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ABSTRACT 
 
Due to the dramatic changes that have occurred during the COVID-19 era, there has been a shift of what the consumers 
of arts and cultural organizations want and what those organizations think their consumers want. The needs of organ-
izations themselves and what the organizations are able to provide have also changed. This paper responds to this 
problem by examining both sides and analyzing the themes and common practices used by these organizations during 
COVID-19 and then analyzing feedback from the organization’s consumers on the effectiveness of these practices. 
This project’s principle aim was to understand the severity of the impact of changes brought on by COVID-19 on 
different types of arts and cultural organizations with a focus on determining the common struggles for art and cultural 
NGOs during the COVID-19 crisis and the effectiveness of the measures taken by these organizations to combat 
COVID-19 from a consumer viewpoint. 
 

Introduction 
 
The COVID-19 pandemic has caused immense and extensive changes not only in Houston but around the world. The 
outcome of this pandemic has been felt by virtually every person on Earth, not only impacting the health of many of 
our loved ones but our lifestyles, as we observe every day. We can feel the impact every time we go outside, seeing 
businesses closing and emptier parks. These drastic transformations have also significantly altered individual interac-
tions between oneself, one’s family, one’s workplace, etcetera. This research project was conducted to understand one 
such interaction between arts and cultural organizations and their consumers. 

The primary goal of this project was to understand the severity of the impact of changes brought on by 
COVID-19 on different types of arts and cultural organizations with a focus on determining the common struggles for 
art and cultural NGOs during the COVID-19 crisis and the effectiveness of the measures taken by these organizations 
to combat COVID-19 from a consumer viewpoint. It was hypothesized that while consumers have access to the ser-
vices provided by arts and cultural organizations, they likely are not aware of many services, and on the other hand, 
organizations are likely not providing exactly what consumers want.  

While there are some efforts in Houston and on a larger scale such as those by the Houston Arts Alliance that 
aim to see what arts and cultural organizations lack and need to function during the pandemic, there exists no such 
effort for what the consumers of arts and cultural organizations need. For this purpose, this research project attempts 
to conduct a gap analysis between arts and cultural organizations and their customers. This is to shed light on the 
correct steps to be taken by these organizations to satisfy their consumers while also meetings their own needs. There 
were two parts to this project: 1. Website research to identify the methods through which organizations were connect-
ing with their customers and news about what the state of organizations was (what supplies they were lacking and 
what they felt their best connections with customers were. The websites of  2.The creation and distribution of a survey 
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to find out the opinions of consumers on the methods used by organizations. This report is structured as follows: 
methodology, results, discussion and limitations, references, and appendix. Please refer to the appendix for a list of 
common terms (Appendix A), organizations researched (Appendix A), charts and graphs (Appendix B), and a copy 
of the survey questions along with an answers report (Appendix C). 

Arts and cultural organizations have been significantly impacted by the COVID-19 pandemic and their strug-
gles have been a lack of funding and attendance based on reports and guidance provided by the HAA in their news-
letters and other organizations offering grants and money to help out arts and cultural organizations. The actions that 
organizations have taken to keep and attract consumers have been moderately effective from a consumer viewpoint 
based on the results of the survey of consumers. At the start of this project, the general trend that was predicted for 
the common practices by organizations was that there would be at least a slight disconnect between what organizations 
think consumers want and what consumers want because COVID-19 has changed desires, needs, and perceptions for 
consumers while organizations struggle to function from a lack of funding, attendance, and a general disconnect from 
their audiences.  
 

Methodology 
 
The research methodology for this project was a two-step qualitative and quantitative approach. The information in 
this project was collected from the websites of arts and cultural organizations and then a survey was created and 
distributed for this project. The first division of this project used a comparative approach between twenty-six arts and 
cultural organizations. Emergent similarities and differences in the form of common practices and themes were ob-
served. The second division of this project was field research done by creating a survey that employed a range of 
questions from customer satisfaction with organizations to demographic questions. Analyzing the results of these 
questions provided insight into how effective the practices implemented by arts and cultural organizations were in 
attracting consumers and keeping them gratified. The two methodologies used are explained in chronological order in 
the following paragraphs, first the qualitative research into organizations is explained, then the quantitative data gen-
erated by the survey that was created and distributed is elucidated. 

The organizations that were analyzed for this project all had websites and offered or were in the process of 
offering some sort of digital activity for their consumers. The organizations are of different sizes and are all based in 
Houston and have primarily Houston residents that attend their events. The process used when researching organiza-
tions and other websites was that the data presented for consumers on the homepage was examined to see what infor-
mation organizations prioritized in giving to consumers. Then, the events pages were looked at to see which events 
organizations offered and which events were their biggest selling point. This was evident from the presentation and 
formatting of the pages. For example, if an organization prioritized getting donations from the viewers of its website, 
they would usually use a pop-up or a large headline on the homepage asking for donations. For something inconse-
quential, such as who all an organization’s staff are, it would be considerably harder to locate them as that is not the 
primary focus of the organization to display to the consumers. However, some organizations may be better at main-
taining their websites than others, so the data collected from some of the websites researched at the time may be 
outdated or inaccurate. Many organizations have other means of communication with their consumers such as Insta-
gram, Facebook, and other forms of social media. 
The second part of this project was a Customer Satisfaction of Arts and Cultural Organizations survey created using 
the platform SoGoSurvey. The survey was made to gauge the situation that consumers were in and what they wanted 
from arts and cultural organizations. To create this survey, examples of previous surveys made on similar topics and 
the common questions they asked were looked at. After that, a set of questions unique to this research project was 
created. 

There were four types of questions used: Likert Scale, free-response, multiple-choice questions (which in-
cluded ‘select all that apply’ questions), and ranking questions. Many of the questions used the Likert Scale, which 
was defined in the introduction. The questions were on a scale from 1 to 5 with options for either the level of agreement 

Volume 10 Issue 1 (2021) 

ISSN: 2167-1907 www.JSR.org 2



or comfort. The next type of question, free response, was used to gather additional information that can’t be gathered 
through other types of questions. This type of question provided the most interesting results as the responses weren’t 
predetermined and offered a surprising outlook on the types of services offered by organizations that had not been 
considered before. In the multiple-choice question format, some questions used a select all that apply format, while 
others followed the format of conventional multiple-choice questions. The last type of question was a ranking question, 
where a question was asked asking survey-takers to order various options in a specific type of order. All of the ques-
tions except for the free-response questions on pages one through four were required to be answered by the respond-
ents. Page five consisted solely of demographic questions, and to reduce potential feelings of discomfort caused by 
personal questions these questions were made optional. Despite this precaution, most respondents answered these 
questions. The period that survey takers were required to consider was the time since the COVID-19 pandemic, which 
is previously defined in the introduction. 

The survey was laid out by clustering the same types of questions within related topics, which were grouped 
by page. Each page dealt with a general idea, which is described in the following paragraphs. The overall pattern of 
questions was broad to specific. 

Page one, the first part of the survey, dealt with what general changes consumers would like to see in organ-
izations. The format of questions used for this page was solely Likert Scale questions, a term defined in the introduc-
tion. Statements such as “I would like arts and cultural organizations to connect members of the community.” were 
preceded by the question ”How much do you agree with these statements?” and a ranking scale from 1, strongly agree, 
to 5, strongly disagree, was provided for the survey takers to alter their answer. The number of questions on page one 
was six. 

The second section of questions on page two focused primarily on digital and physical at-home activities and 
financial aspects related to arts and culture that consumers had participated in. A much wider variety of format and 
number of questions were used on this page; intermixed Likert Scale questions, multiple-choice ‘select all that apply’ 
questions, ranking questions, and free-response questions were used and the number of questions on page two was 
twelve. The ranking questions asked respondents to order the choices using a scale of how impactful they were to the 
respondent personally. 

The third part of the questions centered around the comfort level of consumers in attending organizations in 
person, the effect certain safety practices had on it, and how soon they would attend. The types of questions used on 
this page were Likert scale questions and one multiple-choice question. The Likert Scale questions were in the same 
format as the previously described ones, but some had a different scale ranging from strongly comfortable to strongly 
uncomfortable. The number of questions on this page was seventeen. 

The fourth section of questions contained demographic questions to gauge the characteristics of the consum-
ers taking the survey. The type of questions were Likert scale questions and multiple-choice questions. The number 
of questions on the last page was six. 

A factor to take note of is that the majority of survey respondents are from the artist community, therefore 
there may be a potential artist bias. This may show up in a greater amount of support for artistic and cultural organi-
zations over other organizations, and an inclination to take part in more creative activities showing up in the results of 
the survey. The sample size of the survey was twenty-four people. All test takers resided in the Houston area and the 
questions pertained to only Houston arts and cultural organizations. The period over which the results were collected 
was seven days. The average time taken by respondents was 6.833 minutes. None of the respondents abandoned the 
survey, therefore eliciting a 0% abandonment rate.  
 

Results 
 
Gathering the results was a two-step process to consider both areas of interest: first, information from the organiza-
tions' websites and other websites such as those sources was taken; then, information was collected from the survey. 
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The structure of this section is that the results from part one are presented followed by the results in part two; succeed-
ing them is a synthesis of the results along with an analysis of what it means. 

The majority of the time in the first part of the project was spent on researching the websites of arts and 
cultural organizations and the websites of other organizations that offer arts and cultural organizations assistance to 
gauge their major struggles during this period and what services they offered to their consumers. Commonalities 
among what organizations asked consumers for, such as donations, and commonalities in newsletters about what the 
state of many arts and cultural organizations was, give insight into these struggles. There were common marketing 
techniques used on the websites, such as pop-ups and large event pictures to draw the eye to those parts of the page. 
Pop-ups usually asked for donations or a sign-up to their newsletter as shown on the websites of Contemporary Arts 
Museum Houston and Main Street Theatre. (“Contemporary Arts Museum Houston,” n.d.; “Main Street Theater,” 
n.d.). Many organizations, like the Houston Center for Contemporary Craft and the Houston Center for Photography, 
offered virtual events such as tours and performances along with some virtual classes and at-home activities (“Virtual 
Craft Camp 2020,” n.d.; “Virtual Learning,” n.d.; “Classes,” n.d.). Some organizations such as the Czech Center Mu-
seum Houston even offered audio tour guides along with virtual tours (“Czech Center Museum Houston’s Audio 
Guide,” n.d.). Some organizations additionally provided online publications such as magazines and newsletters (“Spot 
Magazine,” n.d.). The Houston Ballet provides many online events as part of its Stay Connected at Home mission, 
mainly centered around features and activities provided by their dancers and other invited interviewees (“Stay Con-
nected at Home,” n.d.). These events were usually free, which means that organizations weren’t making profits off of 
their digital events. Discounted ticket prices and season prices were evident, which leads to the assumption that or-
ganizations are not getting much attendance, and though they already have financial losses, they are being forced to 
lower their prices because customers are not attending their websites and signing up to attend their events in the future 
(“Dance Pass,” n.d.; “Theatre Under the Stars: Subscribe,” n.d.). Organizations also appeared to have an expanded 
social media presence, which is explained by the fact the internet plays a much larger role in connecting and informing 
people during the COVID-era (“Houston Symphony” n.d.; “Alley Theatre” n.d.). The common social media platforms 
used appeared to be Twitter, Facebook, and Instagram. While there would be expected competition between the same 
types of arts and cultural organizations, there was apparent solidarity among these organizations with many supporting 
and advertising the other organizations; members of the Houston Museum District, such as the Holocaust Museum of 
Houston, displayed this (“Within Walking Distance,” n.d.; Josehart and Zúñiga, 2020). A complete list of organiza-
tions researched can be found in Appendix A and a complete list of references in the references section. 

While much of the information in this part of this project was collected from the websites of arts and cultural 
organizations, some other websites and sources were also used. These were the Houston Arts Alliance (HAA), The 
Mayor’s Office of Cultural Affairs, and The Kinder Institute for Urban Research at Rice. Various grants and funds 
available to organizations were examined to determine the financial aspect. The HAA provided data on the Houston 
art community and the funding it received during Covid-19, and there is significant evidence of a decrease in jobs 
available, income, and stability for the arts community. Additionally, to gather additional viewpoints and assist in the 
process of creating the survey, numerous research, guides, and surveys were also considered. All of these items are 
discussed in the following paragraphs. Please refer to the appendix for the full report of the data accrued from these 
references. 

The HAA, a non-profit organization in Houston, was a vital source as it gathered information specifically for 
arts and cultural organizations. The main source used from this organization was a frequent newsletter that offered 
various sources of information such as funding opportunities, webinars, local news, guides, and surveys (“Houston 
Arts Alliance: Newsletter,” n.d.). The website of the HAA also provides resources for artists and arts and cultural 
organizations (“COVID-19 Resources for the Arts Community,” n.d.). The HAA partnered with other arts and cultural 
organizations to create a Relief Fund that is discussed along with the other grants and funds in the next few paragraphs 
(Houston Arts Alliance, 2020). A big aspect of HAA grants, Hotel Tax Occupancy (HOT), has also changed dramat-
ically. The revenue from this tax has lessened dramatically due to travel restrictions in the COVID era, causing grants 
and funds that depend on this tax to fall extremely short for the 2020 year (“Where does city of Houston arts funding 
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come from?” n.d.). Grants and funds were reduced by approximately 6%, with a total reduction of 51% (HAA, n.d.). 
Miller Outdoor Theatre, the arts and cultural organization that was most dependent on these funds, was also impacted 
the most. Additionally, Small Business Administration Loans are another aspect of funding that were affected (“Small 
Business Administration Loans,” n.d.). These are federal disaster loans provided to small businesses and self-em-
ployed people that have become imperative during this crisis. 

Organizations also employed the use of hashtags, which are an intuitive marketing tactic that would spread 
the word of what organizations are doing along with the organization’s name itself as hashtags lead to much more 
viewership as opposed to a single post. For example, the HAA promoted the hashtag #250ArtsChallenge (“COVID-
19 Community Resource Guides,” 2020). Among others, the Museum of Fine Arts Houston used #MFAHatHOME, 
the Houston Museum of Natural Science used #HMNSATHOME, and the Houston Center for Contemporary Craft 
used #craftwithhcc (“Virtual Experience,” n.d.; “HMNS at Home,” n.d.; “Virtual Learning” n.d.). 
The Mayor’s Office of Cultural Affairs offered two pieces of information: a letter from Houston Mayor Sylvester 
Turner and an Emergency Response Program Supporting Artists. The letter from the Mayor called for specific relief 
efforts supporting artists and nonprofit arts organizations such as providing additional funding and faster processing 
of artist visas (Turner, 2020). In partnership with gener8tor and Downtown Redevelopment Authority, the Mayor’s 
Office had also given creatives free access to a week-long webinar series about leveraging critical resources during 
this pandemic (“Mayor's Office of Cultural Affairs Announces Emergency Response Program Supporting Artists,” 
2020). 

The Kinder Institute for Urban Research brings together data, research, engagement, and action to make the 
lives of people and the environment around them better. Its website contained an article that stated: “The essential role 
of art has been exhibited during the COVID-19 shutdowns” (Cook, 2020). Based on research provided by the institute, 
this article detailed how important arts and cultural organizations are and their increased struggles. Theater especially 
has been impacted severely, and the loss of HOT funding, as discussed above, has severely impacted funding for arts 
and cultural organizations. 

Another trend that is related to some degree is the Black Lives Matter movement, which is highly supported 
by arts and cultural organizations. The Houston Museum of African American Culture particularly supported this 
movement, as was evidenced by their hashtag, #STAYINTHEMOMENT as their social media profile supports BLM 
(“HMAAC,” n.d.). The HAA also particularly showed their support for this movement through their newsletter where 
they attempted to spread information and awareness about the movement (“Tips for Hurricane Season Prep + New 
Resources for Equity + COVID-19,” 2020; “Return to Work + New Equity Resources + More,” 2020). There exists 
an inequality between organizations led by people of color and non-people of color. Research from Echoing Green 
and Bridgespan titled “Racial Equity and Philanthropy: Disparities in Funding for Leaders of Color Leave Impact on 
the Table” discusses the racial disparity in funding that exists between leaders of color and non-color (Jorsey, Bradach, 
and Kim, 2020). Many other articles provided by the HAA support the statement that there still exists an inequality 
for people of color even in the arts and cultural community; however, research also suggests that the arts and cultural 
community still tends to be more diverse than others such as healthcare (SMU Data Arts, 2019). Furthermore, more 
diverse organizations tend to be smaller organizations, and therefore organizations with lesser funding opportunities 
and smaller audiences. 

Some research, guides, and surveys were also analyzed for this project. Please refer to Appendix A for a 
complete list of those analyzed and the references section for references to all of them. The Culture Track and Audi-
ence Outlook Monitor surveys explored the feelings and opinions of Americans towards arts and cultural organizations 
on a national level, similar in some respects to the survey created for this project (Culture Track, 2020). The Houston 
Area Arts Research and Americans for the Arts survey explored the views and struggles of arts and cultural organiza-
tions during the COVID-19 era (Houston Arts Alliance, 2020). Art Became the Oxygen is an artistic response guide 
outlining the emergency projects and resources for resource providers and readers interested in providing care and 
help (U.S. Department of Arts and Culture, n.d.). 
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Grands and funds were analyzed for this project; please refer to Appendix A for a complete list. The Greater 
Houston Area Arts Relief Fund was created by numerous collaborating arts and cultural organizations such as the 
HAA, The Mayor’s Office of Cultural Affairs, and the Theatre District of Houston. This combined effort aims to 
provide funds and grants for artists and arts and cultural organizations. This is the largest Houston area relief effort 
for artists and organizations (Houston Arts Alliance, 2020). JFNY Grant for Arts & Culture and the Hearst Founda-
tions are national foundations providing grants for nonprofits in the U.S (“Grants for Arts & Cultural Exchange,” n.d.). 
The United States Regional Arts Resilience Fund, created by the M-AAA, a regional organization, aims to support 
small to mid-sized arts organizations (“United States Regional Arts Resilience Fund,” 2020). The LCH Digital Grant 
Awards provides grants based on the effective use of digital tools in the artistic landscape (“Mayor's Office of Cultural 
Affairs Awards Second Round of Digital-Focused Arts Grants,” 2020). The CARES Act is a national economic stim-
ulus bill passed in response to the economic difficulties caused by the coronavirus pandemic (“Cares Act Information,” 
n.d.). The IMLS CARES Act Grants for Museums and Libraries provides for the current and future COVID-19 needs 
of museums and libraries (“Institute of Museum and Library Services Cares Act Grant FRQ,” 2020). 

Subsequently are the results produced from the analysis of the survey. The Likert scale format of questions 
was used for most questions, with some free-response questions. A survey was sent out to family and friends to obtain 
results, which may qualify as a convenience and voluntary response sampling. It was sent out for one week and gained 
twenty-four respondents. The population of interest was those consumers that avail or want to avail of the services 
provided to arts and cultural organizations during the COVID-19 pandemic. The sample of twenty-four people was a 
group of friends and family known to take part in activities by arts and cultural organizations. This sample is likely 
too small to be able to generalize to the whole population, but it provides insight into the trends that exist in the 
population. The survey was sent out and made in digital form using the software SoGoSurvey. Please refer to the 
methodology section for the structure and types of questions in the survey. The following sentences discuss the major 
points observed from the overall results of the survey. Most respondents wanted organizations to be more connected 
and put out more content along with a different type of content than expected. 

On the first page of the survey, all six questions leaned towards strongly agree, except question six which 
wasn’t as strong as the others in that direction. However, it still leaned in a positive direction. This question asked 
about whether organizations should be more fun and kid friendly. This shows that artists prefer the professionalism of 
arts events but also wish that it was more casual at times. Also, the agreement with this statement could be explained 
by the fact that most respondents were between 30 to 40 years of age (as mentioned in the paragraphs below about the 
demographic data), which is around the time that many people have children. Therefore, many respondents could be 
parents looking to be able to take their children to arts and cultural events but at times are unable to take them to places 
such as musical theatres which are very formal occasions. For example, the Alley Theatre does not allow children 
aged under six years of age to attend its plays, and even if the child is above six, the theatre recommends that children 
be of at least thirteen years of age because of the mature nature of their productions. 

However, when asked whether they had used the digital services provided by arts and cultural organizations, 
the responses were mixed, showing that organizations should attempt to advertise their activities and employ more 
methods to try and get their consumers to take part in the digital services. Many of the respondents who utilized the 
digital services had already attended the organizations before in person, showing that the online marketing of these 
activities wasn’t strong as consumers probably took part in these activities because they knew about the organization 
already and didn’t attempt to try and discover organizations online.  

The next question was about the most popular activity during quarantine: cooking and baking, followed by 
art and then writing. The most impactful digital activities during the quarantine were virtual classes, followed by 
podcasts. 
The first free-response question asked survey takers how the previously mentioned digital activities could have been 
more impactful to them. The responses provide valuable insight into what organizations need to do on their part. The 
responses shared these general points: 1. More online classes 2. Free events 3. More marketing and organization of 
events that are available to help consumers find activities. This feedback also supports the inferences drawn in the 
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previous paragraph about the marketing of events. This also shows that though organizations are offering many free 
online events, most consumers would prefer events to be completely free. 

The need for more online classes is also supported by the second free-response question, in which respond-
ents were asked about additional creative activities they found impactful, and respondents asked for online classes and 
workshops. A surprising insight is offered by this into the activities offered by the majority of organizations versus 
the activities that consumers wanted to be available. The free-response questions and multiple-choice questions re-
vealed that people want online classes and workshops, as opposed to digital services like virtual tours and recorded 
performances, which had originally been predicted and supported by the trend of activities offered by organizations. 
The inference that can be drawn from these results is that consumers are looking for a greater return on investment in 
the activities they participate in digitally. Unconventionally using the term ROI to apply it to a consumer perspective 
in terms of time provides an interesting argument. The investment, in this case, could be either their time it takes them 
to complete the activity or how much money they pay to take part in a digital activity; in either case, consumers are 
looking for a way to enrich themselves and the skills they didn’t have time to focus on before, something which has 
become much more emergent in the COVID-19 era. This leads to a discussion of a possible proposed psychological 
aspect of this inference. This shows the tendency of people to serve their self-interest over others. Taking classes and 
workshops benefits oneself versus activities such as taking virtual tours which don’t help the self. This awareness of 
the self and benefits to the self has become more emergent during the pandemic. 

The locations or groups that were the most popular in offering digital activities were individuals and small 
groups, followed by museums and historical attractions, then by libraries or performing arts centers. This provides the 
observation that museums are more effective in providing or marketing their activities to consumers as the popularity 
of choosing that answer in this question was over double the combined percentages of libraries and performing arts 
centers. 
A comparison of the results about the financial aspects of the interaction between organizations and consumers reveals 
two contradictory findings: 1. Though survey takers said they would be willing to pay higher ticket prices to support 
arts and cultural organizations, the majority of respondents also had not donated to any type of organization during 
the pandemic. Arts and health organizations tied at 25% for donations while almost 50% of respondents hadn’t do-
nated. 2. While consumers expect that prices of tickets of organizations will be higher after COVID-19, the websites 
of arts and cultural organizations (from part one of the data) show reduced and discounted ticket prices in an attempt 
to attract consumers. Both of these statements convey that consumers may have been inclined to give more socially 
desirable answers by saying they would support organizations, all the while not attempting to support arts and cultural 
organizations. 

An artist bias was revealed in the next question, which asked respondents which organizations they thought 
currently needed the most support. Art and cultural organizations came out as the top choice, followed by educational 
and then health. A customary response from people who didn’t participate in creative and artistic activities to a great 
extent would not have arts and cultural organizations topping their list of concerns. 

Page three contained questions centered around the comfort level of consumers in attending organizations in 
person, the effect certain safety practices had on it, and how soon they would attend arts and cultural organizations. 
The general trend was that survey-takers agreed that all of the safety practices asked about made them feel comforta-
ble. The practices that made people feel most comfortable were disinfecting areas every day and no-touch transactions. 
When asked which locations they were most comfortable attending, respondents felt much less comfortable attending 
indoor events than outdoor events. However, attending museums, which are indoor locations, received responses lean-
ing towards comfortable, which is an anomaly from expected results. There are two possible explanations for this: 1. 
Museums are considered generally safer than other indoor locations by people. 2. Respondents weren’t paying atten-
tion to the questions. The data given by the last question of page three shows that most consumers will start attending 
arts and cultural events two weeks to one month after restrictions are lifted. The provides a time frame of up to two 
weeks after restrictions to prepare their locations for an expected influx of consumers. 
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Part Four, the last section of questions in the survey, was demographic questions. Income was very strongly 
impacted by the coronavirus and most respondents admitted to having greater feelings of worry and loneliness. Mid-
dle-aged people (30-40) were the largest category of test-takers. Also, there was a mostly equal distribution of race. 
The income of survey takers was mostly near 50,000, which can slightly be explained by the artist community that 
took this survey, as the salary of the majority of artists is similar to this number. This demographic data could be used 
in future times to understand whether specific types of respondents answer certain questions in specific ways. 
 

Discussion and Conclusion 
 
The predictions at the beginning of this project were proved correct. Though consumers are availing of activities and 
services provided by arts and cultural organizations. there are also many gaps in providing service that organizations 
could improve upon. The comparison of research from organizations’ websites and related websites with that of results 
from the survey proved effective in providing potential areas where inconsistencies exist.  

Consumers have many of the things that they want from arts and cultural organizations available to them, but 
there is a disconnect on how they get those resources. Some discrepancies mentioned in the above results include that 
while organizations are offering discounted tickets and season passes, consumers think prices are higher now in the 
COVID-era. This indicates a lack of communication. Consumers also complained of a lack of communication about 
event dates and when events are available. Though this information is usually provided on the organizations’ websites, 
this provides the recommendation that organizations need to make their websites more navigable and accessible, along 
with expanding their social media presence to notify their consumers about things like event dates. Additionally, or-
ganizations struggling during the pandemic need to communicate their needs more clearly to consumers through im-
proved online communication to get more of desired things like donations and attendance. 
 

Limitations 
 
There are some limitations to the research project important to keep in mind. The sample size was small, at twenty-
four people, and it was biased towards an artist community, meaning that the sample in this project doesn’t represent 
the general demographic of Houston. On day two of the distribution of the survey, the ranking question on page two 
malfunctioned and the survey got stuck on that page, meaning that people couldn’t complete that question. To solve 
this problem the ranking question was made optional. This process took two days to figure out, and it may have 
contributed to the small sample size as people were unable to finish the survey in the earlier days. There was also a 
time constraint to this project, which affected the amount of data able to be collected in phase one (the research) and 
how many responses were collected in phase two (the survey). 

What may have been done differently in this project is that the time in which this project was conducted 
could be extended to allow for the collection of more data. There would also be a greater emphasis on achieving a 
much larger and unbiased sample size to make the results more accurate. The survey may include more free-response 
questions to increase the chance of discovering data not considered before as was by the two free-response questions 
in this survey. Also, since some answers were conflicting due to the proposed socially desirable answers phenomenon, 
some questions could be worded differently to avoid this from happening.  
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