
equipment was the most popular answer for all the mugeums, except for the ERRS
where it accounted for only 12% of responses. At the ERRS the historic aspects
of the museum as well as the size tended to overshadow the ride itself. Also.

the ERRS had the highest rating for friendly staff. Perhaps this is due to the

fact that the people that work at Fort Edmonton all Speak as though they were
actually living in the various periods they are depicting. This ‘glves<the

visitor a warm friendly feeling that you do not get in a modern high-tech
museum or scienceycenter. Very few peoplé7 mentioned that visitor services were
a liked aspect of the visit, although, in most museums the respondents were

always found nearfthe food vending areas.

>

The people that responded to the survey also answered a question about
what they did not like about the museum. The largest response was that the
ride was not long enough, considering the cost lnterestingly‘APRA has the

shortest ride and it received the second smaltest number of complaints (29%).

The APRA has about .5 miles or track and Halton County has the second longest

.

track—with-1.25 miles and they had 53% of visitors complain about the ride- — -

Perhaps it is not the exact length of the ride, but more the quality or fee!
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of the ride. You can have a short ride, but make the ride enjoyable enough

@

that the length takes a backseat to the experience (Table D.15). | think it

gets back to the idea that if you have more then people will expect more, and
) 3

therefore be more critical.
7

After visiting®Port Stanley it can be easily seen ~yvhy people stated thjt
the grounds were poorly kept Basically if you do not see the sign stating it
is a railway museum you could drive by quite easily, thinking it was just a
couple of sidings with abandoned junk on them that CN or CP had forgotten
about When as;ked for immediate imbrovements in Port Stanley, the following

problem areas were identified. There_was a consensus among 43% that a longer

ride was needed, 10% wanted cleaner grounds, and 7% wanted better advertising.

One -of the improveménts that were not on the survey form but were listed

under other comments in 48% of cases was the.problem of the public address or

lack thereof on board the train. With today's low cost and easily available

amplifiers and speaker systems, there is absolutely no reason why you can not

L
have a sound sysg?m that people can hear. A five inch horn in a forty foot

open bo‘xﬁ car is the presenvtly useless system employed. Serious consideration
by the .directors of the Por;c\StanIey Railway should be taken with these
comments. The infqrmation that the conductor has about the right-of-way and
local area is both informative and interesting, and it is a pity that haif the

>

visitors can not hear it (Table D.16).
Even though there appears to be a lot of criticism of the PSTRR, and most
of it is not unwarranted, 85% of people do want to visit other museums,

.
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Unfortunately, as we have found in all cases so far. 67.6% of people do not
know where they are. Again lack of advertising is showing up. .

Halton County visitors indicated that the best part of the museum was the
rides on the preserved equipment (54%). As well, many people added comments
such as "It was great to ride on Qu three cars for ﬂ;e one’pn?e,‘).’ The
accurate preservation of the equipment and the restoration )(arns were cited in
146% of cases and the historical aspects of the equipmefit and the small
displgy in the station were cited*by 4% of visitors. Tk'e’ most negative things
that were said about the place were the length of the Pide (53%). People were
more_concerned with the amount of equipmen;t {11%), poor advertising (4%), and

the difficulty people experienced in trying to find the place (4%).

However, when asked about immediate improvements to Halton County. 60% of

respondents indicated that a longer ride was needed and 20% felt that printed
information should be made available. There is a booklet for sale where
tickets are sold; perhaps if the booklet had a higher profile in the selling
area, more visitors would see it and -use it Some 15% of the people wanted
better‘advertising, and 12% &% that tour guides woulc{ be a benéfit

The historical aspects of the ERRS site tend to be the most predominant
If you situate the museum in a period setting such as was done here. you can
sometimes run the risk of overkill (Rosenow & Pulsipher, 1979) and of having
the atmosphere of the situation overpower the operation of the museum and
equipment, and finally the ride itself. Many people (10%) felt that more

.

equipment was needed, and that the rigde was not long enough (8%).



irterestingly, only 8 visitors listed advertising as poor andl 4 indicated that

the place was difficult to find. It, is difficult to understand how people
found that it was hard to find, due to the fact that a massive amounf,of money
i

. is spent to advertise Fort Edmonton by the Alberta department of Tourism. You

can not enter the Edmonton area"‘ without seeing large signs near the highway.
The Edmonton Radial Railway’ Society has the advantage of being in a safe
and secure -location for their equipr;1ent as well as appéaring to ride along on
the advertising coat strings of the fort Apd assalways, people have their own
ideas about what the museum needs. Many people felt that toul; guides were

needed (47%). However | suspect that this had more to do with the fort rather

—-than the actual running operation of the streetcars. A;‘s well, 28% wanted

printed information, and 16% a longer ride.

When APRA visitors were asked what they liked, Si% indicated the ride,
13% liked the historical aspects of the place, and 4% said the size of the
grounds.| dowever, when asked what they did not like, 29% indicated the ride
was too short, 30% said more equipment was needed, and the rest were divided
equally between afivertising, ground care, and poor dis;;lays. When asked for
improvements, over half {55%) said nothing needed to be improved. So the
following results are based on 45% of people surveyed: 36% said' a longer ride
was nedded, cleaner grou;'rds 18%, and 25% printed information. When questioned

as to the purpose of the museum, 75% said to preserve and show the past

- -Interestingly. not one person answered to give rides on trains, even though

that is what people seem to enjoy the most at the museum. When APRA visitors
»

|
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were asked what was liked the following responses were given: the ride (56%),

, the historical aspects of the facility (13%), the accurate preservation of the

equipment (11%), and the friendly staff (11%). However, when asked what they
did not like the folIO\!ving were indicated: the ride was too short (29%), the
grounds were in poor shape (37%), better facilities such as washrooms (3%).
and advertising was bad (14%).

At the present time APRA, like so many other volunteer organizations, Is
going through lean financial times. Anoftj‘ger serious problem that is visible to

almost every visitor is the location of the museum. It is located in the

y Middie of the only swamp land for fifty miles, and when it rains people must

walk on-boards to keep out of the mud. As well, there is not yet a potable

’

water supply on the property and washrooms are provided by several portable
%

[

" washrooms. Although the site is still very new, it has the potential tow

become an important place on the Canadian museum scene.

The visitors to Duncan felt that thé most prgblematic area was that bof
the length of the ride (48%) and 35% felt that.the ride needed to be longer.
The second largest problem was that of the need fo} more equipment. However,
when questioned as to improvements, 28% of people wanted printed information
to be made available. Along {he same lines 27% of visitors felt that tour
guides would be helpful. This need for more information is reflected in what
people liked about the museum. it was noted t-hat 32% of people liked the
histial aspect of the museum and 44% liked the ride.

Having considered each of the railway museums individually, we may turn
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ring them and to making some generalizations. -
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CHAPTER FIVE

DISCUSSION
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DISCUSSION

We live, act, and orient ourselves in a world that is
richly and profoundly differentiated into places, yet at the
same time we seem to have a meagre understanding of places
and the ways in which we experience them. If places are a
fundamental aspect of man's existence in the world, then it
is_important that the means of experiencing, creating, and ,
maintaining significant places are not lost (Relph, 1976).

Canadian operational railway museums cons’ciﬁtute special places. Special

places may be defined as "spaces meaningful forl people”. It is interesting to

" note the changes thatshave occurred in the geographic literature of the past

decade on the topic of place. Although geography has always been concerned
about places and spaces,

-
-
humanistic geography constitutes a reaction against »
J the intellectual dictatorship of the traditional quantitative
! methodologies. Present day geography must validate lifeworid
experiences of place and landscape expressions of environmental
attitudes, ,values, and perceptions. Weé must have "geography

with a human face’ emphasizing place, aesthetics (Relph, 18786).

One question, is “How do such special places function with respect to the
areas they draw visitors from and to the visitors drawn?” The other question,
more subjective and humanistic, is "What sort of sense of place do the museumns
create for the visitor?” Together they answer the major research problem of
influences on visitation rates.

Humanistic geography, however, should not be considered an escape from
the positivist or scientific approach but rather a é,omplement. Contemporary
geography, then, asks twe kinds of questions. Let us apply these to railway

museums in pursuing our research problem of "What influences visitation rates

at Canadian Railway Museums"?
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How do such special places function with respect to their market area ?

Chapter three investigated fhe first question by examining two
hypotheses. The results (Appendix E, Table E.1) indicated that because the )
nonsignificant characteristiés greatly autnumbered the significant
characteristics we must accept ‘the first hypothesis. and conclude that overall
there is no signif;c;nt difference in the visitor profiles at the six
oberational railway museums in this study. But some of the few significant
"differences are worth noting. Althoughweducation was not significant overall,
it was for the S & H. And "Advertising’ and “Return Visits® were significant
for three museums, as will be considered later. Also how people found out
about the museum divided them into two groups. which will bé discussed later
too.

However. we had to reject the second hypothesis and conclude that there
is in fact a difference in the market. reaches of the six museums, V\;hich will
also be addressed later. *

Let us turn now to the second question posed above concerning the sense
" of place which museums create.
Sense of Place

A sense of place is the result of interplay between a person and a
setting. According to Steele (1981) there are two main factors that shape our
reactions to setting: a) the eMations and intentions about what we see,
and (b) the mood or spirit-of the setting. Everywhere there exist setting_s, K

but in order for a "place” to exist for an individual, it must become special.
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One person may treat an area as a setting, while another classifies it as a
place. The studyy of “place” then, ir'wolves the personal and the subjective.
What makes an experience in one setting particularly exciting or
satisfying? What makes an experience distasteful or dull? Such questions aré
both fascinating and important
Wh;n people come to a setting, they usually do not arrive empty-handed
and open to whatever happens to be there. They bring their own personal
‘baggage” with them, and that influences how they perce&'ve, use, and feel -
about the setting and whether it becomes a place. This section deals with the
‘baggage” of the respondent visitors. By examining demographic type
information | hope 'to obtain a new and fuller understangin'é of the museum
visitor.
Part of the visitor'’s "baggage” is whether or not it is his first visit
The first time a person visits a railway museum his "views" of the facility
will be solidified, so it is imporiant that whatever anticipation and
excitement he brings should last for the entire visit Then the chances are
greater that the visitor will return. {'Vhen the CRMV was asked if this "was the
first trip to the ‘'museumn”, 75% responded that it was. If the first time
visitor response is higher than 75% it would seem that the museum is catering
to ;irst time visitors only and having few return visits. If people return to
the museum, there must be something that is drawing them back. Halton County

Museum with 84% returnees has aegarently developed into more than a setting,

whereas the PSTRR at 5% has remained*)just a setting for a train ride.

)

-57- .

Q‘;



=3

\7

‘;‘time when children were to be seen and not heard.

4

Whether or not people are travelling as a farﬁily is another part of the '}
"baégage" that we carry. The typical Canadian Railway Museum Visitor travels
in a family group 61% of the time. This figure of 61% appears to be standard
for aff “the museums. However, couple? also rated on average 25% of the
attendance. This puts a heavy burden on museum management to provide servi;:es
to paffons that may not be travelling with children. If you are visiting a
facility “alone” you will have a very different outlook*for the trip. The o
leyel and type of excitement will also be different depending on whether or
not you are travelling with children. One of the problems railway museums have
is trying to give ea‘%h kind of group what.it wants. Several respondents
commented that the ride would have been be;tter at the PSTRR if children were
ngt allowed to move around the coacI\apd talk out loud. Perhaps this can be

construed as information from people that complain about children in general;

ﬁnany of the riders on the PSTRR are older and perhaps were brought up in a; -«

b
| N Wy
. Whether or not new visitors are familiar with other railway museums, and

' museums in general, is also part of their "baggage” affecting expectations and

satisfactions. ,Some of the expectations that we bring to a setting are
subconscious, but they do, effect our behaur. Subconscious orientations can
be explored by looking at the other museums people have visited, .
The majority of the respondents (66%) have visited other raiway museurfns,‘
which suggests that they are interested in railways in general and not just in

a specific museum. It was faund that at five of the six museums, 80% or more
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of the respondents had been to other types of museums and art galleries. When
questioned about art gallery or museum attendance, most respondents
immediately thought of large museums in metropolitan centers, revealing thé\\
general public's perception of what cor:stitutes a museum. Toronto's Royal
bntario Museum, Ottawa's National Museum'of Man, and the various science
centers about the country are very flashy, expensive, and government funded.

| Unfortunately, these high profile facilities affect the expectations of the

'railway museum visitors, whose ideas are based on their previous experiences,
and’ they qompére the smaller museums with the larger ones. Since the smaller

;, museums do not have the same amounts of money as do the larger museums, their

b o - 1, " H
u"ﬁg setting is usually less “flashy”. A smaller museum, can however project a
» .

L)
(( i
!
5

positive sense of place because it is more personal, an opportunity which more

4 railway museums need to take aéfvantage of.
. Y
. . Visitors to all the museums except Duncan indicated that protection, \

.
preservation and presentation of the past were of prime concern. The
- ' .

e;pectations that we carry 15 the museums are based upon what we ho;:”g to find,
or expeact to see. Depe;mding upon the perceived purpose for the museum,@(
expectations may or may not be met by a particdlar setting. If railway muﬂreum
“management can determine what the majorf’cy of people perceive the main purpose
of the museum to be, then planning fc;r the meeting of such expectations cjan be

accomplished. #* . |

Expectations for a setting may also be subconsciously affected by the;‘

visitor's age, education and reason for coming to the museum. People as they
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mature usually have a marked change in attitudes towards certain subjects.
Some tourist research h;s indicated that the individual's amount of
s;chooling wasg thought to have been a significant variable. However, this
study found no correlation between education and enjoyment level and so can
.not be considered as "baggage’. It was also found that the)perceived purpose
of the museum, the reason for coming, and the method and distaqce of travel
aré also not significant variables and so are not part of the visitor's
"Eaggage" affecting his expectations and enjoyment. In general, | found that
err 80% of the visitors had a secondary school education, 40% had at least a
general degree or diploma, and ten percent of visitors had attained the
doctoral level in education. This 10% figure appears to be quite high in
comparison with other museums. Schul & Crompton (1981) found that 53.1% of
visitors had a ugiversity or college education and that less than 3% were at
the Ph.D level. Because this survey was conducted at peak summer tourist »
times, it is suspected that this 10% figure is rather high and was skewed by
the number of teachers that were travelling with therr families. A far. mo;e
realistic figure for an ov;rall standard would be 5%. One visitor at the
APRA. wrote that "raiIWay museums transcend the bounds of education and can
be enjoyed b/; ?II members of all socio-economic stratifications®,
T'he third and final qdemOQraphic variable to be discussed is that of age.
it was found that the largest percentage of the visitors came from the 25 -~ 44

years old age groub. Of the museums, the S & H had the fewest in that age

group, only 21%, and the largest mix of ages, 11 to 91: théjg‘ & H appeals to
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the most diverse group. The APRA had the largest percentage in the 25 - 44 age
group, at 64%. Perhaps that day most younger and older people were not
adventurous enough to venture forth to a museum and other outdoor recreation

just twenty hours and about five miles from where twenty seven people died in

_ a tornado. Although age can not be consndered‘s "baggage”, it does effect how

* we feel about a place. Children do not use the same standards as do adults

*
when considering a setting for place.

Sense of place then seems to be wvirtually. classless space with no
educational, chronological or gender bounds. People all carry ther own unique
, ideas and "baggage” with them on which they determine whether a setting is to

becone® a place. Again it shJould be noted that some mdseums may be places to

- some people and settings to others, depending upon their orientation.

The factors distinguishing setting and place is the "feeling” people have
toward it There is no doubt that the people who run and work at the PSTRR
feel 1t 1s a place, becausé they are ;oersonally involved. Exploring what
visnt;:)rs to the museums liked, disliked, and wanted improved, will help us
more fully understand the factors that qhange,; a museum from a setting to a
place, a ;?lace“to which visitors will want to return.® é

Purpose of the Visit

The visitors were asked their main ree;son for coming to the museum for a
visit. The options on the survéy sheet were closed ended (Appendix A), but
there was a choice of "othér" along with room to comment.

The most popular answer was “making a special trip’, and “tourist”. Thé

b J
»
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S &H, ERRS, and APRA had “special trip” 27%, 27%, and 41% respectively. and
Halton and PSTRR had “tourist” in 41% and 38% of the cases. The only museum
with “outing Jwith childr:en" was Duncan; again Duncan appears to be different
than the rest However, consi:jeration of the comments that people ‘added to the
survey sheets suggests that in the majority of the cases"'Outlng with the
Children” and “Special Trip” can be counted as the same thing. Of the 550
people in the sample only 1.6% or eight people were Canadian Railway

Historical Association members. This Qas a disappointingl)ﬁlow figure. Because
there are numerous railway clubs about the country, it would seem reasonable
that more raillway enthusiasts would be travelling and visiting the museums
during the summer. It can be concluded that either the CRH.A. members do not
tl;avel to such museums or that the survey wés conducted on an off daiy\.{ Most
people did hot happen upon ,the museum by chance but made a special trip to
visit the faciliti;as.

The sense of place discussed above deals with the "baggage” that vusutors/
bring with them to a site. The next secti%_ will discuss some of the physical
aspect of setting. Both the physical site and the persons “baggage” help to
determine if the setting of the museum becomes a place or if 1t remains a

-

site.
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FROM SETTING TO PLACE:

THE PHYSICAL ENVIRONMENT

There was consensus at five of the six museums that the ride on the train
was the most liked feature of the facility. The exception was the Edmonton

*

Radial Railway Soéiety, where visitors felt that the "Historical aspects” of
the museum were more important tha°n the train ride. The recreated town and
cityscapes of the historic fort do indeed overshadow the :streetcar service.
The problem that seems to occur there is “information and sensory overload".
People are so caught up in the historicat‘ aspects of the site that they tend
to overlook the ERRS as part of the fort
Making Sense of Visitor’s Complaints

The problem of dealing with complaints is not fully covered in the
literature. Pearce and Moscardo (1984) noted that complaints come in two broad
groups: the “matched tourist”, whose expectations were matched by reality, and =
the "unma';ched tourist’, whose expectations were not Intuitively, it can be .
expected that more complaints can come from the latter group. But it is often
the case that the former group has the more constructive a‘na important“
contributions to make. N

The “matched tourist” is the one of most in{erest to the museum directors
because this is the group with exbectatiohs that can be reasonably met by
management. Simple corrective or remedial measures undertaken to the immediate

environment usually suffice to keep this type of visitor happy.

it might be of interest to note here that of the 550 people in the
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survey, '_EJO% indicated that they did in fact get.what they expected. This wouid
indicate that the "matched visivt‘or" was in the vast majority. The remaining
ggoup or 10% of visitors are the "mismatched visitors".

The problem( arises when this last 10% come into focus. In most cases the
fault lies with the expeciations of the tdurist It appears that the crux of
the problem lies in the fact that advertising and marketing are presenting the
facility to the "wrong” group of peopie. It is therefore important to have a

_ thorough and working ¥nowledge of one's target market

At the Halton County Radial Railway. of the 100 people surveyed 71% -,
indicated that they had no complaints with the museum. This should make the
directors of the museum feel that they have succeeded. However, Halton was one

1
of the four of the six museums whose visitors feit that the ride was not long

R
enough.-Visitors to APRA (40%) also felt that the grounds were poorly kept.
The éppearance of the setting has a direct effect on the sense of place that

will be created in the eye of the visitor. g

Whaw you like to see improved? - . L

Respondents tended to see this question and the former one as basically
the same. The author, however, wanted to know about both the problems and the
visitor's proposed solutions. As noted above, many people complaned about the
length of the ride in about 50% of cases. The Haiton County Radial Railway
comes out on top with 71% of ?/isit'or"s having no complaints and no o
improvemenits. It should be noted that this museum has been established the

longest and has therefore had the most amount of time to improve its grounds.
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The sense of placfe that can be éreated through landscaping is tremendous. The
museum at‘ the moment is tryiné to beautify the grounds with the addition of
gardens angd, fountains. To many, this would seem like a waste of manpower and
money, but @& fact it pays off. Not only does it create a sense of place, but
this museum been used bX/ various TV and movie producers. Over the years
the directors of the museum have learned how to get well paid for the use of
the museum’s facilities and equipment In jome cases .res_toration work has
been paid for by the production cc;mpany for a specific piece of equipment,
equipment which otherwise might have waited years for restoration monies to
become available.

At the Edmonton Radial Railway, 47% of visitors complained about the lack
of tour guides. However, this may have referred more to the associated Fort
Edmo;\ton Park. Fort Edmonton creates a sense of place for itsejf, but it does
not provide anything more than a setting for the ERRS. |

Lastly, it should be not;d tr;at of all the people inythe study 95%
indicated that th?y would like to \;isit other railwa); museums. Unfortunately,
80% of these people do not know where they are located, suggesting again the
importance of advertising and publicity.

The sense of place is often thougﬁt of as‘ nothing more than how users
will sense their surroundings, through the use of their sensory (facilities.
However, it is the intent of the author that this chapter take the “sense of

place” created by railway museums and expand it after Goodey (1974), who

states, "Sense of place is seen to be an essential ingredient for futur*

*
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" environments..”. If museums are to continue to exist it is imperative that
visitor's satisfaction levels be maintained. Satisfaction, like sense of
place, is a highly subjectivé and personal concept Howe;/er, the level of
satistaction at a museum is not dependent ubon visitor's age, s;x, éEJchtnoru,
or income. nor is it objecti\)e. Instead it is the accumulation of a life's
worth of “baggage” in the form of opinions, feelings, moods, and emotions. It
is these things that form the expectations that people come to a museum
setting with, and it is up to the museum’s Qperators to provide a setting that
will allowf these expectations to hybridize into a “feeling” for the setting, a
feeling that will allow the setting to become a place, .a place they will want
to return tcz. Visitor satisfactgon is summed up q‘uite well by Lounsbury and
Hoopes (1985); ‘ i
Visitor satisfaction appears to be predominantly
a function of some highly individualizgd satisfactions
which a person derives from his or her own vacation

activities and experiences, satisfactions that can ’
never be measured scientifically or without flaws.

266
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THE FUNCTIONING OF SPECIAL PLACES
IN RELATIONSHIP TO DISTANCE

A majority of basic principles concerning tourist and outdoor recreation
facilities has been developed over the past few years, and they deal with the
function of distance. The work of Deasy and Greiss (1966) dealt with the
impacé of a tourist facility on its hinterland. . .

*  The purpose of this study was to determine what controls and motivates
visitation at railway museums. The purpose of this section is to introduce the
variable of distance into the discussion. in order to determine the effects of
distance on the sense of pla?:e, we have ‘sampleﬁ‘studiedf and compared'the
market areas of the museums. Perhaps by looking r;ore closely at this a%mct of
the study w:3 can determine a critical fai:tor that has so far not been
apparent )

When the distance from home and distance travelled today are compared
(Appendix E, Table E.3) we find that the museums have divided into two groups,
which we will call A and B. The A type museums are the APRA, Halton County and
Duncan, and they can be classified as tourist museums, the B type are the
PSTRR, S&H, and ERRS and they can be classified as daytrip museums.

Character of the Museum’s Visitors

We know that the visitor profiles are essentially the same for the six
museums (Chapter Four), and we now have determined that the museums divide
into two groups, both geégraphically and in terms of the type of people they

attract We are faced with a secondary research problem. “Why are there two

v
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- experiences at other museums and related institutions, and therefore the

different groups of museums (when their visitors do not differ)?"

According to Statistics Canada, the CRMV is $tatistically the same as the

 average middle income Canadian. The CRMV also matches the Alberta Ministry of

Tourism, Ontario Ministry of “Tourism, and New Brunswick Ministry of Tourism
average summer tourist profile. g

By understanding which“type of people that the museum caters to it
becomes easier to focus the advertising efforts on that specific group.

A visitor's reasons for coming to the museum are based upon previous

-advertising must SHow how special the site 1s if a sense of anticipation 15 to

be crea:ted.

In order to create this necessary sense of place you must establish ‘ihe
setting as a unique and interes?ing “place to visit Interestingly, this
appears to be the case with the museums in the study. The type A museums
appeal to the hands—-on railway enthusiast, while type B appeal mainly t;:> the
history and museums audience.

The Alberta Pioneer Railway Museum has the highest number of visitofs

that classify themselves as “Rail Fans” at 30%, and Halton has the third

highest at 10%. However, the Haiton County museum in realitf is closer to 30%.

The probable reason for this discrepancy is a problem with the survey wording.

There is a split in the railway community between people that love electric
equipment and those that like steam. There exists a strong loyalty, and people

do not shift sides easily. In my survey the word “Rail Enthusiast’ was most



likely interpreted by people at the Halton County museum as being a steam
engine lover. So an “electric person” would indicate coming for a special

trip. not wanting to be classed as a "puffer lover”. This may seem like a

_petty point, but as a rail fan myself and longterm méﬁber of the CRHA, |

realize now that this is how the majority of train people would react

According to Goben & Behr (1982), the lifestyle of the visitor can change
the "character’ of the museum. Not all museums appeal to the same type of
people. Although their demographics may be similar, there cén be a very large
differénce in the "character” of the visitor. This appears to be the case for
Halton Count;' and the APRA. fhe two groups A and B cater to quite a” different
market segment. APRA, Haiton and Duncan cater to the real railway enthusiast,
two steam and one traction. The other three museums cater q;o the his‘toric
general mus’eur‘n goer. The physical layouts of the type A museum give lhe
visitor a hands-on type of environment Type B museums are ‘not actively
coﬁectmg and restoring equipment; they are more interested in running the
equipment that they have. The Type A museurp‘s primary purposes are
preservation and restoration with tourism dolléi;s. Group B museums -Have
settings that people can come and visit, wherea% type A museums have created a
sensé of place, with a special spirit that draws a: certain type of visitor.

MAKING THE DECISION TO VfﬁIT A MUSEUM
_There are many factors that influence how é;nd why a person makes a

conscious decision to visit a certain site. But, as was noted above, the sense

of place created or not created, by advertising plafys a large role in the
J

|
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i
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decision making process.
it was found by Vanderschraege (1983) that,
~accessibility to a facility is defined in location
theory by a decreasing function of the real distance
covered by the user. The real distance is the fundamental
- variable to be considered in order to explain spatial
behavior..
However, other theories have suggested that an individual's spatial
behavior is more significantly dependent upon his/ her surroundings. It was
found that perceived distance is an unreliable estimation of real distance and

can lead to significant distortions '\location analysis. Originally, the

study was going to ask people how ¥ar they had travelled that day and hgw far

away hOn;e was. Fortunately, it was decided upon that a much safer and hence
more dccurate method of obtaining distance was to just ask for place names ;o
which stra'ig:f line distances could then be attached dur‘n‘ng the processing.

The two sets of museums that are located relatively close to one another
are the Halton County Radial Ralway and the Port Stanley Terminal Raway and
the Edmonton Radial Railway and the Alberta Pioneer Railway. Many ‘like”
facilities tend to compete with one another by “stealing” each others
business. Because both museums are located in the same area this might tend to
" be the case. Upon cursory inspection this may seem to be very much like the
facilities that were peviewed by Deasy and Greiss (1969). The Pioneer Tunnel
and the Seliom Seen Valley Mine had overlapping market areas that were

effectively competing with each other for the tourist's dollars. However, the

Halton County Radial Railway is an electric operation with much preserved TTC
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indicated that they had be

«
equipment, and the PSTRR could almost be classified as a train ride due to the

‘fact that the ride is the most important part of the visit and the museum is

very hmitéd as far as equipment is concerned. Although the composition of the
visitors is the same, both museums can still be thought as of having a
different clientele. Demographics may be the same but the feeling is

different. Th‘fs fact is indicated clearly by the number of return visits to

v

eae:h museum The clientele of Halton County are deducated railway enthusiasts,
whereas th% PSTRR rrders are there for a once only ride, a one day experience.

Of the 100 people surveyed at Halton County only one person had been to

N .
people surveyed at Port Stanley only one person

i

to Halton County. This more than anything is a

Port Stanley. Of the 1

good indication that they cateto a different segment of the population.

This concept of market area overlap helps tqQ strengthen arguments as to the
different types of advertising used by type A and B museums. If there were no
difference in the clientele there wouid be more &f an overlap in visitation.
When asked agout the market that they serve, director of the Port Staniey
railway Mr. ‘Max Jolliffe replied, "anybody who's got 4 bucks" When questioned
further it was learned that this statement reflects the entire market strategy

L

of the Port Stanley Terminal Railway. It is no wonder that they have a visitor
.

return rate of only five percent The word "Terminal’ in the name becomes very
appropriate once de}ails of the operation Yare learned! Even though the ma}ket

areas overlap, the Halton County Radial Railway has nothing to fear from the

Port Stanley Terminal Railway when it comes to visitors. The railway itself
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will not last long once the local day trippers have all been to the museum.
The sense of place created by Halton has no competition from the PSTRR and its Y
setting. =~

The other set of museums that have overlapping market areas and a

potential market stealing situdtion is the Alberta Pioneer Railway and the &

édmonton Radial Railway. It was found that 17% of APRA visitors had been to
ERRS and 4% of ERRS visitors had been to APRA. T‘Tis information is not
surprising in that the same differences m clientele exist here as do between
Halton and Port Stanley. tt,;vas mentioned earlier that smaller museums can
create more sense of piace than larger ones. The feeling fhat one gets at APRA
is small and friendly. wherea; Fort Edmonton overwhelims you with sheer size.
Although size can create a type of sense of place, it is not the personal

place that APRA is. The APRA visitors are the dyed in the wool railway
enthusiasts who wil! travel to ride ttains anywhere, be it in a historic park,
n;tuseum or zoo. However, the people that®visit the ERRS are primarily -
interested in visiting historic Fort Edmonton and not just to ride on the ) !
streetcars. The streetcar ride is a welcomed activity, it is not the fgcal

point of th: visit. The visitors to ERRS do not seem to reciprocad@®the wsitsa
to APRA. In some ways this is probably a good thing for APRA; Thé; ‘reactions
and comments of the ERRS visitors, wich unfortunately cannot be separated

from regular visitors to Fort Edmonton, indicate that they seem to want a more

manicured facility with guides and formal structure. The casual, but

‘professional and well informed operators of APRA would not “fit-in" w}th the
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expectations of the ERRS visitor. Museums all have an image that they would
like to uphold, an image that can be either static or dynamic. A museum ‘that

you can actively participate in or one that you can view.

¢ v
)

MUSEUM MAGE?&ZA:KING
The sense of place that a facility develops is controlled by the féelings
that are generated by and at the setting. Tourism marketing is affected by a
host of uncontrollable factors, a major one of which ig distance. The role
;chat distance plays in the functioning of the railway museums in this study is
one of separation based on attitudes. The person must make value judgements
based on éxperience once he/she has arrived at ':he site and has been exposed

to at least some of the basic functions and sensory stimulus that a particular

site has to offer. The cognitive or distance based decision takes place before-

_ a person reaches the museum site and in fact makes the decision to visit said

site. These two behavioral devices make up attitude behavior and take place in

‘people’'s minds {Evans, 1978). The perceived distances are affected by the type

of advertiéing that is done by each museum.

Agencies and entrepreneurs in the tourism field devote considerable
effort and expense to comn;\uniqating the availability and benefits of their
services to potentiai visitors. Despite this substantial_ ’in\gestment, very°
little appears to be actually known abogt, which sources of adverti§ing are
used by consumers fo acquire information. In Gitelson and Crompton {1983) the
differgnces in vacationer’s plénning horizons were examined and arelated to the

exact purpose of their trip. One aspect of the sample' that’ was used occurréd

[y
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in the analysis of the educational level. It was found by a number of
advertisin!l agencies, and studies\that the numbeI; Vof sourcés of advertising
used 1:8 make a decision is proportional to a person's edgcation level,
However, the results in my study do not support this view. It was noted. that
if peo‘éle were travelling more than 500 miles to get to {Ae museurn, past
experiences of friends and relatives played much more of a ~role in the
decision making process than did level of sducation, ‘ ;
Where do l;eople find out about the museum?
During the summer "o;‘ 1979; Urban Désign Consuitants conducted a visitor

profile and perception survey at the CRM, the CRHA flagship museum in Saint

Constant, Quebec. As in the case of the ROM, expansion plans were in order but

first the museum’s planning team neéded hard facts about fhe present

conditions of the faciiity as well as the public’s perceived needs. The vast
majority of the visitors were ”attending the museum for the first time and a
very high proportion of the visitors arrivéd as a family group or with :
friends. Many of the people were frequent museum-goers and expressed no -
particular interest in railway museums specifically. When compared with the
results of the ROM survey, the CRM results are atypical. The CRM has a
smaller proportion ofa?&ults visiting without chil§ren, a smaller proportion

of visitors with post secondary educatiqn, and a higher proportion of visitors
that work in the trades and labour category than most museums. The ciose
proximity to Montreal has a major contribution to make in thg profile of the

CRM visitor. It was found that the advertising done by the museum was a major
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} contributing factor in attendance. However many people felt that the museum

1

was difficult to find and“ coorly marked from the road. Interestingly, over.50%
- kY

-

of visitors had also heard about'the museum from friends. From the data it was
q&elt that word of mouth publicity was just as good as radio/TV and newspaper

ads. The exact results of the survey will be discussed later in this

' dissertation.

B . I3
When targetting a market it is important to know whgre 9ne's present

1

advertising 1s working and where it 1s not The local pecple ((25kn‘1!) either
knew about thg museums for a long time and had just never bothered to visit

-

until today, or they had heard about it in the local média. For the wisitors
within ‘“IMOO km, local -radio and news;:;pers r{o longer had a measurable effect on,
visitation rates. instead, friends and relatives étarted to provide more h
information. Integestingfy - this pattér:n" continues out to 500km, and then the

1 -
r}wajority of people iearned about the muse:.lm through magazine ads. Thgre are
several publications such as the Stéarh .'Dlrectory that list the musevums in each
area. It.Was noted that the 20% of people that come more than 2500km appear to
be unaffeptgd bf advertising for the most par£ It v&éuld be a waste of time to -
“ava—tise out this far: it is more- important for the people to get a feeling
of sense 0\; place w;en they arrive at the museum. These visitors v;/e;e all
return visitors an:i had @nitial}y learned about thg museum through friends and

B

relatives. This word-of—mouth siyle of advertising is based on the éense of

. ‘place that is created. vPeOpIe will make sure friends know about a setting if

#my had a lousy time. It must be remembered that this type of negative

Ld ~
~
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advertising travels faster than positive. Some had heard of the museums on
previous trips to Canada, but had just never found time in their schedule for
a visit This was particularly true of visitors to APRA, Halton and Dur;acan.
Since many visitors do come from long distances, it is important tt;aat a sense
of place is created in the advertsing that appears in books and magazines.
This important aspect of advertising was discussed by Dearden and Andressen
(1987) at ihe University of Victoria, ir; which advertising in magazines were
examined to determine in part the agenda setting theory as it was either
conscijously or subconsciously usec; by wvacationers on long trips.

APRA, Halton aqd Duncan advertiéing in the two major museum publications
appears to be working, but it is “Word-of-mouth” that I1s the critical factor

in advertising in type A museums. The “shot gun” type of advertising subh as

tourist publications that the type B museums use works well, but it does not
reach, specific grofps. This is indicated by the amount of local traffic they
receive as opposed to tourist trade. Type A\ museurn are very hands on
orientated and appeal to the true railroader. The APRA runs training and work
weekends for :/olunteers to come and learn how to stoke a fire, drive a spike,
or p’?«)\in\a box car. In all fairmess to the Salem and Hillsborough Museum it
must be mentioned that they run a weekend like this as well. Héwe\)e: ai the
mqment’ it is still classed"as a typg B museum due to its marketing and visifor
strlucture. However, it apéears that of the three type B museums the S&H will
change its status in the vnegt few 'years as 1t becomes better known in the

international railway community. Due to "its young age it has not had the time

1]




.yll.

—— -

If as a place yet it has many of the requirements for

ie of place.

that modern man instead of receiving long related strings of
singly exposed to short modular blips of information. These
jous to jthe magazine articles that were studied by Dearden and
87). This truncation of data allows masses of news and evants to
d projected at the public (Toffler, 1961). -

le do not want to read large amounts of tekt We
instantaneous age. Large posters, flashy simple

al text are the best advertising for the 1980's

984).

erson has decided that the distance to the museum site is within
physical, and most importantly mental range, the next step in
mes important The data that was collected on kierceptions and

I be used for both forecasting and planning. For orderly

e place, the market demand should be measured. In most

s done through the collection of data through the survey

inately, every forecast and plan must be based on assumptions

ental and marketing condmons (Kaynak &. Ma%aulay 1984), Over

' blanket assumptions and statements that weré’made by

the travel and tourism industry have misled; many places {nto
many cases financially costly plans (Johnson, 1983).

wvellers, of course, are the same. Each has different motives
ome like the security of a group, whereas others like to be

on of such psychological differentiation is critical to the
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understanding of visitor motivation..

The major components of identity do not apply solely to places, but are
to pe found in all aspects of geography. The important point to remember when °
dealing witi; advertising is that of insideness and outsideness. According to
Relph (1976), the essence of place lies ih the experience of an “inside” that
is distinct from an “outside’. To be “inside” a place is to belong to it, to
feel like an extension of it, whereas the "outside” view is one of a travellgr
Iooking )upén a distant city or in thig case museum. Being insiqé is knowing
where you are. The understanding of this ."outside” approach is to understand
advertising and mass marketing. in orderatot have a-successful place you mti'st
make it knpwn to tbe outside worid and that is the role that advertising
plays. As we have alregdy learned this is the critical factor that affects
Jfates of visitation at the rail\}vay museums in this study. However, if we are
to continue this study and make relevant aavances in the place and setting
knowledge base, it becomes important toﬂ step p;st the basics of advertising,
and look at what the advertising does. It is not just enough to say that it
does work, but how?

Mass Images of Place o -

Usually the concept of mass images of place stems from the idea that many
people will come to the same conclusion at about the same time, if conditions
are right However. in contrast to this is the concept of mass identities of‘
place being given Vready-made‘to the public. Mass idenfities are assigned by

opinion-makers and hgwve been termed the "most superficial identities of

3
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ii$ aumgr does not dispute this fact What is missing in most

18 next step. Once the Aperson has arrived at the museum settingy
tising, it becomes critical that the setting influences g.nd

spirit of -place.

t step in developing the “spirit of place” is the understar)ding

term“ effects of the sen'JSe of place. Since the persor; is at the

a short time, it is extremely important to make every minute of the

jnoting for the moment the discussion of "baggage”, let us

n the immediate impression of the setting, say the first sixty

i@ visit, because during the first moment the brain has not
ubconscious. memories of other places for comparison. In the first
ain is still acting in its primitive mode on sensory inputs only,

le processing. The term memoriqs and fantasies refers to a whole
es, thoughts.and feelings that our mind possesses. There are

that set—offkmemorues in visitors, memories that will have a

~=ct upon the sense of place whnch is experlenced for the next

“of the visit Smells, sound§, and sights are the three sensory

" have immediate effects upon the brain. Our sense of smell

'3 the most powerful trigger of unconscious memories, memories that

)leen unrecallable through conventional thought (R&lph, 1986). The
e, the clang of the bell, and the sight of the traifi all have
o have an important impact on the visitor. The station at the

8

uncan is Within 200 feet of the road, and in this way people

14
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driving by will see the steaming train arld-yvant to '"yisit Over 30%_of Duncanb
visitor's surveyed indi::ated that th’ey‘carﬁe to the %n\;seum };avfter they saw the
train fron;c the highway. ’

The setting must maintain the sense. of place It is -;asy to get the
people to the museum if advgrtlsmg is increased to the appropnate market:
what becomes difficult is establishing a‘reason fo‘r coming back. The issue of
repeti%ion then comes down to the question, repetition of ’v“vhat? The« repetiti\;e
nature of some museums such as the PSTRR Du.ncan and- ERRS must try even
harder with pther met:ods to increase visitation. The type A _museurqs are
constantly adding' to their collections and restoring them to operatign.
Therefore‘ with every visit there is something "new” to see or even ride. This
provides e: stable image base for the vi;itor 1o count upon when ;chey return.
Once this stable image .is established. the visjtor's)sense of place develq}ps.
This is why research‘into short-term sense of place is so important in this
context of place there seems t6 be little hope for type B museums. However
they create in their own Way a unique settmg although | am not sure sf it
can be considered a place The historical mformatlon presented at the ERRS

and the educational aspects of Duncan offer the individual the reason for

El

return visitation. The ERRS setting i¥ so vast that it would take at least

five full days tQ see and éxper‘fence the many ~c:liversosf"sigh‘cs of this museum.

Size alone can create a sense of place. As with so much “pf this discussion
before, the PSTRR appears to be "Termmal" in this respect as well. The

setting -is dreadf-} the museum’s artifacts are almost nonexnstent and the

"y
- b -
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ride is boring. There is no feeling created as to place, nothing to make you

want to return. Their five percent return rate seems to support this
/]
analysis.

"

It is important for museums creating a sense of place to avoid what Reiph

(1976)“cﬂalled “Museumisation’, which is a form of Disneyfication that was
mentioned during thg literature review. The manifestation of reconstructed
pioneer vi}lages and restored castles, etc., are usually so neat and tidy ’ghat
they sut;vert “the realistic ‘past and extend the romanticizéd notions We have

about our past. The oberators of Disneyland/World have learned about creating

s - § . .
© a sense of place that people will want to return to. Unfortunately, with real

and historical museums such as railways it is important to create a real sense
of place rather than an illusion. Some authors have commented that .
"restoration isv the worst thing_“ that anyone can do to -a' building”. According

to Golledge“ (1977) as geographgrs we have a number of Bgrtiéularly important
things to which we must pay attention if we are tcs improvei the level of
understaﬁding of the world that we live in. If we confine ourselves to

t © '
determining what is- outside of us we are in efféct concentrating upon an

. s
external process rather than the internal process which -gives u% our sense of
place. After all, a-sense of place exists not only in distances and bill
boards but most importantly in the perceptions that. people have about a .

setting. For without these, there will be no place.

L]
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CHAPTER SIX
w
Y
SUMMARY

i Canadian museums with operating railways constitute special places, and
over the last five years they have seen a marked increasen in historic
preservation work. If this is to continue, these museums, run by volunteer
organizations, must be ggble to increase the numbers ofrvisitors to tr;eir
sites. ‘ »

The purpose of this study was to examine the research problem of "What
are the major influences on visitatiﬁns to Canadian railway museums‘:? Thel
‘invéétigation centered arotmd the foilowinc;; two ideas: How do special places
function, especially with respect to tl}egir market areas and visitors? And,
what sort of sense of place do they create? ] The first considers what draws
visitors initially; the-second, what brings thdm back.

Tr;e way in which this t0pic“was inves‘;igated was to determine the
demographic classes of the visitors and the distances that they come. On the
basis of published literature, personal experience, and contact with the
museum, community; | becamé aware that there wére several possible or likely
factors_;ch‘at needed to be considered, and derfided that a self-administered
quéstionnai;e would be used to‘gather the néeded data. The survey itself was
éonduct;ad during the :summer of 1987 at six opérationél railway museums acrésg

Canada. -
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Once the data were gathered it was analyzed first by summarizing all the

L] o

variables into what | called the typical Canadian Railway Museum Visitor or

_ CRMV. The distance variables were then tested for significance at the .05

level through Analysis of Variance. As well,’ the non-distance based attributes
were tested with Chi—-Squargd tests, also at the .05 level.

The data revealéd that there were several factors— family travel group,
distance and advertising—— that were significant and worth further |
investigation. These significant factors were then used in the analysis of the
individual museums. The CRMV thus acted as an efficient screen for ;;aring down
the data into a useful groupiné’.

“ It was found that the museums divided into two groups, those museums that
are frequented by tourists (Type A)"a'hd those that ?fe used mostl); by |
day—trippgrs (Type B). As well, the sense of place that each museum creates

is divided between the two groups. Type A museums appeal to a hands-on

orientated audiénce, whereas Type B museums attract the general museum goer.

Interestingly, the museums that did not project a sense of place such as
the PSTRR had the highest number of first time visitors, wheréas museums like
Halton County had a large proportion of returns. Since advertising draws

people to the museum initially, then from the"first time_\}isiton proportion

. M . L
data we may conclude that the sense of place created is what brings them back. )

The type A museums create a sense of place for the visitor by allowing

#he visitor to experience positive emotional involvement with the site. To
, : . _
create a sense of place, a setting must be unique in the mind of the visitor.

®
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The type B museqi-ns have all\‘tf\e constituent parts that make a good mussum,
except they remain just museums. The setting can be good, and the ride lots
of fun, but until you create a sense of place it will remain just a site.

People tend to learn things better and faster when Igarning is made
“fun,” and people associate recreation and tourism as being a “fun" activity
or &perience. This is shown graphically with the advent of computer learning
games. People will learn things in a recreational environment without even
realizing that they are learning. We must learn from the present and the past
how to anticipatg and deal with the future. We will be able to Ieaﬁrn about
the future if we can understatnd the past, and what better way to learn about
the past than though museums? By changing the orientﬂatioh of musedms frbm
stuffy academic places to places of recreation, the museum- communi%y is able
to impart its knowledge of the past in a simple yet comprehensive learning
environment.
| The majority of visitors to the museums either knew about the museums
for a long time or they’ were told abc;ut them from friends. The best type of

; : »
adv;rtising is "word of gnc;uth", and this indicates the importance of creating
a positive feeling forv the vis‘itorg_ Adverﬁéing has a major role to play in .
- the  anticipation of coming to the museum, and the level of excitement - b
generated at the site contributes: to the sense of place being created. Typs A
museums have dor?é qui‘;e well in creating a sense of place; Type B museums
should try and create more sense of place. Over three quarters of all

respondents indicated that they wanted to visit other museums, so it is

@
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e museum community as a whole to project a unified and

to the general pubiic. Unfortunately, intermuseum

Is extremely rJoor at the present time, and most museums do not

others are doing, and in some cases do not even know where they
8

iseums in general and railway museums in particular should

of‘ place for the visitor. There are eight points or steps to

determining if a setting can become a place (Houston, 1978}

erson must like being at the setting.

must enjoy the activities at the setting.

are stimulated to think of themselves in new ways.

can do those tasks that they want to do successfully in

setting.
2 can relate well to others in that setting.

etting itself is not degraded or destroyed by the ‘process
rjoyment.

erson feels like they belong, the setting has a special"

ity and image that is not felt anywhere- eise. ‘

soint is perhaps the most important If you have several

! tf\e sam°e all you have are several specific settings, you do

s.

1 our lives most when we focus on enrichiné our experiences
ply maximizing our things er excursions. One is reminded of
grapher who spends the holid_ays travelling and does not see the
arrives hfme and looks at his pictures. Like the photographer

{ too mdch time char;ging lenses or Iopking through a small

1 miss the true beauty and experience of the place. The way we

anjoy a place is dependent upon how we chose to orient ourselves
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to our setting, which in turn controls how we will see, use, and experience

place.

In order to increase the number of return visitors_to Canadian railway
museums, it is ir?hportant that the operators know who their clientele are,
their wants and needs, and then advértise through the most cost effective
means available. In this way they will reach the selected market segment.
However, it is also important to understand their clientele's perceptions of
their museum which are the bases for cu:eating a sense of place. People have
rich place experiences u;sing all their senses to tune into what sgrrounds
them. They also use their inte;nal sense-~-the imagination--in rich ways,
generating both memories and fantasies that multiply the images and
satisfactions .a setting can ”‘brovide and so create a place to which they will
want to return. |

In light of the investigation and experiences of this study it becomes
clear that further research is needed in several areas. Therevneeds to be a
longer and more comprehensive study done, lasting the entire season and of two
forms. A self-adm%inistered study along with an interview needs to be conducted
at all the, operatm’g railway museums, static museums, tourist ranlways and
railway related msptutlons In this way a larger sample would allow for a
better compansonq‘ﬂof how railway enthusiasts differ from the average tourist.

v :
Secondly.- it wouldv allow for the administrators of the static museums to |

examme the dlfferénces between the operational museum vxsntors and the other
types of railway a’a{ractlons
h
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One of the areas which needs to be studied is the differences between
- present railway museums, and more amusement related facilities. In light of
the insurance éhanges that have occurred in the; mid 1980's this difference may
be critical to the functioning and future of the museums.

Perhaps if both federal and provincial governments’ were to examine this

pToblem in more detail, the future of Canadian railway museums would be more
solid. Funding %r‘om all three levels of government is needed to aid in the

costly job of preservation.

The museum -community fgself shouid épproach the many lottery corporations

2

that exist throughout Canada, and examine the possibility of lottery money

being made available. in ’& way preservation is not solely dependent upon

ticket revenue.

Additional research is needed on the effects of advertising at museums.

Communication between riliseums at the present time is poor.«here needs to be a
- )

others are doing and can displ;zy the ipformation. There is.no problem wi
this type of advertising because tl';ere is ‘no real competition betwalaen the
museums.

It would be interesting to see whéther the PSTRR has the same type of
marketing policies after another five years of operation. |-suspect that once
all the local area people have visited that museum, it will either have to try

and gatMer a wider tourist market or it will close. °

LThe size and shape of market areas needs to be examined with particular
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attention given to how major and minor communication lines effect the-shape.

-~

The way that a museum is désigned initially ‘andvlaid out has an effect
upon visitor enjoyment levels. The patterns of movement through each museum
should be exér?‘nined in order to determine if there are areas not being used.
Planning and future expansion deﬁand a thorough working knowledge of the
facility, and the actual layout becomes critical. R

Perhaps the most important research needing to be done is how museums can

~

create a, sense of place. The questions that need to be asked of visitors lS

"What or How do you feel about this site?” This is a subjective question not
easily addressed by the pqsitivist approach, but it is cri@ally important, )
o If we can understand the visitor to the museum not just as a statistic
but as a feeling person, we Qill be one step closer to\‘pétermining how people
transform a setting or a site into a place, a pl:ce to which they will w;nt to
return. Determinir;g the major factors that influence ‘and motivate visitors
skould help museums attract more people a;ad become more viable. And our

consideration of what short term museums’ visits.can mean should expand our

“understandir;g of place and of sensé of place.
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: ‘ ' CANADIAN RAILWAY MUSEUM VISITOR STUDY
| ]

(3

1. Is this your first visit to the museum? Y N a .
LV
2*( If NO When was the last tlme yc}‘s ‘were here? (1) Earlier this year
a (2) Within the last year .
. , | . (3) Within the last 5 years =
4 (4) Longer ago

&

~

3. How many times have you been here? ‘

4. Did you come (1) Alone (2) As a couple,(3) Family (4) Organized Group

5. Have you ever visited another railway museum ? Y N If YES, then Where ?
- v
‘ Name: — . Location: : Date:
- \‘*
Name: Location: . Date:

6. How does this museum compare with others? (circle most appropriate number)

(1) (2) (3) . (4) ~— (5)
BAD POOR FAIR GOOD EXCELLENT
d -y )
7. In the past two years, have you visited other museums or art
galleries? Y N )

8. What do you think the main purpose of this museum is? (circle only one)

/—\’\ (1) To entertain you

! (2) To undertake research N
(3) To educate you :

{4) To preserve & show the past
) " (5) To give people rides on old trains
‘ (6) To restore trains ,
(7) Other
9. Where do you live? Town/City " Prov/ State
~90- -



10. Can .you easily visit here on a one day trip? Y N

If NO, then where did you come from today?

& where are you going tonight? -

If YES, then how did you travel to get here?

A Y

11. Is there a railway museum like this near your home Y

12. What was your main r

13.

If YES, have you visited it? Y N

(1) Making a special trip\to see the museum
(2) Just as a tourist
(3) Bring someone else fo the museum
(4) Just because it wag a nice day

(8) Out for a drive angl decided to stop h%, B
~ (B) Family outing for

e children
(7) Railway enthusiast -
(8) Other

How did you find out about this museum? (circle only one)

(1) Newspaper/ magazine

(2) Friend / relative

(3) Sign on the road

(4) Saw the museum from the road
(5) Radio / TV

(6) School ’

(7) Knew about it for a long time or have been here before
(8) Other ‘

4 -91-
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(1) Car (2) Walk (3) Bicycle (4) Tour bus (5) Public Transit (6) Cab (7) Other

‘
-

son for coming to the museum today? (circle only one)

e
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14, What did you like about this museum? (circle the 6ne most appropriate number)
(1) The detaul and accurate preservatnon of the equipment .
(2) The friendliness, professionali§m and enthusiasm of the staff Y
(3) The ability_to ride the equipmsnt and have a "hands on” experience in a realistic and
authentic atmosphere. A king of stepping back through time at t your own speed
' The length of the ride.
(5) The size of the museum grounds and the amount of preserved ipment
(6) The historical aspects of the museums through pictures and artifadts displayed
(7) The services offered to visitors in the form of gift shop, snack bar. and picnic
areas. , '
(8) Other . d -

, 15. What didn't you like about this museum? (circle the one most appropriate number)

¢ .
(1) The ride was not long enough
(2) Poorly displayed equipment
(3) Lack of visitor facilities (picnic area, gift shop, snack bar)
(4) Grounds were poorly kept 3
(5) Not served by publi¢ transit
(6) Advertising poor
(7) Difficult to find
~ (8) More equipment is needed 3
(9) Other = !

16. What would you like to see improved? (circle the one most app&)priate number)

(1) A longer ride

(2) Improyed visitor facilities (gift shop., snack bar, washrooms,.benches & pichic area)
(3) Better advertising _

(4) To have tour guides available

(6) Cleaner and better kept grounds

(6) More information available on equipment hlstory and operation

(7) Other
b - ) 3

, » \
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useum about what you expected it would be? Y

1 now likep to visit other railway museums? Y N

you know where they are? Y N

member of the Canadian Railway Historical Association?

)
v - F .

3 highes;t level of schooling that have you completed?
(1) Elementary

(2) ” Secondary -
{3) Community college
(4) University

(6) Post graduate

any other comments in the space below.

-

¥
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SURVEY METHODOLOGY LIQRATURE e T

An mterestmg pomt about vnsitor surveys is made by Chase apd Harada
(1984), on the topic of response error in self-admm«stered surveys. uch of

R " B
the information used to direct pohcy depends upon the quality of tha&data and.

investigations indicate that in most cases response scores on T )

self-administered surveys do not accurately :jfle_ct" true scores. Surveys of

recreation participation .and distances of travel are Very susceptible to
error. However, the response rates for people between 18 and 50*were more
accurate than those either above or below this group. Unfortunately, people

~
that had to recall information "aﬂli" than respond to questions were more

prone to error, and were more prone to not answering "and leaving blank places '
on thé survey sheet When pe?ble were giveri follow-up mail surveys the regall
questions were not ‘answered in the same manner. -

Management models based entirely ‘VuPon self-administered guestionnaires -
should not be used. As noted by other authors, management decisions should be
based on data from ~at least two different types of surveys to help ensure
accuracy. ‘The problem of data accuracy was mentioned by Burton ( 19?3), in -
which a self-administered survey was anducteq in cooperation with the
Geography Dept at the Univer‘sity of Manchestef. The surveys wert conducted at
the same time and same day during July and August to ensure that the sample
was uniform. This same type of methodology was also used by Lewis (1986) and

Heard (1987). One of the problems with the survey was again that of bias and é

accuracy. The unfortunate problem with this methodology was that it missed the

-95-
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- visitors during the week and therefore created a secondary bias. Fortunately,

with a properly 'desigr;ed survey, m‘any’of the above problems can be overcome.

It was suggested by Swann (1987) that the survey data should be coliected,

taking into account who is going to interpret and use it Many museums do not .

e ' -
have professional direction and some types of data collected could be misread

by the untrained eye, so planning could be misdirected and monies ‘misspent_ fon”
Guidelines for Survey Accuracy

One of the ways to ensure accuracy is to design the survey ~with a
specific objective in mind. According to Pelegrino (1979) the following steps
must be consiered to help ensure the accuracy of the data collection process
and these guideli}:es can be used for all types of surve%s.

. Is the question necessary? Is it useful? J

Are several questions needed on the subject or will one dog

Do respondents have the necessary information to answer questions?
Are the questions too personal?

.Is the question biased?

Will the respondents give the information that is asked for? o
Can the question be misunderstood? ' v

8. If a check kst is used, does it cover adequately all the L
S|gn|f|cant alternatives without overlapping?

NOOPWP o

In the process of obtaining data thrbugp surveys there are many different

1 4

éppro.aches to be used.
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Types of Snrveys ’

> i
The manl questlonnaore is the least creduble sq&:ey method because it is
difficult to ensure who responds, and to collect tHé questlonnalre Although
it offers the ma¥ privacy and convenience to thq user, is easy to administer,
it is usually expensive and can take a long, time.
The self-administered survey usuallyﬁhas a higher rate of return than the

I =
mail type. Unfortunately.the people that are the most likely to fillin the

survey ar ﬂ%he most interested to begin with, and Ja very biased sample can
result depending upon the composition 6f your population. The -« - -
self-administered quesijonnaire can be greatly improved by having the ufl’Orm
handed to the user by a representative. In this way a random samgjg can b;
drawn from the population and bias is‘ not as lilzely to occur.

The straight personal interview is tHe most unbiased and accurate way to
< f

collect data. It is also the most disliked by the general public. There are *

4
>

very few people who in ‘a recreational setting want to be bothered "answering a

" bunch of dumb questions" Even though the study may be extremely important,

»

people basically do not like an;wering questions. The disadvantage of this

type of method is the high cost and possible interviewer induced bias. The
personsl interview when combined with the self-administered questionnaire can
provide the interviewer with an extremely cost effective and. accurate D

collection method (Gold, 1980).

A

¥ X o r\\ | .
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-VISITOR SURVEYS

-«
»*

Th¢ Royal Ontario Museum (ROM)

In preparation for expansion and renovation, the- Royal Ontario Museum

4

undertook a comprehensive planning program which included a visitor survey.

The Visitor Perception and Profile Survey was used to gain insight into how

s

musewrn visitors perceive the ROM and the extent to which their perceptions
coincide witﬁ the overall objectiveg of the museum. It was also designed to
obtain an accurate picture of who visits the ROM. A random and casual personal

intercept interview type survey was conducteday museum staff and the

2 ")SM‘ .
conducted during 1978 and the following results were obtained.
W )
1/ Visitors have a clear and accurate image of museums as places that
educate, and that preserve and exhibit the past.
A »

i?prviews Iaste&.frmmsetween 3 and 5 minutes. A total of 4,861 surveys were

2/ Very few visitors just ”dro;:} in® to the museum.

3/ The majority of visitors come tojthe ROM as an outing, rather
than for a specific reason.

4/ Most of the visitors are adults
5/ The education level is at high school level or higher .

&/ Most of the visitor are "museum-goers" and have visited other
a museums within the last two years.
i Vo, .
7/ Most of the visitor are from out-of-tewn, and 20 % come .in organized
groups. .

@

in March 1972, the Canadian Secretary of State announced The National
Museurn Policy, a new programme of decentralization of Canadian museums. The
<A
study was designed to provide policy makers and museum professionals with

-
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information to assist in the evaluation of existing policies and progr‘ams. A
nationwide visitor survey was ;:onducted during April and May “1973 and over
seven thousand pepple, fou'rteen years of age a:\d over were, interviewed. The
survey was conducted in two parts: (a) a self-administered quesfennaire ‘x{;\d

(b) a random personal interview. The following is'a summary of some of the

results.
1/ Age: 44% are 'under 30 years of age .
-8% are over 65 ¢ 3*,; P
B 0o
2/ 35% of visitors are from rural _communities A S
59% live in cities - ¢ vl

3/ 8% of visitors are p}ofessional

27% have a high school educaton * ¢ - ’ )

; 4/ V:sntors fe” that the main purpose of the museums is to eduoatg
the pubhc and preserve and” display the past y

5/ Only 56% of wisitors have been to other museums in the . -

last two years. Dd

6/ 40% of visitors }d?useums came from out-of-town. -,
\ 7/ 20% of visitors: came to the museum whnle on hohdaysx

; Many of the visitors felt that more visitor participation woul&f‘ be useful
in the museum, and it would allow _eople to better undedgtand :sc‘;rm of the

[:-v technical aspects of the displays. interestingly, the r‘n;uority of visitor's do V
not see the value in continued visitation as an educational experience.
Unfortunately, many of the respondents feit that the education function of the
museum was finished after the first visit .

National Museum of man

- . |
« At the 35th meeting of the Natiohal Museums of Canada, it was decided
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that-the museums needed mformatlon on visitor needs and perceptions. During
&

1978 a questionnaire wak developed and admmnstered t?‘ people . 14 ,years of age

and over at 5 natlonal museums. The National Aeronautlcal Natlona[ Wseum of
H Al

. Sc:ence and Technology. Canadian War Museum, the Victgria Memorial Museum, and.

the National Gallery of Cana?were surveyed during 1978 and ‘1979 with a total

of 3560 interviews. ~The-follBwing is a summary of the survey results.

.* 1. 71.1% of visitors have 4 high school education or 'Faighir

2. Males 56.7% and Females. 49.3%

3. Occupation s . -
. Professional 47.8%
hat. o Houseperson 9.9%
Student 16.8% —
Clerical 9.2% .
Other 13.6%

,

A pilot study was used to determine the effectiveness of the

" questionnaire and modifications were made to the original in order to allow

easier and more accurate data collection. Originalluy, some questions were
worded ih such a way. that could have resulted in; respondents’ misinterpreting
them. This was the only survey that mentiohed the use of a pilot study to test

a8 . . .
the accuracy and usefulqess of the questionnaire. Perhaps, many of the other

<

surveys conducted a pilot study but they didn't mention it

Statistics Canada: Museums, Art Galleries and Related Places

The \fnrst museum opened in Canada in -1840, and only a small proportion of
the mpulaf%i showed any interest in it Most people felt that the museums

were not easily accessible and were not for the common person and 50 this

g i

4
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attitude continued. Until the 1960’s Canadian Museums were still considered to.
E * ) " )
 be ‘musty” repositories of ancient relics, stuffed animals and crumbling

statues, places that one visited on a rainy Sunday when there was nothing
better to do. During tHe Centennial celebrations, Expo 67 proved to be an-eys’

openmg &penence for bbth the government and the museum communlty This
- ,
revival of interest occurred malnly due to Canadlans gaining a new e

kY

appreciation of their own ljeritage and the importance of preserving it Todai,
the Canadian ;;deral government spends $4 billioﬁ‘ annually to help arts and

. .r:ulture an‘d u199'4 i; spéﬁ% on museums and galleries (Culture gommuniqu.e, 1987).
In 1976 étatisti'é% Canada firth published a compiled visitor evaluation +
f;r mus“eums‘ and art ;allgries in Canada. It focused primarily upon budg;ts,'
‘- attendance, staff salaries,‘and visitor expectagions. The fodus of the report
was most economic, with stre‘ss placed upon regional variation in the museun‘:;ﬁ
staff}:g and costs. However, there was no attempt to éxplai‘n the< reasor;s for
such variationa (Museums, Art Gallleries & Related institutions, 1976).

“in 1979, the sar;e type of report was relessed, except that this time it
focused solely upon visitbr profiles. Variations in museums" participation
depended partially on an individual's social, economuc and demo;raphlc
bastground. The most important varuables were éducatlon“and age. It was also
found tha‘t participation rates declined with age and increased Yvith education,
The resultg of the sn.;rveys were obtained at museums and art'gallerie; that do
not operate primarily for the sale of objects or fOr tl'},,purpose of making a -

LI ~

profit s
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In the past few pages we have discussed various data collection. Museumns
“
must run efficiently and must present their collections to the fullest extent
possible, or all the location planning and tourism marketing will be of little

consequence.

e
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APPENDIX C

Addresses of the Muscu’nyyrveyed

. ) 2
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British Columbia Forestry Museum
Trans Canada Highway

RR # 4, Duncan, BC.

veL 3wsg

Port Staniey Terminal Railway %
P.O.-Box 549, Port Stanley. Ont
NOL 2A0

Salem and Hillsborough Railway
P.O. Box 70. Hillsborough, N.B.
EOA 1XO

Alberta Pioneer Railway Association
P.O. Box 6102, Station “C",
Edmonton, Alberta,

T6B 4K5

Edmonton Radial Railway Association
3543-106 A Street, Edmonton, Alberta.
T6J 1A7

Halton County Radial Railway
RR. # 2, Rotkwood, Ontario,

NOB 2KO
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APPENDIX D

CHAPTER FOUR
STATISTICAL SUMMARIES
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TobleaD. 1
. Distagnce from Home to Museum
ﬁ i as ¢ Cumulotive Percentage -
1e% 15km 60%  140km
20% 25km 70% 460km
30% 40km 806% 1250km
40% 60km 99% 5000km
- 50%  112km 100% >5000km

Toble D.2 -
. s,

Distance Trovelled to get_to Museum Today
as o Cumylative Percentage

10%  15km  6@%  160km

20% 25km 70% 600km
30% 40km 8e% 600km
40% 80km 9e% 600km

50% 160km 100%  >600km

oy Table D.3

Distonce tojTravel before Tonight
! as a Cumulative Percentage
A% §
10% 15km 60% 200km
20% 125km 70% 46Qkm
30%  125km 8ex 600km
40%  200km - 9O% 600km
56%  160km 100%  >600Km -

.

(Sample Size for D.1 to D.3 is 550)
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Table D.4
ANOVA Test of
Distance fra'QHomo to the Museum and

'

-~ -
(sample size = 550)
(1) Main reason for coming to the ‘museum SIG
(2) Levei of Education - NSIG
(3) Family travel group NSIG
(4) Perceive Purpose of the museum NSIG
(5) Advertising p SIG
(6) 1Is this your first visit ? NSIG
R '
Table D.5 N g
Chi Squore Cross Tabulation of
Highest Level of Schooling and:
(sample size = 499)
- .
(1) Advertising NSIG
(2) Have you visited other RR museums? NSIG
(3) Method of “travel Insie
(4) Is this your first visit ? NSIG ° )
(5) Main Reason for coming to museum? NSIG
(6) Perceived Purpose of the museum _ NSIG
——— A
" ""Table D_.6
Chi-Squared Crosstabulation test of
Famity Travel group .
- (somple size = 550) T
(1) Advertising SI1G
(2) Method of travel N SIG
(3) Issthis your first visit ? SI1G_
8
L)
~197-



(Tabies D.

8]
(2)
(3)
(4)
(5)
(6)
€7)

(1
(2)
(3)
(4)
(5)
(6)
&)

L]

‘4
7 to D.9, are the results of o Chi Squared Crosstabulation)
Table D.7

Age
(sample size = 55@)

Advertising NSIG
Reoson for coming NSIG
Method of Travel ‘ N$IG -
First Visit NSIG
Purpose - NSIG
What did you [ike NSIG
What did not you like . NSEG
Tabie D.8
" Sex
(sample size = 486) !

1 | 4 .
Advertising NSIG
Regson for coming NSIG
Method of Travel NSIG
First Visit . NSIG
Purpose P NSIG
What did you iike . NsiG
Whot didn't you like NSIG

~1088-



Table D.9
Reoson for Coming to the Museum
(sample size = 539)

»
(1) Is this your first Visit ?
(2) Hove you visited other RR museums ?
(3) Perceived purpose ¢f the museum ?
(4) Is there a museum near your home ?
{5) Hove you visited it? i
(6) Advertising
(7) What did you !ike about the museum ?
(8) What did you not like ?
(9) What would yoﬁ like to sée improved ?
(10) Was the museum about what you expected ?
(11) Are you a member of the CRHA ?
(12) Would you like to visit other museums ?
(13) Do you know where they are? '

-109~
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Tobie D.10
Reason for Coming to Museum
15 km Radius (10% of Visitors)

Tourist 14%
To bring o Friend 18%
"Other" 18%
Special trip 20%
Outing with the Children 30%
™
4 - . -
R
Toble D.11
Reason for Coming to Museum
110km Radius (50% of Visitors)
Outing with Children 5%
“Other" 15%
Tourist . 40%
Special trip 40%
Table D.12
Reason for Coming to Museum
>1250km (20% of Visitors)
14
Rai! Fan 5%
rs Specia!l Trip v Jex
- Tourist 65%

(Somple size for D.10 to D.12 = 550)

(Tho cbove tables are the results of a ANOVA Crosstabulation procedure)

»
¢
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Table D .13
Other Museums thot hove been Visited
APRA  ERRS HALTON  PSTRR

SALEM AND H} LLSBORQUGH

PORT STANLEY 3

APRA .

MOOSE JAW g 6

DUNCAN 3 " 36
HALTON COUNTY 1
DELSON : 13 . 7 14
PRAIRIE DOG CENTRAL 3

OTTAWA 25 24 8 22

NORTH CONWAY

MT. WASH. COG

YORK, U.K. 13 12 13
ELMIRA STATION

VIRGINIA SCENIC RR

®  MOSQUOBITE

DURANGO .
WOLFBORO NH
VALLEY RR CONN
DILUTH 8
PEAK TRAM, HONG KONG 8
KANSAS RR MUSEUM 8
HERITAGE PARK , 35 20 8
_ POLAR BEAR EXPRESS 14
SACRAMENTO CA 5
HEREFORD RR. UK 3
BELWE RR  ° < 6
ARDEN PENN 6
KEITHY & WAIT RR, UK 3
WORTHINGTON, OHIO 3 »
SEASHORE TROLLEY 6
CRANBROOK : 7
STEAM EXFO 12 7
FORT_STEEL 4 "
> OREGON RR , .

“+

-111-
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S&H DUNCAN
25
11
17
4
4
22
13
4
13
8
4
8
11
pd
22
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Pondi

DUNCAN

48

30

e
I3
f =8 s
K TABLE D. 14
o Whot did you |ike about the museum?
(Percentages)
APRA HAL PSTRR S&H ERRS DUNCAN
Historical Aspects 13 4 10 10 27
[
Size of the Grounds 4 - 21
Friendly Staff ~ 11 13 13- 9 18
Accurote Preservation 11 15 ‘7 15 15
The Ride 56 54 6 57 12
Visitor Services 5 2 4 5
TABLE D.15
What did you nnlike gbout the museum?
(Pe"centoges)
APRA HAL PSTRR  S&H ERRS
Grounds very.poorly kept 37 2 9 8 AR
Ride not fong enough 29 53 44 31 8
Poor odvertising 18 4 7 20 4
Difficult to find 8 4 11 2
More Equipment is needed 30 1" 30 24 10
L TABLE D.16
What improvements do you think are needed immediately?
(Percentoges)
APRA HAL PSTRR S&H ERRS  DUNCAN
A longer ride 36 60) 43 35 16 35
Better Focilities 3 12 4 4 4 3
Better Advertising 14 15 . 7 16 5 2
Cleaner Grounds 18 10 1 5
Tour Guides 12 47 27
Printed Information 25 20 34 28 28
%
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(1) IS THIS YOUR 1ST VISIT- TO THIS MUSEW ?
VALID
FREQUENCY , PERCENT PERCENT
NO 140 25.5 25.9
YES . 400 72.7 741
NO RESPONSE 10 1.8 MISSING
TOTAL 550  100.0 100 @
VALID" CASES 540 MISSING CASES 10
(2) IF NO. HOW MANY TIMES HA\% YOU BEEN HERE ?
. ' ' VALID
FREQUENCY PERCENT PERCENT
1% 28 5.1 19.6
2x 33 6.0 23.1
3x 50 9.1 35.0
4x 31 5.6 21.7
MORE THAN 6 1 .2 7
\ : 407 74.8  MISSING
‘ ¥ TOTAL 550 100.0  100.0
VALID CASES 143 MISSING CASES 407
¢
(3) WHEN WAS THE LAST TIME THAT YOU WERE HERE ?
VALID
) FREQUENCY PERCENT PERCENT
EARLIER THIS YEAR 19 3.5 3s
WITHIN LAST YEAR 81 14.7 14.7
WITHIN LAST 5 YEARS 21 | 3.8 3.8
LONGER THAN 5 YRS 15 2.7 2.7
NEVER BEEN HERE 43 75.1 75.1
TOTAL 550 100.0  100.9

VALID CASES 550

MISSING €ASES (]
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(4) HOW DID YOU TRAVEL HERE TODAY? *
X VALID
’ VALUE FREQUENCY PERCENT PERCENF
ALONE. v S 16 2.9 3.1
"AS A COUPLE .2 140 25.5 26.9
FAMILY . - 3 318 57.8 61.0
ORGANIZED GROUP - 4 46 8.4 8.8
NO RESPONSE 9 29 5.3 -MISSING
TOTAL 550 100.8  100.0

£5)  HAVE YOU EVER VISITED ANOTHER RAILWAY MUSEUM ?

v N VALID

‘ FREQUENCY PERCENT PERCENT
NO 315 57.3°  65.8
YES . 164 29.8 34.2
NO RESPONSE 7 12.9 MISSING
A TOTAL 556  100.0  100.0
VALID CASES § 479 MISSING CASES 71

2
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(6) NAME OF THE MUSEUMS THAT YOU HAVE VISITED

" " VALID
. FREQUENCY PERCENT PERCENT

SALEM AND HILLSBOROUGH

PORT STANLEY

APRA

MOOSE JAW

DUNCAN

HALTON COUNTY "

DELSON ,

PRAIRIE DOG CENTRAL

OTTAWA ¢

NORTH CONWAY

MT. WASH. COG

YORK, U.K. -

ELMIRA STATION

VIRGINIA SCENIC RR

MOSQUOBITE

DURANGO

WOLFBORO NH .

VALLEY RR CONN

DILUTH

PEAK TRAM, HONK KONG

KANSAS RR MUS

HERITAGE PARK -

POLAR BEAR EXPRESS

BURLINGTON STREETCAR

SACRAMENTO CA®

HEREEORD RR, UK

BELVUE RR

ARDEN PENN

KEITHY & WAIT RR, UK

WORTHINGTON, OHIO

SEASHORE TROLLEY

CRANBROOK

STEAM EXPO \

FORT STEEL \

OREGON RR .

-
o, W -

-
[ ]

7
- -
> o

-

‘
o
.

NN ANMBRNAANNI = ORGSR

L)

. -

O NN SR = 2 NR o N = NG Do NGl Ol = o o pom R =
\ )
o =

- b
GO ONUO YD DD 0 OB OO0 Nt OO0 PN o OO0 Gt 0

-
-
<

2.4

-

4
2
4

=
-

.

- -

2

«
[T

>
.
.
.
s

—
~f

1.7
MISSING

»

2
4
4
2
2
4
5
7
4
4
78.2

43

B " TOTAL 550 100.0 100.0
VALID CASES 120 MISSING CASES 430
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v, - C .
o YEAR THAT YOU VISITED THE MUSEUM \._._Nz
VALID
YEAR FREQUENCY PERCENT PERCENT
1960 1 .2 .9
. 1962 1 .2 .9
’ . . N ) 1965 2 4 1.8
: 1967 1 .2 9
- -t . 1973 1 2 9
1974 1 2 9
o 1975- 1 2 9
- 1978 2 4 18
1979 5 9 45
. ’ 1980 '3 24 19
3 1981 1 2 9
1982 6 1.1 Y58
1983 3 .5 2.8
1984 16 2.9 147
. ) 1985 19 35 17.4
1986 23 4.2 21 1
1987 13 24 1.9
9999 441 80.2  MISSING
TOTAL 550 100 @ 160.0
VALID CASES 109 MISSING CASES 441 -
-
. .
- (8) HAVE YOU VISITED OTHER MUSEUMS OR GALLERIES 2
Lo VALID
. FREQUENCY PERCENT PERCENT
NO . 81 14.7 16.8
YES 402 731 83.2
NO RESPONSE % 87 12.2  MISSING
TOTAL 550  1098.0 100.0
- , VALID CASES 483 MISSING CASES 67
4
» : LY .



(9 WHAT DO YOU FEEL IS THE MAIN PURPOSE OF THE MUSEUM ?
. D -~
- “ FREQUENCY PERCENT PERCENT
TO ENTERTAIN YOU 23 4.2 44
RESEARCH - 4 7 8
EDUCATION 55 10 © 10 5
PRESERVE AND SHOW THE PAST 431 7e‘¢~uwszgiw
TO GIVE RIDES ON TRAINS 10 1.8 e g
TO RESTORE TRAINS 2 4 4
NO RESPONSE : 25 © 4.5  MISSING
TOTAL 559 100.0 100 0
VALID CASES 525 ;,.s's\%:ssxm; CASES 25
?#
a3

4

(10) WHAT 1S THE NAME OF YOUR HOME TOWN ?

WALID
FREQUENCY PERCENT PERCENT
CHEMANIUS ] 4 7 d 9
_ COURTNEY t
COMOX °
DUNCAN
KAMLOOPS
LADYSMITH
NANTAMO
PORT ALBERN! -
PRINCE} ALBERT
PRINCE. GEORGE
PARKSVILLE
VERNON
VANCOUVER
VICTORIA
REVELSTOKE
LANGLEY
CHATHAM 1
FREDERICTON
MONCTON 1
OROMOCTO
SAINT JOHN
HALIFAX
CHARLOTTETOWN
AMHERST
SPRINGHILL
YARMOUTH
ST. JOHNS
TRURO

- -

W R =N 2 N RN NWO RN =N 2 = 6RO S = W
N 2N RN AR E =, ND RN =2, OO NORME~ TN O s
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PORT AUX BASQUES . 1

2 2
BELLEVILLE 4 .7 .9
CAMBR1DGE 1 ) .2
GUELPH  ~ 12 2.2 2.7
HAMILTON 38 © 6.9 8.4
K.W. 4 .7 .9
KINGSTON 1 .2 .2
LONDON 4 7.5 9.1
NORTH BAY 1 2 .2
ST. CATHARINES 4 7 .9
OTTAWA 13 2.4 2.9
PEMBROKE 1 2 .2
ST THOMAS 10 1.8 2.2
STRATFORD - 2 .4 .4
SARNIA . 6 | 1.3
SUDBURY 1 .2 .2
TORONTO 60 0.9 ~#3.3
WINDSOR — - .5 .9 1.1
CALGARY 9 1.6 2.0
DRUMHELLER 1 .2 2
EDMONTON 66 120 14.6
FORT SASK 4 .7 9
GRANDE LA PRAIRIE’ 4 .7 .9
HINTON 2 .4 .4
LEDUC 2 .4 4
RED DEER 2 .4 .4
MEDICINE HAT . 1 .2 .2
ST ALBERT 9 1.6 2.6
SHERWOOD- PARK 7 1.3 1.6
SPRUCE GROVE 1 .2 .2
SASKATOON 2 4 v s
REGINA 1 .2 .2
PRINCE ALBERT 1 2 .2
MONTREAL -4 7. .9
WINNIPEG 6 1.1 1.3
BRANDON 1 2 .2

, TOTAL 550 100.0 100.9
VALID CASES 451 MISSING CASES 99 \

-
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(11)  STATE / COUNTRY i
VALID
FREQUENCY PERCENT PERCENT
WASHINGTON v 9 .9
OREGON
MONTANA
MINNESOTA
MICHIGAN

LOUTSANA

r'S

OKLAHOMA
CALIFORNIA
FLORIDA

N CAROLINA
INDIANA

OHIO

N.Y.

NEW HAMP

MASS

CONN
AUSTRALIA
NEW ZEALAND
GREAT B;ITAIN
FRANCE ¢
KUWAT T
SWITZERLAND
HOLLAND !
CANADA . 481

3

\

A, AR R WM W e s

CGF R = s = N R e e e e = N A e = = O R

N

*

U‘%#MM#&J&#MMMU‘NM-&(D&‘#U!?JM‘O!%

L I L

3 ¢]
~

87

- TOTAL 550 120.0 100.0
. VALID CASES 550 MISSING CASES @

J 3
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(12)

CAN YOU VISIT HERE IN A ONE DAY TRIP?

A

- VALID
~ FREQUENCY PERCENT  PERCENT
NO : 126 22.97 229 -
YES 408 74.2 74.2
DION'T RESPOND 16 2.9 2.9

TOTAL 550 100.0 00.¢
VALID CASES 550 MISSING CASES ]
- p)
(13) HOW DID YOU TRAVEL TO GET HERE? 4/
VALID
FREQUENCY PERCENT PERCENT
CAR 433 78.7 94.5
WALK 2 .4 4
TOUR BUS 18 3.3 3.9
PUBLIC TRANSIT 2 .4 .4
OTHER 3 .5 .7
NO RESPONSE 92 16.7  MISSING
TOTAL 556 100.0 100.9
(14) IS THERE A MUSEUM LIKE THIS NEAR YOUR HOME ?
- VALID
FREQUENCY PERCENT  PERCENT
ND 369 67.1 84.1
YES 70 12.7 15.9
NO RESPONSE ) 111 20.2  MISSING ;
TOTAL 550 1090.9 100.9
VALID CASES 439 MISSING CASES 111
(15) HAVE YOU VISITED IT?
VALID
FREQUENCY PERCENT  PERCENT
NO ] 63 1.5 55.3,
YES . 1 49 8.9 43.0
NO RESPONSE ’ 9 436 79.3  MISSING
TOTAL 550 100.0 100.9
VALID CASES 114 _ MISSING CASES 436 .
o
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(16) MAIN REASON FOR COMING TODAY? *
8

VALID

FREQUENCY PERCENT- PERCENT
SPECIAL TRIP 153 27.8 28.4
TOURIST 139 25.3 25.8
BRING SOMEONE 43 7.8 8.0
NICE DAY 10 1.8 1.9
OUT FOR A DRIVE 27 4.9 5.9 .
OUTING WITH CHILDREN 104 18.9 19
RAILWAY BUFF 44 8.0 a‘z ——
OTHER : 19 35 35 -
NO RESPONSE 11 2.0 MISSING

J TOTAL 550  100.0 100.0 - \
VALID CASES 539 MISSING CASES 11 <
(17) HOW DID YOU FIND OUT ABOUT THIS MUSEUM? .
VALID

FREQUENCY PERCENT PERCENT
NEWSPAPER 72 13.1 13.4
FRIEND OR RELATIVE 158 28.7 29.4
SIGN ON ROAD ¥ .57 10.4 10.6
SAW MUSEUM FROM ROAD 31 5.6 5.8
RADIO OR TV _ 34 6.2 6.3
SCHOOL - '3 .5 6 -
KNEW ABOUT IT FOR A LONG TIME 129 23.5 24.0
OTHER 54 -9.8 10.0
NO RESPONSE 12 2.2 MISSING ‘

TOTAL 550 100.0 100.0
VALT&ASES 538 MISSING CASES 12
b
- '
e
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(18) WHAT DJO YOU LIKE ABOUT THE MU%EUM ?

VALID
FREQUENCY PERCENT PERCENT
ACCURAYE PRESERVATION 60 10.9 11.9
FRIENDLY STAFF & PROFESSIONALISM 56 '10.2 1.1
TO RIDE ON EQUIPMENT - 230 41.8 45.5
THE LENGTH OF THE RIDE 12 2.2 2.4
SIZE OF THE GROUNDS : 32 5.8 6.3
HISTORICAL ASPECTS 83 15.1 16.4
VISITOR SERVICES 15 2.7 3.0
OTHER ) 17 . 3.1 3.4
NO RESPONSE ™ 45 8.2 MISSING
' TOTAL 550  100.0  10d.e
VALID CASES £;s MISSING CASES 45
(19) WHAT DID YOU NOT LIKE ABOUT THE MUSEUM?
VALID
\ FREQUENCY PERCENT PERCENT
RIDE NOT LONG ENOUGH 115 20.9 39.8
POORLY DISPLAYED EQU w 12 2.2 4.2
LACK OF FACILITIES ! 16 2.9 5.5
GROUNDS POORLY KEPT s 28 5.1 9.7
NO PUBLIC TRANSIT 11 2.0 3.8
POOR ADVERTISING 31 5.6 19.7
DIFFICULT TO FIND 13 2.4 4.5
MORE EQUIP IS NEEDED 63 1.5 21.8
NO RESPONSE : 261 47.5 MISSING
TOTAL 550 100.0 100.90
VALID CASES 289 MISSING CASES - 261
' g P4
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(20) WHAT WOULD YOU LIKE TO SEE IMPROVED?

o VALID
FREQUENCY PERCENT PERCENT
A LONGER RIDE 143 26.9 36.0
BETTER FACILITIES ~ 19 3.5 4.8
BETTER ADVERTISING 29 5.3 7.3
TOUR GUIDES . 53 9.6 13.4
CLEANER GROUNDS 15 2.7 3.8
PRINTED INFO ON EQUIPMENT 99 18.9 24.9
OTHER 39 7.0 9.1
NO RESPONSE ) - 153 27.8  MISSING
TOTAL 550 102.0 100.0
VALID CASES 397 MISSING CASES 153
(21) WAS THE MUSEUM ABOUT WHAT YOU EXPECTED?
- TCVALLID
FREQUENCY PERCENT PERCENT
NO ‘ 43 8.9 10.2
YES 439 78.2 89.8
NO RESPONSE 71 12.9  MISSING
TOTAL 550 100.0 100.9
VALID CASES 479 MISSING CASES 71
(22) WOULD YOU NOW TIKE TO VISIT OTHER R.R. MUSEUMS ?
VALID
FREQUENCY PERCENT PERCENT
NO 27 4.9 5.8
YES 441 80.2 94.2
NO RESPONSE 82 14.9  MISSING
TOTAL 550 102.0 100.0
VALID CASES 468 MISSING CASES 82
r -
L ™
&
. |
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. A\ g
(23) DO .YOU KNOW WHERE THEY ARE LOCATED ?
. “ - VALID
FREQUENCY "PERCENT PERCENT
NO : 307 55.8 79.9
YES - o7 14.9 20.1
NO' RESPONSE 166 30.2 MISSING
TOTAL 550 100.06  100.0
VALID CASES 384  MISSING CASES 166
(24) ARE YOU A MEMBER OF THE C.R.H.A.?
VALID
FREQUENCY PERCENT PERCENT
NO . "480 87.3 98.4
YES ) 8 1.5 1.6
NO RESPONSE ) 62 11.3  MISSING
TOTAL 550 100.6  100.0

VALID CASES 488 MISSING CASES 62

Lo
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(26) SEX

MALE
FEMALE
NO RESPONSE

VALID CASES 48‘-

&

(27) WHAT IS YOUR HIGHEST LEVEL OF SCHOOLING ?

ELEMENTARY
SECONDARY
COMMUNITY COLLEGE
UNIVERSITY

POST GRADUATE

NO RESPONSE

VALID CASES 499

: 4

MISSING CASES 51

VALID
FREQUENCY PERCENT PERCENT

218 39.6 44.9

268 48.7 551
64 11.6 MISSING

TOTAL 550 190.0 1900 @

MISSING CASES 64

VALID
FREQUENCY PERCENT PERCENT

1 .2 .2

37 69 7. 4

196 35.6 39.3

102 18.5 20.4

118 21.5 23.6

45 8.2 ‘9.0
51 9.3 MISSING

TOTAL 550 100.0 100.0

e

v
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DISTANCE ANALYSIS
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“
TABLE E.1 P
- & VISITOR CHARACTERISTICS® y
] .
- { N = NSIG* and S = SIG ) 3‘ -
. Halton County P.S.T.R.R. “.ERR.R. S &H A.P.R.A. DUNCAN
Advertising N . S S S N N
Return Visit N S S S N N
Likes N N N N N N
Dislikes N N N N N N
Age d N N N N N N
Sex N N N N N N
’ fdugat ion N N N s N N
% Travel N N N N N N
Family ~ N N N N N N
Art Gafleries N N N N N N
¢ . Other RR museums N S S N N N
Total N's - 11 N/ . 8 N 8 N 8 N 11 N 11 N
Total $'s . 38 3S 38
{ A ‘
TABLE E.2
! " VISITOR TRAVEL DISTANCES
Museum Name Distance From Home Distance Today Distance Tonight a
(for 5@% of the Visitors) ' J
Duncan 0-145 km 49 km e 49 km
S&H 8- 55 km 55 km S55km
PSTRR 2~ 90 km 2 90 km 90 km
HALTON 0-130 km ¥ 19@ km 50 km
ERRS 0— 30 km 15 km 15 km
\ ’ APRA 9-150 km 100 km 75 km
w’
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« “

> 100 km

< 190 km

TABLE E.3
MUSEUM GROUPINGS BY DISTANCE \

Distance from Home Distance Today Distance Tonight

(for 50% of the Visitors)

< 190 km < 100 km
Duncon uncan
Hafton Hal ton ©
. APRA - APRA
S&H S&H
ERRS ERRS
- PSTRR PSTRR
‘% .
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