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The lack of funds available to the ACD limits 

marketing and operational capabilities, 

highlighting the need for creative and 

sustainable solutions as well as efficient 

internal processes.

The lack of manpower in the ACD requires an 

easy-to-use and implementable series of 

processes, tools, and metrics to achieve its 

goals. 

The lack of interaction between different ACD 

venues results in reduced efficiency and a less 

rich experience for consumers. This also makes 

it more difficult to communicate the benefits of 

the ACD to the community and 

administration. 











 At its conception in 1951, the ACD has looked towards American and European 

universities’ arts districts as models on which to base its own. As such, our team is 

going back to the roots to look for inspiration. Specifically, we investigated the 

successful ventures of several arts and cultural districts at various locations across 

urban America. The suggested strategies and tactics' timeline are outlined in 

Appendix VIII.  

Create separate “Arts and Culture 

District” social media accounts. Use social 

media platforms to encourage student- 

venue interactions and cross-functional 

promotion. 



The Dallas Arts District: 20-in-1

Create unique experiences that take 

people through an adventure of multiple 

venues in the ACD. 



Survey the UBC student population after 

using observational (personal ideas) or 

secondary research (market trends) to be 

informed on what types of services 

students are looking for/would want. 

For the first use of this process, launch the 

product/service regardless of survey 

results in order to test the validity of your 

stage-gate. If the product was expected to 

fail and ended up being successful, then 

relax the criteria necessary for the 

product to move through the gate. If the 

product was expected to pass, and failed, 

then tighten the criteria for the next 

product/service (6).  

https://www.linkedin.com/in/tannerbokor


Baltimore: The Mount Vernon 

Cultural District

Create one-page metric report annually 

to track the ACD’s progressCreate one- 

page metric report annually to track the 

ACD’s progress (Appendix VI). 



Exxon-Mobil: Using Stage-Gate 

for Technology Investments



Improve visibility of the ACD on campus.

Develop relationships at the local, 

national, and international levels to push 

for educational partnerships with the 

UBC Arts and Culture District.

https://www.linkedin.com/in/tannerbokor


Stanford University: A New Arts 

Leader?

Garner partnerships with professional 

artists and curators to create special 

exhibits specifically for display on the 

UBC campus (art, music, theatre, film, 

and more). 

Partner with local K-12 educational 

institutions to produce interdisciplinary 

projects and learning experiences to 

students at a young age. 



Ohio State University: The Arts 

Initiative







Since there’s a new intern every year, the content curated on all of the 

ACD’s social media pages may not follow the same style, and therefore 

don’t accurately reflect the district’s brand. 

Sometimes consumers don’t know what they want, so the stage-gate 

concept test is susceptible to killing off highly disruptive innovations. 

UBC is located on unceded (14) territory has formal affiliations with 

the Musqueam Indian Band through the signing of a historic 

Memorandum of Affiliation (15). 











	
	
	
	
Y	Concept	
	
Q7.	How	important	(on	a	scale	of	1-10,	10	=	Most	Important)	are	each	of	the	
following?	
	
Y1	Attribute	(	)	
Y2	Attribute	(	)	
Y3	Attribute	(	)		
Y4	Attribute	(	)		
Y5	Attribute	(	)	
	
Q8.	How	satisfied	are	you	(on	a	scale	of	1-10,	10	=	Most	Satisfied)	with	each	of	the	
following	when	considering	your	current	options?	
	
Y1	Attribute	(	)		
Y2	Attribute	(	)		
Y3	Attribute	(	)		
Y4	Attribute	(	)		
Y5	Attribute	(	)	
	
	
Z	Concept	
	
Q9.	How	important	(on	a	scale	of	1-10,	10	=	Most	Important)	are	each	of	the	
following?	
	
Z1	Attribute	(	)	
Z2	Attribute	(	)	
Z3	Attribute	(	)		
Z4	Attribute	(	)		
Z5	Attribute	(	)	
	
Q10.	How	satisfied	are	you	(on	a	scale	of	1-10,	10	=	Most	Satisfied)	with	each	of	the	
following	when	considering	your	current	options?	
	
Z1	Attribute	(	)		
Z2	Attribute	(	)		
Z3	Attribute	(	)		
Z4	Attribute	(	)		
Z5	Attribute	(	)	
	



Demographics	
	
Q11.	What	is	your	age?	
Under	15	 	 	 	 	 	 	 	 o	
15-24	 	 	 	 	 	 	 	 	 o	
25-34	 	 	 	 	 	 	 	 	 o	
35-44	 	 	 	 	 	 	 	 	 o	
45-55	 	 	 	 	 	 	 	 	 o	
55+	 	 	 	 	 	 	 	 	 o	
	
Q12.	What	is	the	highest	degree	or	level	of	school	you	have	completed?	If	currently	
enrolled,	highest	degree	received.	
No	schooling	completed	 	 	 	 	 	 o	
Nursery	school	to	8th	grade		 	 	 	 	 o	
Some	high	school,	no	diploma	 	 	 	 	 o	
High	school	graduate,	diploma	or	equivalent	(ie:	GED)	 	 o	
Some	college	credit,	no	degree	 	 	 	 	 o	
Trade/technical/vocational	training	 	 	 	 o	
Associate	degree	 	 	 	 	 	 	 o	
Bachelor’s	degree	 	 	 	 	 	 	 o	
Master’s	degree	 	 	 	 	 	 	 o	
Professional	degree	 	 	 	 	 	 	 o	
Doctorate	degree	 	 	 	 	 	 	 o	
	
Q13.	Are	you	currently…?	
Employed	for	wages	 	 	 	 	 	 	 o	
Self-employed	 	 	 	 	 	 	 o	
Out	of	work	and	looking	for	work	 	 	 	 	 o	
Out	of	work	but	not	currently	looking	for	work	 	 	 o	
A	homemaker		 	 	 	 	 	 	 o	
A	student	 	 	 	 	 	 	 	 o	
Military	 	 	 	 	 	 	 	 o	
Retired	 	 	 	 	 	 	 	 o	
Unable	to	work	 	 	 	 	 	 	 o	
	
Q14.	(Optional)	If	you	would	like	to	be	contacted	about	free	entrance	to	one	of	the	
above	please	leave	your	email:	_________________________	



How	to	structure	your	survey		
	
Show	Q1-4	to	ALL	participants	
Show	Q5-6	if	they	are	INTERESTED	or	VERY	INTERESTED	in	X	
Show	Q7-8	if	they	are	INTERESTED	or	VERY	INTERESTED	in	Y	
Show	Q9-10	if	they	are	INTERESTED	or	VERY	INTERESTED	in	Z	
Show	Q11-13	to	ALL	participants	
Show	Q14	to	participants	INTERESTED	or	VERY	INTERESTED	in	X,	Y,	OR	Z	
	
Notes:		

• Survey	length	(X,	Y,	Z)	can	be	adjusted	to	number	of	concepts	you	wish	to	
test.		

• If	a	survey	is	too	long,	split	up	concepts	into	different	surveys.		
• The	number	of	attributes	per	concept	can	be	adjusted	to	accommodate	for	all	

attributes	deemed	relevant	to	the	product/service.	
• You	can	add	additional	demographic	questions	to	help	split	your	sample	size	

into	market	segments.	
	
How	to	evaluate	your	survey	
	
Do	you	have	an	opportunity?	
After	receiving	survey	results	from	your	sample	(at	least	50-100	participants)	then	
you	can	begin	to	measure	the	opportunity	scores	of	each	concept’s	attributes.	To	
calculate	this	you	take	the	[Importance	Score	+	(Importance	Score	–	Satisfaction	
Score)]	for	each	attribute.	You	should	average	the	Importance	scores	and	
Satisfaction	scores	before	calculating	the	opportunity	score	for	each	market	
segment	to	determine	if	there	are	any	trends	between	demographics.	
	
For	example:		
X1	[Class	Time]	Importance	=	7	
X1	[Class	Time]	Satisfaction	=	3	
X1	[Class	Time]	Opportunity	Score	=	[7	+	(7	–	3)]	=	11	
Since	the	class	time	is	important	to	participants	and	the	satisfaction	with	current	
options	are	low,	the	opportunity	score	is	relatively	high	–	highlighting	[Class	Time]	
as	possible	differentiation	strategy.	
	
X2	[Class	Level]	Importance	=	4	
X2	[Class	Level]	Satisfaction	=	9	
X2	[Class	Level]	Opportunity	Score	=	[4	+	(4	–	9)]	=	-1	
This	opportunity	score	suggests	that	the	level	of	the	class	is	not	a	good	factor	to	
focus	on	when	developing	the	class,	and	time/money	should	be	spent	on	factors	
with	a	high	opportunity	score.	
	
	
	



Notes:	
• If	attributes	do	not	conflict	with	each	other	(for	example;	Class	time	and	

Class	Level	do	not	conflict	unless	the	availability	of	the	instructor	you	hire	is	
limited)	then	you	are	able	to	add	both,	funds	permitting,	without	harming	the	
key	differentiation	attribute.	Priority	should	be	given	to	factors	with	the	
highest	opportunity	score.	

• Opportunity	scores	should	be	calculated	for	your	specific	target	segments	
and	chosen	to	maximize	the	value	the	product/service	gives	to	the	entire	
market	(If	for	profit,	the	most	profitable	segment;	if	for	social	good,	the	most	
people).		

• Quick	look:		
High	Importance	and	Low	Satisfaction	=	High	Opportunity	
Low	Importance	and	High	Satisfaction	=	Low	Opportunity	

	
Developing	your	trial	
	
Make	the	trial	as	close	to	representative	of	the	actual	class	experience	as	possible	
for	the	best	feedback.	
Invite	respondents	who	are	INTERESTED	or	VERY	INTERESTED	in	the	respective	
concept	survey.		
Conduct	a	feedback	survey	measuring	the	willingness	to	pay,	purchase	intent,	and	
the	perceptions	of	the	trial.	
	



Feedback	Survey	
	
Q1.	After	trying	the	class,	how	interested	are	you	to	purchase	sessions	in	the	future?	
	
	 Very	

Uninterested	
Uninterested	 Indifferent	 Interested	 Very	

Interested	
X	 o	 o	 o	 o	 o	
	
Q2.	How	satisfied	are	you	(on	a	scale	of	1-10,	10	=	Most	Satisfied)	with	each	of	the	
following	with	the	trial	class?	
	
X1	Attribute	(	)		
X2	Attribute	(	)		
X3	Attribute	(	)		
X4	Attribute	(	)		
X5	Attribute	(	)	
	
Q3.	How	much	would	you	be	willing	to	spend	per	class?	
	
0-$4.99	 	 	 	 	 	 	 	 o	
$5-$9.99	 	 	 	 	 	 	 	 o	
$10-$14.99	 	 	 	 	 	 	 	 o	
$15-$19.99	 	 	 	 	 	 	 	 o	
$20-$24.99	 	 	 	 	 	 	 	 o	
$25+	 	 	 	 	 	 	 	 	 o	
	



Do	you	launch	the	product?	
	
After	reviewing	the	willingness	to	pay	and	weighing	the	costs	of	launching	the	
product	run	a	forecast	to	determine	expected	return.	If	consumers’	perceptions	are	
not	matching	with	the	intended	attribute	levels	then	the	class	should	be	redesigned	
or	disregarded.		
	
Notes:	

• Consumer	responses	may	differ	from	real	life	results.	
• The	process	does	not	account	for	external	factors	and	is	not	a	perfect	science,	

however	it	will	help	inform	the	decision	making	process.	
• The	ultimate	decision	of	whether	or	not	to	launch	a	product	or	service	comes	

down	to	the	risk	profile	of	the	management	team.	








