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ABSTRACT

The main purpose of the study is to examine the relevance and significance of market
segmentation based on the activities visitors engage in while at a destination. In doing so,
the paper attempts to segment first-time pleasure travellers and profile the market by tip-
related characteristics. This paper is based on a subset of 1,104 first-time visitors to
Prince Edward Island (PEI) in main season (July and August 2007). This study found
that three distinct segments of first-time visitors exist: “culture-seeking,” “active,” and
“other interest” tourists. In addition, the study identifies that cultural themes are an
important factor for a significant portion of tourists visiting PEI and demonstrates that
these culture-seekers are valuable in terms of their economic contribution to the
destination and cultural/social interaction with communities.

INTRODUCTION

The activities travellers participate in while visiting a destination or activity
preferences have been used to understand tourists’ behaviour (Boorstin, 1971; Burns,
1999, Cohen, 1972; Kim & Jogaratnam, 2003; Littrell, Paige & Song, 2004; Rao,
Thomas & Javalgi, 1992). A number of previous studies illustrate that the activities
visitors engage in while at destinations are an important way to differentiate between
segments of the visitor population. This implies that groups of travellers who react in
homogeneous way, be it in their motivations, behaviours, actions, reactions to marketing
activities, or the benefits they seek from consuming products and services can be grouped
(Sollner & Rese, 2001). This enables products and services to be developed that can more
effectively satisfy the differing needs of each segment. Travel market segmentation based
on activities can offer insightful implications for tourism marketing.

While this approach to market segmentation has been subject to some criticism
(McKercher & Chan, 2005), the literature makes it clear that a variable that plays an
important role in travel market segmentation studies is activity. From a broader view, the
different types of preferred activities participated in can be considered subgroups of the
total travel market (Choi & Tsang, 1999; Lang, O’Leary, & Morrison, 1993; Littrell,
Paige, & Song, 2004; Morrison, 1989; Morrison & O’Leary, 1994; Moscardo, Pearce, &
Morrison, 2001). The choice of attractions or activities at destinations by travellers is
determined by differences in the characteristics of the destinations visited, the travel
elements that can be purchased prior to departure, as well as the characteristics of
travellers to those destinations (Hyde, 2004). However, travel activities in and of



themselves have been known as useful indices to understand tourists’ behaviour
(Mclintosh & Goeldner, 1990) and to identify their experiences at the destination (Ryan,
2002).

The main purpose of the study is to examine the relevance and significance of market
segmentation based on the activities visitors engage in while at a destination. In doing so,
the paper attempts to segment first-time pleasure travellers and profile the market by tip-
related characteristics.

METHODOLOGY

Data. This paper is based on the data collected using the Prince Edward Island Travel
Survey of Visitors (hereafter the exit survey). The exit survey collected data using mail-
back surveys for pleasure visitors who spent at least one night in PEI during the 12-
month period the period July 1, 2007 to June 30, 2008. During this period approximately
367,000 travel parties exited PEI at one of the three points where it is possible to arrive
on or depart from Prince: the Confederation Bridge, Northumberland Ferry, or the
Charlottetown Airport (Tourism Research Centre, 2008). Over the year, a total of 4,539
surveys were completed, exceeding the original goal of 4,150. This paper is based on a
subset of first-time visitors to PEI in main season (July and August 2007). A total of
1,104 exit surveys were completed by first-time visitors in main season. That is the sub-
sample that is used for this paper.

Sample Characteristics. Table 1 provides the characteristics of the sample of first-
time visitors to PEI. Of the total surveys used, 584 were Canadian respondents (52.9%),
364 were U.S. respondents (33.0%) and 156 were other international respondents
(14.1%). Among respondents, about 62% were female, 84% were married, 56% worked
full time, and 28% were retired. Respondents varied widely in age, education level, and
annual household income.

Variables. One of the questions on the exit survey asks respondents to indicate which
activities they participated in while visiting PEI. A total of 16 activities were provided,;
this paper is based on a subset of nine items: visiting historical and cultural attractions,
visiting Canada's birthplace attractions, visiting Anne of Green Gables attractions,
visiting a national or provincial park, attending a live theatre (performance), going to a
beach, shopping for local craft/souvenir/antique, going to a lobster dinner (meal),
participating in other sports and/or outdoor activities. These activities were used to
cluster first-time travellers. To identify the characteristics of first-time travellers,
demographic and trip-related variables were also used.

Data Analysis. The data analysis in this study proceeded in three stages. First, all
respondents were grouped by using a K-means clustering procedure whereby a set of
points is partitioned into k groups (Pollard, 1981). This clustering method was employed
to find disjoint clusters (Aldenderfer & Blashfield, 1984; SAS Institute, Inc., 1990) with
the means of each activity item serving as an input. In the second stage of the study, an
analysis of variance (ANOVA), a multivariate analysis of variance (MANOVA), and a
discriminant analysis were performed to determine whether the variables in each cluster
group differed. Finally, Chi-Square analyses and ANOVAs were run to compare the
differences between clusters, identify socio-demographic and trip-related characteristics
of the clusters, and profile the clusters.



Table 1. Socio-Demographic Profile of the Sample (Total N = 1,104).

N Percentage
Origin of First-time Visitors
Maritime (Nova Scotia and New Brunswick) 41 3.7
Quebec 168 15.2
Ontario 248 225
Rest of Canada 127 115
New England 95 8.6
Rest of US 269 24.4
International 156 14.1
Gender
Male 412 37.9
Female 675 62.1
Age
18t0 24 41 3.7
2510 34 162 14.8
35t0 44 256 23.4
45 to 54 219 20.0
55 to 64 264 24.1
65 and over 152 13.9
Marital Status
Married or Living Common-law 901 83.6
Single 177 16.4
Education Level
Graduated high school or less 95 8.9
Some post-secondary 101 94
Graduated community or technical college 250 23.3
Graduated university (undergraduate) 371 34.5
Post graduate degree/Professional designation 257 23.9
Employment Status
Working full time 607 55.5
Working part time or seasonally 75 6.9
Unemployed/ Retraining or upgrading 8 0.8
Retired 310 28.3
Homemaker 52 4.8
Student 30 2.7
Other 12 1.1
Annual Household Income
Under $40,000 78 8.3
$40,000 to $59,999 110 11.7
$60,000 to $79,999 143 15.2
$80,000 to $99,999 141 15.0
$100,000 to $124,999 159 16.9
$125,000 to $149,999 107 114
$150,000 to $174,999 85 9.1
$175,000 to $199,999 50 5.3
$200,000 or more 66 7.0

Note: Differences in frequency between total number of samples used and respondents in each categoty are due to missing values.



RESULTS

Cluster Analysis. Table 2 summarizes the statistics related to the clustering, ANOVA,
MANOVA, and discriminant analyses. The ANOVA and MANOVA statistics illustrate
that the clusters have very different levels of participation for the selected activity items,
supporting the labels used to describe the clusters. Discriminant analysis was performed
to examine which activity items highly contributed to the clusters and what percentage of
hit ratio (or error count estimates for cluster) exists in the identified clusters. The results
indicate that the model correctly classified 96.2% of the survey respondents into cluster
groups. In terms of R-square of the nine activity items, “visiting historical and cultural
attractions” was the most significant contributor to the clustering segments, closely
followed by “visiting a national or provincial park.” The next two activities (attending a
live theatre and shopping for local craft/souvenir/ antique) were similar in terms of their
contribution to the clustering model. The remaining five activities were significant but
more minor contributors. Overall, statistics related to the clustering indicate that the
clustering model was an excellent fit for the data.

Table 2. Summary of Clustering, ANOVAs, MANOVA and Discriminant Analysis.

Cluster 1 Cluster 2 Cluster3  Total F-value R-square

Panel A: Clustering Statistics

Number of observations in cluster 289 407 408 1,104
Percent of observations in cluster 26.2% 36.9% 37.0% 100%
RMS Std. Deviation 424 40.1 39.3
Maximum distance from the seed to observation 179.8 1774 183.9
Nearest cluster 2 1 1
Distance between cluster centroids 108.7 108.7 130.1
Panel B: ANOVA Statistics
Visiting historical and cultural attractions 89.6a 794b 125¢c 57.3 525.43*** 4884
Visiting Canada's birthplace attractions 46.0a 246b 47c 22.8 97.03*** 1498
Visiting Anne of Green Gables attractions 90.0a 509b 350¢c 55.3  130.37*** 1915
Visiting a national or provincial park 415b 936a 15.0c 50.9  487.04*** 4694
Attending a live theatre (performance) 754 a 88c 36.0b 36.3  228.66*** 2935
Going to a beach 450b 87.0a 52.2b 63.1 94.17*** 1461
Shopping for local craft/souvenir/antique 64.7b 77.1a 196c 52.6  199.36*** 2659
Going to a lobster dinner (meal) 69.2a 47.7b 255¢ 45.1 74.93*** 1198
Participating in other sports and/or outdoor activities 6.9b  20.6 a 54b 11.4 28.68*** 0495
Panel C: MANOVA Statistics Value df. F-value p-value
Wilks' Lambda 0.134 18 210.33 <.0001
Pillai's Trace 1.249 18 20196 <.0001
Hotelling-Lawley Trace 3.609 18 218.96 <.0001
Roy’s Greatest Root 2437 9 296.24 <.0001
Panel D: Discriminant Statistics
Error Count Estimates for Cluster .0554 .0147 .0441 .0381
Hit Ratio (%) (94.5%) (98.5%) (95.6%) (96.2%)

Posterior Probability Error Rate Estimates for Cluster .1587 .0836 .0940 1121

Notes: 1) This clustering analysis is based on the mean scores of the nine selected activity items or the sample of respondents to the
exit survey who were visiting PEI for the first time. Cluster 1 is labelled “culture- seeking tourists,” and consists of those who
were highly involved in cultural activities while visiting PEI. Cluster 2 is labelled “active tourists,” and consists of those who
engage |n many nature and outdoor-based activities while visiting PEI. Cluster 3 is labelled “other interest tourists,” and
consists of thosé reporting very low participation rates in almost all activities while visiting PEI, with the exception of going
to a beach and attending a live theatre production).

2) a, b, and c in ANOVA statistics indicate results of post-hoc tests for each act1v18/ item using Duncan’s Multiple Range test
and Tukey s Studentized Range test (a > b > ¢ based on mean values); ***



The mean scores for all nine activities are significantly different at better than the 0.001
level for the three clusters. This table clearly illustrates that the 1,104 first-time travellers
to PEI could be neatly partitioned into three cluster groups based on the nine activity
items. Of the total, 289 (26.2%) reported high involvement in culture activities and are
termed “culture-seeking tourists.” A further 407 (36.9%) were high participants in nature-
and outdoor-based activities and are termed “active tourists.” Finally, 408 (37.0%) of the
respondents had very low participation rates in almost all activities (with the exception of
going to a beach and attending a live theatre production) and are termed “other interest
tourists.”

Visitor Origin by Cluster. Table 3 indicates that active visitors are primarily from
Ontario and the rest of Canada, while other interest visitors are more likely to be from the
two other Maritime Provinces, from Quebec, and from International origins. This later
result is surprising, as it may have been expected that those travelling long distances
would engage in more activities while at a destination. This is not the case for first-time
visitors to PEI. Consistent with Table 2, culture seekers are in the minority for all origin
markets, though culture is a stronger motivation for those for the rest of Canada and the
US outside New England.

Table 3. Origin of First-time Visitors by Cluster.

Cluster 1: Cluster 2: Cluster 3:
Culture-seeking Active Other Interest Total
Tourists Tourists Tourists
Maritime N 7 10 24 41
% (row) 17.1% 24.4% 58.5% 100.0%
% (column) 2.4% 2.5% 5.9% 3.7%
Quebec N 29 63 76 168
% (row) 17.3% 37.5% 45.2% 100.0%
% (column) 10.0% 15.5% 18.6% 15.2%
Ontario N 56 119 73 248
% (row) 22.6% 48.0% 29.4% 100.0%
% (column) 19.4% 29.2% 17.9% 22.5%
Rest of Canada N 45 50 32 127
% (row) 35.4% 39.4% 25.2% 100.0%
% (column) 15.6% 12.3% 7.8% 11.5%
New England N 26 34 35 95
% (row) 27.4% 35.8% 36.8% 100.0%
% (column) 9.0% 8.4% 8.6% 8.6%
Rest of US N 80 87 102 269
% (row) 29.7% 32.3% 37.9% 100.0%
% (column) 27.7% 21.4% 25.0% 24.4%
International N 46 44 66 156
% (row) 29.5% 28.2% 42.3% 100.0%
% (column) 15.9% 10.8% 16.2% 14.1%
Total N 289 407 408 1,104
% (row) 26.2% 36.9% 37.0% 100.0%
% (column) 100.0% 100.0% 100.0% 100.0%

Chi-Square Statistics: y? value = 46.88; d.f. = 12, p =.000




Trip-related Characteristics by Cluster. Table 4 indicates that first-time visitors
attracted by the natural beauty and pastoral setting of PEI (42.2% of the overall sample)
are more likely to be active visitors, while those attracted by beaches and the coast line
are equally likely to be active or other interest visitors. The almost 15% of first-time
visitors attracted by the “world of Anne of Green Gables” are much more likely to be
culture-seekers. Fittingly, those attracted by other features are other interest visitors.

Table 4. Primary Features that Attracted First-Time Visitors by Cluster.

Cluster 1: Cluster 2: Cluster 3:
Culture-seeking Active Other Interest Total
Tourists Tourists Tourists
Natural Beauty and N 117 177 137 431
Pastoral Settings % (row) 27.1% 41.1% 31.8% 100.0%
% (column) 44.5% 44.7% 37.7% 42.2%
IE_eaches and Coast N 33 97 9% 296
ine
% (row) 14.6% 42.9% 42.5% 100.0%
% (column) 12.5% 24.5% 26.4% 22.1%
World of Anne of N 64 40 48 152
Green Gables % (row) 42.1% 26.3% 31.6% 100.0%
% (column) 24.3% 10.1% 13.2% 14.9%
Canada Birthplace N 8 7 1 16
Attractions % (row) 50.0% 43.8% 6.3% 100.0%
% (column) 3.0% 1.8% 0.3% 1.6%
Golf N 3 7 6 16
% (row) 18.8% 43.8% 37.5% 100.0%
% (column) 1.1% 1.8% 1.7% 1.6%
Culinary Experience N 6 11 9 26
% (row) 23.1% 42.3% 34.6% 100.0%
% (column) 2.3% 2.8% 2.5% 2.5%
Outdoor Activities N 1 16 3 20
% (row) 5.0% 80.0% 15.0% 100.0%
% (column) 0.4% 4.0% 0.8% 2.0%
Other Features N 31 41 63 135
% (row) 23.0% 30.4% 46.7% 100.0%
% (column) 11.8% 10.4% 17.4% 13.2%
Total N 263 396 363 1,022
% (row) 25.7% 38.7% 35.5% 100.0%
% (column) 100.0% 100.0% 100.0% 100.0%

Chi-Square Statistics: y? value = 70.44; d.f. = 14, p = .000

Table 5 shows that of the first-time visitors whose primary destination was PEI; the
majority is active visitors, while those with primary destinations other than PEI are
mostly other interest visitors.

Table 6 reports that travel party size for culture-seekers (3.45 people) was
significantly larger than for active (3.07) or other interest (2.88) visitors, as is number of
nights spent on PEI (4.71 verses 4.51 verses 3.21). These differences explain why per
person per night spending for culture-seeking and other interest visitors were similar.



Table 5. Primary Destination of First-time Visitors by Cluster.

Cluster 1: Cluster 2: Cluster 3:
Culture-seeking Active Other Interest Total
Tourists Tourists Tourists
Prince Edward Island N 161 237 181 579
% (row) 27.8% 40.9% 31.3% 100.0%
% (column) 56.7% 59.1% 45.0% 53.3%
Other Destinations N 123 164 221 508
% (row) 24.2% 32.3% 43.5% 100.0%
% (column) 43.3% 40.9% 55.0% 46.7%
Total N 284 401 402 1,087
% (row) 26.1% 36.9% 37.0% 100.0%
% (column) 100.0% 100.0% 100.0% 100.0%

Chi-Square Statistics: y? value = 17.79; d.f. =2, p =.000

Table 6. Average Travel Party Size and Trip Duration by Cluster.

Cluster 1: Cluster 2: Cluster 3:
Culture-seeking Active Other Interest Total F-value
Tourists Tourists Tourists
Average Party Size 345a 3.07 ab 2.88Db 3.10 2.94*
Average Number of 7 451a 321D 4.08 22, 19w

Night stayed on PEI

Notes: a, b, and c indicate result of the post-hoc test using Duncan’s Multiple Range test; * p < .05; *** p < .001

Table 7 presents spending data by travel segment. Clearly, culture-seekers are the
highest spenders in total, per-party and per person per night. For this later category, it
should be noted that while other interest visitors do not engage in a great deal of activities,
they do spend a comparable amount on a per person per night basis as culture-seeking
visitors. This is due to higher spending on accommodations and in restaurants.

In results that are unreported, it is interesting to note that marital status, household
income, and travel party composition are not useful measures to segment this group of
visitors into one of the three clusters. For all three variables, the Chi-squares statistics are
insignificant.

IMPLICATIONS AND CONCLUSIONS

This paper presented a method to segment and profile the market using travel
activities participated in for first time visitors to Prince Edward Island (PEI), a small
province on the east coast of Canada that is a major tourist destination. The results
indicated that there are three distinct segments of visitors: “culture-seeking,” “active,”
and “other interest” tourists. The results for the other interest tourists seem to suggest that
the millions that the public and private sectors are spending on branding and marketing
PEI as “The Gentle Island” is working. These visitors seem to view PEI as a place to “lay
back, relax, and get away from our hectic lifestyle.”



Table 11. Travel Expenditures of First-time Visitors by Cluster.

Céld?ttsrre_l: Cluster 2: Cluster 3:
. Active Other Interest Total F-value
seeking . .
. Tourists Tourists
Tourists

Total Average Spending

per Party per Visit $1,345.96a $1,099.06 b $935.64 c $1,102.65 14.79***

Total Average Spending

per Party per Night $321.35a $277.80 b $305.56 ab $298.97 4.73**
;:rtegefs‘ge;%%er ff;:i?di”g $529.07a  $42250b  $382.00b  $434.95 11.51%%*
;::ifefs‘ge;%g; iﬁgﬂ?i”g $12806a  $107.47b  $12451a  $118.90 7.58%
Categories of Spending
Accommodation $49.19a $39.80 b $53.13 a $47.03 10.89***
Restaurants $24.70 ab $23.08 b $27.13 a $24.96 4.04*
Food & Beverage at Stores ~ $5.74 ab $6.62 a $4.80b $5.73 4.05*
\T/r_e;‘n'scg)%r?aﬁfgﬁ“on &Local  g10.48 $11.00 $11.48 $11.04 0.43
Car Rentals $4.19 a $1.14b $2.59 b $2.45 7.81%**
Shopping $15.47 $15.39 $11.01 $13.82 2.80
Recreation & Entertainment  $14.20 a $7.46 b $13.03 ab $11.20 20.32***
Other Expenditures $4.08 $2.97 ab $1.35h $2.67 3.67*

Notes: Total average expenditures and categories of spending in these results were based on all first-time travellers rather than those
who only reported spending on that category; Categories of spending indicate average spending per person per night; a, b, and
c indicate results of the post-hoc test for each variable using Duncan’s Multiple Range test; * p < .05; ** p <.01; ***p <.001

In addition, the study has identified that cultural themes are an important factor for a
significant portion of tourists visiting PEI and demonstrated that these culture-seekers are
valuable in terms of their economic contribution to the destination and cultural/social
interaction with communities. This, in turn, will impact public policy and the investment
made in a destination’s tourism “product.” Cultural tourism can result in the preservation
of a destination’s cultural heritage and values for future generations, resulting in positive
attitudes toward tourism by both residents and visitors (McKercher, 2002). Based on the
results, it is clear that tourism marketers and operators need to emphasize culturally
unique elements of a destination and provide a variety of travel information sources to
appeal and attract more distant (mid- and long-haul) markets and first-time visitors.

Culture-seeking tourists in this study also prefer to participate in other activities
especially those related to nature, recreation, and entertainment. Therefore, cultural
tourism should be presented in a manner that is accessible, enjoyable and easy to
consume such as packaged offerings and special services. Successful products that cater
to these needs may lead to increased tourism demand and the growing supply of cultural
attractions. Cultural products that ignore this maxim will struggle to find a sustainable
consumer base.
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