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Abstract: This study provides preliminary data for developing
university-based educational and traimng programs and to help
voluntary organizations in improving their effectiveness and
meeting their organizational objectives. This paper reports on the
pereeptions. attitudes. motivations and intentions of hoard
wembers toward their organtzation within a sampling of
resource-based voluntars organizations i New Hampshire,
Prehiminary results show that financial and buman resources are
two critical 1ssues facing this sample and arc target arcas for
potential educational programs  Board members express a
willingness to participate in educational programs, a majority
prefer formats that are easdy accessible or require low time
commitiuents

Introduction

Voluntary organizations are generally considered to make
important contributions to American society. Baumgartner and
Walker {1988) have estimated that over one-third of all
Americans belong to voluntary organizations and that most
people are involved in some voluntary activitics during a lifetime.
Given this widespread public involvement, developing the
capacity and success of these groups becomes an important
rescarch consideration. This is particufarlv truc in present times
of state and federal government downsizing. Morg specifically.
there is the 1ssuc of how to umprove the ability of voluntary
organizations (0 meet objectives and goals that will increase their
overall contributions and positive impacts upon local
communitics and regions

The targets of this study are voluntary organizations in New
Hampshire whose missions focus on economic development,
natural resources and the environment, historical/cultural
resources, recreation and community development . Speaificaliy,
the purpose of this study is to target attitudes. percephions and
behaviors of individual board members within these
organizations,

The overriding goal in exammning these groups is to develop a
more refined picture of what role the university communsty can

[
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plav 1y bullding effecuvencess of voluntary organizations. There
arc two specific goals in this process. First. data from this stady
will provide a basis for building education programs and
assistance programs that target key needs of voluntary
organizations, Sceond. this information will provide the
groundwork for building a database of voluntary organizations to
guide the University of New Hampshire's (UNH) and UNH's
Agriculture Experiment Station involvement,

Rationale

Voluntary organizations arc an important sector {0 studv given
the contributions they make to the imterests and concerns they
represent For instance, they can enhance community well-being
and create a contralized establishment for common interests and
concerns. In recent vears. these organizations have become
increasingly important components of the service scetor due to
the dechining funds received by the public sector (Torres, Zev &
Meclntosh, 1991) Because of this, more rescarch s necded to
understand these groups and their goals and objectives better,

One key aspect of any organization is its leadership. An
organization’s leadership provides the foundation for sctting and
achieving goals. Boards are crucial plavers of an organizauon’s
{eadership. and are contral to both private and public scctors
tHoule, 1961, Carver, 1990, fmproving board cffectivencss is a
fundamental method for improving organizational effectivencss
(Holland, 1991 Holland. Leshic & Holzhalb, 1993). Because of
this. it becomes important to constder idividual board member
pereeptions and attitudes to characterize the concerns hetter,
issucs and personal reasons for membership. On a more
aggregate fevel, this can be used to examine commonaltics
between board members in different organizations to provide a
basis for building cffectiveness and potential partnerships.
Specifically. the questions addressed in this paper include:

+  What arc some of the most common organizational activitics
of the sample of organizations, and what activitics arc
pereeived as the most effectively accomplished?

= What arc some of the most important issues and concerns
facing board members?

+  Why do board members belong to the organization?

«  What arc the most important barriers to group problem
solving?

e Arc board members willing Lo participate m board cducation
programs?

. If so. whal topics and educational formats arc most popular’

«  What other potential affiliations exist?

»

Methods

In the fall of 1995, more than 700 resource-based voluntary
organizations were identified and invited to participate in the
studv. Organizations consisted of those related 1o economic
development, commurity resources, historical/ cultural resources,
recreatson and the eovironment, This bist was derned from a
1991 State of New Hamipshure (State Department) pubhication of
voluntary orgamizations. This 1esource contains approxsmalely
3000 orgarizations i all. with names and addresscs of cach
regisiered group in the state.



An introductory letior was sent to the board president or cach
selected group. describing the purpose and main objectives of the
studv. A postage-paid posteard was included with the letier to
provide an opportunity to participate. The post card conssied of
questions concerning participation. the number of questionnaires
needed and the date of the next board mecting, This process was
mntended to single out organizations interested w taking part.
Based upon this. questtonnaires have been mailed (o board
members from 120 organizations. As of May 1996, response
consisted of 281 questionnaires representing 89 organizations.

Questionnaire Design

The survey snstrument itsclf 1s seven pages. contamning nine
different components. These include sections on activitics and
cffectiveness. issues and concerns., reasons for membership,

community and state priontics. barriers to group problem solving,

cducation/traming needs and cducational formats, organizational
affiliations. general optmions toward New Hampshire mdustrics
and demographic characteristies, Listed below are detailed
descriptions of cach component examined in this paper.

Activitics and Effectivencss contain a list of 23 variables
(potential activities) addressed both as to fevel of activity and
fevel of effectiveness. Lovel of activity is on a scale of | {0 3,
ranging from Noz an Issue (in the stateh to Very detive Tevelof
effectivencss 1s on a scale of 1o 4, ranging from Not fffectve w
Very Fffective,

Issues and Concerns provide a mechanism to better understand
board member pereeptions and attitudes. This section contains a
list of 19 variables on a scale of 1 to 5 ranging from Sirongly
Drsagree o Strongly Agree. Variables range from organization-
spectiic statements. such as contributions of new members, 1o
peneral tssues such as contributions from tounsm (o the state,

An opeu-ended section also is asking the top three issues and
concerns {acing thew organization

Reasons for Membership provide context Lo various reasons for
membership, and provide a better understanding of how
memmbers are driven to their leadership position. This section
contans a hst of 22 varables on a scale of 1 to 3 rangmg from
Not a Reason wo Parremely Tmporiant, Potential reasous mclude
personal gams snd social apportumities to more altnustic
measures such s contributing skalls as part of thewr envic duty.

Barrters to Group Problem Solving characterize why
organizations are not as cffective as possible. This section
includes 14 variables on a scale from 1 to 3. ranging from Aor a
Reason e Fxtremely Important. Potential reasons inchude
organizational problems such as financial resources to
intorpersonal issues such as biases and prejudice.

Education/Traimng Needs and Educational Formats has two
distingt question arcas. The first deals with educational and
traming needs and demand, and the second deals with potental
cdocational formats The purpose 18 1o understand past
experience and willingness to participate better . The education
and rrammng needs section asks both the number and tvpe of past
cducational sessions and asks both the withogness to attend an
cducational session and what v pes of educational needs are most
nceded. The second section deals with potential educational
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formats. This is characterized through a list of 16 vanableson a
scale of 1 to 4 ranging from No. Probably No. Probably Yes and
Fes. Statements range from low Lo high time commitments (1.e..
pamphlets, credit courses al the universitv),

Oryanizational Affiliations provides an initial look at what other
groups or organizations board members belong to or support
{within the Tast 12 months) This scetion is open-caded with a
ves/no response for whether their affiliations are as a leader,
active member or mnactive member/contributor.

Demographic Characteristics includes gencral questions to
characterize cach individual respondent better. Examples include
who or what they represent as a board member. vears with
organization/as a leader. education and time spent cach month on
duties refating to board functions.

Results

The following represents a sunimary of the major findings of the
project. On average respondents arc 53 years old with
approximately 55 percent being male. 43 percent female. The
group is well cducated with approximately 69 percent having at
lcast a Bachelors degree (B A or B.S)). Board members tend to
represent their own inlerests (65 percent) rather than that of a
government ageney or business, and spend a median tme of 5
hours per month on board-related dutics

Level of Activity / Level of Effectiveness

This scction provides a ghmpse mto the rost popular and most
cffectively exceuted activities within this set of organizations. As
for level of activity, the most common topics/activitics bisted as
‘most active” mclude protection of natural resources, promoting
the community's histonic character” and “educational programs
for membership’. Activitics within the “active” category mclude
image of the organtzation or association, educational programs
for membership and recrutment of new members. Activitics
hsted as “somewhat active’ include unage of commumty/state to
outsiders and again, recruitment of new members, making this an
tmportant component of most organizations, Those activities
considered as “not active” include improving relationships with
financial mstitutions, development of retirement communities and
capital muprovement plannmg. Bevond these indications of
organizational activ ity tevel, several topics were listed as "not a
topic” of concern in New Hampshire  The top three "not a topic’
responses include transportation issues. development of
retirement commnunitics and minimizing regulations on the
busincss comumunity.

Table | below. summarnizes these responses by percentage
response in cach categorv. This component highlights the
tmportance of mamtaming the organization through membership
retention, improvements and recruitment. The least important
topres melude those that are somewhat more focused on an issue
arca. such as transportation or retirement,

The fevel of offectiveness, based upon the same hst of activitics is
also measured m the questionnaire . Table 2. below, summarizes
the tevel of percerved organizational effectiveness by four
categories of very effective, effective. somewhat effective and not
cffective. Overall. promoting the communits s historic character,
open space protection and educational programs for membership



are considered most effectively undertaken according o those
who responded. The least eifective topics melude transportation,
retiremient issucs and minimizing regulations.  Some moderately
to effective issues include image of the community/slate to
outsiders. improving rolationships within the business conmumunity
and industry reoruitment. expansion or relention.

Table 1. Level of organizational activiny.

Level of Activity

“Fery Active

Protection of natural resources

Educational programs for membership
Promoting the community’s historic character

(27 4%)
(26.9%)
(23.6%

“Active”

Image of organization or association (46.8%)
Recruitment of new members {40.2%:)
Educational programs for membership (33 2%)

“Somewhat Active”

Image of community/state 1o outsiders

improving rclationships within the business
COmMuNItY

Recruitment of new members

{33.8%)

{32.7%)

(31.0%)

“Net Active™

Development of retirement communitics

Improving relationships with financial
mstitutions (27.2%)

Capital improvement planning 125.2%)

(30.5%)

“Neot a Topic”

Development of retiremicnt communitics
Minimizing regulations on business community
Transportation issues

{60 2%
{50.8%)
(43.1%)

Table 2. Level of perceived effectiveness,

Level of Effectivencss

“Very Fffective”

Open space protections

Educational prograras for membership
Promoting the community s historic character

(21.8%)
(21.1%)
(21.1%)

“lffective”

Image of organization or association
Image of communityv/state to outsiders
Educational programs for membership

(4%.4%)
(41.7%)
(40 2%)

“Somewhat Effective”
Improving relationships within business

community {46.9%)
Industrv recruitment, cxpansion or retention (46.7%)
Image of communitv/state to ouisiders {46 6%)

“Not Effective”

Development of retirement communitics
Minimizing regulations on business community (40.2%)
Trausportation issucs (373

A

The total namber of responses (N) for cach variable in this
scetion vanes according to organization. resulting in widely
varyving total response 1o cach topic. Therefore, the resulting
level of effectiveness for cach variable is weighted by the sample.
For instance. since many respondents are mombers of historical
or cultural orgamizations, the percentage who listed “promoting
the community’s historic character” is relatively high. Morcover,
other orgamizations, such as those that are environmentally or
business related. are not active in historical related activitics,
thus leaving the correspondmg fevel of effectivencss blanic
Bevond this, if a board member says that the issue is "not a topic”
i the activities section, they subsequently, are not included i the
effectivencss analysis. For example. “transportation 1ssues’ and
“development of retirement communities’ both have a high
frequencey of responses in this “not a wopic” category. Because of
ths. there is a correspondingly low total (N} in the cffectiveness
section for both vanables.

Overall, there is a great deal of overlap between level of activity
and level of effectivencss throughout the hist of 23 variables.
Based upon respouscs from Table 1 and Table 2, the least
wportant activitics correspond closcly with the least cffective
activitics. Likewise there are some similariues between the more
important activities and more cffective activities. Image of both
the orgamzation and community and cducational programs arc
high on both lists. One notable difference is in recruitment of
new members. Approximately 60 percent are active of very
active m recruitment, however only 43 percent consider their
organizations cffective or very effective m this endeavor.

General Issues and Concerns

Answers {0 issues and concerns provide a framework from which
to characterize respondents better. Those answers relating to
cach respondent’s particular organization can provide a better
understanding of thew perceptions and attitudes relating to service
as a board member. Some kev 1ssues contained within this section
include the following:

»  67.5% of respondents agree that their organization should
form partnerships with other orgasizations

= 97 1% plan to remain as a member of the organization next
year

*  86.7% plan to remain in a leadership position

. 10.3% believe their organization 1s not very effective
compared with other organizations

These figures suggest that respondents have a positive opinion
toward their respective organization and commit to maintaining
their membership. and most likely their leadership position.

The top three critical issues or “most important challonges™
facing the organization deal largely with human and financial
resources. Money (lack of) and membership concerns (both
quality and guantity of members) are the most widely histed
organizational concerns. A third subject arca, educational
programs for the public. is also of concern. though 10 a much
lesser extent than monev or membership,



Reasons for Membership

This section details potential reasons for membarship,
particularly their reasons for service on the board. Table 3
provides a breakdown of the fop three responses m the
aggregated categornies of extremely/very important, not a reason
and finaliv, somewhat / moderately mportant. Overall. the
rationale behind membership 1s highlighted by what the
individual can contribute or give back to the organization /
community rather than what bencefits accrue through membership.
Bevond this altruistic basis, social benefits {1 e, buildmg
friendships or acquaintances) arc moderately important and
should be considered as part of the total explanation behind
membership. Based upon this study, factors surrounding
personal or financial gains and pressure from outside forces
(family or friends) appear as rather unimportant to the overall
picture.

Table 3. Perceptions toward reasons for membership.
Reasons for Membership
“Very or Extremely Important”

To support Hus organization's efforts (84.7%)
To contribute skills to the board (55.8%
To encourage Jong-range planning (49 5%)

“Somewhat or Maderately fmportant™
To meet new people
To enjoy the soctal opportunitics

(35.49%)
(55.2%)

To get acquainted with people (54.0%)
“Not a Reason™
To mprove the profitabiiity of my business (76.0"%)

To satisfv fanuly or fricnds
To enjov local recogmition and prestige

{68 5%%)
{66, 3%)

Barriers to Group Problem Solving

This component centers around identifving key problent arcas
faced within an organization and its leadership. The purposce in
thiz s to define potential cducational and traming programs
bettee, Listed in Table 4 15 a record of problem arcas divided by
wportance. Lack of financial and human resources 1s by far the
mast important issue histed by respondents with lack of group
participation and lack of strategy both a distant sccond. The least
tmportant factors involve mterpersonal conflicts such as biases,
sexism and prejudice and donunation by one person or faction.
Maderately important factors include lack of knowledge and
procedural problems such as solving the problem before
understanding ol the issue,

Fducation and Training Needs

Omne of the clearest indicators of interest 1s 1n the responses to
cducation and traming nceds. Less than 37 percent of
vespondents have had any formal education or training relating to
their responsibafitics as a member of the board in the last three
vears However. almost 80 percent are willing 10 attend a traiming,
sion that would help with their work for the board (sec Figare
11 The most pepular or called-for subject s i fundraising or
grant writig  Similar 1o prior statements discussed in
issue/concerns and barniers to problem sohving, financial
resources are agam in the forefront as central problems/issue
arcas.

Table 4. Perceptions of bamiers to group problem solving,

Barriers to Group Problem Solving
“Very or Extremely Important”
Lack of Resources (financial/ human)
Lack of Group Participation

Lack of a strategy for Problem solving

(42.6%)
(23.3%)
(20.7%)

“Semewhat or Moderately Important”

Tendeney 1o focus on solution before
defimng problem

Unrealistic expectations of the process

An inadequate knowledge of issucs

(34.2%)
{53.4%)
(52.3%)

“Not a Reason”

Existence of biases, sexism. prejudice
L.ack of trust among group members
Dominance of group by one person/faction

(78%%)

Educational and Training Sessions
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Figure 1. Past participation and willingness to use education or
trapung sesstons relating to responsibilitics as a board member.

Fducational Formats

Bevond the wilhingness to participate m cducation or trawung 18
the need to understand what types of formats are most likely to be
attended or supported. Overall, the most popular educational
tyvpes are those that do not take much personal time or cffort
Pamphlets/hooks. videos and guest lectures are the most well-
received chorces. Among the least popular choiees are multiple
dav workshops and university courses (See Table 5). Given this
trend, training initiatives should consider limited willingness {c.g..
time limutations) when developing programs or materials,

Affiliations

This scction provides an initial ook at the number and type of
cach respondent’s other organizational affiliations. lna
preliminary examination, 230 of 281 respondents listed at least
onc other group affiliation. Typical organizational types listed
include service organizations / chanitics, town level organizations,
schoole or vouth groups, natural vesource organizations and
churches. This information 15 important because it indicates that
mombers arc a part of other organizations and provides a
potential basis for partnership building and collaboration.



Table 5 Willingness to use/participate i difforcmt educational
formats.

Educational Formats

“Yew ar Probably Yes”

Guest expert/lecture

10 munute video for use at a mecting
Pamphlcis/Bouks

30 minute video for home use

(89.9%)
(87.39)
{R3.7%)
(82.3%)

“Na or Probably No™

Credit course at anjversity
Multiple evening scssions
Multiple dav workshop - weekend
Night classes at the university

(79.2%)
(70.5%)
(66.5%)
(66.2%)

General Considerations

This study is an initial attempt to reach voluntary organizations
within the state. The goneral goal is to create a elearer picture of
how the eniversity can play a role in building educational and
training programs to address their major needs. The
questionnaire design provides a mechanism to identifv and
measure these needs. In maplementation it becoraes clear that
voluntary organizations arc a somewhat difficalt group to reach,
The purpose of the initial mailing was to identify inferested
eroups. presumably those who would be most willing fo use
educational programs. However. even in singling out those who
ok the initiative to indicate a willingness to participate. there is
stilf a low Jevel of response among board momburs,

Clearlv, board members are a busy group that already volunteer
uimic and effort for the good of the organization. Low responses
can partially be attnbuted to lack of tune or the inability to
cffcctively explain the puspose and uscfulness of the rescarch
However based upon the responses received, a number of
generalitics can be formed,

«  Oversll, majority are willing to receive training relating 1o
their service on the board

«  However. this majority suill docs not want to spend much
time in the educational process

»  Some general educational nceds appear common throughout
organizations. These include lack of resources and
membership participation and recruitment.

»  Universities could address this limitation by focusing on the
following topics 1 producing educational material:
Fundraising / Grant writing: Recruiting members: Improving
participation of current membership: and Developing
strategies {or problem solving and goal sctting.

Further Research
One research need is in developing a better understanding of
current organizational-bascd affiliations or partnerships.
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Specifically, questions might center around types of organizations
and the benefits from collaboration. The goal 1s to broaden the
depth of knowledue concerning shared needs and resources

Another avenue to explore is in the differences and similaritics
between types of organizations. For instance. do different types
of groups. such as cconomic development organisations and
eavironmental organizations. have similar issucs and problems or
are there any distinct issues that tend to center around different
organtzation tvpes. This type of information is uscful in more
clearly defining what types of educational programs and/or
collaboration efforts arc best suted for different orgamzations.

Finallv. work can be done to examine the attitude/behavior
consistency between willingness to participate in educational
programs and willingness to usc varous tvpes of cducational
formats. A majority of board members have indicated that they
are willing to participate s some cducational programs.
However. it is an important to understand how statements of
willingness translate nto actual intentions to participate in
cducational programs as part of a board member’s function to
become more effective, This type of information will provide a
basis for exploring the link between individual attitudes or
motivations and behavioral intentions toward improving
organizational effectivencss.
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ZONE: A WORKING PAPER
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Abstract: This paper reports the results from the application of
the social science rescarch planning process 10 the New
Hampshire Coastal Zone (NHCZ). The paper identifics, lists and
prioritizes critical coastal management issues and social science
rescarch needs associated with these issucs and the development
of the NHCZ.

Intreduction

Coastal and tidal waters are important to New Hampshire  These
waters and the lands adjacent (o these waters, include some of the
state's most valuable assets (c.g.. important agricultural soils,
woodlands. fish and wildhife habitats. tidal marshes. natural
arcas, wrban waterfronts, histone sites. transportation rights-of-
way, cconomic development projects, housing sites, tournist
atfractions and recreation arcas). Management of New
Hampshure's v atuable coastal resources takes place in an
enviconment of contmuous social and ceological change. These
changes have posed & number of challenges to the productivity
and integrity of the coastal system and processes A vast
majordy of these challenges tacing the coastal svstom origmate
direethy or indireetdy {rom human activiey,

Coastal resource managers. policy makers, planners and mterest
sroups bave responded (o the challenges facing coastal and
cstuarine svstems by sponsoring a svstematic program of
seientific research This rescarch program has identified and
clagsified the biophysical components of coastal systems, which
m tarn, has provided o better understanding of the geologic.
hydrologie, iological, and ceologieal processes assoctated with
coastal svstems Smnlar efforts, howaever, bave not been devoted
 sponsoring an organized program of social scienee rescarch
that allows for an understandmg of the various social, coltural,
and political components of coastal and estuarine systems and
thelr relationships to coastal processes. resources and cconomic
development policies. In response to this imformation voud. the
Umyversity of New Hampshare's Departiment of Resource
Eeonomics and Development. with grant suppost {rom the
University of Maine and New Hampshire Sea Grant College
program. completed a prelimunary Social Scienee Rescarch Plan
for New Hampshire's Coastal Zone

Social Science Research Plaw: Delined

A Social Science Research Plan (SSRPY s an organized . wnitien
strategs for acquiring social science miormation that will assist i
the optimal managemoent of coastal and estuarme resources. o
be useful. soctal scicnce mast be organized m advance to meet the
needs of managers, planners and decision makers (Machlis and

Krumpe, 1984). A well-planned program of applicd social
scicnee can assist deeision makers, managers and rescarchers in
identifying and resolving many of the challenges facing the
NHCZ. This research can be defined as rosearch concored with
the management of the human actions and micractions within the
context of 2 speaific natural resource sciting {Parker, et. al.,
1492},

Rationale

Natural resource management has been defined as the interactions
between human populations. socio-political organizations,
culture. and the biophysical environment (Field, 19%7). Inrecent
vears, social science research has made significant advancements
as an apphed discipline relevant to the management of natural
resource systems.  This has occurred because biclogists.
ecologists, and hvdrologists have increasingly prasped a harsh
disciplinary reality: solutions to biological and environmental
problems e in social. cultural and economic svstems {Machlis,
1992}, In other words, technical solutions to many biological and
environmental problems within coastal and cstuarine svstems are
available; but social. cultural and economic obstacles impede
their implementation.

The Social Science Rescarch Plan can serve as an advisory
document to nsure that high priority rescarch is given attention.
A planned program of applied social science research can holp
guarantee that the right mformation is available at the right time
The resources avatlable for social science rescarch are wo scarce
and precious to be used m an unplanned wav. Staff tim, social
science expertise, cooperation with other agencies. funds and
facilitics must be carefully managed throughout the coastal zone,
A Social Science Rescarch Plan {(SSRPY waill minimuze costs,
merease cffectivencss, and assure that results are useful in scrving
management and policy needs (Machlis, 1991,

Overview of The SSRP
The Social Science Research Plan will

o Identfy agencics and organizations within the New
Hampshire Coastal Zone (NHCZ) that are potential
sponsors and/or users of social science rescarch:

o Roview oxisting soctal science rescarch completed by the
agencies and organizations responsible for the management
and/or development of the NHCZ. to include a section that
summariscs the findings by population studied. identifics
works in progress, and examines the strengths and
weaknesses of the social science rescarch;

. Identifs and prioritize the eritical coastal management
wssues and soctal science rescarch needs associated with
these issues and the development of the NHCZ,

Limitations of The Plan

The plan presented in this working paper considered soctal
seience as those acadenue disciphines that apply the scieatitic
method to social issues. Soctal scienee from this perspeetive
ncludes cconomics. sociology. anthropology, geography,
psychology. human ceology. commumity development. recreation
management. tourism, and forest management, among others.



Thas working paper did not attempt to identify the social scicnce
rescarch needs associated with New Hampshire's manne fishery
resources, only those social science rescarch needs associated
with management and development of coastal resources were
considered. This plan should be considered as an advisory
document and should not preclude the completion of a more
comprehensive Social Science Rescarch Plan for the NHCZ,

Description of the New Hampshire Coastal Zone

New Hampshire's Coastal Zone includes three distinet arcas the
Atlantic seacoast (1.c., 18 miles of white, sandy beach and rocky
shores). Portsmouth Harbor and Piscataqua River {i.e, New
Hampshire's only occan port terminal), and the tidal rivers and
estuaries. The Coastal zone also includes the Great Bay Estuary
and the Hampton Seabrook Estuary. The Great Bay Estuary was
designated as a National Estuarine Rescarch Reserve by the U S,
Department of Commerce in 1989, The Rescrve consists of
4,471 acres of tidal waters and mudflats and approximately 48
miles of shoreline (includes the Great Bay National Wildlife
Refuge). The Hampton Scabrook Estuary contains
approximatety 6,600 acres of tidal wetlands and the largest
expanse of saltmarsh in New Hampshire's Coastal Zone.

Agencies and Organizations

There are more than 130 agencies and organizations that are
mvolved with or responsible for planning for the usc and
protection of the market and noamarket values of New
Hampshirc's coastal resources (sce Figure 1)

Federal
Non-Profit 21%

10%

State

10%
Regional
2%
Private
Local Sector
42% 15%

Figure 1: Organizations with responsibility for the management
and/or development for the NHCZ.

These organizations, agencies, groups and mdividuals plan for
and take actions directed toward the enhancement, development
and protection of coastal resources.

Agency and Interest Group Involvement

This section will identifv and provide examples of some of the
agencics/organizations active in the coastal zone at cach of the
following levels: federal, state. and local governments, regional
organizations. private sector industrics, and nonprofit
environmental and economic development groups.
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& Federal Government. At the foderal level. there are more
than forty-threc depariments, agencies and programs that have
management or policy responsibilites. Those most active in the
NHCZ nclude the National Occanic and Atmospheric
Admumstration: the U.S. Environmental Protection Agency
{USEPAY, the U.S. Army Corps of Engineers: the Federal
Emergency Management Agency, Department of Delense
{Portsmiouth Naval Shipvard). the Depaniment of Transportation
(ULS. Coast Guard). the Department of Encrgy. and U.S. Fish and
Wildlife Service (Groat Bay National Wildlife Refuge).

@ State Govermment. Al the state level, there are more than
twenty departments, dwistons, or programs responsible for the
management and/or development of the NHCZ. Those most
actively involved welude the New Hampshire Coastal Program,
the Division of Parks and Recreation, the Depariment of Fish and
Wildlife Resources, the Water Supply and Pollution Control
Division. the Wetlands Burcau. the Sea Coast Science Center,
and UNH's Jackson Lab and Cooperative Extension.

e Local Government. At the local level there are more than
eightv-five governmental organizations that arc responsible for
making decisions that affect the NHCZ. There arc scventeen
communilics that include a portion of the NHCZ within their
admunistrative boundarics. Each community has a number of
local government agencies. such as the Boards of Selecimen.
Mavors and Town Councils, Planning Boards and Departments,
and Conscrvation Commissions. Boards of Sclectman are
responsible for the management and administration of local
community budgets and town services, facilitics and propertics:
planning boards or departments arce responsible for developing
and admimstering land use regulations and the masier planning
process; and conservation boards make recommendations to
planning boards and municipal governments on issues associated
with the management, development, and preservation of coastal
TCSOUTCCS.

@ Regional Organizations. There arc at least four regional
organizations responsible for planning for the management and
development of New Hampshire's Coastal Resources. Those
agencics most active in the NHCZ arc the Strafford Regional
Planning Coramission. Rockingham Planning Commission,
Strafford County Conservation District, and Rockingham County
Conservation District.

® Non-Profits. There are more than twenty nonprofit
organizations with interest in various facets of coastal resource
management within the NHCZ. Those organizations most active
in the coastal zone include the Audubon Socicty of New
Hampshirc: New Hampshire Association of Conservation
Commissions; the Nature Conservancy: Friends of Odiorne
Point; Friends of Wentworth By the Sca; Portsmouth Advocates,
the New Hampshire Municipal Assoctation: Great Bay Estuarine
Svstem and Conservation Trust; Lamprey River Watershed
Association. Society for the Protection of New Hampshire
Forests: Nature Conservancy: and New Hampshire Trust for
Public Lands.

@ Private Sector. Many difforent businesses have a vested
interest m the social and natural resources of the NHCZ. These
business include the Business and Industry Association; New



Hampshire Charterboat Operators: Isle of the Shoals Steamship
Company: Sea Coast Council for Tourism, Public Service of New
Hampshire; Sprague Energy. Granite State Minerals:
Portsmouth; and Hampton Beach Chamber of Commerce. These
businesses and professional associations function under a wide
variety of mandates dependent upon the focus of the specific
mndustry involved and their link to coastal resources.

Review of Existing Research

This section reviews the existing social science rescarch relevant
to the NHCZ. The scope of the review is limited to availabie
social science reports, planning documents and articles the deal
directly with management, development and planning activities
within the NHCZ.

Methods Used te Conduct Review

A systematic search was made to locate existing research reports
within the coastal zone to include those related 1o the human
dimensions of natural and social systems. The scope of the
review was limited to available social science reports and articles
that deal directly with New Hampshire's coastal and estuarine
system. A systematic review of reports held at the New
Hampshire Office of State Planning (Coastal Program), the
Regional Planning Commussions (Strafford and Rockingham),
New Hampshire Division of Parks and Recreation and the New
Hampshire Fish and Game Department was completed.
Bibliographies of the identified reports were scarched for related
material as well as Annual Agency Reports. Finally, contact was
made with representatives of a selection of local and national not-
for-profit organizations, local/regional planning and economic
development orgamizations, state and federal agencies, and others
to find out if they had knowledge of additional social science
research projects or publications.

@ Existing Research. A total of 35 social science reports were
identified in the review. The carliest report identified was
published in 1980. Of the 35 reports, 24 have been published
since 1990. Thirty-five different organizations provided support
for the social science research projects identified. Local
municipalities and regional planning comnmussions supported
fourteen of the research projects identified, Maine/New
Hampshire Sea Grant supported seven and the New Hampshire
Coastal Program was the primary sponsor of four of the research

projects.

@ Research Methods. Several research methods have been
emploved within the coastal zone. Figure 2 shows the
methodology utilized in the social science research projects
identified in the literature review.

A majority of studies identified employed the use of
questionnaires. A plurality of these studies utilized telephone
surveyvs or mail questionnaires. Response rates to the studies
vanied from 4% to 74% (e.g., 8 community studv distributed
3,432 questionnaires by mail and 152 completed questionnaires
were returned).

The quality of the research design of the studies varied
considerably. The telephone surveys, for the most part, used
state-of-the-art telephone interviewing systems that produce very
reliable results. However, in one case, the data collected from a
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random tclephone survey were combined with questionnaires
collected from a sclf-selected sampie (i.¢., the questionnaire was
published in a local newspaper). Other techniques included focus
groups or brainstorming sessions with people knowledgeable
about specific coastal issues and analysis of local economic and
census data,

Teiephone

Qther
Methods
2%

interviews
11%

Figure 2: Research methods used to collect social science data
within the NHCZ.

@ Strengths and Weaknesses of the Research. The available
social science research relevant to the NHCZ reflects the lack of
prior rescarch planming. Manv different user groups have been
studied, others ignored, and the data have not always been useful
in serving the management needs of the NHCZ. One strength is
the many different agencies and organizations who have
sponsored social science research in the coastal zone--this shows
that a number of agencies and organizations value social science
research enough to provide fiscal and administrative support for
these research efforts. Another strength is the diversity of the
social science research—it provides a baseline information that
can be used to momtor changes in uses and developmental
preferences of the NHCZ.

The concentration of studies of coastal communities is both a
strength and weskness. The results from the coastal community
studies suggest some general trends, and data have value for the
community planning process and for targeting education
programs. A major limitation of these research projects is that
most of the questionnaires had only a few questions with
relevance to the coastal system. Likewise, the data were collected .
using different methods, at different tmes, and using differemt
questions and measures. This problem prevents the comparnison
of management and coastal developmental preferences across the
commumities and does not allow the resuits of these studies to be
generalizable to the population of the NHCZ.

There are a number of voids in the social science literature. Mos?
noticeable is the lack of data on participation rates and trends in
various recreation activities within the coastal zone for residents



of coastal communities and the State of New Hampshire. The
literature also lacks cconomic impact data for a variety of user
groups. Vaske and Donnelly (1992) and the Donnelly and others
(1992) studies of recreation and commercial fishermen are an
excellent starting point, but similar studies should be completed
for bird watchers, plessure boaters, excursionists, and visitors to
specific attractions, to name a few.

Finally, there have not been any studies that document the many
interdependencies between the protection of coastal resources and
the economic benefits derived from those resources. In summary,
the social science research completed within the coastal zone was
not completed in a systematic fashion and there is a need for more
diversity in the units of analysis that are examined.

Critical Issues and Social Science Research Needs

The critical issues and specific social science rescarch projects
were identified through personal interviews with individuals with
responsibility for the management and/or development of the
coastal resources. A total of twenty-two interviews were
completed with a broad cross-section of agencies and
organizations, to include representatives from New Hampshire
Division of Parks and Recreation, Sca Coast Science Center, New
Hampshire Audubon, Strafford Regional Planning, Rockingham
Regional Planning, US Fish and Wildlife Sexvice, New
Hampshire Department of Environmental Services, Office of
State Planning, New Hampshire Coastal Program, Hampton
Beach Chamber of Commerce, Sca Coast Council on Tourism,
Portsmouth Advocates, and others.

Critical Issues

The literature review and interviews with agency staff allowed for
the identification of a number of critical issues facing the
management and/or development of the NHCZ. Fach of the key
mformants was asked to respond to the following question:
“What are the most important issues facing the management of
the NHCZ?". This section includes a bricf summary of some of
the issues identified by the key informants.

Aquaculture: A lack of a comprehensive state policy that guides
or controls the development of shell or finfish aquaculture within
the New Hampshire tidal areas. Staie policy toward marine
aguaculture is most ofien a haphazard response to external
demaands and is primanily reactive. Aquaculture also represents a
threat to water quality and the aesthetics of tidal and coastal
arcas.

Coordination: There are scores of agencies, departments,
orgamzations, divisions and other forms of burcaucracy with
regulatory authonity over the NHCZ. Lack of coordination and
communication between various units and levels of government
that have some degree of control over coastal resources and land
uses represents a serious threat to the planning and management
of the NHCZ. For example. local and regional plans are not
compieted in conjunction with the management plans for state
park arcas in the coastal zone.

Economic Development: Use and over development within the
coastal zone. Need for an integrated plan that guides coastal
development. There are many competing uses that are never
addressed in the planning process. For example, residential
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developments out-compete more legitimate and traditional uses of
the NHCZ.

Education: Environmental conservation and economic
development require an understanding of coastal systems and
processes. An integrated regional enviconmental plan must
include research and an education/information component that
build public awareness and promotes environmental behavior for
residents and visitors to the NHCZ. Education must be improved
at all levels and for all relevant populations in order to produce a
more informed citizenry that can respoasibly address
environmental problems. Initiatives should enhance
environmental awareness and education, as well as to promote
waste reduction and the development of environmentally sound
industries. There is also a need for an education initiative
directed at planners, resource managers and policy makers that
facilitates an understanding of the role of social science rescarch
in natural resource planning policy and management.

Habitat Conservation: As development of New Hampshire
coastal areas continues, habitat loss and fragmentation remain
significant problems. Land acquisition and easements by local
conservation commissions and nonprofit organizations are
important strategics for preserving coastal habitat. There is also
a growing recognition of the importance of preserving linkages
and corridors between protected lands.

Non-Point Pollution: Runoff from strects, roads and other
impervious surfaces pose a serious threat to the quality of coastal
waters. Other sources of nonpoint pollution in the NHCZ. include
leachate from septic systems and sediment runoff from
construction sites. There is a need to enlist public support for
nonpoint source pollution control measures (i.¢., shorehine forest
buffers).

Recreation: Coastal growth and development threaten the
quality of recreational opportunitics and access to coastal
resources. Conflict between recreation users groups and other
users of coastal resources encompasses a wide variety of resource
allocation decisions (i.e., recreational and commercisl fishermen,
shipping and recreational bosters, etc.). Resource management
programs and practices have impacts on the quality of the
recreation experience at coastal parks and recreation areas (re.,
trash collection policy, fee structure, ctc.). Conflict between
participants in vanous recreation activitics is also a concemn (i.¢.,
surfers and swimmers, fishermen and pleasure boaters, etc.).
Resource managers and planners need to understand the diversity
of persons visiting and using New Hampshire's coastal resources,
the different needs and goals thev are pursuing, the things they
need from the resource in order to attain those goals, and the
consequences of people interacting with others who have different
agendas. ”

Regulations: Protecting the character and quality of coastal
commumitics in an important issuc in the coastal zone. A number
of localities have sought (o protoct community character and the
associated coastal resources with design/review standards and
regulations. Issues associated with these topics deal with basic
property rights as well as techniques with which to regulate the
impacts of development (i.¢., permitting process, zoning, eic.).



Transportation: Traffic congestion and poor air quality are
scrious problems within the NHCZ. Both of these problems can
be directly attributed to the over-dependence on single passenger
vehicles. Therc is a need for a public transportation network that
links vanous components of the coastal zone. Respondents
identificd the importance of considering the feasibility of creating
a water hink between the Sea Coast Science Center and downtown
Portsmouth: a bus or trolley that travels the entire length of Route
fa: and the development of a comprehenstve trail svstem that
links communitics. schools, stores, attractions, beaches and
parks.

Tourism: A regional organization with responsibility for the
planning, development, and coordination of tourism within the
NHCZ docs not exist. A regional perspective is essential 1f
tourism is to be developed to maximize its benefits and mnimize
its costs. Most coastal commumitics cannot afford tourism
planning and development specralists, and lack basic information,
and know-how to manage and control tourism development.
Manv local community leaders do not perceive tourism as
economic development, nor do they recognize the importance of
environmental protection to the tourism industry. Some local
people do not want others visiting their arcas. Public aceess to,
and usc of, Great Bav Wildlife Refuge is imited. A strong effort
1o develop the potential of the Refuge as a destmation for
ecotourism should be mvestigated.

Wetlands and Coastal Resource Lands: Loss of coastal
wetlands has been a significant problem in the NHCZ. Logs of
coastal and tidal wetlands have slowed considerably with the
pohey guidehines that mandate the “maximum degree of
protection and preservation of our natural environment” (RSA
483-Af-by. However, there are a number of inittatives bemg
made at the national fevel (o redefine what legally constitutes a
wetland, thus reducing substantially the arca over which federal
permit control would exast {Beatlev. et al.. 1994). Whalce large
scale coastal wetland loss 18 now uncommon there remains a
problem of incremental and piccomeal losses and the concern that
the "wetland resource base s slowly being nickeled and dimed to
death™ (Reid and Miller, 1089)

Each of the meues wdentified have substanfial social components.
I order to make nformed. technicallv-sound decisions on coastal
sone management 1ssucs, managers and pohicy makers must
understand the social and economic issucs as well as the natural
processes involved. [his eritically important to develop and
maintain an adequate data base on the social and economic
aspects of coastal zone management. A strong commitment to
the social component of coastal resource management will serve
to identifv cmergmg problems, help develop appropriate
watershed management strategies. assess the applicability i New
Hampshire of management strategies developed m other states.
monitor the effectiveness of education/ outreach programs, and
conduct long-term trend analvsis. The next section will ughlight
some spectfic soeal scicnce rescarch necds.

Seocial Science Research Needs

Each of the kev informants were asked to respond to the
following question: "What arc some spectfic social science
research projects that will assist management in wentifving
solutions to the problems {acing the NHCZ™ Table | presents a

summary of these topics and some specific rescarch guestions
that were identified. These topics were organized into eight
groups that best reflected their content.

Table 1. Rescarch Questions identified in the kev informant
INLCTVIEWS.

Transition Impacts. What arc the impacts of shortages in
fishery stocks and the expansion of tourism, recreation and
retirement industries on the carrent residents of coastal
communitics and local governments”?

Attitudes and Awareness. What are the attitudes toward and
awareness of a variety of water quality problems and land use
issucs for a broad representative sample of the public living
within the watcrshed of the Estuarine System?

Threats. What are the pereeived threats to the scenic, natural,
and cultural resources in the NHCZ from the perspective of
resource managers and administrators?

fmpacts of Tourism. What are the expenditure. emploviment and
tax impacts of tourism within the NHCZ?

Land Acquisition. What information and rescarch will assist in
the development of a tand classification system necessary 1o
guide land acquisition programs within the NHCZ?

User Conflicts What coniTicts exist between difiercnt user
groups? What factors are responsible for generating these
conflicts? How can these factors be controlled?

Recreation Behavior To what extent do New Hampshire
residents utilize the coastal sone for reereation” How do they use
the coastal resources”? How much is the public willing to pay for
coastal recreation”? resource protection?

Cooperation. How are the various governments cooperatimg on
issues affecting the management of coastal resouarces and
planning for economic development? How can this be improved”?

Summary Remarks:

This working paper 1s a preliminary attempt to identify and
organizc the social science research needs of planners, managers
and policy makers with responsibility for the management and
development of the NHCZ. The actual contribution that social
scicnee can make to the management and development of New
Hampshire's coastal resources will depend upon on the
willingness of resource managers, decision makers and other
scientists to mvolve social scientists m cooperative management
and rescarch programs. {t will also depend on the ability of the
soctal science community to contribute vahid mformation in a
timely manner in a uscable format 1o the potential users of this
soctal science rescarch (Machlis, 1992),

The conceptual strengths of the social scienee research planning
procoss should be attributed to the insights and the viston of Dr.
Garv Machiis (Sociology Project Leader at the Cooperative Parks
Study Unit of the National Park Scrvice at the University of
Idaho). Anv problems associated with the application of the
social scionce rescarch planning process to the NHCZ should be
attributed 1o the author,
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Abstract: The purpose of ths study is the development of a
greenway corridor plan for Tannery Brooh in Holvoke,
Massachusctts  The steps in the grecaway planning process for
an urban comdor are presented. The objectives of the study are
to design a greemway plan {or the upper reaches of Tannery
Brook that will' 1) provide the residents of Holvoke and the
surrounding commumitics with passive recrcational opportunitics,
2) proteet the remaming natural riparian cormidor from further
development, and 3) hink the greenway with the Holvoke
Community College hiking trads which are, w turn_ finked to the
Metacomet and Manadnock Trail svstems.

Introduction

Duc to the searcity of open land and the increased degradation of
the natural eny ironment in urban areas, it has become
mereasinghy difficudt to develop greenway corridors that ofter
recreational opportunitics for city residents With escalating
pressures to develop land especsally along waterways in order to
maintatn fiscal stabilits | many watershed arcas across the country
have beep over developed. For these reasons 1t is eritical lo
designate greenwas corridors fo protect these areas from further
developmient and provide reercational opportunitics.

Tannery Brook, located i the Connccticut River Valley of
western Massachusctts, flows from Holvoke Commumity College
south to the ngleside Mall and mto the Connecticut River While
the upper reaches of the brook at the college are m a
predonunanthy stable nipanan state, the lower portions of the
brook by the mall are severely degraded by crosion and
channelization. Extensive development continues with additions
to the mall and the surrounding business arca.

Due to the existent stream conditions. the grecnway planning
process for Tannery Brook considered extensive eavironmental
assessment mventory and recommendations for the lower reaches
in arder {o stabilize the stream for recrcational use in the upper
portion  The methods used m this study to collect data include
ficld site analby sis. map nventories, video of exstent conditions
and engineering techmaues, and an overview of historical and
cultural atiributes of Tunnery Brook. Freld site analvsis data
mehude soil, topographic. landform, and water resouree data. A
detmied inventory and analysis of the vartous engincering
techmaques used 1o drect streambed flow was taken to determing
the effects of the upstream flow on downstream degradation. The

244

Greenway Plan for Tannery Brook includes maps and
recommendations for sites for restoration techmiques to stabilize
the streamibed. and the most appropriate site for the greenway
corndor,

The followmyg greenway planning steps include methodological
wechmques that may be applied o develop a greenwav cormidor,
The planning steps should be considered as a framework for a
particular commumty to follow. I sufficient data cxist for some
of the steps. the data gathening process should concentrate on the
other steps  In this way, the planning model may be tatlored to
mect the needs of an individual commumty, For example. i a
community recently conducted an extensive covironmental
assessment. thore is 1o need to focus on this part of the planning
process. in this case the planners may proceed to the other arcas
of rescarch.

Step 1 Conduct an Envirenmental Assessment of the
Watershed

An environmental asscssment of the watcrshed includes analyzing
data on the following attributes: wetland information, existent
land usc. topographic features. large arcas of impervious
surfaces. parcel ownership. existing streambank crosion.
channchzed arcas of streams. culvert characieristics, vegetation,
sutls and slope The watershed data are collected m the field and
analy zed to 4 s arcas of cnviromnental concems.

Field work 15 also conducted to measure and analyzc existing
stream flow conditions The data to assess streamflow include
base flows from historical records and ficld observations  After
the base flow of the watershed s established from historical
review, storm volume mmpacts and flood elevations from climatic
sterm pattems m the arca are anabvsod. Field data that
determines storm inpacts mchude ood clevation levels at
culverts, roadwas s, bridges, and channelized arcas. When flood
fevels are determuned, bioengneering sites may be proposed.

Water quality analvsis for the stream is another component of the
watershed assessment. Water quality sampling {or turbidity and
pHevel 1s conducted  Backpround water quality sampling is
taken at established sites in the watershed. Bach site has an
upstream and downstream sampling component. The sites focus
on water quality above and below. 1) channelized sections of the
brook: 2} bordering vegetated wetlands: 3} lawn and landscaped
arcas: and 4) arcas with large impervious surfaces,

Field verification of specific sites recommiended for stream
restoration BMPs (Best Management Practices) is the final stage
of the watershed assessment process. Restoration sites are
determined by wentifving the arcas of crosion. and analvzing the
tevels of degradation. When the arcas of erosion are determined.,
the most effective methods to stabilize banks and prevent further
mass wasting may be recommended.

Step EH: Compile and Enter Data to Generate G.1LS.
Mapping

Several fas ers of data arc entered inte a G.LS. program 10
gencrate map wventonies, and identty environmentally fragile
arcas. The {irst faver s the delineation of the wetlands o the
walcrshed arca. The data collected to determine the boundaries of



the wetlands is based on: delincation from notices of intent and
request for determination of applicability filings: floodplam
maps: 100 foot buffer to stream bank maps: 100 foot buffer w
land under water maps: certified vernal pools maps: and 100 foot

seiback from vernal pools maps.

The next lavers of data include topography (from US.G S, quads.
10 fool micrvals ), land use (MeConnell acnial-residenual,
commercial, industnal, protected open space. exssting soning,
roads. infrastructure). and large arcas of impervious surfaces in
addition to roads (>1 acre, calculated by parcel and total i
watershed). Parcel ownership (from assessor's maps) 1s an
important laver that indicates potential plats for land banks or
land trusts to purchase. The two lavers of existing streambank
eroston {ficld reconnatssance). and channclized arcas of strcams
{cufvert characieristics including size and shape. coment
substrate, ot¢.) indicate potential sites for bioengineering.

Vegetation (from Jand use and ficld recomarssance-ineluding
Jawns/landscaped. troe cover, bordening vegetated wetland, other).
soils (from SCS soil surveys). and slope are the final attobutes
that are important w the G LS. analysis. These phyvsical
geographic features arc important i determining arcas of runoff
and drainage problems. Bioremediation technigues may be
recommended for arcas of environmental coneern due to fack of
vegetation of steep slopes.

Step Hi: Identily Attributes of the Watershed

The attributes of the Tannery Brook watershed were identified by
conducting a watershed analvsis. The first stage wn the watershed
analvsis involves assessing the following characierisues: acreage
in impervious surface mcluding roads. parkmg lots. and
busldings: percentage of stream in channel or culverts; build-out
analysis specifically addressing increases in impervious surfaces:
and potential stream bank erosion sites. These characteristics
wdentitied pereentages of developed land parcels, and the
relationships between developed and nondeveloped land arcas.

The sccond stage of analvsis to determine attributes includes a
studv of sites reconnnended for bioremediation. The data needed
to determine the sites for bioremediation of existing erosion
include: degraded wetland sites, potential arcas of wetland
restoration or construction. specific sites for stormwater best
management practices (other than constructed wetlands) on
individual parcels, and sites for "dechannching” stream and
anticipated water quality and wetland benefits,

Step IV: Design Public QOutreach and Educational
Programs

Educating the public about urban corridors is a vital component
of a greenway plan. Forums on the environmental conceras of a
watershed and proposals for greenways should be conducted
during the greenway planning process. The following methods
are: effective in informing the public about greenway planning.
coordinate the various resource groups in the watershed to
promote awareness of the Greenwav Plan; contact property
owners to make them aware of the Greenway Plan and obtain
permission to walk on property: and create a citizen advisory
committee to participate in data gathering and oversight of any
applicable grants.

Audio visual toofs such as a video of stream conditions and
watcrshed to be shown at arca schools, busincsscs. and public
events are effective technigues to inform the public. Educational
materials on watershed management and the grecaway planning
process should also be prepared for distribution to local
busincsses and schools. Finally. a future outreach approach
should be organived in order to cosure that project
recommendations will be monitored and reevaluated in the futusc

Step V: Develop a Five-Year Action Plan to lmplement
the Greenway

‘The final stage in the urban greenw av process wvolves the
development of a matrix of wdentificd watershed management
practicos. The matrix should include categories such as,
Recommended BMPs for creating a more natural stream
environment {woodland restoration. "dechannclizing” sections of
the stream, culvert widening, bioremediation of existing erosion.
on-site stormwater BMPs): Environmental Benefit (reducing and
preventing crosion; decreasing stream turbidity: improving
woodland health); Implenentation (estimated cost, funding
sources, steps required to implement, further studies required).

To implement the grocnway plan public forums describing the
watershed. the greenway planning process, and recommendations
for the greenway trads and activitics should be held. Prioritized
recommendations {or implementation for the five-vear plan
should also be proposed.  Trails should be mapped according o
slope and terrain conditions. Recreational activities with arca
cducational institutions should be coordinated. Finally, the
grcenway plan should show. loop trails for hiking. environmental
education ficld trails, and eyching routes based on the crosion and
slope stabilization studies.

Conclusions

Watershed asscssment analysis and greenway planning studies
have several anticipated benefits for municipalitics. As acasc
studv in watershed management, the greenway plan promotes a
greater understanding of urban stream hvdrology and the impacts
from development. Comprehensive watershed studies also
produce a definitive matrix of solutions to reduce the
eavironmental impacis from past and future land development.
The teamwork approach that is undertaken in this study will serve
1o increasc the awareness of urban stream problems at many
levels: from individual property owners. developers. and
community staff to natural resource agencies. Finally, the results
may reduce land usc conflicts between neighboring properties and
neighboring communitics by demonstrating the root causes of
erosion. flooding, and water quality 1mpacts.
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Abstract: An economic impact study of tourism was conducted
using two maodifications. The first involved the use of the
Dillman Total Design Mcthod 1o increase survey response ragus,
and the second used state sales tax data rather than survey data to
cstimate total sales of the lodging scctor. The modifications
resulted in a higher responsc rate and provided a more defensible
assessment of total lodging sales.

Introduction

Maine 5s "vacationfand” and tourism is an important component
of the state's economy. Periodically, the Maine Office of Tourism
conducts studics to measure the economic impact of tourism on
the state. This information s used to inform interested people
about the role of tourism m the overall cconomy of the state and
to gam legislative support for initiatives to promote tourism in
Mainc

The Department of Resource Economics and Policy 1n
cooperation with the Office of Tourism and Strategic Marketing
Research, Inc. (SMRI} conducted a study of the economic impact
of tourism in Maine for the summer period of Junc through
August of 1995, One of the purposcs of the study was to test a
modificd approach to estimate the cconomic impact of tourism.
The approach we used differed somewhat from the procedures
used to estimate the economic impact of tourism in previous
studics. The purpose of this paper is to describe the modified
procedures used during the study, and to present results we
obtaincd.

The methods emploved in the study are described in the next
section and the results are reported in Section I Conclusions
and implications are presented i the last section of the report.

Study Procedures
Measuring the cconomic impact of tourism involves several steps.
including estimating the level of expenditures made by tourists

Maine Agricultural and Forest Experiment Station Publication
number 2012,

{called the direct effect). determining the sector of the cconomy in
which the expenditures were made, and vsing "input-output” or
other tvpes of models to determune the indirect and induced cffect
associated with the tounists’ original expenditures. Emplovment,
income and state tax receipts arc also estimated from the
expenditure data and the models.

This paper concentrates on the procedures used to estimate total
tourist expenditures, More specifically. we will discuss the
procedures used to estimate the total expenditures made by
tourists who usc commercial lodging facibitics during their visit to
Maine. Obtaiming an accurate measure of total expenditures is
the most problematic part of an economic impact study becausc it
is difficult and expensive to obtain the information needed to
accurately estimate the expenditure level of Lourists.

Two problems contribute to the difficulty. First, collecting
expenditure data that arc representative of all tourists who use
lodging cstablishments is both difficult and costlv. Complex
sampling procedurcs are required to obtain representative data.
Second, onc must obtain the information needed to "blow up™ the
sample data to the population of tourists who usce commercial
lodging cstablishments. One must have some measure of the
level of use of the lodging sector so that the sample data can be
expanded to the total population of all lodging guests. Any errors
assaciated with estimating expenditure levels of the sample of
tourists or the appropriate expansion factor will result in
inaccurate esumates of total tounst expenditures or the direct
effect of tounsm.  Furthermore, these crrors are then compounded
in the derivation of indirect and induced effects. Hence. the
cconomic impact of tourism can be grossly over or under
cstumnated if the procedures used do not produce accurate
estimates of tounst expenditures and the level of use of the
commercial lodging sector

The studv we conducted during the summer of 1995 used two
modifications o cstimate the cconomic mpact of lodging guests.
To illustrate the difference, Iet me begin by deseribing the
procedures used i previous studies and then compare themt to the
procedures we used in our study,

Previous studies in Maine and elsewhere involve the use of two
surveys. A survey of lodging guests is conducted to obtain the
necessary expenditure data and other information required from
the lodging gucsts themselves. including their expenditures in
different sectors of the cconomy. The bipgest problem with this
survey is that the response rate from tourists who are asked to
provide the required information 1s usually quite low--less than
20 percent in many studies.

The low response rate is problematic because it casts doubt on
the representativeness of the respondents. Even if one is
confident that the sampling procedures used i the study resulted
in a representative sample of lodging gucsts, the Jow response
rate raises questions about whether the people who actually
respond are representative of the entire sample. Survev rescarch
mdicates that low response rates vsually mean that the
respondents are not representative of all people in the sample.
Therefore, nonresponsc bias occurs and one cannot assume that
the cxpenditure pattern obtained from respondents is
representative of all tourists.



In our study we used the Dillman Total Design Survey Method to
trv to improve the response rate of tourists in the sample. Our
goal was to obtain a response rate of 70 percent. A response rate
in this range substanbally reduccs the potential for nonresponse
bias.

The sceond survey in the tvpical tourism study is a survey of the
lodging establishments in the state. The purpose of this survey 1s
to obtain the information needed to estimate the total number of
partics that used commercial lodging during the period, the 1otal
number of "lodging nights™ or the total lodging receipts of the
lodging sector for the period  This information is needed to
expand the sample data to the population. For example. if the
sample consisted of 1,000 commercial lodging partics, onc must
know the total number of lodging partics during the summer in
order to expand the sample data to the population. A survey of
the lodging sector is usually conducted to provide the information
needed to estimaie the total number of lodging parties or some
other population control figure for expanding the sample data to
the population.

Unfortunately, nonrcsponse bias is also a problens in the lodging
sector survey. Tvpical responsc rates for the lodging sector
survey are quite low--agamn often less than 20 percent. Fums
consider occupancy and room rate data to be highly proprictary,
and, thercfore, are often unwilling to provide the data for obvious
rcasons. These problems can cause orrors in estimating statewide
occupancy and room rates. which ultimately result in an
mnaccurate expansion factor.

Our modified procedure did not involve a lodging survey.

Instead. we used state sales tax data as the population control
figurce for estimating 1otal tounst expenses. Total Lounst
expenditures were estimated using the rato of total tourist
expenditures (o lodging expenditures from the tourist expenditure
survey  For example if the tounist expenditure survey data
indicated that lodgmyg expenses accounted for 20 percent of total
tourist expenses. total expenses are estimated by dividing state
sales tax lodging receipts data by 20, For example. if the state
sales tax data indicate $60 million in lodging sales. then total
tourist expenditures during their tnip would be $300,000.000
($60,000.000 i lodging sales divided by 20)

Ustng state sales tax data as the control figure for estimatng total
tourist expenses has several advantages. including the ehinmination
of the need fo conduct the survey of lodging establishments The
money saved can be used 1o do a better job of conducting the
tourist lodging guest survey.

Results for Maine

The procedures deseribed above are illustrated in this section to
derive an estimate of the economuc impact of lodging gucsts n
Maine for the summer of 1493,

Asurvey of lodging guests (residents and nonresident) who used
commercial lodging during the summer of 1993 was

conducted. About 100 lodgimg establishments Oncluding

hotcls/motels, campgrounds. condommiums/cabins, and sporting
camps} agreed to recruit guests (o participate m the studv. More
than 1.300 people signed up to participate. and 600 of them were
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randomly selecied for the sample. Using the total design mail
survey micthod, we achicved a response rate of about 38 percent.

Participanis wore asked scveral questions about their trip.
including the number of nights spent in Maine and the number of
people 1n the group. They were also asked to indicate the
sxpenditures they made in Mane while on thewr trip. Expense
categorics were provided to help respondents recall the types of
expenscs they may have made during their trip. The average
expenditures of lodging guests were determined from the lodging
guest survey and the results are reported in Table 1.

The expenditure pattern of lodging pucsts indicates that lodging
1s the largest expenditure category. followed by general
merchandise which reflects the level of general shopping done by
tourists. Other major cxpenditure categories include
restaurant/lounge expenses. commgercial transportation, apparcl
and accessorics, and auto-related expenditures (service station,
auto repair. rental and tolls). Combined, these categories account
for 80 pereent of the total expenditures made by lodging guests.

Table 1. Average expenditures per trip, by expensc category, for
Mainc lodging gucsts during the summer of 1995,

Expense Category Average Expense

Lodging $333.04
Restaurant/Lounges 210.04
Grocery Stores 6718
Lwguor Stores 9.61
General Merchandise 134.56
Appare! and Aceessories 6425
Miscellancous Reta 3128
Service Station 56.27
Auto Repar/Service 746
Auto Rental 20,10
Highwayv Tolls 10.60
Commercial Transportation 93.42
Recereation/Entertamment 2583
Eqguipment Rental 372
Health/Child/Pet Care 2.84
Misceliancous Expenses 723
Other Expenses 4524
Total Expenses $1142.64

In addition to providing a profile of lodging guest expenditurcs,
the data summarized in Table 1 also s used to calculate the ratio
needed to expand the sample data to the population. The ratio of
total expenditures to lodgmng expendttures can be caleulated
directly from the data n Table 1.

Total Expenditarcs/Lodging Expenditures
=$1142.64/$333.04
= 343

This expansion factor is applicd to the state lodging sales tax
data to estimate total expenditures by lodgmyg guests.
Specificallv. the state sales tax date for the months of June, July
and August indicated that total lodging receipts were $181
mitlion. Multiplving this figure by the expansion factor of 3.43
viclds an estimate of $621 mithion for total lodging guest
expenditures for the summer months of 1993,



Table 2 Estimaled total expenditures, by expense category, for
Maine lodging cucsts durmg the summer of 1993,

Total Expenses
(51,0003

Expense Catepory

Lodging $1R0.999
Restavrant/Lounges IRERSE
Grocery Stores 36.496
Liquor Siores 3,225
Creneral Merchandise 3131
Apparcl and Accessorics 24921
Miscellancous Retal 27867
Service Station 305379
Auto Repair/Service 4,054
Auto Rental 10,922
Highway Tolls 5767
Commercial Transportation 50,767
Rocreation/Entertainment 14.039
Equipment Rental 2,022
Health/Chuld/Pet Care 1.342
Miscellancous Expenses 3.932
Other Expenses 24,589
Total Expenses $621,000

a/ Column may not suin to total duc to rounding crror,

Based on the expenditare profile presented in Table 1, the total
lodging guest expenditures can then be allocated to cach
expenditure category to estimate the total expenditures for cach
sector or expenditure category, This is dlustrated m Table 2.
This provides the mformation needed to msert the expenditures
into an input-output model so that the indirect and induced cftects
associated with the todging guest expenditures can be measured.
Using a maodel developed by the Maime State Planning Office, we
estimated that the total impact of lodging guest expenscs were
about $1.46 billion for the three summer months of 1995,

Evaluation of the Modified Method

The modified method for estimating the economic impact of
lodging gucsts has both advantages and disadvantages. Perhaps
the greatest advantage 1s 1t climinates the need to conduct a
survey of the lodging sector to determine the average occupancy
rate and average daily room rate. As noted. lodging survevs are
not only expensive o conduct. the resuits arc often suspect
because firms are reluctant to release information they consider to
be proprictary. This creates nonresponse bias, which is difficult
{0 assess and correct. Hence, the modified technique is less
cxpensive and probably more accurate. assuming that the lodging
firms arc accurately reporting sales taxes.

On the other hand, there are some disadvantages to consider.
First. the survey of lodging guests takes on added importance
becausc it is used to not onlv provide the expenditure profile of
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tourists, i also is used o provide an iaponant part of the
information needed to expand the sample data--the ratio of total
expenditures to fodging expenditures. However, one must
remember that this ratio varics across different types of lodging
cstablishments.

Consider. for example. the ratio for campers versus hotel users,
The calculated ratio is probably much smaller for the latter group
than the former. In our study. we found that this ratio varied from
2350 4.61. It one1s to develop an accurate cstimate of this
ratio for the lodging industry as a whole, onc must be surc the
data arc collected or analyzed in a way that assures that all types
of lodging guests are surveved in approximately the same
proportion as they exist in the population. I this 1s not donc, the
ratio used to expand lodging expenditurcs to total expenditures
will be inaccurate. This problem can be largoly avorded by
carcfully designing the sampling procedures and weighting the
data based on the capacitv of the different tvpes of lodging
establishments in the sample and the population. However, itis
an important factor io consider when using the modified method.

Another disadvantage of this approach 1s that there i a lag period
in the reporting of lodging sales tax data. In Maine this lag s
about 45 days. This makes it impossible 1o provide an immediate
cstimate of economuc impact since the researcher must wait for
the refease of sales tax data to conduct the analysis

Another potentia! disadvantage 15 that the modificd method
essentially assumes that the different tvpes of lodging
cstablishments have the same occupancy rate. 1 the occupancy
rate varies substantially across the different types of
cstablishments, errors arc introduced into the anatysis. This was
not considered to be a problem in our study because previous
work suggested that all types of lodging cstablishments had about
the same occupancy rate during the summer months.

Finally, another factor to consider is that the modified method
will usually result in a lower estimate of the economic impact of
tourism than the conventional method. We believe this is beeause
the conventional method usually over estimates the cconomic
impact of tourism for rcasons discussed above. Howover. the
tourism industry fikes to sce large economic impact numbers so
they can be used to lobby for additional state revenue to promote
tourism. Therefore, even though we believe that the modified
method is more accurate, the results may not be embraced by the
industry itself. On the other hand, we have found that state
agencies and even fegislators are appreciative of the estimates
derived from the modificd method because it used sales tax data,
which thev believe are a good reflection of cconomic activity in
the cconomy.
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Abstract: This paper demonstrates the effects of using various
muitiplier measurements of economic impact. Results indicated
that output multiphers tend to generate larger impact estimates
than household income multiphiers and normal multipliers. The
tinding provides empirical evidence to support argiments in the
literature that some cconomic impact measurements are
misleading.

Many nmnagers of recreation agencies and tourism attractions
seek to document the economic impact resulting from their
services. A major reason for measuring economic impact is 1o
demonstrate the financial contribution as well as other benefits
{c.g., personal and social) to the community. It is rationalized
that 1 greater economic contribution can be transtated into @
perception of popularity and legitimacy of the agency which, in

twm, can induce more support for budget allotment and tax fevies.

A political motivation of measuring coonomic impact is
tegitimate 35 fong as the measurcment i< aceurate and realistic,
There are, however, debates about inflated estimation and
misleading calculation of cconomic impact. The debates often
center around the appropriateness (the size and type) of various
mltipliers (Archer. 1984; Crompton, 1995

Theoretically, any initial spending will generate subsequent
rounds of spending i the community, including direct impact,
indirect iupact, and mduced impact. The latter two are often
grouped together as secondary impacts. Each subsequent round
of spending is smaller duc to leakages. saving, and taxes. The
sum of direct and secondary impacts is the total impact of the
mnitial spending. The rippling process of subsequent spending is
the multiplier effect, which can be measured by various input-

Table 1. Various multipliers used.

outpitt models that trace the frupaci on many industry sectors ina
region. Currently, af least four input-ontput models are available:
{a} Regional Input-output Modeling System I (RIMS I by the
U.S. Department of Commerce, Burean of Economic Analysis,
{b) Travel Economic hupact Model (TEIM) by the U.S. Travel
Data Center, (¢ IMPLAN by USDA Forest Service. and (d)
Regionat Economic Models Inc. (REMI). Studies have frequently
used these models (Bustmell & Hyle, 1985, Mak, 1989; Johnson,
Obermiller, & Radtke, 1989, Midwest Research Institute, 1990).
In some cases, a single multiplier is used in a study. The
sclection of any single multiplicr is based on "felt
reasonablencss,” but without taking into account regional
economic linkages. The legitiracy of this approach has been
questioned (Archer, 1984). The discussion about how to
realistically measure economic impact continues in the recent
literature (Crompton, 1995).

The purpose of this study was to demonstrate the eifects of using
various muftiplier nieasurements of economic impact. A
metropolitan zoo was used as an exanple. The results provided
empirical evidence that the choice of multipliers feads to a wide
range of economic impact estimates.

Method and Results

Data for this study were supphicd by Cleveland Metroparks Zoo
n Ohio. {tis onc of the largest zoos in North Amenca, with
2.600 amrmals belonging to 567 species and subspecies, and is
aceredited by the American Zoo and Aquarium Association.
With educational and recreation programs and exhibits, it is &
popular destination that attracts more than one mitlion visits each
year. As a major employer and visitor aftraction, the zoo
generates # <izeable initial cconomic output, includng both zoo
expenditures and visitor expenditures, to the regional economy.

A uationwide survey of fop 26 zoos in the U.S. was conductied by
the author to sample cconomic impact measurements. Ofthe 13
zous that replied. ten had not completed an economic impact
study. Three had conducted an economic impact study, and 2
copy of the reports was provided (Cintli Associates, 1989,
Midwest Research Institute, 1990; Weinstein, Gross and Andrus,
1992). The multipliers used by these zoo studies are shown in
Tabic | tobservation 1 for zoo #1 and observation 5 for zoo #4;
the third zoo did not specifically expiain the multiplier process i
the report).  Additionally. two Zoos in the same state where this
study was conducted provided their economic impact studies
{observation 2 for both zoo #2 and zoo #3) (Brunner and
DeKorte, 1993; Coons, 1994).

(bservation Multiplier Source Multiplier Type
Obs 1 3.63 200 #1 (REMI output
Obs 2 3.00 7008 #2 & #: output
Obs 3 2.20 Cleveland Arts output
Obs 4 2.4 RIMS 11 {Ohioy output
Obs S 200 (1.50-2,60 Walsh (1986) & outpust
2.400 o i
Obs 6 0.62 RIMS [T {Chioy houschold ncome
Obs 7 0.60 (0.40-0.80) Crompton (1995) ballpark
Obs § 0.453 Archer (1984) Normal, Keynesian

o/ REMI = Regional Economic Models Inc. (REMD multiplier for the zeo



A review of the lterature revealed that various multipliers have
been used for tourism businesses. Table 1 shows the resudts,
aranged by size of the multipliers. A study of the economic
impact of arts mstitutions in Cleveland had a 2.20 multiphier
{observation 3). The RIMS II cutput swltiplier for the
armusement sector in Ohio was 2.04 {observation 4). Walsh
(1986) reviewed the output multipliers for expenditures on
recreation goods and services in many regions of the U.S.. and
conciuded that they ranged from 1.5 to 2.6, with ag average of
2.0 (observation 3). This multiplier (2.0) also was used by zoo
#4 from the survey of zoos mentioned above.

in a study of sporting events. Crompton {1995) argued that a
household income multiplier should be used instead of an
output/sales multiplicr. He suggested that business sales have no
mpact on residents’ standard of living. For the state of Ohio, and
according to the RIMS I model. the household income multiplier
for the amusement sector was 0.62 {observation 6). which was
cansiderably smaller than the RIMS I output multiplier of 2.04
mentioned above.

Crompton (1995) also snggested that a ballpark multiplier may
be considered (e.g.. ncome multipliers fall within a range of 0.4
to 0.8). I the middle point of this range was taken (0.6,
observation 7), an additional multiplier can be added to the
estimation.

Finally, Crorapton {1995) suggested using a "normal” multiplier
rather than a "ratio” multiplier based on Archer’s (1982) original
work. Archer (1982) presented a normal (Keynesian) multiplier
coetficient of 0.45 {observation 8). This was included in this
study to provide an altemative estimate. Together, these eight
multiplicrs provided the basis of different immpact estimations.

After detesminiug multipliers, the next step in the study was to
collect the expenditure information. This step was conducted
along two lines: zoo expenditures and visitor expenditures. The
zoo expenditures include operating expenditures, zoo society
expenses. and capital expenditures. The amount was
$10.318.374 in 1994. Applying the different multipliers, eight
impact estimates resulting from the total zoo expenditures were
calculated and shown in Table 2.

Table 2. Zoo expenditures impacts measurements.

Zoo

Expenditures Multiplier
Observation  (Z) (M 7o M
Obs 1 10,318,574 3.63 37,456.424
Obs 2 10,318,574 3.00 30,955,722
Obs 3 10,318,574 2.20 22,700,863
Obs 4 10,318,574 2.04 21,049,891
Obs S 10,318.574 2.00 20,637,148
Obs 6 10,318,574 0.62 6,397515
Obs 7 10,318,574 0.60 6,191,144
Obs 8 10,318,574 0.45 41,643,358

The second line of measurement pertains to visitor spending on
the trip but vutside the zoo. Visitor spending was measured by
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group expenditures, In 1994, there were more than 1.2 pillion
visitors. Divided by the average group size of 4.7, these were
transtated info more then a quarter of a million groups. These
groups were further categorized by their residence {(area groups
and out-of-area groups), since distance traveled was believed to
result in different spending behavior.

Fxpenditures were divided into four categories: transportation,
retail shopping, food/beverage, and lodging. Total transportation
spending by all zoo visitors was estimated to have been
$1.276.027 in 1994. A total of $921.256 was spent on
shopping. Food and beverage expenditures by out-of-area
visitors were $1.098.160. The total lodging expenditures were
estimated 10 be $1,611,150,

To generate a range of visitor expenditure impact estimates, the
eight different multipliers (in Table 1) were applied. The results
are shown in Table 3. Table 4 shows the total impact of the zoo
that included zoo expenditure impacts and visitor expenditure
impacts. The total impact estimates ranged from approximately
$6.9 million to approximately $55.3 million.

Implications and Conclusions

The range of the total impact estimates appeared broad, with the
low end ($6,851.325) being only 12.4% of the high end
($55.267,357). The extremely low estimation and extremely high
estimation resulted from the different multipliers used. The mean
score of the cight estimates was $27.834,396.

Figure 1 shows the relative positions of the ¢ight estimates. If
there are infinite points in the mathematical cominuum, there
would be an infinite nuruber of estimates, including both the low
end and the high end estimates (i.c., 6.85 and 55.27, in millions
of dollars). With the range (6.85 to 55.27) and the mean (27 83),
estimates within one standard division {(16.72 in each direction to
cover 66% of all cases) would be within 11.11 and 44.55. This
indicates that five of the cight estimates calculated above (Table
73 fall outside of one standard division, and can be considered
extreme cases. Among these tive estimates, three are on the
lower end, two on the higher end. As seen in Table 1, it appears
that household income muitipliers, ballpark multipliers, and
normal multipliers result in impact estimates toward the lower
extreme, while output multipliers tend to generate impact
estimates toward the higher extreme.  This finding provides
empirical evidence to support Archer's (1984} and Crompton's
(1995) arguments that some cconomic impact estimates are
misleading due to inappropriate uses of multipliers (¢.g., using an
output multiplier, especially a large one). Archer's {1984) and
Crompton's (1993) suggestions for using household income
smultipliers. ballpark multipliers, and normal multipliers result in
conservative and cautious impact estimations.

Archer (1984) pointed out that inapproprizte multipliers {such as
ratio multipliers and output multipliers) had no basis in economic
theory and are misleading in policy making, but had gained wide
usage. It should be pointed out that, as far as scientific discovery
is concemed, measuremerds of economic impact need 10 be
accurate and realistic. This study triangulated altemnative



Table 3. Visitor expenditures impact measurements.

Type of Expenditure Visitor Expenditure Multiplier Total Impact Visitor Iimpact

Obs 1 Transportation £1,276.027 363 $4.631,978

Shopping 921.256 3.63 3344159

Food & Beverage 1.098.160 3.63 3,986,321

Lodging 1611150 3.63 5848475 $17.810.933
Obs 2 ‘Transportation $1.276,027 3.00 $3.828,081

Shopping 921.256 3.00 2.763,768

Food & Beverage 1.098.160 3.00 3.294.480

Lodging 1,611.150 300 4,833.450 314719779
Obs 3 Transportation $1.276,027 2.20 $2.807,259

Shopping 921,256 2.20 2,026,763

Food & Beverage 1,698,160 2.20 2415952

Lodging 1.611,150 2.20 3,544,530 $10.794,504
Obs 4 Transportation $1,276,027 2.34 $2.985.903

Shopping 921,256 2.23 2.054.401

Food & Beverage 1,098,160 2.29 2514786

Lodging 1611156 2.04 3,286.746 $10,841.836
Obs 5 Transportation $1,276.027 2.00 $2.552.054

Shopping 921.256 2.00 1.842.512

Food & Beverage 1,098,160 2.00 2196320

Lodging Lelli50 2.00 3.222.300 § 9813186
Obs 6 Transportation $1.276,027 0.81 $1.033.582

Shopping 921.256 (.83 764,641

Food & Beverage 1098160 0.65 713,804

Lodging 1611150 0.62 998,913 $ 3.510,941
Obs 7 Transportation $1.276.027 (.60 $765.616

Shopping, 021,256 0.60 852754

Food & Beverage 1.098.160 .60 658,896

Fodemng LotE 150 (.60 966,690 $ 2,913,956
Obs § Transportation $1.276.027 0.45 $574.212

Shopping 921.256 (.45 414,565

Food & Beverage 10098160 0.43 494172

Lodging 1,611,150 (.48 725018 $ 2,207,967

Table 4. Combined zoo and visitor expenditure impact extimates.

00 Visitor measurement outcomes by using « real data set. 1 attempted to

Expenditures Hxpenditures Total only present "what is” rather than "what ought to be.” That is.
Observations  Impact Tmpact Trpact resuits of the study showed enpirical evidence that use of
Obs 1 137456424 17.810.933 55267357 difterent raudtipiiers resulted ina range of economic impact with
Cbs 2 30.955.722 14.719.779 A5.675.501 extreme estimates, both high and low. 1t is crucial that users of
Ohs 2 22.700.863 19,794,504 313495367 an econonic impact assessment understand how impacts are
Obs 4 21,049,891 10.841.836 31.891.727 measured. Recreation agency and tourism attraction managers
Obs 5 20,637,148 9813.186 30,450,334 need to have a working knowledge of the meaning of ditferent
Ohs 6 6.397.5]5 3.510.941 2.008.456 nwltipliers. and determine "what ought to be” an approprigte
Obs 7 6.191.144 2043 956 9135 100 muitiplier process and an acceptable economic impact
Obs & 1613358 2207967 6851375 measurenient.
range low end - 6854 325

high end - 55367357

mean 2734396
standard deviation 16.72 (Smittion)

a/ low end - 12.40% of high end



685 914 991 27.83

(mean}

30.45 3189

33.50 4568 5527

111

{66%0)

Figure 1. Seven measurement observations and one standard of division
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Abstract: The cconomic impact of travel and tourism was
deternuned for a nine-county region during 1994, Travel and
tourism was deseribed on the basis of 28 activitics, Total annual
attendance from all activitics was 22.3 milhion visitor days. with
nonresident visitors accounting for 48% of the total. Total
regional expenditures amounted to $662 mithion, with 68%
coming from nonresidenis. An mput-output model of the region
cstablished the total sales impact from trave! and tourism at $914
mitlion. Total impact also amounted to $539 muthon m value
added, with $310 muthon directed to wages and salarics m
support of more than 23 000 joby

introduction {o the study

Travel and tourism is often identificd in terms of the
conglomerate of reercational and travel services provided within a
particular region Although this aggregate concept 1s a common
reference point. the specific dimensions of these services are not
usually well defined. This problem s further compounded when
travel and fourism is the subject of cconomic imvestipations

The U S, Travel Data Center reported an cconomice impact of
$17.3 bilthion for Pennsyivania during 1992 from LS and
international travelers (USTDC 1994, These impacts were
generated from the expenditures made by resident and out-of -
state travelers mvolved in cither overmght trips or trips extending
100 miles or more from their homes The focus of this USTDC
study was the travel mdustry, with tourism avorded due to “its
vague meaming (p 44)

In the followmg study. the ceonomic mmpact of travel and tounsm
was determined for a ning-county region of Pennsyvis ania on the
basts of 26 recreational-based activities. The traveler was
considered scparate from the tourst and was included as two
actrusties  This approsch provided a speeific structure for travel
and tounsm and the basis for analyzing ds impact withio the
TCRION

Objectives and Procedures
The ceatral objoctive of this project was o determine the
ccononue impact of trave! and tourism withm a region meluding
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Bedford. Blair, Cambria. Fayeite. Fulton, Huntingdon. Indiana.
Somerset and Westmoreland Counties, This would require
developing a structure and inventory of travel and tourism
activities that focused on nonresident visitors Each activity
would be analy sed in terms of the ponresident expenditures made
within the region. with the cconomic impact of these expenditures
determined from a regional input-output model.

Structure of Activities

Travel and tourism was organized mto 10 groups that included 28
activitics (Table 1), Each activity was further dehincated by an
wnventory of sifes and events found within the region. The
mventors of sites and events was constructed at the begimng of
the project to establish the dimensions of the project and the basis
for sampling the various activitics.

Sample Design and Procedures

A svstem of on-site visitor survevs was used to acqutre
expenditure information withi cach of the individual activitics.
The sample design focused on activities having some potential for
attracting nonressdent visiiors and was organized to sample
visitors throughout the duration of the various recreational
seasons. The selection of survey sites or events within @
particular activity was based on the number of sites or ¢vents
within the activity, their distribution among the nine counties.
thair general character i depicting the activity | their willingness
to cooperate in the studv. and an overall desire to mantain an
efficient survey programn On-site survevs were conducted by a
tcam of Penn State rescarch interns. The survey form organized
mformation on the respondent's (1) state and county of residence.
(23 group sirc. (3 travel iunerary, and (4) type. amount, and
location of expenditures made during thewr current trip.

Vacation hore owners wore sampled with a madded letter and
gquestionnare. A sample of nonresident vacation home owners
was drawn {rom tax records in three countivs. Approximately 1530
properties were sampled using a questionnarre and two follow-up
fetters A simmilar effort was also directed to camp-lease holders
on State Forests withmn the region. with 30 lease holders
responding o the survey.

Attendance Data

Attendance was wdentified on a visitor dav basis. representing one
person's vistt at a site or event during some portion of a given
dav. All sites and events selected for survey purposces provided
scasonal attendance data. Nonsurveved sites and events were
also contacted for the purpose of securing their attendance
records. More than 408 sites and esvonts provided attendance
wformation to the study.

Activities with an entrance fee tvpically provided information on
eatcreceipts  For nonfee events. the site managers provided
estimated attendances. including both attendees and vendors
where appropriate. These estimates were counter compared to
stmilar cvents or sites m evaluating the relatis ¢ accuracy of any
vhven cstimate,

Attendance on public lands was based cither upon the dala
collected by the management ageney or from a modeled
cxpansion of attendance samples The Pennsylvania Burcau of
State Parks has a dailv attendance svstem for more than 20



recreational activitics i cach of 114 state parks (18 parks are
located i the ninc-county ywxon b A sumilar daily attendance
svstem was maintained at four US. Corps of Engineer luke sites.
The Penoss Ivama Fish and Boat Commission has an attendance
modcel for trout fishing on stocked streams (Sovder 1992)

Neither the Pennsy fvania Burcau of Forestyy nor the Peansyivama
Game Commission had any sysiematic method for cstimating
attendance. For purposes of this studv, both agencies provided a
series of vehicle counts on fowr study arcas involving 30 sampic
davs during 1993, A combination of on-site surveys, posteard
survey s, and car counts was used 1o cstumate the total usage and
allicd user expenditures on amy given sampie dav {Lord. et al.
1996). The data base for any given activity was then
extrapolated to nonsurvey dates using the relative attendance
levels at ncarby state parks. The anoual aticndance for anv given
activity on the study arcas was then expanded with respect 1o the
agency's total management area in the region

Business and transicnt usage was developed as overnight
attendance within the hotel and lodging sector. Total atiendance
was obtamed from the region’s travel lodge inventory and
occupancy rate (PKF Consuluing 1993). Total attendance was
proportioned among reercational tourisis, business, and transient
travelers on the basis of on-sile survevs.

Vacation homes were measurcd as mdividual propertics rather
than recreational use 1t was assumed that the owner’s
reereational pursuits were accounted for m the other activitics.
Only the regional costs associated with property ownership were
included i thiy activity This data was recorded on a proporty
unit basis,

Grganization of Visitor Expenditures

Average regional expenditures were identified on a visitor day
basis for residents and nonresidents and were specfic o
individual sifes or cvents, with the activity average weighted on
the basis of the attendance at the particular samaple sites or cvents,
Expenditures were classified by the tvpe of the purchase and their
linkages to particular industrial scctors. Total regional
expendiurcs for nonresidents represented the multiplication of
average nonresident expenditures by their respective attendance
levels,

Economic Impact Modeling

The cconomic impact of travel and tourism was generated by the
Impact Analysis for Planning (IMPLAN) system. IMPLAN is &
computerized data base and modeling svstem that provides a
regional input-output analysis of economic activity in terms of 10
industrial groups involving as many as 528 scctors. This input-
output model was developed by the USDA Forest Service and the
Federal Emergency Management Agency to estimate the regional
impact of management plans for national forests (Alward ot al
J98S). It 1s currently mantained by MIG. Inc. and 15 availabic to
the public on a fee basis (MIG, Inc. 1996),

IMPLAN's data bases are punodically updated. The version used
1n this study was based upon 1990 cconomic data. The

Pennsyivama data base for the model was updated by this study
to include changes m regional emplovment within key industrics.
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In addition, various regional purchase coclficients were adjusted
to reflect more accurately regronal trade relationships.

Results

Survey Effort

Nearly 20,000 on-site survevs were collecied during 1993 (n=
13.935) and 1994 {0~ 3 948) withan the 28 activitics. The inutial
survey offort in 1992 was distributed proportional 1o the
anticipated size of the various activity audiences. Modifications
1w 1994 inereased the sampling offort in: (1) activities showing
magor impacts but moderate survey numbers (Strauss of al.
1904). (2) two activitics added in the second vear (Grado of al.
19964 and Grado ot al. 1996b). and () activities with dispersed
audicnces, o.p.. hunting, hiking

Total Attendance

Total attendance amony all actvitics in 1994 was estumated as
22.3 mullion vistor davs (vd's) (Table 1), The largest portion of
attendance was m Other Qutdoor f‘\cm mcs which mcluded 36%
of the total. Business and Transicnt Travel had 12% of the 1otal.
Five other activitics cach had 4 to 6% of the total; Fishing and
Boatmg, Amuscment Parks. Golfing. Conferences and
Conventions, and Historic Sites. Together. these seven activities
represented nearly three quasters of the total regtonal attendance.

Nouresident attendance was 10,7 mulhion visuor days
representing 48% of the otal attendance. Agawy, Other Outdoor
Activities was the fead activity, with 30% of the total. Business
and Transient Travel was the soeond largest, with 23% of the
total. Downhdl Shiing was third Targest (7%): followed b
Conferences and Conventions {7%). Heritage Centers and Other
Historie Sites {(7%). Amusement Parks (53%). and Fishing and
Boating (5%). Together, these cight activitics accounted for 8
of the nonresident attendance.

4)«

Visitor Expenditure Profiles

As might be expeeted. the average daily expeaditure for
nonresidents was mgher than for residents, largely due to their
increased dependence on regional restauranis and lodging services
(Table D). Several exceptions were noted. Resident visitors (o
Collector Shows tended to buv more “collectable goods” than did
thetr nonresident counterparts. Several of the Outdoor Activiues
also showed higher expenditures for resident visitors than for
nonresidents. These were largely day-usc activitics. with the
restdent audiences purchasing most of their {ood. gasoline, and
auxiliary items within the region, whereas the nonresident visitors
often made these purchases outside the region.

For the nonresident visitors. activities with the highest
expenditure profiles included Conferences and Conventions at
$134/d. Busincess Travel at $79/d. Golfing at $67/vd. Dovnhill
Skitng at $66/vd. and Uerntage Centers at $46/vd. Overall, these
activitics represented the more affluent tourist and the more
cupensive recreational pursuits,

At the other end of the financial spectnnm were Other Cutdoor
Acty itics {camping. hiking, picnicking., swimming) at $8/vd,
Other Winter Activities (cross country skiing. ice fishing.
snowmobiling) at $10/vd, Hunting at $11/vd, and Amuscement



Table 1. Total attendance and average expenditure per visitor day for resident and nonresident visitors by activity, for 1994,

Groups/Activities Total Visitor Days Percent Resident Percent Non Resident, Nonresident,
Resident, Exp./vd Exp./vd
Amusement Parks 1,183,013 54.7% 453% $10.72 $14.95
Antique Centers 278,352 55.1% 44.9% $27.82 $32.47
Conferences and Conventions 1,090,217 31.8% 68.2% $72.40 $134.19
Cuiltural Events
College Performances i89.516 71.8% 28.2% $16.20 $21.03
Music and Dance Festivals 164,400 63.9% 36.1% $16.35 $54.97
Private Performances 227,636 79.7% 20.3% $26.89 $40.19
Historical Sites and Museums
Heritage Centers 578,751 32.6% 67.4% $39.30 $46.03
QOther Historical Sites 407,771 24.0% 76.0% $16.23 $35.72
QOutdoor Activities
Downhill Skiing 849 300 11.7% 88.3% $56.80 $66.42
Fishing and Boating 1,255.018 58.9% 41.1% $30.49 $17.40
Golfing 1,175,388 68 8% 31.2% $29.40 $67.07
Hunting 470,624 38.2% 61.8% %1333 $10.64
Other Qutdoor Activities 8,082,126 60.9% 39.1% $10.43 $7.82
Other Winter Activities 218,529 61.5% 38.5% $428 $9.83
Shows, Fairs and Festivals
Agricultural Fairs 596,500 77.9% 22.1% $10.93 $16.53
Amnimal Shows 9,735 75.3% 24 7% $15.88 $59.80
Art and Craft Festivals 949 866 74.7% 253% $14.77 $25.46
Collector Shows 23500 50.8% 49 2% $61.32 $36.20
Histonic Fairs and Festivals 225,595 79.1% 20.9% $11.83 $27.74
Machine Shows 119,405 78.6% 21.4% $13.79 $33.33
Special Interest Events 432,653 77.8% 22.2% $8.39 $24.43
Sporting Events
Amateur Sports 158,443 78.8% 21.2% $6.24 $36.44
College Sports 173214 85.6% 14.4% $4.15 $19.64
Indoor Sports 275,000 70.7% 293% $21.45 $54.50
Professional Sports 593,500 70.6% 29.4% $1495 $25.06
Business and Transient Travel
Busmness Travel 542,950 5.9% 94 1% 64114 $78.69
Transient Travel 2,069,188 7.8% 92.2% $43.76 $56.00
Totals 22,340,189 52.0% 48 0%
Vacation homes * 13,354 24 (%% 76.0% $2,384 $2,033*

&/ * - Vacation homes were recorded on a unit property basis.

Parks at $15/vd. These activities represented the more self-
sufficient traveler and involved fewer on-site purchases and were
conducted 1 a shorter time frame.

Total Expenditures

The multiplication of resident and nonresident attendance by their
respective average expenditure profiles provided total
expenditures of $662 million within the nine-county region.
Sixty-cight percent, or $451 million, was from nonresident
visitors. Among the ten major groups of activities, Business and
Transient Travel was the lead activity, with 33% of the total. The
second largest group was Outdoor Activities, with 25% of the
ponresident expenditures. In third position was Confercnces and
Conventions with 22% of the total. Historic Sites and Muscums
were fourth largest, representing 6% of the total. In general,
these groups attracted large numbers of nonresident tounists, who,
in turn, spent higher average sums on lodging, food services, and
thear activitics.
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Economic Impact

The total sales impact from all travel and tourism activities within
the mine-county region during 1994 amounted to $914 million
(Table 2). The direct sales impact was $309 million and the
secondary impacts (indirect and induced) were $605 milhion. On
a value added basis, the net impact was $339 million. The salary
and wage component of value added was $310 million that, in
turn, supported more than 23,000 annual jobs on a full and part-
time basis.

The origin of the total sales impacts was identified in terms of the
ten groups of travel and tourism activities (Table 2). The relative
size of the group impacts followed the same patiemn as was
evident i thew nonresident expenditures. Business and

Transient Travel had 33% of the total sales impact, followed by
Qutdoor Activities, with 26% of the total, and Conferences and
Conventions, with 20%. Historic Sites and Museums was fourth
largest, with 7% of the total sales impact. The remaining five »



Table 2. Tolal ravel and tourism impacts by activity for 1994,

Activity Groups Dircet Sales Sccondary Sales  Total Sales  Value Added Emplovee Income  Employment
Amusement Parks $6.777.300 $14.98G.300 $21.757.800 $12.777.200 $6.844. 700 59723
Antiques Conters S1RIZA00 $3.723.700 3,536,300 $3.342.600 $1.848 500 148,65
Conforeness and Conventions $62.650400  $124.452.900 $I87.103300  $112.005.000 $£65.794.100 4789.69
Cultural Events $4.601 300 $9.855 200 $14.456 500 $8.518.700 $4 953 500 38930
thistorical Sites and Muscums  $21.339.800 $38 457,000 $549. 996 800 $33.526.100 $19.846 5060 143095
Outdoor Activitics $77.222.800  $1539.106000  $236328.800  $143. 243300 $81.964 800 630296
Shows. Fairs and Festivals $7775100  $14.469.400 $22.244 300 $11946300 $7.071,200 53316
Sporting Events $8.829.400 $15.247 300 £24 076,700 S13416.200 $6.914.100 36246
Vacation Homes $14 452 400 S18.665 300 $A3. 117700 $18.331.300 $9.933 800 633,66
Business and Transicnt Travel $103.066.000  $206.133 100 $309.199.100  $180.674,100 $105.148.900 799693
Total $308.727.500  $605.090200 S913K17.700  $538.782.000 $310.325 100 23406 .99

sToups, representing sixteen activitics, gencrated less than 14%
of the total sales impact.

The placement of the total sales impacts was identified in torms
of IMPLANs ten industrial groups (Table 3). More than 90% of
the direct sales impact was in two cconomic groups: Services
($193 million) and Wholesale and Retail Trade ($93 million).
The secondary sales impacts were distributed over a wider arrav
of groups. including Finance. Insurance. and Real Estate (24% of
sccondary), Senvices (24%). Wholesale and Retail Trade (19%).
Manufacturing (12%). and Transportation. Communications, and
Litilities {12%).

A more specific delincation of impact recipients was provided in
terms of the individual sectors within the various groups. Two
sectors recetved 71% of the direct impacts; Sector 463: Hotel
and Lodging Places and Sector 454: Eating and Drinking
Ustablishments. An additional 7% was placed in Sector 488
Amuscment and Recreation Services. Further analysis of Sectors
463 and 454 showed 9% of their secondary impacts were
mduced. with onh 11% as indirect.  in part, the larger induced
impact was duc to both sectors being labor-intensive  Emplovee
compensation {or the restaurant sector was $3% of the output
valuc and 47% for the lodging scctor. By comparison, the
average emplovee compensation for all sectors i the region was
33% of their output. In contrast, mtermediate mputs to the
restaurant sector were 43% of their output. with only 30%
purchased regionally  In the same fashion. inicrmediate mputs to
the lodging sector were 36% of their output, with 30% purchased
regtonally.

Table 3. Total travel and tourism impact by industry for 1994,

The sector-by-sector listing of secondary sales impacts also
portraved the induced character of these secondary impacts, For
the most part. the total sales output from these sectors followed
the personal consumption pattern of the U.S. population (BEA
1990).

Conclusions

The sources and placement of the cconomic impact originating
from travel and tourism were wdentified for a nine-county region
of southwestern Pennsvivania  Among the ton major groups of
travel and wurism activitics, Outdoor Activities attracted the
targest number of nonresident visits. representing 48% of the
total (Table 4). Next in order were Business and Transient
Travel, Conferences and Conventions, and Historic Sites. in
terms of the money spent by nonresident visitors to the region,
Business and Transicot Travel had the lead position, with 33% of
the total. Next in order were Quidoor Activitics, Conferences and
Conventions, and Historic Sites. Total sales impacts followed
this same pattern. Of further mterest, within the Qutdoor
Activities group, Downhull Skiing and Golfing provided nearly
two thirds of the group’s cxpenditures and inpacts.

There was a similarity in the nonresident cxpenditures within the
four lcad groups. Basically. most of these visitors were engaged
n overmight trips, with the majority of their regional cxpenses
tied 1o lodging, food. and allied reereational services. As a result,
their impacts were generated in a fairly consistent fashion.

Direct Secondary Total Value- Emplovee Jobs

Industry Sales Sales Sales Added Income #

Agriculture, Forestry and Fisheries $318.300 $11.725,400 $12.243.706 $3 809900 $1,425.700 218.30
Mining $512.200 $2.815.200 $3.327.400 $2,523.900 $744,300 20.45
Construction $3.875.7060 $22.328.400 $26.264.100 $14.540200 $11.047 7060 340.92
Manufacturing $2.379.200 $72.61 LOGO $74.9906.200 $26 R+ 500 $16.704 300 778.7%
Transportation. Commun., Utilitics %4.029.200 $71.055.5300 $75084.706 41117300 $16.295.000 377.49
Wholesale and Retail Trade 93 GT5.400 FH609G700  $200 166 100 S I38.600  $90.752.300 8221.16
Finance, Insurance and Real Estate K469 000 $147.824 600 148,793,600 104 718.000 17021300 045,66
Serviees $194,774 500 $144.062,300  $338836.800  $IO7 132100 $141.898.400 1161912
Government Enterprises $8,594.000 $16.577.100 $25.171.100  §16.976.500 §14.340.500 485.70
Total $2008.727.500 $605.090.200  $913.K17.700  $33R.T7R2.000 8310325100 2340699
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Tabic 4. Percentages of nonresident attendance, nonresident
expenditures, and total sales impact by activity groups, 1994

Activity Groups Non- Neon- Total Sales
Resident  Resident
Attendance Expenditures
Amusement Parks 5.0% 1.8% 2.4%
Antique Centers 1.2% 0.9% 0.6%
Conferences/

Conventions 6.9% 22.1% 20.5%
Cultural Events 1.5% 1.4% 1.6%
Historical Sites 6.5% 6.4% 6.6%
Qutdoor Activitics 48 2% 24.9% 25.9%
Shows, Fairs and

Festivals 5.2% 3.0% 2.4%
Sporting Events 2.5% 2.3% 2.6%
Vacation Homes 4.6% 3.6%
Business/ Transient

Travel 22.6% 32.6% 33.8%

From an economic viewpoint, the region's key recreational
attractions are its ski slopes, golf courses, public parks, and
historic sites. In addition, the direct sectors that service the
nonresident visitors, namely lodging and food services, play a key
role in this travel and tourism market. The potential for growth
will depend on whether this overall assembly of recreational and
service facilities maintains their competitive advantage. This
advantage can be described as certam unique resources and
attractions, their proximity to outside population centers, and
their relative cost of services. Although the assembly is, indeed,
complex and has largely evolved through a myniad of
decentralized decisions, there is now a regional need for achicving
better coordination in order to maximize the region’s future
potential.
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Abstract: One of the most important arcas of analysis i travel
and tourtsm planning 1s the estimation of tourist demassd for
travel and tourism facilitics and services. Indeed. much of the
rescarch literature on planning technigues has focused on demand
model formulation and use. In hus paper. an overview of travel
and tourism demand analysis concepts, techniques. and trends is
presented. Because the appropriate deroand analysis approach
for any particular problem context depends on the charactenstics
and scope of the problem. special atiention is given to identifving
the tvpes of situations where cach approach 1s most suited,

Introduction

Toursm demand dovs not represcat a homogenous group of
people stoving to travel pushed by identical mootivations. s a
complex of various. and sometimes conflicting, desires, needs.
tastes, like and dishkes. Henee, the anals sis of tounism demand
can help decision makers and planners to figure out the tourists”
behavior clements. such as motivation, preforence. Because the
appropriate demand analyvsis approach for any particular problem
depends on the charactenstics and scope of the problem, special
attention is grven to wdentifyving the types of situations that cach
approach 1s most sutted.

The purpuse of this paper is Lo review the travel tourism demand
concepts. affecting factors, models and trends. This can help
travel and tourism planners understand how to cstablish a
demand model and also provide a general knowledge of the
assumptions of different models.

The Affecting Factors of Travel and Tourism Demand
According to microcconomics theory, demand mcans the quantity
of a commodity consumers wish to buy and can buy at a given
price in a given period. More preciscly. demand signifies a
functional relationship that reveals the quantity that will be
purchased at various prices. at a given time and place. The
tourism demand function has several factors that analvze the
needs and wants of wourists in establishing the dermand of a
particular destination. Scveral factors also affect tourtsm demand
that should be considered when making forecasts. The tourism
demand function is divided into five categorics that claborate on
the demand or tourists.

Demand = f{ price, preference. attractiveness. income. other
substitution)

Price

Unlike a commercial product. tourism resources arc immobile.
The tourist must travel to the destination Lo enjoy the tourism
product. Thus, cost is the major concern for tourists when they
make decisions, Usually, costs includes transportation costs.
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transportation time opportunity cost. lodging. shopping and
equipment, cte. 1o travel and tourtsm demand rescarch, the costs
arc usoally measured by travel cost, travel time. travel distance
and out-of-pocket cost.

Preference

Tourists preference is one of the major clements detcrmining
demand. Howeser, prefercnce 1s hard to measure directiv,
Tourwts are motivaied in different ways by different stimuli, and
not all people react the same way o the same stmuli. Preference
has a lot 1o do with demographic and sociocconomie variables.
These variables include age. sex. marital status. cducational level.
ocenpation, position. family stze, tourtsm and recroaiion
experience and special recrcation training.

Aftractiveness

Attractiveness is a psvehological reward. Attractiveness is varied
for differcnt tourist groups. Basically | attractivencss can bc a
historical arca, weather, special event. natural resources. religious
arca. thome park, etc. For example. in 1996, the Olvmpic games
will be beld at Atlanta GA so sport cvents will provide the
attractiveness for tounism demand. The attractiveness, 1y gssence.
1s measurcd by mirastructwre and superstructure guality of
services, capacity and tvpes.

Income

The houschold and personal incomwe 1 a kev variable for
individuals or familv to decide their tourism capability,
Mcanwhile, that will be one of the important variables for
demand analysis. Fspecially, diseretionary wmeome influence the
tourists” decision for selection of tourism activities.
Discretionary income is income that is left afier buving all one’s
NCCCSSHICS,

Other Substituticns

Substitutions can be scparated mio two categorics: price
substitudion and resources substitution, The former 1s concern
about the cost for similar tourism resources. The basic
assumption is the tourist has the same experience for those
resources or never has been to the destination. The latter is
related to the destination attractivencss competition if the tourist
will pav the same opportunity cost.

Stated as above, there are five fundamental clements for the
rescarchers to establish the tounsm demand mode! from the
individual aspect. If the study is the whole market focus,
population factors will be important vaniables for measuring
tourism demand  Population factors include the number of
people. migration, structure, spatial distribution. and so on.

The Forecasting Metheds for Travel and Tourism
Demand

The definition of demand forecasting s Lo predict the most
probable level of domand that is likels to occar i light of known
circumstances or, when alternative policies are proposced. to show
what different fevels of demand may be achicved. 1t is esseaval
that forecasts provide mformation that is required by decision
makers  The forecasts needs to cover the specified tme period
for which i 1s designed. Hence. forccasting plavs an important
role in most organizations smnee virtualls all planning and



decisions must rest on understanding of, or assumiptions about,
the future {Stvnes, 1983). Forecastng models arc tools 1o help us
better understand the future. including the role of past aad present
decisions i shaping 1t. In this section, four types of forccasting
models that have boen applied in varous studics will be explored.

Time Series or Trend Extension Models

The simplest sort of demand model is cstimated by plotting
historical demand levels vs. time and then extrapolating the
plotted rrend nto the future. Trend extension is extremely
common both within and outside of travel and tourism planning.
Whenever growth rates arc used to project future growth or
whenever past and current experiences are extrapolated into the
future. onc is cither explicitly or implicitly engaging in a trend
oxtension analysis.

Structural or Causal Models

Structural models depend on the identification of the relationship
between some measure of travel and tourism demand and a serics
of causal vanables, These relationships are usually identificd
using multiple regression or analvsis of cross-scetional data
{Smuth. 1993). Once the model has been calibrated, estimates of
future values of the causal variables are used in the model o
make a forecast of future travel and tourism demand. Since the
causal relationships are very vital for using structural models, the
theoretical background to support mode! building should be very
precise. Gravity model, muoluple regression models. and
Intervening opportunity models are three tvpes of approaches that
have been applicd m many studics.

System Simulation Models

System simulation models, m general. are the combination of
structural and time series models. Simutation models are
charactertzed by thewr exphiatly dynanue nature and their attemp
to repheate key events that occur over time. The tvpical structare
of a simulation consists of a set of information (current
population. murbers of visitor. infrastructure capacity, cle ) at
some time period stored i a central data bank. Submodels
characterizny the actors and their inferrelationships draw upon
thiz formation as a basis for their actions (manpower
management, accessthility, means of transportation, etc.) Given
these actions, the data base is updated so that at the end of the
period. there exists a new svstem state that serves as the basis for
the decisions to be made in the next simulation period. Finally,
from {ime to ime exogenous changes niay be imposed on the
svstem (tourism resource development, management sty le
changes. marketing technique changes. ete.)

Trip Distribution Models

With limited time and cost, trip distribution is one feasible
micthud to measure the numbers of visitors. These models
assume that under the predicted time pertod. the visitors”
preference is the same. or the guality of the destination will not
change. Based on the national trips forecasting values. the tnps to
cach political units (L., county, towaship, cle.r will be allocated
in given portions.

Discrete Cheice Model - a Research Trend

The analysis of consumer choice behavior s a magor congem in
such disciplines as marketing, cconomics, psvchology.
transportalion scionce. and public policy analvsis. Traddtional

nicrocconomics deals with consumer demand for goods that can
be measured as continuous quantitics {c.g.. gallons of gasoline.
pounds of mcat}. However. many tmportant applications mvolve
categorical, or discrete choice. Examples mclude choice of a
brand of soft drink. ts pe of autoroobile, mode of transportation
for commuting to work, family size. or shopping destination,
Inserete choice models are wideh used to analy ze and predict
these tvpes of consumer behavior  Also, the tourism demand
rescarch useing discrete choice modet has become a trend in
recent vears,

Four tvpes of forecasting maodels have been discussed above,
To achieve a conceptual and analyvtical formulation of the travel
and tourism demand problem, it is necessary 1o work at a more
aggregate level of system representation than that of the
mdividual trip maker  Individuals are. in principal and in fact.
exactly that: individual, unique, and for all practical purposes
unpredictable with respect 1o the intricacies of their behavior,
Aggrepates of people. however, will tend to exhibit cormon
tendencies and behave i smiilar ways. In other words, in the
aggrepate. statistical regularities emerge that are sufficiently
strong, stable, and theorctically reasonable to be useful in the
analvsis and prediction of travel and tourism demand.

Conventional microcconomics mahes extremely strong
assumptions concerning the decision maker's ability to use
perfectly all information available and reles ant to the decision
and to make a completely rational. consrstent decmsion given this
wlormation. The basic assumption ss the tounist s able to assign
at least an ordinal ranking to the alternatives available in terms of
their relative desirability (1.c - the allernative’s utility) Being a
raponal person. the decision maker will then choose the
alternative with masamum utility (e | the one that maximizes the
benefits) Probat and logat are two standard diserete choice
snodels have been widely apphied m ditferent arcas. Probu
maddels cannot be expressed castly in an anabyvtically closed form
and heace are computationally cumbcersome and expensive to use.

I recent demand studies. due to the casy model calibration and
precise predictabidity, Jogit modet has been widelv apphied in
different demand forecasting. The logit model has a tractable,
convenient functional form In particular. it can calibrate
relatively casily and cfliciently using fairly standard maximum
likelihood techmgues.

Due to space imutations, the specific companson of cach discrete
chowee model canuot be discussed here. The brief review points
out the rescarch mulestone in the future research.

Coneclusion

Tourtsm demand s diversified and far from being stereotyped in
well defined groups. That is the reason why this paper stresses
the importance of an objective evaluation of recen ing tourtsm
vesources wn order to establish an approach that would best senve
marhetng efforts tn recent vears, the discrele choiee model has
gradually beconme the muin streanmy miodehng approach for
anatyzing tounsm domand - However, the diserete choice model,
i peneral, requires a great deal of data. Also. the model
parameter cahibration 1s very complhicated. So, most research stil}
remain in aggregate level models, which are less costly and more



tmely . There will be three directions for the future rescarch.
First, cffective and cfficient data banks will be buiht for discrete
choice modelmg. Also. effective computing approaches and
techniques will continue to develop. Second. for the purpose of
building more precise aggregate models. the theoretical
background for the causal relationships must be verified reliably
and validly. Finallv, supply and demand considerations will be
another rescarch dircetion To date, demand studics have
assumed that supply is constant. But, since the concern over
environmental attitudes, the supply side has become a variable
issuc. So, rescarch from the whole tourism svstem viewpoint is
another trend
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Abstract: The purpose of this study was to examinc and cxplore
the New England domestic travel market trends, from 1979
through 1994. The existing travel markets, who travel to New
England, are changing by age cohorts and geographic markets.
Implications and discussion points were provided. Keywords.
Domestic travel, trends, New England, demographics.
gg_qgraphic markets, and market implications.

Introduction

Evidence suggests that demographic shifts in the population age
structure will affect many businesses and activities, especially
tourism as the population ages and significant portions of the
population have time to travel (Research Alert, 1990). This will
be particularly true as baby boomers reach older age cohorts,
Recent studies (Wamnick, 1992A and 1992B, Warnick 1993,
Warnick 1994 and Kuentzel, Robertson and Ramaswamy, 1995)
showed domestic travel in the Northeast has become a mature
market and also very different in terms of changes by state. The
distinct differences in travel-specific behavior and participation
rates cxhibited by changes over time will likely shape future
demand for these activities. The economy of much of New
England depends on the travel and tourism industry. Richness of
New England’s tourism and recreation attraction industry are
critical to the increasingly competitive travel market. Therefore,
there is a need to monitor these trends carcfully and to determine
how the region’s markets are changing. This study provides an
additional four more years of information to update the previous
study of travel trends in New England and the Northeast.

Purpese of the Study

The purposes of this research paper are twofold: 1) to examine
domestic travel to New England during the 80s and early 90s and
to update previous trend studies; and 2) to determine how
participation rates in domestic travel to New England and the
Northeast within demographic and geographic variables have
changed over time.

Method

For the analysis of domestic travel, data for this study were
compiled from the annual survevs conducted by Simmons Market
Research Bureay, Inc. (1979 through 1994)'. This rescarch firm
annually measures participation rates, demographic composition
and media usc patterns of a variety of leisure, sport and travel

Permission to use the travel data base was granted by Simmons
Market Research Bureau (SMRB), Inc. of New York for the
purposes of this study. The interpretation of the data is the author's
and SMRB is the source.
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activities. The sample sizes range from 15,000 adults sampled
in the carly 80s to more than 24,000 adults ssmpled in 1994,
The data were analyzed from 1979 through 1994 using an
average annual adjusted percentage change rate. Other change
rate factors were considered (weighted change rate, moving
average, and least squares method); however, this method was
selected due to its wide acceptance. Within this study only
travelers who said that they traveled to New England were
included. Excluded from this analysis were travelers who visited
the New England from other countries.

The nature of domestic travel and participation requires the
description of three major components of travel demand. First,
domestic travel must be defined. “Domestic travel” is defined as
“any trip(s) of more than 100 miles (one way) within the
continental 48 cotcrminous U.S. states taken in the previous 12
month period” (Simmons Market Research Burcau, Inc. 1991).
This definition of domestic travel includes alf types of wavel
taken which fits the mileage and regional description; but
excludes all types of travel taken of distances shorter than 100
miles. Second, "market size” is the “number of people who
participate in domestic travel.” This statistic by itself is
somewhat less meaningful than a statistic that more specifically
quantifics demand or travel volume. However, the nature of this
data set does not easily allow a projection of the number of travel
days to New England. Third, “participation rate” is the percent
of total adults by descriptor (total U.S. population or age - such
as 18 to 24 year olds) who elected to travel to New England for
any reason as a primary destination during the pervious 12
months. In this study the geographic region definition of “New
England” includes the states of Maine, New Hampshire,
Vermont, Massachusetts, Rhode Island and Connecticut.

Age cohorts that reflect the demographic patterns of travel
include the following categories: 18 to 24 25 to0 34; 35 t0 44: 45
to 54: 55 to 64 and 65 and older. Other groupings of age cohorts
include young adults - 18 to 34; middle-aged adults — 35 10 50;
and mature adults -~ 50 and older. The highest level of
educational status was also examined. It included the following
categories: college graduate, some college education, high school
education, and did not graduate from high school.

Selected Findings

The participation rates of adults selecting New England as a
primarv destination of all US adults averaged 3.4% over the last
decade and a half (15 vears). An adjusted annuai change rate
showed a 2 4% decline per vear in New England travelers. This
means New England lost about 141,000 primary destination
travelers per year. The peak year was 1984 when 6.9 million
destination travelers traveled to New England.  The bottom vear
was 1991 when only 4.2 million destination travelers; however,
travel has rebounded in 1992 (5.3 million travelers) and 1993
(5.3 mllion travelers), but fell off shightly in 1994 (4.7 million
travelers).

New England’s demographic markets have changed over time.
Among the six age coborts, four declined in participation rates for
New England as a pimary destination. They included 181024
year olds, who declined by 1.8% (compare to decline of 5.1%

in 1993 study), 25 to 34 vear olds, who declined by 5.3%
(compare to dechine of 2.5% mn 1993 studv), 35 to 44 year olds,



who declined by 1.3% {compare with growth of 1.7% in 1993
studv), and 45 to 54 vear olds, who declined by 1.3% (compare to
decline of 1.0% in 1993 study)

In two age coborts, participation rates for New England as a
primary destination yrew. They included 35 10 64 vear olds --
growth of 2.7% (compare with decline of 7.1 7% in 1993 study).
and 63 and older -~ growth of “. 1% {comparc with growth of

4 0% in 1993 studv).

New England declined as a destination choice for two of the four
geographic markets. Foewer people from the following regions
seleeted New England as a primary destination. They included
the Northeast, which declined by 5.0% (compare to decline by
1.2% m 1993 study), and the South, which declined bv 1.3%
{compare to decline by 7. 17% in 1993 study)

New England grew as a destination chotce for two of the four
geographic markets. More people from thesc regions selected
New England as a primary destination. They included the
Midwest, which grew by 4.4% (compare with growth of “3.6™%
1t 1993 study). and the West, which grew by 7.6% (compare to
dectine by . 47% in 1993 study). However, these two regions
comprised the two smallest portions of the geographic markets
for New Englasd. The Northeast comprises 63% of New

England’s market (down from 66% 1n 1993 study). Nevertheless.,

the compusition of the New England destination market was
comprised more of the more distance travel markets, particularly
the Midwest and West and a corresponding loss of Northeast
market that appears to be going clsewhere,

Conclusions

New England continues to show signs of a mature destination
market since the last review (Wamnick 1993). The arca has not
rebounded to the high market years of the mid- 80s. However,
after the Gulf War Year of 1991, there were positive signs that
more travelers were returning to New England as travel was up
and held steady. Yet the market dropped off slightly n 1994,
Although New England is without a doubt one of the United
States” most definable or marketable travel destination regions,
the decline can be partiaily attributed to changing demographics
and travel preferences of geographic markets.

The demographics suggested that New England has lost some
favor with the voung aduit and middlc-aged baby boom markets
and gained with the over 33 vear old markets. Growth has
aceelerated particularly for the 55 to 64 vear market. While some
mav be concerned about this, it may be considered very positive
as the over 35 market is to swell in the comung vears and New
England may be very well positioned to attract more of these
folks. This is particularly true if thev arc currently coming in
increasing numbers.

Growth in the mature market i a very positive sign for New
England. 18 also interesting that people more than 50 account
for 43 percent of all houscholds and half of all quantitative
discretionary mcome {Morgan and Levy 1993). The big market
may continue to be the middle-aged Baby Boomers, but they will
soon be retirmg and many will becoming empty nesters. Their
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travel patterns will change and we do know they are nostalgic.
New England should concentrate on attract this market and
individual destinations and attractions should be mindful of the
aging Baby Boom market. They cannot be overlooked.

However, marketing to them will not be like marketing to their
parents. They are not likely to want 10 do the same things the
genorations before them did when they became older adults. This
market has been highly participatory and active and is likely to be
much more active into later stages of life. Passive attractions will
need to be more participatory and engaging.

The previous trend study pamted a not so good cutlook on travel
to New England largelv do to the 1991 year. However, even then
caution was noted as 1991 was the Gulf War vear and travel was
gencrally off everywhere. In that paper. a cautionary note was
expressed regarding the reflection on the turn of events in one
year. More patterns were suggested to be followed. Though
travel was offin 1991, it did indeed rebound and hold steady in
1992 and 1993 and fell off slightly in 1994, Thus. patterns need
to continue to be followed. The 1994 year, although off slightly,
is not the significant trend vear here. The overall pattern in recent
vears indicates some stabilizaton.

Whlc the findings discussed here show an overall decline in the
under 55 markets. one should not ignore these markets. They are
indeed large markets that require attention and marketing savvy.
In Table 1. some statistics seem to counter argurent with the
growth statement about the over 55 market trends. For example,
“other age cohorts™ configuration actually suggest a decline in the
over 50 market participation rates. This is duc in large part to the
significant number of people in the 50 to 54 year old age range
and relative unchanged patiern among those who arc age 65 and
over.

Market change over time 1s another important travel trend issue
exaruned here. People who participate in travel pursuits may
change their rates of travel based on their individual household
conditions. it 1s very possible that people who travel freguently
onc vear might not travel as frequently the following vear. By
carefully monitoring demographics and the changing patterns
associated with one can see new patterns developing,

These trends, if they continue mav mean some very basic changes
in how travelers use the resources in New England. If we assume
that the region 1s losing the more active travelers (younger age
cohorts usually have higher participation rates in active
recreational pursuits than older cohortsy. then, activities that are
fikely to grow may include hiking, walking, visiting historic
places and more passive forms of recreation and entertatnment.
Activity resource arcas that arc hikely to see declines in
participation may include swimming, skiing, and outdoor
resource-based activitics -- such as hunting. snowmobiling, water
skiing, for example. These fundamental uses may not be
dramatic changes. but will gradually change.

New England 1s not the “hot market” 1t was a decade ago for
domestic travel. Other regions appear to have marketed their
regions more aggressively and successfully. The Northeast travel
market, New England’s primary source of travelers, continugs to
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reveal more travel tendencics o other parts of the United States
as noted m the earlier study (Wamick 1993) The aggressive
nature of other regions. the revitalization of market arcas. and the
overall changing demographac and geographic travel pattern
changes may explain the repositioning of the New England
Region. Furthermore. it may be that New England 1s now onc of
many choiees and 1$ losing market share based on a growing
diversification in the travel market.

What are the choices for the tourism and travel industry and
businesses changing within the New England? Again, it must be
noted that there 1s not high growth i the domestic trave! market
as defined within the context of this studv. {1 continues to be a
mature market. It way be out hustled and repositioned by other
more aggressive and perhaps potentiallv more attractive
destination choices elsewhere. Long term, there are signs that
market conditions may improve. More retirecs and an aging
population with more free time should help Lo increase domestic

iravel demand to this region. Agencies” positioning statements
and plans and marketplace promotions should consider the family
market and the rapid growth in the mature market in the noar
future. 1t is a viable market and will be aggressively pursued over
the next decade. New England’s notoworthy historical, education
and medical centers all may combine to attract more of these
travelers to the region.

With no strong growth paticrns in the domestic market,
recreation and tourtsm businesses should continue to seck to
balance market demand through cither new markets or retum
markets. Furthermore. businesses must recognivze that travel just
does not “happen” anymore. Todav's travelers have a diverse
menu of national and international travel destinations to chose
from during their frec time. Heavily discounted airfares mav
prompt some travelers 1o go to more distant locales. Baby
Boomers are a market who change their loyalues quickly.

Participation Rates for New England Travel by
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Figure 1. Participation rates for New England travel by age cohorts: 1980 10 1994,
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Tourism and recreation businesses can no jonger expect to benefit
from growth markets where a new customer basc is coastantly
replaced with another customer base. Mature market conditions
spur customer relention strategies and market share
competitivencss. In other words, these businesses must work
hard to retain their current patrons because other finms will be
secking to draw them away. It will simply continue to be a more
competitive tourism marketplace in New England in the 90s.

This review of domestic travel to the New England destination
area provides new insights and how the market conditions for the

1990s may be evolving. National trends can be musicading
within a regional context. The changes in the national wravel
market were not duplicated in the New England travel market.
However, closer and more intense monitoring of travel trends,
both domestic and localized. 1s still needed. Much is still not
known about the mner travel patterns within New England or
about the travel votume of cach of these segments examined here.
But. travel patterns have evolved and the New England travel
market 1s much different from what 1 was just one decade ago.
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|Participation Rates for New England Travel by
Market Area: 1980 to 1994
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UNDERSTANDING THE MARKET FOR PARKS
CANADA BRANDED SOUVENIRS AND GIFTS
Fernando Mata

Research Officer. Economic Sector. Strategic Rescarch and
Analvsis. Department of Canadian Heritage, Ottawa, Canada

Dick Stanlev

polling firm Environics interviewed them in person between
September 16 and October 7, 1995, The socio-demographic and
residential characteristics of this sample arc presented in Table 1.
The survey’s intervicwng schedule contamed questions
mcasuring overall interest in Parks Canada branded products.
buving criteria, prefercaces for buying locations, past speading
in gift & souvenirs and items bkely to be bought.

Table 1.Socio-Demographic Profiles of the 1993 Environics
Survey.

N Yo

Chief, Economic Sector, Strategic Research and Analvsis, Total Sample 2.022 100.0
Department of Canadian Heritage. Ottawa, Canada Gender

Males 974 48.0

Females 1052 52.0
Abstract. The purposc of this paper is to report and discuss the Age Groups
findings of a scgmentation analvsis of the market for Parks 18-34 728 360
Canada’s branded souvenir and gifts using data from a 1995 35.54 707 3350
national ommbus survey., Potential consumers were classified S5+ 587 29.0
according to their intercst in buying Parks ('anada branded Marital Status
products, prefercnces for a buving locations and the most fikely Married 1231 609
items 1o be purchased. To identify the characteristics of the Singlc 463 23.0
marke! segments. cluster and diseriminant analysis were used as Other 326 16,1
data analvsis technigques Four distinet market scgments were Incomes (5Can)
identified: “loval" “committed.” “uninterested” and Less than 15.000 411 20.3
“occassional " Each differcd as to size, residence. socio- 15,000-34 999 443 220
demographic characteristics, spending patterns and propensitics 35 000-49.999 347 169
to buy speeific products. Roughidy, the market estimates derived S0.000 + %24 308
from the data suggest that there mav be a potential souvenir Fducation
market in Canada of § 1.6 bithon and a potential gift market of High School or less 1057 523
$4.0 billion. Some University 643 EF R

Completed (nversity 322 159
The Market for Parks Canada Branded Products Resdence
Parks Canada is now considermg the feasibilty of hicensing the Ontario 540 232
private seetor to produce branded gt and souvenir stems, This Ouehec 488 14.8
endeavor requires the colleetion of relevant information on how Rest of the Country 9R4 62.0

Canadians view and will most likelv consume these products.
The sepments of this market most likely constitute a
heteropeneous population mix. For this reason, it was thought
appropriate 1o break the market by its main socio-demographic
and attitudmal constituents and proceed o study them
svstematicaily, Having idestificd market scgments. appropriate
targeting of commumcation messages and better development of
various lines of products could be sigmificantly faciliated

Who will be the most fikely consumers of branded Parks Canada
products? Will they be regular visitors to the Parks or occasional
ones? At what shops will they buy them? What kind of products
are of special appeal to them® These tvpes of guestions

became important for Parks Canada in 1993 i order to know the
approximate value of the market {or souvenirs and gifts and to
assess the feasibility of marketing branded gift and souvenir
tiems. The latter figures were thought would convince private
entreprencurs that the licensing of Parks Canada’s brand name 15
commgretally attractive.

Data and Methods
Information regarding the potential consumers of Parks Canada
branded products came from a national omnibus survey

comprising 2.022 Canadians aged 18 vcars old and over. The

Identification of the Market Segments

To identify the main market segments a k-means cluster analysis
of 8 kev attiudinal vanables was performed. These questions.
which were Likert scaled (1-4 Ponts), measured the following
oms,

Overalf mterest m purchasing items associated with Canada’s
nattonal parks and histone sites:

Interest in purchasing these items at a Parks Canada gift
shop within a national park or histonic site:

nterest in purchasing these items at a privatehy run store
located within a national park or historic site;

Interest m purchasing these tems at a department store
located across Canada ¢

Interest w purchasing these dems through maid order
cutalogues,

Intentions of buving these items as souvenirs of atrip to a
historical park or site:



Intentions of buving these ilems as a souvemr wift of the trip
for someone at home:

Intentions of buving these items as wifis in occasions such as
birthdavs. armiversanes. cle.

K- means cluster analvsis was used as the statistical technique to
differentiate cluster memberships. The k-means  clustoring
algorithin allowed to measure the proximity botween yroups
using the Euclidean distance between group centroids. Beginning
with an initial sclection of k groups, the algorithm placed cach
respondent within clusters according to his or her distance to the
nearcst centroid.  In total, 10 cluster solutions were tested using
the Environics 1993 survey data. To determune the best cluster
solution. two criteria were used: the optimality criteria and the
upper tail statistic (Mojena. nd). Following the optimality eniteria,
it was necessary o examinge the behavior of the derived
proxumity measure m the neighborhood of k. The largest jump
occurred at step 3 than at previous steps. thus, a 4-cluster
solution scemed the most appropriate. The upper tail statistic test
also confirmed this also this observation.

The four clusters found were labeled as: ~lovals." “commutted.”
“uninterested” and “occasional.” These clusters accounted for
29%. 27%. 16% and 28% of the sample respectively.
Dhscriminant analvsis of the kev cight attitudinal vanables
provided the information necessany to define cluster aemberships
and plot a “perceptual map™ for segments, A good example of
this methodology is found in Shocmaker’s {1994) scgmentation
of the U.S. travel market accordmyg to benefits realized Resulis of
the discrimunant analyvsis are presented m table 2 and the
pereeptual map appears on figure L

A classification procedure using two discriminant functions had

a 6.3 % success raic. The high cigenvalue of 6.26 (ratio of the
between groups to within groups sum of squarcs) of the first

Table 2. Discriminant Analvsis Results

function indicated that this lincar combination did a fairly good
job at scparating adequatcely the groups. Table 2 showed that
four variables were important in separating the groups. These
were: in function 1. "buy at a PC gift shop.” “buy a trip-related
souvenir” and “buv a personal souvenir.” and. in function 2:
“buv at a Department store. The centroid and  vanables
transformations of Table 2 (shown in columns 5 to 19). allowed
to produce a “perceptual map” of the consumer behavior for the
four scgments wdentificd In this map. segments are plotted as
pomnts relative to their atittudinal attributes represented by vectors
in the discriminant scores space. The degree to which these
attributes scparate the groups is indicated by the length of the
vector. The veetor™s proximity to cach scgment and its dircclion
show how wfluential a particular attribute is for the respondents
in cach scgment.

Veetors 3 and 8 wore relatively shorter than the other veetors
suggesting that their associated purchasing intentions did not
separate the groups as much as those assoctated with long vector
lengths (particularly v2: the micntion to “buy at PC gifi shops™).
As scen m the map, both the loval and commutted segments were
found in the posttive axis of function | but on different
quadrants. The relative lengths of veetors 2 and 6 and their
proximity Lo the spatial tocation of the “loval” scgment suggest
that respondents classified as “lovals™ (if intentions are
translated mio behavior) will be the typical buvers of souvenrs at
parks and sites in 1996, The committed scgment location was
found in the continuation of vector hines 4 and 5. These
ndividuals will buy Parks Canada branded products at different
focations including department stores and via mail cataloguc
orders. Occastonal and uninterested scgments were found on the
negative side of function | and positive side of function 2. Thewr
location nicar the negative continuations of fine vectors reflects
their fittle interest shown in purchasing products in contrast with
members of the previous segments.

Discriminant Function Eigenvalue Canomcal Correlation Wilk's Lambda  Chi Squared  Significance

1 6.26 92 07 52376 000

2 98 .70 A% 1413.5 0006
Function | Function 2

Centroids {Groups Mceans) *

Cluster 1 "Lovals™ 5237 -902

Cluster 2 ~Commutted” 10796 669

Cluster 3 “Uninterested” -1863% 32

Cluster 4 "Occasionals” -4955 290

Significant Variablcs **

Onerall Interest in buving PC products 232 -182

Likely to buy at a PC gift shop 542 =299

Likels to buy at a PC privatels run store 210 -1

Likely to buy at a Department Store 166 348

Likelv to buy through maif orders 22 87

Lakely to buy a trip souserur 408 -242

Likely to buy a personal sow enir 404 -73

Likely to buv a pif for gift-giving occasions 141 -284

* . Centroid values multiplied by F values assoctated with cach of the discriminant functions.
#* _ Correlations between discriminant functions and discriminatory variables multiplied by their univanate P valucs.
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Figure 1. Perceptual Map of Market Scgments

Yectors:

v1 = Overall Interestin purchasing Parks Canada branded products

V20 Intention {0 purchase at Parks Canada gift shops

v3 = Intention to purchasc at Parks Canada privately run stores
v4 = Intention (o purchasc at department stores

v3 = Intention to purchase through mail orders

v6 = Intention (o purchase trip related souvenirs

v7= Intention {o purchase personal souvenirs

v& = Intention to purchase gifts at giving occasions

In Circles - Aproximate location of cluster segments

Description of the Market Segments

The “lovals™ represent about 5.6 million Canadian adults. Most
of them were voung marricd females. This segment contained
many "full nest" familics: about 47% of them lived with children
under the age of 18. It was the most educated segment of the
four: 18% have compicied university cducation. Lovals will buy
their products at a gift shop or a privately run stores located
within a park or a listorical site rather than at other places. In this
sense, their lovalty is a "place” related one. They will purchase
more souvenirs than gifts As for product preferences, lovals are.
primarily, infcrested in generic souvenirs (85% preference),
clothing stems (69%), papergoods (63%) and publications (63%).

The second scgment. the “commiited.” represents about 5.3
million Canadians. These wall be the more enthusiastic in buying
Parks Canada souvenirs and gifis. Their commitment to purchase
these products 13 shown in the fact they will buy these products

not only while visiting parks or sites but while shopping in a
department storc or ordering them by mai! cataloguces.
Demographically, they are a relatively voung group where
married females are the majority. Close to 30% of them live
cither in Toronto or in places found within the rest of the province
of Ontario. The most preferred products of the commitied
scgment are generic souvenirs (88%), clothing items (65%),
paper goods {73%), publications (69%) and collectibles (65%).

The third scgment, the “uninteresied,” showed no intentions in
buving PC products. They represent about 5.6 million
Canadians. The majority comprised males (59%) who were older
and/or retired. About 30% of them resided in Montreal or in the
rest of the provinee of Quebee. This segment had the tvpical
characteristics of "empty nest" houscholds: more than two thirds
of uninterested do not live with children under the age of 18. 1t
was also the least cducated segment: 62% of clients have onlv



high school completed or less. These individuals will a few
souvenirs or gifis during the year.

The last segment. the “occassionals,” represents about 5.6
million Canadians. They show little interest in purchasing
products although they hinted that they will buy some souvenirs
or gifts if they have the opportunity {0 visit national parks or
historic sites. This segment has almost an equal number of males
and fernales represented. Albertans are slightly over represented
as occasionals. Like lovals, more than a half of these clients are
either full or part-time workers. It has the highest number of high-
imcome earners; about 45% camn wages or salaries equal to
$50,000 or higher. Among the products they say they will be
most likely be purchasing, the most mentioned are generic
souvenirs (46%) and clothing items (42%).

The Dollar Estimates

Table 3 presents preliminary estimates of the dollar value of the
souvenirs and gift markets based on the segmentation of Parks
Canada’s market. Individuals within the “loyal” and committed”
segments are of particular interest since they were the ones who
expressed that they were the most likely to buy gifts or souvenirs.
Estimates were based on information collected on the amount
spent on trip-related purchases (gifts and souvenirs) made in the
past 12 months, the frequency of these purchases and the number
of visits made to national parks or historic sites in the last 10
years.

It should be noted that while the segmentation is based on the
respondents” announced intentions to purchase, the amount of
spending is based on questions about their actual current
behsvior. In this sense, the total spending of souvenirs and gifts
is an estimate of what these people spend oa such items in the
absence of Parks Canada products. The proportion of spending
that will be diverted to PC products was impossible to predict at
this time (especially since we do not even know vet what the
products are). This amount could be very low or high. The
present estimates say is that there is 2 potential souvenir market
in Canada of $1.6 billion and a potential gift market of $4.0
billion (the sum of the amounts spent by the loval and commutted
segments),

The average annual spending for cach scgment was multiplied by
the number in each group. and the souverur spending was then
reduced by a factor derived from the propensity of the visitor to
visit. This propensity was determined by dividing the number of
times the respondent had visited a park in the past ten vears by

Table 3. Dollar Estimates by Market Segments.

ten, giving a fraction that resembles the probability of a park visit
in any one year. The estimates produced this way are recognized
as very crude. It is made cruder by the fact that, although the
respondent was asked what he or she spent, it is not at all clear
that the respondent actually answered for himself alone, or in fact,
for the whole family. Added to that the problem of recall, both of
expenditures and of number of trips, and the estimate should be
treated as an order of magnutude only.

Conclusions

The findings of the consumer segmentation analysis revealed that
the market of Parks Canada products can be divided into smaller
and more homogeneous groups based on their attitudes toward
shopping and potential behavior. Each segment has its own
idiosyncrasies with respect the consumption of different lines of
products.

The “loyal” and “committed” segments are the most promising
because of their market potentials with $1.6 and $4.0 billion per
year in purchases of souvenirs and gifts respectively. These
segments capture the main share of the Parks Canada products
market. If their buying intentions are translated into actual
behavior in the coming years, their contribution to the stability
and growth of a heritage market could be substantial.

in spite of the crudencss of the doliar estimates, the information
from this study proved important in the decision to continue with
the initiative to licence products. Parks Canada marketers have
the empirical evidence to suggest to potential private sector
partners that it is worthwhile for them to explore their potential
markets with more accurate instruments. Perhaps the most
important finding of all, which gives Parks Canada management
most confidence, is the fact that there is a significant number of
poople in Canada who found the idea of Parks Canada marketing
itself through merchandise as an acceptable way for a government
mnstitution to behave. In the era of small government, when mamy
government organizations are withdrawing from various spheres
of activity at the insistence of the voters, this is an important
piece of information

Finally, note that the findings of this analysis may be extremely
useful in laying the foundation for a variety of marketing
strategies aimed at Parks Canada consumer market. The
identification of the scgment’s fundamental characteristics could
enable marketers to design and promote programs for specific
target markets (which may include “occasional” clients) instead
of producing a generic program to fit all needs and wants.

MARKET SEGMENTS

Estimates ® Loval Committed Uninterested Occasional Loval + Committed
Size of Segment 5,621,596 5.270,855 3,215,124 5,582,624 ’
Average Annual Spending

for Souvenirs $128 $171 $31 $11s
Total Spending for Souvenirs $ 719,564 288 $ 901,316,205 $ 99 668 844 $ 642,001 760 $ 1620880493
Average Annual Spending

for Gifis $295 $437 $232 $307
Total Spending for Gifts $1.658,370,820  $2.303363,635 $ 745908768 $ 1,713.865.568  $3,961,734 45%

* Based on a sample weight of 9742.8 and a population 18+ of approximately 19.7 Million
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Abstract: Recipients of in an incentive travel package to Tahiti
provided by a California-based adventure travel agency were
surveved on their return flight from Tahitt (n=30} in the South
Pacific. The trip consisted of a three-day sail on 50-foot yachts
1o Bora Bora followed by three davs on the island of Bora Bora.
Results show that this Portland, Orcgon, based group had a
tervific experience in their travels to the Society Islands in French
Polynesia. Except for meals served on the boats (mean=7.3), the
average scores for sorvices provided by the travel agency ranged
from 8.0 or higher on a ten-point rating scale A Pearson
corrclation analysis showed that the saifing experience (v 74,
p. <001 and feclings about the overall experience (v~ 72,
p.<.001) were significant and posttively related to 1rip
sansfaction, Tn addition, the farewell banquer was correlated
with the welcome banguei (r = 47, p<01} and the amount of
muoncy spent on the trip (r - 44, p<.03) was correlated with the
visiors feclings index, an idex specifically developed for this
study. Although, an asscssment of the qualitative data supports
the quantitative results. the qualitative data also shows that
participants werce not satisficd with some aspects of the trip.

Introduction

[ncentive travel is a growing scgment of the overall ravel
industry and very little rescarch has focused on this niche m travel
and tourism, especially as it pertains to those facets that influence
the overall experience and trip satisfaction. According to Shinew
& Backman (19953), the incentive travel indusiry is cstimated at
over US$17 billion, with predictions of tnipling that amount 1n
the next ten vears. Becausce of the unique nature of incentive
travel coupled with the enormous impact it has on the overall
industry: it is important to understand the elements of an
incentive travel program that contributes to the overall
satisfaction of its participants.

Satisfaction has many definitions. In Webster's Dictionary
{1990) for instance, satisfaction is defined as the “the fulfillment
of a nced or want, the gratification of an appetite or desire, or a8
the contentment in possession and cnjovment.” Stankey (1972),
when describing satis{action with the quality of a wilderness,
wrotc that "it can be judged only by examining the oxtent to
which motivations and objestives of the visitor are fulfilicd.”
However, according to Williams (1988), within recreation. the
most widely cited definition is that of Bultena and Kicssing
(1969 which states that “satisfaction is a function of the degree

wh

of congrucncy between aspirations and perceived realitv of
expericnces.” Westbrook (1987) argucs that positive cmotions
such as contentment, delight, pleasure, jov. and wnterest should be
linked to positive disconfirmation and negative emotions such as
anger, frustration. disgust. and contempt should be associated
with negative disconfirmation. in addition, Westbrook suggests
that positive affect is generally linked to the stimulus (ie.
expeticnee or product). Different negative emotions on the other
hand. mav be attributed to either the product or provider. the
individual, or the situation. In recreation and/or wurnism
expericnces, Knopf (1982) and Peterson (1974) both found that it
15 often the situation (1.c., things over which the provider or
individual have hittle control such as mosquitoces, humidity.
scasickncess, or other people) that people find undesirable.
Situational factors such as those mentioned can enhance or
greatly detract from participant satisfaction,

in May 1995 a California-based adventure travel company,
organized an incentive ravel experience to Tatuti for a radio
station in Portland, Orcgon. As a soff adventure expericnce, 38
participants spent one mght in deluxe accommodations in Tahiti,
three mights on board 30 foot charter vessels sailing to Bora-
Bora, and two nights at the Hotel Bora Bora. Participants were
“given” this travel expericnce as a valuc-added package tied to a
sales promotion 1o buy radio advertising. Participanis were fully
awarce that by purchasing so many dollars of adveruising. thoy
would then be awarded a trip to Tahiti, Ideally, by creating a
unique travel experience. the radio station hopes to solidify
relations between the station, sales staff and clients 1o create
client loyalty. The sponsoring radio station tried to attract key
dectsion-makers within the companics represented.  Thus,
participants included the person buving the advertisg, their
guest, and the sales staff from the radio station who sold the most
advertising because of the incentive package program.
Participants ranged in age from 25 to 65 and the number of males
cqualed the number of females. Several members of the group
had participated in prior incentive travel trips with the same radio
station and adventure travel firm.

The objective of this exploratory study was to examine peoples
perceptions of the quality of their incentive travel program to
Tahiti. A sccond purpose was to determine, through a qualitative
approach using open-cnded questions, factors affecting their
satisfaction with the trip.

Methods

An cight-page survey was completed on the return flight from
Tahiti to Los Angeles, California (n=30). There were eight
refusals. Many statements, drawn from a spring break survey,
developed by the Center for Travel and Tourism at the
Pennsvlvania State University, were used to measure feelings
about the travel experience. Next, a seres of statements was
used to assess satisfaction with spectfic cleoments of the tnp (c.g.,
lodging. nighthife, and ar transportation). I addition, several
questions asked respondents toratcona 1 1o 5 point Likert
agreemoent scale thoughts about the destmation. Scveral open-
ended guestions allowed respondents further to clarify their
fechings about the experience. A visitor feclings index was
compuied as the mean of responses to four ttems measured by a
series of 7-point semantic-differential scales (1.¢., good-bad,
positive-negative, ihe-dislike, and happy-unhappy). A



satisfaction index. drawn from prior studics in outdoor recreation
behavior, was computed as the mean of 3 items measured by a 5-
pomt Likert scale,

Results

The data analvas was conducted in two stages: quantitative and
qualitative. The quantitative data was analyzed via SPSS for
windows on a personal PC. Factor. reliability, and 4 Pearson
correlation analysis and also measures of central tendency were
performed on the data. Results are presented in the nest section,
A qualitative asscssment of the open-ended questions was done
using Microsoft Excel. The frequency of comments was assessed
and categonzed and will be summarized in this paper.

Quantitative inquiry

The survey included several questions designed 1o be used in an
index of overall trip satisfaction. Table | shows the reliability
analysis conducted on the six items included for the ndex. In
essenee, these questions represent different wavs of asking
participants how much thev enjoved their expernience. Combining
a variety of questions like these into an overall index provides a
more complete and reliable tHustration of how travelers perceived
trip quality than does single item measures. The reliabnlity
analysis (Cronbach alpha = 62) shows that five of six tems were
mternally congsistent enough to include in a satisfacuon index.

Table 1 Reliabiliy Statistics for the Satistaction Index (n -30)

The statement. "My trip io Tahiti was not as enjoyable as
expected.” was dropped from the scale to enhance the overall
retiability of the other {ive iioms. The index was computed as the
mean of responses Lo those five items measured by a S-point
strongly-disagree to strongly-agree Likert scale. The mean score
of 4.1 shows that travelers were quite pleased with their
CXperience.

A Principle Components Factor Analvsis using vartmax rotation
was carried out 1o explore the possiility of creating a Fisior
Feelings Index. According to Kass and Tinsley (1979, p. 120),
factor analysis 1s a mathematical technique that permits the
reduction of many interrelated variables 1o a few latent
dimensions or factors.” The authors of this paper realize that a
minimum of 100 cases is necessary normally to conduct a factor
analvsis, vet we only had 30 cases. Further data coliection was
planned for the Tahiti incentive trip in November 19957 however,
this trip was canceled due to participant concerns about the
nuclear tests oceurring in that arca at the ume.  Since the studv
was exploratory in naturc and only 30 cases were available a
factor anabyvsis was conducted. Eight items measuring feclings
about the vacation to Tahiti using Osgood's 7 point semantic
differential rating scales were included in the {actor analyvsis that
produced three factors { Tabie 2). This analvsis identified similar
statements that correlated highly with

ftom Standard Corrected Alpha

Mean Devaation ltem-Total If Ttem
Satisfaction Index Correlation Deleted
My trip to Tahiti was not as enjovable as” expected 4.2 1.34 K| 62
I cannot imagioe a better trip 37 Of 39 35
This trip was well worth the money [ spent (o take it 4.6 56 A9 6
[ would net want to take any more trips” Iike thus one 4.6 A6 30 S0
I was disappointed with some aspects of” my trip 3.3 136 S 20
I thoreughly enjoved nav Irip 4.5 51 27 o
Overall Index 4.1 62

¥/ Seale Hem recoded prior to analysis

b/ ftem deleted from the Satisfaction Index to enhance overall reliability of the scale

Table 2. Factor Analvsis of Visitor Feclings Index

Hem

Factor |

Factor 2 Factor 3

FACTOR 1 - Visitor Feelings lodex)”
Unhappy to Happy Scale
Distike to Like Scale
Good to Bad Scale
Positive to Negative Scale?®
FACTOR 2
Calm to Excited Scale
Relaxed to Stimulated Scale
Verv Satisfied to Very Dissatisfied Scale”

FACTOR 3
Aroused to Unaroused Scale?
Fugenvalue

Percemage of Totwal Variance
Relishlity (Crosbach alpha of Visitor Feeling Index

66 A2 -1
R - 10 08
93 - 10 08
i =09 =06
00 82 27
08 76 02
41 44 -4
21 A2 7
3 16O 1.038
() 20.00 13,20
Y

& ltem reverse-coded prior to analysis
b/ =30 ScalcMean=648
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cach factor recognized. Four items loaded on Factor 1 at .66 or
cater to represent 41 pereent of the total vaniance (cigenalue =
31y Factor 2 consisted of three tems (cigenvalue = 1.6)
contributing to 20 percent of the variance. One item loaded
above 40 m Factor 3 which contributed 13 percent of the total
variance. Since all four tems (unhappy-happy. dislike-like,
good-bad, and positive-negative) loaded so strongly in Factor |,
this cluster was sclected to represent the Fisitor Feelings lndex,

o

By
-
3.

The next step was 1o examine the reliability of the four items to
use as a Fspor Feelings Index. Table 3 shows the results of that
analysis providing a reliability of 90, The scale meanof 6.8 on a
t to 7 point scale shows that visitor fechings about the experience
WEre Very positive.

A Pearson corrclation analysis was conducted to determine those
facets of the tnip related to trip satisfaction. As expected, the
Visitor Feelings Index was correlated with the Trip Satisfaction
Index (r.=36: p<03). In addition. a single tem measwre of
feclings about the trip (r=.39: p<.03) was positively correlated
with trip satisfaction at a similar level of correlation

Travelers were asked to rate the quality of cloven items using a |
to 10 point scale dealing with certain aspects of the trip. Those
items were pre-trip oricntation mecting, orientation at the
destination, information provided by the travel agency. welcome
banquet. farewell banquet, activitics during the trip, the sathng
adventure, meals served on the boat. other meals, welcome gifts,
and pre-trip gifts  The mean scores for all eleven items were 8.3
or greater. Two of eleven items. The Sauling Adveniure and Pre-
trip Gifts. were significant correlates of trip satisfaction, Fmally,
the mean quality score for the Welcome Banguet {mean=9.5),
held the first night in Tahiti, was sigmficantly correlated with the
Farewel! Banguct (mean=9.6), held at Hotel Bora Bora.

In summary:
1) As visitor feclings about the trip increased. satisfaction
with the overall experience increased.

2) As ratings of the 4-day sailing component of the
experience increased. overall satisfaction with the tnp
increased.

3) As ratings of the pre-trip gifts sent 1o cach participant
increased. overall satisfaction with the trip increased

Qualitative Inquiry
A second purpose of this study was to develop a better
understanding of participant perceptions of trip guality through

Table 3. Reliabilitv Statistics for the Visitor Feclings Index (n=30)

several open-cnded questions included in the survey. The
GQUCSLIONS were

1) What was the best part of this trip?

2) What was the worst part of this trip?

3) Please descrnibe vour contact with local residents

4) Please describe amvthing about this trip that was particularly
disappointing to vou.

3) What recommendations would vou have for others going to
this destination?

Responses for the question “What was the best part of this
iripT" were categorized into the following headings: place,
recreation, uwique experiences, and services provided. Out of the
total responses recorded for this question (n=29), the majority of
participants {clt that the place (38%%), Bora Bora, and the
recreational opportunitics (30%) (sailing, snorkehng. ete.) were
the best part of their trip. Tweaty-two percent said that the
culturc and uniquencss of the place were the best while eight
percent commented that services such as accommodations were
the best part of their trip.

For the question, “What was the worst part of this trip?” 37%
of the responses (1v=29) were boat related including statements
ftke boats were too crowded, boats too hot, or meals were not
good, Another 16% referred to aspects of travel such as satling
trip was too long, flights too long, or the last mght of the wrip was
disappointing. Eleven percent of the comments were boat staff
related including skippers not accommodating and boat cooks not
up to par. While the sailing adventure portion of this incentive -
travel trip rated very high in satisfaction in the quantitative part
of the study, most of the responses to the worst part of the trip
were about the boats used in the program.

For the question, “Please describe vour contact with local
restdents " T0% of the responses (n=27) were positive: locals
were friendly. wonderful, kind, and appear to enjoy tournists. The
remainder of the comments {29%) referred to limited or minimal
contact with Jocals.

Participants were asked about disappointing aspects of their trip,
which suggested that they had some previous expectation that
was not met. Again. the sailboats seemed to be the cause of much
of the disappeointment. Although 40% of the responses (n=27)
were "1 am disappointed about nothing,” 39% dealt with sailboat
accommodations such as sleeping space, food, crew, and being
isolated from others in the group. Oue displeased client said the
mosquitoes on the boat were terrible, 1 brought too many

{tem Standard Corrected Alpha

Mean Deviation ftem-Total if Tem
Visttor Feeling Index Correlation Deleted
Unhappy to Happy 6.6 72 49 46
Dislike to Like 6.9 34 82 69
Good to Bad® 6.9 34 82 69
Positive to Negative® 6.9 31 YAl .73
Overall Index 6.8 90

a/ Scale ltem recoded prior to analvsis

3%4



clothes. trip related expericnces were oo costly, and the dive on
Bora Bora was disappointing. Most of the recommendations for
others going to this destination dealt with pre-trip preparation
concerns. For mstance. 75% of the total responscs to this

question (n=26) were such things as pack light, tan before vou go.

bring snorkeling gear. bring bug repelient & sunscreen, pick your
boat mates ahcad of time. and bring more spending moncey.
Another 2 [% of the comments were things like being flexible,
asking lots of questions. and sceing more of Bora Bora while vou
arc there  Four porcent of the comments werc recreation related
including exploring the islands, visiting locals, and taking a jeep
safari,

Conclusions/implications

In conclusion, taken literally, findings based on the quantitative
analysis show that recipients of this trip to Tahiti were very
happy with all clements of their experience. However, the
qualitative information shows that this is not true for all aspects
of the tnip. Many people were not satisfied with several aspects
of the sailing portion of their expertence. Since the three-day
sailing trip to Bora Bora from Ratatea was promoted as the trip
highlight, that makes the qualitative results cven more important.
Often. evaluation results are based on quantitative information,
which may not give a true depiction of participant satisfaction.
For instance. the boats for this trip were chartered from two
different companies in the Seciety Islands: thus. both captatns
and crew came from two companies. Boat problams meurred
may have resulted from inconsistencics between boats/crew from
the two charter compamics. The boats. overall, from one
company were in shghtly better shape than boats from the other,
Somie captains and crew from one company scemed to show a
greater congern for participant involvement than the staff from
the other company. From a management perspective {or future
trips fo Tahuti, all boats and captains should come from one
charter ageney to mercase consisteney between vessels and crew.
Secondly, the data shows that services such as good food.
banguets, pre-tnp plannimg, onsite onentation, and a variety of
actvity opportumtics arc ymportant to carrving out a quality
weentive travel experience. Although this trip was free for the
participants, they still had a high level of expectations and those
expectations must be met with some degree of satisfaction, This
trip was a first tume experience to Tahit for the adventure travel
firm coordinating this experience. This study showed that a
gquantifative assessment of tip quality alone would not be
sufficient to evaluaie this experience 10 ad planning cfforts for
future trips. A combination of qualitative and quantifative data is
eritical to understanding chient feehmys about their incentive
trancl program,

In retrospect. this study was a demonstration of the depth of
understandimg that can be gamed through tnangulation: data
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collection via quantitative, qualitative, and participant observer
methods. As investigators for this study, we were also
responsible for trip implementation that enhanced our
understanding of the study results. Our role as participant
observers engaged m trip coordination and interaction with
participants provided a third dimension of understanding about
trip quality. This trip was exploratory in nature and the methods
developed did not include a participant observer methodology -
although. in cssence, that did ocewr. A survey of trip
coordinators about the trip along with the quantitative and
qualitative data from participants would enhance future rescarch
efforts in understanding clements of trip quahty. Likewise.
results could lead to tmproved tnip plamung and trip
implementation for adventure travel agencics providing incentive
travel expericnees.

Literature Cited

Bultena. G L.; Klessing, L.L. 1969, Satisfaction in camping: A
conceptualization and guide 10 social rescarch. Journal of Leisure
Rescarch, T 348-354.

Kass, RA . Tinslev. HLE. 1979, Factor Analvsis. Journal of
Lewsare Rescarch, 110 120-138.

Knopt, R ¢, 1982, Management problems i river recreation:
what cver Hoaters are telling us  Naturalist, 33(2) 231.255.

Peterson, G.Lo 1974, Evaluating the quality of the wilderness
epviromment: congruence between perception and aspiration.
Environment and Behavior, 6: 169-193.

Shincw, Kimberly J.: Backman, Sheila J. 1995, {ncentive iravel:
an attractive option, Tourism Management, 16(4): 283.293,

Stankey, Gt 19720 A strategy for the definition and
management of wilderness quahiv, Ine Krutilla, J V. od. Natoral
Enviromments. Studics in Theorctical and Applicd Analysis.
Baltimore. Johns Hopkins University Press, 169-193,

Webster's Ninth New Collegiate Dictionary. 1990, Merriany-
Webster Inc.. Publishers. Springfield. Mass.

Westbrook, RA. 1987, Productconsumption-based affective
responses and postpurchase processes  Journal of Marketing
Rescarch, 240 238-270.

Withams, DR 1988, Great expectations and the limits to
satisfaction: A reswew of recrcation and consumer satisfaction
rescarch. I Procecdings of the National Outdoor Recreation
Forum: 1988 Janvary: Tampa. FI: U.S. Department of
Agriculture, Forest Service. 422-438.



COUNTY LEVEL TRAVEL AND TOURISM
IMPACTS - CONTRASTING NINE PENNSYLVANIA
COUNTIES

Bruce [ Lord

Senior Research Assistant, School of Forest Resources, The
Peonsyls ama State University, University Park. PA 16802

Charles H. Strauss

Professor, School of Forest Resources, The Pennsylvania State
Iniversity, University Park, PA 16802

Stephen C. Grado

Assisiant Professor. College of Forest Resources, Mississippi
State University. Mississippi State. MS 39762

Abstract: This paper corapares the cconomic impact of travel
and tourism in nine contiguous countics in Southwestern
Penmsvivama  Several impact multiplicrs are developed for cach
county  The size of these multiphiers 1s related to the sive of cach
county s ceonomy. The relative importance of each county’s
travel and tourism activity 1o the local cconomy 1s also presented.
Finally, the sum of the county impacts is contrasted with the
ceonomic impact of travel and tourism for the entire region.

Introduction

The first step in conducting an cconomic impact study of travel
and tourism is the determination of an appropriate region within
which to measure the impacts. Tourism 1s an cxport activity in
which the service is consumed on site. A smaller region allows
more of the recreationist to be considered as visitors bringing in
new money to the arca. However, the smaller the region, the
greater the cconomic leakage as the backward linked cconomic
impacts arc calculated. Conversely, a larger region means more
of the reereationists originate from within the region and
consequently do not represent an export. Hence their activitics
are not counted as cconomic mpact. Large regions do, however.
have a preater ability to internalize the cconomic impacts. This
results in larger multipliers The overall effects are thercfore
mixed.

A senies of surveys were conducted in a Y-county region of
Southwestern Pennsyivania to determine the economic impacts of
travel and tourism within that region (Strauss et al. [994a.
1994b, and 1995). Nearly 20,000 visitors were interviewed (o
determine their geographic origins, itincraries and expenditures.
More than 400 sites and events were included in the study.
Visitor expenditures were identified specific 1o the tvpe and
focation of the purchase  This allowed the economic mpacts to
be caleulated for cach county and also for the entire region.

Objectives
This paper identifies the relative importance of travel and tourism
to nine separate countics in Southwestern Pennsylvamia,

Particalar atention is paid 1o how the size of cach county’™s gross
domestic product {GDP) relates to the sive of the muitiphier
obtained from an inpul-output model of the travel and tourism
activity. Fially, a comparison is made of the sum of the
wdividual county tmpacts 1o the net regional mapacts.

Procedures

Student interns surveved visitors to travel and tourism
destinations in the Y-county region. For the purposes of this
study, travel and tourism was defined as any nonresident visitor
using a reercational site m the arca. Activities ranged from
outdoor recreation 1o cultural events (Strauss ¢t al, 1994a) In
adduion. owners of vacation homes. transients staving overnight
in local hotels, and attendecs of local conventions were also
counted as visitoss. The visitors were asked about their place of
residence. the length of their stay and the types of expenditures
occurred dunng their trip. Each visitor was asked to identify the
type and location of ali expenditures made during a 24-hour
period of their trip. Expenditure data included food,
transportation, lodging and activity specific costs. The location
of the regional expenditures was specified either as within the
county where they were interviewed or as within the remaining 8
countics of the region. No effort was made to measure
expenditures inourred outsade the ning-county region.

As a paralict effort, visttation levels were attamed from more than
400 recreationad sites and cvents. Pean State rescarchers worked
with thosc sites that did not routinely collect vistation data to
estimate their aticndances.

The expenditures acquired from the sampled visitors along with
the observed proportions of non-county residents were mulliphied
by the visitation figures {0 cstimate the total expenditures by
nonresident visitors in cach county of the region. Economic
impact models were developed for each county of the region using
the IMPLAN input-output model. A similar procedure was used
to estimate the overall regional impacts.

Results

The observed nonresident visitation for each county ranged from
a Jow of 610 thousand in Indiana County to a high of 3.8 million
in Westmoreland (Table 1), Average county expenditure levels
ranged from $16 per visitor day in Fulion County to $44 per
visitor day Somerset County. The product of these two weasures
was lowest in Fulton County (310 million) and larpest in
Somerset County ($89 million). Both the amount of visitation
and the average expenditure level were influenced by the range of
travel and tourism opportunitics found in the individual counties,

The nonresident expenditures represent 2 gross expenditure level.
The amounts entered into the input-output model are identified as
direct sales impacts and only include regional expenditures for
goods and services actually producced in the county. For exampie,
while a visitor may spead $20 for fuel at the Tocal service station,
most of this pavs for the fuel produced clsewhere. Therefore.
only the valued added portion of this sale was imcluded as a direct
regional iapact. From this direct smpact. the input-output modc!
cstimates sceondary impacts  The reporied total sales impact is
the sum of the dircct and sccondary impacts. Total sales impacts
ranged from a low of $11 million in



Tablc 1 The cconomic impacts of travel and tourism in ninc separate countics of Southwestern Pennsylvania,

County Average Visitors Non-Resident Dircct Sales Total Sales Value Added
Expenditurces Expenditurcs Impacts fmpacts
-------- {Millions) - e

Fulton $15.92 0.64 $102 $7.0 109 $6.9
Huntingdon F18.9% 1.63 33t 0 213 $37.4 8234
Bedford $29 .44 1.50 $ad 1 $36.0 $64.6 $37.4
Somerset $44.02 2.04 $88.6 $74.8 $1395 3883
Fayette 32310 112 $28.0 $22.7 $32.6 $34.8
Indiana $26 12 0.61 $159 $12.6 %239 $16.0
Blair $ILK6 127 406 $34.5 $76.3 $46.5
Cambria $19.96 1.90 $38.0 $27.7 $64.6 $40.3
Westmoreland $16.87 380 5641 $54 3 $1232 $80.3
Countv Totals $24 89 14 48 $360.5 $291.0 $305.0 $373.5
Region Totals $38.93 9806 $383.7 $265.0 §779 1 $463.4
Regional Surplus -4.63 §23.2 (8263 $184.1 $89.9
Percent Surplus -31.9% 6.4% -8 9% 30.9% 24 1%

Fulton County. $26 nullion in Indisna Connty and $37 million in
Huntingdon County, to highs of $123 million in Westmorcland
County. and $ 140 million in Somerset County. The valuc added
benefits follow the same patiern. with a low of $7 millioa in
Fulton County and a high of $88 million in Somersct County

A series of multiphiers was developed for cach county™s travel and
tounsm impacts (Table 2) The proportion of nonresident
expenditures actually impacting as direct sales was identified
retamcd gross expenditures. The figure ranged from 69% in
Huntmgdon and Fulton Counties, to around 85% in Blair,
Somerset and Westmoreland Countics. The output multiplier.
which relates direet sales impacts to total sales impacts ranges
from 156% m Fulton County of 233%% in Cambria County The
product of these two was identificd as the net muftiplier, This
figure refates the total xates impact 1o the total nonresident
expenditure. A similar pattera wax observed as the net eultiphier
ranged from a low of 108% in Fulton County to a high of 192%
n Westmoreland County, The final multiplier developed relates
the value added impacts (o the nonresident expenditures. The
value added multiphier ranges from 08% in Fulton County to
125% in Westmoreland County. This fatter multiplicr identifies
the income beaefits to county residents as a percentage of
expenditures by soneesident visitors to the county.

Analysis

Multiphers and the Gross Domestic Product

The general profile of visitor expenditures is similar across alt
activities.  Food. lodging and transportation are the dominant
categories (Strauss. o, al. 1994, 1993). The single largest {actor
m eaplaming the multiplier effect may be the size and complexity
of the local cconomy. The coanty cconony ranged from as small
as $157 mullion n Fulion County to as large as $5.3 bidlion in
Westinoreland County. The larger cconomies have not just
higher fevels of ccopomic activity. but a wider vancety of
mdustries. The latter means that there are more linkagoes between
local businesses. In other words, the more complex the local
cconomy. the more of a business™s input requirements can be met
locailv. This effect will also hold as wage camers spead thewr
mcome on consurer goods. The ability to retain these mduced
impacts increases as the local cconomy s abibiy to supply these
goods and services mereases

The relationship between the GDP and the value added multipher
is displayed m Figure 1. For countics with an cconomy of over
$1 billion, the value added multiplier was over 100%. This
shows that cvery dollar spent m the region by a noaresident
vistor resulfs i greater than a dollar increasc in the gross
domestic product. Conversely, in ceonomics with less than $1
hillion of gross domestic product. the vatue added multiphicr was

Table 2 Multiplicrs and relative impacts for travel and fourism in mine separaic countics in Southestern Pennsvlvania,

Countics Retained Gross Output Net Multipher Value Added GDP Pet of GDP
Fxpenditures Multiplier Mulupher (Millions)
Fulton 69.1% I35.6% 107.5% 68.0% 156.92 4.4%
Huntingdon 6GR 7% 175.5% 120.7% 74.6% H08.90 5.7%
Bedford 81.6% 179.4% 146.4% B4 7% 450.21 8.3%
Somersct 4 4% IRG 3% 157 4% G9.6% 901 45 9.8%
Favette 81.2% 231.3% 187.7% 124.2% 1.372.058 2.5%
indiana F9 1% 205 9% 162 8% 100, 7% 151623 L%
Blair #3174 2209% 18R 1% P143% 2,064 84 2.3%
Cambnia TR 233.0% 170 2% 106,094 220567 [.8%
Westmoreland 84.6%% 227.0% 192 1% A 5 408 40 1.5%
County Totals K0, 7% 204.5% 16509 103.6% 14 367 67 2.6%
Region Totals 64 1% 294.0% 203.0% 120.8% 14.660.71 3.2%
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less than 100%,. This {atter siluation shows that cach dollar spont
by a nonresident visitor results in Jess than a dollar gain to the
local economy. A logarithmic curve was i to the data with a
0.66 adjusted R-square. The equation was:

Value Added Muitiphier = 1232 In (Gross Domestic Product).

150%
& &
L)
100% PR Y.
Value Added e
Multiplier o®
30%,
0% T— ot
$0 $2.000  $4.000  $6.000
GDP ($ Millions)

Figure 1. Value added multipliers as a function of the county”’s
gross domestic product.

Relative Impacts

The relative importance of travel and tourism to the local
econonn depends upon three factors. The first 15 the absolute
size of the nonresident expenditures. This tends to be largest in
the larger economies. The next is the value added multiplicr that
also increases with the size of the local cconomy. The final factor
is the absolute size of the local economy. The larger cconomies,
oven with their greater initial activity and larger multipliers, have
so many other things happening that travel and tourism represents
a refatively small share of the total cconomy.

The relative importance ranged from 1.1% of the gross domestic
product in Indiana County, to 9.8% in Somerset County. The
largest cconomy in the study was Westmoreland, with a $5.5
billion GDP. Travel and tourism represented only 1.5% of the
Westmoreland cconomy. The next two largest economices were
Blair and Cambria Counties ($2.1 and $2.2 billion respectively).
Here, travel and tourism represented 2.3% and 1.8% of the local
cconomy. In the smallest economy (Fulton, $157 million) travel
and tourism represented 4.4% of the GDP. The next two smallest
economies were Huntingdon and Bedford Countics, with GDP’s
of $409 million and $450 million respectively. The relative
importance of travel and tourism in these two economics was
5.7% and 8.3%. For some other cconomies, the relative impacts
are mixed. The spectrum of recreational opportunities plays an
important part in these differences. For example, Indiana County
has a $1.5 billion economy, but there is very httle travel and
tourism activity. Therefore, only 1.1% of Indiana’s economy is
travel and tourism based.

Sum of the Counties vs. Regional Impacts

Besides calculating the individual county impacts, the regional
impact of travel and tourism was cstimated. Several factors
combine (o make the regional impact different from the sum of
the county impacts. The first is a different definition of the
tourist. At the regional level. residents of any of the nine counties
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are counted as residents. Consequently. the sum of nonresident
visttors to each of the nine countics is greater than that observed
on the regional kevel (Table 1), However, the average
cxpenditure at the regional level is greater than the county
average because expenditures in the other 8-countics now count
as mmpacts. Together, these combine for a shightly larger total
nonresident expenditure at the regional level. The retained gross
expenditure for the region is smaller than the county average
(Table 2). This results in a lower regional direct sales impact, in
spite of the larger nonresident expenditures. It 1s hypothesized
that the expenditures in the other 8-countics will include more
expenditures for fucl and other manufactured goods than was
found at the county level where services such as food, lodging
and site-refated expenditures predominate.

The output multiplier at the regional Jevel is much larger than any
of the countics, due to the large size of the regional economy.
Therefore, the total sales impact at the regional leve!l exceeds the
sum of the countics, in spite of the low direct sales impacts. A
similar situation exists with value added.

Conclusiens

The specification of a region when conducting impact analysis is
critical to the size of the impacts measured. A smaller region will
result in more visitors being dentified as nonresidents. However,
the same smaller region will be less able to retain these
nonresident expenditures. This is especially important to
consider when adopting multipliers from other studics involving
differently structured economies

The relative impacts will depend not only upon the amount and
retention of the nouresident expenditures. but also upon the
absolute size of the local cconomy. A smaller economy may not
be as efficient in retaining impacts, but the small size of the total
cconomy can result in travel and tourism being a major force in
that cconory.

The individual impacts of travel and tourism in contiguous areas
do not add up 1o the impacts for the entire region. Factors such
as shifting definitions of who is a nonresident, increased regional
expenditures, and greater retention of impacts all contribute to the
difference.

All of the above cffects point to the impertance of selecting the
proper region for estimating tourism impacts. While this
determination is beyond the scope of this paper, et it be noted
that the common practice of analyzing impacts by political
boundaries may often result in unnatural economic regions
(Hamilton ct al. 1991). Rather, the ideas of Central Place Theory
as developed by Losch (1954) should lead one to selecting impact
regions based upon cconomie centers and their surrounding
spheres of influence.
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Abstract: Sociodemographics and expenditure levels of
recrcational anglers were used to determine the cconomic impact
of fresh and saltwater fishing in Alabama  Data collected from
mail questionnaires sent to a random saruple of 1994 Alabama
resident anglers were analyzed using a spending distribution
model to determine the expenditure transfers among four regions
in Alabama. Results showed that licensed Alabama anglers spent
about USE790 million on boats, fishing cquipment, and other
fishing-related purchases in 1994, Anglers lving in 17
northeastern counties accounted for 36 percent of the total
spending, Nearly 13 pereent of {ishing expenditures occurred
outside Alabama. These results clearly show that recreational
fishing s an cconomic assct Lo the state of Alabama.

Introduction

Surveving anglers. at ail fevels--local. state, and national. gives
fisherics agencies information necded to aid in managing
reercational fisheries, Creel surveys have been the traditional
mstrument used to obtain estimates of angler cffort and harvest
on specific bodics of water. Now agencics are finding more
involved survey techmques (mail and telephone procedures)
necessary 1o evaluate angler attitudes and opintons. and also
assess angler numbers, expenditures, and mmpacts of anglers”
fishing “values™ on local. regional. and state economics (Pollock,
Jones. and Brown 1994),

General information about the number of anglers and their
cxpenditures does not permit fisheries managers to deseribe
anglers well. Recreational activitics arc offered by a variety of
public and private sources. Participation in various recreational
activitics significs different tastes and preferences among
houscholds/consumers. Each activity provides some form of
benefit to a mixed clientele. By having knowledge of specific
clientele tvpes, resource managers would be better informed in
making allocation decisions.

The 1991 National Survey of Fishing, Hunting, and Wildlife-
Associated Recrcation (FHWAR) showed that approximately 98
million persons, or 51 percent of the ULS. population 16 years of
age or older, participated in some form of fish and wildhife-related
reercation (USDE USFWS, and USHC 1993, By 1991 poople
who enjoved fishing were spending $15.1 ballion and $5 bithion
for freshwater and saltwater {ishing, respectively (USBC 1994).
Of the 98 million 1991 FHWAR respondents who enjoved some
form of wildlife-associated activity. 34.8 million persons enjoved
freshwater and/or saltwater fishing, spending $25.3 billion and
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S05.1 million davs in/with fishing activitics, averagiog $728 and
14.5 davs per person (USDI et al. 1993},

Annual expendsture data for Alabama anglers were included in
previcus FHWARs. however. a statewide survey by sources
within the State. has not been undertaken since 1986 {Tucker
1996). Various creel surveys conducted at specific lakes and

PRI,

sed to obtain nip expe
(Knight and Malvestute 1991). Information necded to calculate
average expenditures for Alabama anglers per vear is not
currently available. Such information could be used to guide
allocation of funds and fisherics management personnel for the
management and conscrvation of Alabama’s natural resources
(Verburg et ol 1987)
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Deavers (1987) stated that user demnands and desires. wildhife
population dynamics, guantitics ol available funding, and
cmployment (numbers and locations) of management personnel
were factors that Iead to a diversity of management policies
across the United States. 1 data are available. policy-makers can
develop management policics and make veliable decistons
concerning the distribution of monetary and human resources.
Such information would also enable policy-makers and managers
to distribute resources n a more cfficient and effective manner.

Qutdoor reereation 15 often suggested by cconomic developers
and planners as a method for rural communitics to increase their
ceonomic activity, mcluding mercased income and markot
diversaty (Castle 1987, Clonts 1988). Abundant recreational
hunting and fishing opportunitics. along with nonconsumptive
outdoor activitics, may become the “hifeline” for many southern
rural communitics. Wallace (1989) looked at the cconomic
significance of intra- (spending within a community or region of
residence) and intercommunity (spending ouiside a community or
repton of residence? dollar transfers by Alabama resident and
nonresident hunters, He found that while hunter expenditures
benefiited Alabama’s rural cconomies. if hunting were
climinated. thosc hunters would spend their “money™ in other,
possiblv more developed, communitics. Therefore, the absence
of hunting would be detrimentat to Alabama’s rural communitics.

At prosent, there 1s only limited knowledge of Alabama’s anglers.
There is a need to characterize those who purchase Alabama
fishing permits, and to learn additional information on where,
when, and how to meet angler concerns, preferences. and needs
better. Therefore, the objectives of this paper were o (a) describe
Alabama’s licensed anglers and (b} present empirical evidence of
the importance of angler expenditures among different regions of
Alabama. The results specified berein can be useful to policy-
makers and fisherics management personnel in the allocation of
TeSOUIees.

Method

Angler Survey

Alabama’s resident heensed anglers (rod-n-reel, saltwater.
hunting/fish combmation, freshwater/saliwater combination,
Hietime fishmg. and ffetime huntimg/fishing ) numbered 452,113
in 1994 A hist of hicensing agents. provided by the Alabama
Diepartment of Conservation and Natural Resources (ADCNR).
was used m combination with county population to select 2
stratified random samplc of 1.625 fishing hicense holdors.



Additional names were obtained through a telephone interview of
Alabama residents. After removing undcliverable surveys the
adjusted sample size was 1.750. Usable survey forms were
returned by 403 recreational anglers, a 23 porcent response rate.
Fisher { 1996) said that angler survevs might vicld low response
rates and inaccurate results. partly duc to the exclusion of testing
for nonresponse bias. Testing for nonresponse bias was
undertaken to ensure the representativencss of sample results.
Results showed that there was a slight undersampling of nonwhite
anglers in the mail survey. However, variable means for all
variables were cqual to or greater than those of the original
sample, but still within one standard deviation. Following
guidelines sct forth by Dillman (1978), Babbic (1986), and
Pollock. et al. (1994). three separate mailings of the questionnaire
were used (4 May 1993, 20 June 1995, and 24 Julv 1993) with a
reminder postcard 20 days (24 May 1995) afier the first mailing.

Regional Division

The state of Alabama was divided into four regions based on (a)
location of river and lake systems, (b) location of metropolitan
arcas. and {¢) county population (Figure 1). The northwest.
northeast. and southwest regions cach included 17 counties and
37, 25, and 20 percent of Alabama’s population, respectively,
cach with significant metropolitan arcas. The southcast region
encompassed 16 countics. 18 percent of the population, and
shightly fower metropolitan arcas. Each region had abundant
treshwater fishing locations, Direct aceess to saltwater and/or
brackish {ishing locations is possible only in the southwest.

NORTHWEST

NORTHEAST

SOUTHEAST

SOUTHWEST

Figure 1. Regional Division of Alabama.
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Questionnaire Development

The questionnaire was developed based upor Dillman's (1978)
Total Design Method and Pollock ct al. {1994) methods in angler
survey techniques. The survey focused on types of fishing and
fishing harvest: attitudes, opinions, and satisfaction concerning
fishing experiences: outdoor recreational activities: and
sociodersographic information. Questions dealing with barricrs
to fishing, preferences for management policies, concerns about
{ishing arcas, fishing expenditure estimates. and fishing license
and resource "values” using contingent valuation techniques were
also contained within the survey.

Angler Expenditures

The survey instrument included 23 expenditure categories
classificd into fishing, trip, or miscellancous expenditures.
Respondents indicated the “approximate cost.” “percont of time
used for fishing,” and “county where purchases occurred™ for
cach expenditure category. Expenditures were evaluated and
weighted by “source” {region of angler residence) and by “sink™
(region where purchase occurred). Expenditure amounts were
also weighted based upon frequency of use for fishing and total
number of fishing licenses purchased in Alabama. Expenditure
items were then grouped into six general categories by source and
sink, {a) camper/camping cquipment. {b) boat/ boating
caupment. {c) fishmg equipment, hicences, and fees. (d) food and
fodgmg. (¢) transportation, and () miscellancous goods and
services. Adddional aggregation was used to condensc spending
fo two categones. boat and fishing cquipment. and other goods
and scrvices.

Results and Discussion

Desceription of Aanglers

The typical ficensed angler in Alabama is a white, marnied.
middie-aged male (Table 1), Most come from small towns and
have completed somw coliege education. Houschold income was
relatively high, $46.600. Also, fishing was a hifctime. family
activity. for which $2.330 per angler was spent in 1994,

Table 1. Sample Mcans and Standard Deviations of Sclected
Sociodemographic Varnables for Alabama’s Licensed Anglers.

Variables Sample Mean  Standard Deviation
Age 43 vears 13.3 vears
Fducation 13 vears 2.7 veary
fncome $46.626 $30.745.10

Travel Distance
(on all fishiug trips) 845 miles 1.402.9 miles
Fishing Toumaments 7 7.1

Number of Fishing Days 36 davs 46.4 days
Estimate of Dollars Spent

Fishing in 1994 $871 §1.697.2

Unit Percent

Fishing License Rod-n-Reel 6%
Nutmnber of Years Fishing =30 Years 49%
Rural Landownership Yes 54%,
Fish with whom! Famuly 61%
Rural/urban residence Rural 68%%
Sex Male 83%;
Race White 3%




Fish species most sought by respondents were as expected.
Favored species included largemouth bass. sunfish (bream).

cutfish, and crappic (Table 2). Variation in caich was significant,
but specics other than these 4 were mentioned far less frequently.

Table 2. Freshwater and saltwater species fished for by licensed
Alabama anglers and median and mean number caught (n=403).

Number Caught
Number of

Fish Species Anglers Median Mean

Freshwater:
Largemouth Bass 276 20 57
Bream 246 50 114
Catfish 232 30 72
Crappie 219 25 80
Striped Bass 101 10 30
Smalimouth Bass 88 6 16
Spoticd Bass 65 20 51
Drum 32 8 23
Red-eve Bass 19 10 33
Sauger 6 5 32
Walleye 6 4 25

Saltwater:
Snapper 47 10 23
Red Fish 47 6 B
Flounder 39 5 18
Mackerel 36 ) 16
Grouper 30 3 i0
Miscellancous 29 10 42
Amberjack 29 2 7
Spotted Sca Trout 28 15 41
Cobia i3 3 8

Saltwater species caught by respondents were also as expected.
Snapper. red fish, flounder, and mackercl were the most popular

species (Table 2). Cateh rates were also guile variable for the
saltwater species.

Alabama bas an abundance of water resources available for
fishing. There arc approximately onc million surface acres of
rivers and reservoirs considered as public waters. In addition,
there arc nearly 150,000 surface acres of private impoundments
{ADECA 1992). Seventy-five percent of those sampled. fished
mn Alabama rivers and rescrvoirs (Table 3). Creeks. swamps,
streams, small private ponds, and state. county or city-owned
public lakes were used less frequently. Less than 12 pereent of
the respondents reported frequent fishing 1n brackish or saltwater,
However, in contacting nonrespondents for bias testing, telephone
respondents sard that 12 pereent may be somewhat conservative.
Respondonts included in the nonresponsc bias testing procedure
showed a higher use, 19 percent, of brackish or saltwater fishing.
This comeides with similar results determined by The University
of South Alabama (Thomas 1996). However, Thomas's (1996)
oversampling of countics with direct saltwater access may
indicate an overestimation of saltwater usage by recreational
anglers in Alabama. Therefore, the use of brackish and/or
saltwater fishing mav be at a point in the middle.

Fiallv, most respondents used multiple methods for water
access. Over half fished from a bank location, while nearly 80
percent used boats. Wading was selocted by 20 percent of the
anglers. While fishing, both live/cut bait and artificial lurcs were
popular.

Fishing Location

Having abundant water resources near home apparently was an
important {actor in fishing decisions. The four regions were
relatively similar with respect to public fishing waters and specics
availability (Figure 2). The same was truc with respect to how
watcr areas were accessed and choice of bait. In fact. the
homogeneity of anglers across the state was quite high. Thus,

Table 3. Licensed Alabama Angler Usage of Types of Water, Access Pomnts, Fishing Methods, and Baits by Percentage Frequency of Use

(n=403).
Percentage Frequency of Use
Type of Usage Always Often Sometimes Hardlv Ever Never
Type of Water:
Crecks, Swamps, or Small Streams 10.6 29.6 253 187 158
Rivers or Reservoirs 308 437 14.3 6.0 82
Private Man-made Ponds or Lakes <25 Acres 10.1 284 24.0 18.6 189
Private Man-made Lakes > 23 Acres 30 10.9 18.8 263 391
State, Countv, or City Owned Public Lakes 98 15.% 208 244 292
Brackish Waters 2.5 7.5 10.9 s 67.6
Saltwater 43 81 1.6 174 516
Types of Access Points:
Bank 19.1 338 24.0 15.5 76
Boat 352 4472 113 44 49
Boat Dock 26 243 301 209 220
Bridge or Pier 2.4 iy 286 275 249.5
Float Tube 03 0.0 i3 £.9 RO.3
Wading 0.0 53 14.6 170 632
Types of Bait:
Artificial Lutres 42.7 332 149 0.9 2
Live/Cut Bait 33.2 371 18.4 83 29
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choiee of wherc to fish was largely a matter of personal
preference and proximity o residence. A parallel study revealed
that individuals with private ponds, lakes, cte. did tend to fish
there more often (Travoichek & Clonts 1996)  Also. that study

reveated that lower income segments of the population were more

hikely to pay for fishing access. Similarly, higher income

respondents tended to travel more. but they fished public waters
more. But, n cach situation, there did not appear to be
significant differences between regions of the state. Thas, any
transter of funds reported botween regions was largely
attibutable to purchasiog fishing items such as boats and boating
equipment, not the desire to go to special places to fish,

i
Northwest Northeast
it
N Frckiok )
{ Lake Leny,
Witson
LLake
Rt
p, Guntarsvilie 1S
: fake 1.ake
Lawis Siuth
Laky
Namy Hanry
. Lake
p

Warnor
take

i
,/ Demopaoli
« Lake -

Mitters Fony )2

Southwest

Figure 2--Statewide distnibution of Alabama’s rivers and rescrvoirs,

4
mg«m Iv‘avm

Cookau Cresl /

Liake

“p
1&/,\\”

Coosa Ry,

Lay
LLahe
M xxcheil

B

k"'\ 27
Elmore Jorden N, 4
Lake ﬁf
J,f
:r\\\ 6:‘\_ e
Jv»|eb Bt
Lake

‘/’\o"

>y

5

)

Wattar ¥, $
Gaorge Lake

jany ‘?“"!Jao

e

L/

\

Southeast

288



Spending Patterns of Anglers

The total per capita spending reported in the survey was $2.330
per angler {Table 4) Spending by residents of the four regions
varied significantly with respect to where tems were purchased.
About half of all spendmg accounted for in the survey occurred in
the southern half of the state (Table 4), most of which was spent
w the southwestern region. More than 16 percent of funds spent
on fishing-related items was for out-ofstate purchases. lcaving
only a third of all spending occurring in the teo northern rogions.

The concentration of spending in the southemn portion of the state
and out-of-state purchases suggested a relativels strong travet
pattern for respondents (Table §).

In total, kcensed Alabama anglers spent $790 mitlion in their
fishing activitics w 1994 {Table 6) Residents m the northcasy
accoumted for most of the total and thosc in the southeast the
least. Overall. northern residents spent more than southern
residents,

Table 4. Por Capita Fishing-Related Expenditures of Alabama Licensed Anglors by Source (Region of Angler Residence) and Sink (Region

Where Expenditures Occurred) During 1994,

Region*
Expenditure Totals NW NE SW SE 005
Source
Total Expenditures
$ Per Capita 2.330 615 670 740 305 NAY
Percent 100 26 29 32 i3 NA
Sink
Total Expenditures
$ Per Capita 2.330 370 450 755 385 375
Percent 100 16 19 32 17 16

a/ NW = Northwest, NE » Northeast, SW = Southwest, SE = Southeast; 008 = Qui-of-Staie.

b/ NA = Not Applicable {nonresidents were not sampled).

Table 5, Total Estimated Alabama Angler Expenditures, Percentage Distribution by Expenditure Category According to Sink (Region

Where Expenditures Occurred) During 1994

Sink
Expenditure Category NW NE SW SE 005
Camping Equipment’ 2 17 K) 3 3
Boat/Boating Equipment” 51 43 35 62 50
Fishing Equipment. Licenses. & Fees' 21 15 13 17 s
Food and Lodging' 1 16 15 % i
Transportation® 14 i4 10 9 15
Miscellancous Goods and Services' 1 ! 4 1 6
Coluron Percent 100 100 100 100 100

@/ Camping trailer, pick-up camper, RV, tent, sleeping bags, cte.

b/ Boats, canocs, motors, rental. repairs, gas, oil, accessorics, storage. nsurance. etc.
¢/ Fishing rods. line, bait. clothing, fishing licenses, stamps, access fees, memberships, tournament fees, cte.

d/ Refreshments. motels/hotels, nonconsumption items.

e/ Commercial fares. vehicle rental. charters, gas, oil. tires. reparrs, cte.

{7 Magazines. taxidermy costs, photo processing. guides. et

Tablc 6. Total Estimated Alabama Angler Expenditures (mi. $) and Standard Errors (mi.) by Source (Region of Angler Residence) and Sink

{Region Where Expenditures Occurred) During 1994,

Region
TOTALS NW NE SW SE Q0S
Total Expenditures Source
3 7898 2611 2859 1722 70.6 NA®
(standard crror) (621 {0).44) (0.53) (0.33) (0.21) NA
pereent 100 33 36 22 9 NA
Total Expenduturcs Sink
$ 7898 1530 196 O 2050 PRI 1177
{standard crror) (0.2%) (050 (0.61) {0.50) {0.46) {0.36)
percent 100 i 25 26 ] I3

a/ NA -~ Not Apphcable (nonresidents were not sampled)



Generally, anglers tonded to “"stay home™ to make their purchascs,
but southern residents more so than northerners. About 83
pereent of purchases in the southeast and 74 percent of those in
the southwestern counties were intrarcgional. Just over half the
spending in northern regions werc intrarcgional. This means
there was a net transfer of funds between regions, with the south
benefitting.

The strong, obvious income transfer across the state is important.
The southern portion of the state with a smaller population base
is bencfitting significantly from the fishing industry., For
¢xample. the southeastern regon contained 18 percent of the
State population. Resident licensed anglers made most of their
purchases within the region (83 percent), but the region also
attracted manv anglers from other regions to spend their money
there. The internal spending (83%) represcnted only 49 percent
of regional fishing-related income. Thus, the region camed 51
percent of its fishing income from other regions (Table 7).
Similarly. the southwestern region gained 38 percent of its fishing
income from other arcas. At the opposite extreme, northwestern
countics attracted only four pereent of fishing imcome from other
areas of the state.

One explanation for the north-to-south movement of spending
was cxplained by local boat deaiers. Presumably boat prices
were fower in the south, especially in the Mobile arca. Savings
on boat and cquipment prices are atiracting many northern
anglers to incur travel costs and still have net savings on their
purchases. This explanation would not seem to hold for out-of-
state transactions since higher tax rates on boats and cquipment
would tend to offset the lower prices. Yet, the transactions
occurring across state lines indicated that price differentials must
be sufficient to make the tnps worthwhile.

Economic Impact of Angler Expenditures

Angler Number --An estimated 65 percent of resident anglers
purchase a fishing license in their own state, with only ten percent
purchasing a nonresident fishing license to fish out-of-state
(USDI ¢t al. 1993). Also. an cstimated seven percent are cxempt
from purchasing a fishing license and another 19 percent failed 1o
purchasc a license for activities requiring such (USDI et al.

1993).

Using these national averages, 65 percent of resident anglers were
assumed to have purchased a fishing license. whercas 33 percent
fished without a license. f 35 percent of resident anglers are
nonlicensed. an estimate of 243,445 nonlicensed Alabama
resident anglers was obtained. When combined with those
licensed, the total number of resident anglers was about 695,600
m 1994,

Expenditures --By assuming that all nonlicensed residents and
out-of-state anglers spent the same for fishung as licensed
residents, expenditures for the nonsampled groups were
cstimated. Thus, nonlicensed Alabama resident anglers
contributed an estumated $425 million to the State cconomy
{Table &)

Nonresident licensed anglers were estimated to contribute $44
mitlion to the Alabama cconomy (Table 8). When the
expenditure estimates for all three groups were combined, the
total direct spending impact on Alabama’s cconomy was
estimated to be $1.3 bilhon,

Conclusions

Results of this research suggest that promotional efforts m
each fishing region may be beneficial. The flow of money
fromn north to south was largely atinbuted to the relative
prices of boats and fishing equipment. Hence, equipment

Table 7. Total Fstimated Alabama Angler Expenditures. Percentage Distribution from Source (Region of Angler Residence) to Sink (Region
Where Expenditures Occurred) and from Sink to Source During 1994,

Region

Region NW NE SW SE 00S

Sink Source (percent)
NW 56 2 k * NA"
NE 14 36 * * NA
SwW 16 12 74 2 NA
SE 3 16 3 &3 NA
00S it 14 23 15 NA
columin percent 100 100 100 100

Source Sink {pereent)
NW 96 1% 21 7 24
NE 4 82 16 40 33
SW * * 62 4 33
SE * * i 49 10
00s NA NA NA NA NA
column pereent 100 100 130 100 100

a/ Although «cro dollars were reported by sample respondents. some amount of spending by southern residents 1n northemn counties is logical.
However, based on the survey, transfers from south {o north were considered nominal.

b/ NA = Not Applicable (nonresidents were not sampled).



Table 8. Estimated cconomic impact by resident licensed, resident nonlicensed,

{miilions of §).

and nonresident licensed angler expenditures duning 1994

4]
<3

Resident licensed Resident Nonlicensed Out-of-State licensed
TOTALS Anglor Angler' Angiarb
Camping Equipment R3.0 500 269 6.1
Boat/Boating Equipment 6500 4075 2194 234
Equipment. Licenses, & Fees 199 4 125 % 67.7 59
Food and Lodging 137.7 87.6 47.2 29
Transportation 1526 96.5 52.0 4.1
Miscellaneous Goods/Scrvices 363 22.3 12.0 22
TOTALS 1,2362 789 8 42572 442

a/ Resident licensed angler expenditures + 0.65 then x 0.35.

b/ Assunung licensed resident anglers in other states spend the same amount out-of-state that Alabama anglers did: (the number of resident
licensed Alabama anglers indicating making fishing expenditures / the number of survey respondents {n = 403]) x the number of out-of-state
fishing licenses sold in 1994 (n = 99 356) x the mean dollar amount by oxpenditure category that Alabama resident anglers indicated

spending out-of-state.

dealers in northern regions may find more competitive
pricing strategies to their advantage.

This study found that about 85 percent of Alabama’s licensed
anglers were freshwater fishermen. exclusively. The remaining
license holders included five percent saltwater {exclusively) and
ten pereent combination fresh- and saltwater anglers. Also. the
fact that public fishing sources (rivers and reservoirs) were used
nearly exclusivelv by nearly three-fourths of reporting licensed
anglers. suggests that state fishery administrators should target
freshwater fishing sources in managing popular fish species hike
largemouth bass. crappie, bream. and catfish,

Angler expenditures for fishing-related cquipment and activitics
have a significant impact on the cconomy of Alabama. in
cvaluating the 1994 expenditures of licensed Alabama anglers,
distinet inferences were gained. Northem counties account for
slightlv more than 60 percent of Alabama’s population and the
anglers residing in these counties accounted for nearly three-
fourths of total fishing-related expenditures. This shows that
northern recrcational anglers tend to spend more money on their
fishing activitics than southern anglers. Southern counties,
however, are benehtting from the spending by northern anglers.
Not only are recreational anglers in northern Alabama spending
more money on fishing-related cquipment. they are spending a
significant portion of that moncy in southern counties. A definite
pattern of money flow from north to south was recognized.

Unfortunatelv for Alabama’s cconomy, 15 pereent of the fishing-
related equipment and activity purchases by Alabama resident
anglers were made outside Alabama. This suggests the
possibility that (a) manufacturers and businesses may not offer
recreational anglers in Alabama the cquipment they need at a
price competitive with other states, (b) licensed anglers who arc
fishing outside Alabama would rather purchase fishing
cquipment. etc. closer to their intended fishing location, or (¢)
both fresh and saltwater fishing activities were pursued in states
other than Alabama. Togother anglers in northeast and southwest
countics accounted for 66 percent of the total dollars spent in
states outside Alabama, cach region contributing 33 percent. The
lower amounts spont out-of-state by northwest and southeast
anglers suggests that these anglers could meet their needs
sufficiently to keep their fishing activity dollars within the State.
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Surprisingly. relatively little of the expenditures made in
Alabama, and the southwest i particular, were specifically for
saltwater fishing, Imtially, it was hypothesized that expenditures
by anglers living in southern countics, cspecially the southwest
with #s direct access to saltwater, would be directed toward
saltwater fishung activities. However, this was not the casc.
Expeaditures for freshwater fishing activitics were donuinant in
both southern regions, signifving a use of the vast resources
available in the Alabama river systems.

The cstimated 1994 expenditures of Alabama’s 452,113 resident
licensed anglors amounted to nearly $800 milhion. When
combined with estimated expenditures of resident nonlicensed
and nonresident licensed anglers. Alabama’s economy gained
about $1.3 billion in 1994 from recreational {ishing in Alabama.
These monies arc important for the state of Alabama. Thev arc
the livelihood for many businesses and industrics in Alabama and
other states.
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Abstract: In South Carolina's ACE Basm, resource managers
have balanced recreational usc and ecosystem protection by
fostering landowner cooperation, emphasi sing low-impact
reercational activities, and adopting a corc-and-buffer
management model. The ecological integrity of the ACE's
wilderness core is protected by a buffer that contains the
recreation-tourism infrastructure,

intreduction

Recreational activities in natural arcas invariably degrade
ecosvsiems. The hotels, campgrounds. marinas. roads, trails, and
other infrastructure elerments that support these activitics do cven
more damage (Boo 1990, Gaddv and Kohlsant 1987) Natural
arca managers {ind it difficult to achieve a reasonable balance
between protecting resources and providing recreation
opportunitics. cspecially m wilderness arcas.

One of the most praiseworthy ideas for recreation -tourism
infrastructure development in and ncar wilderness arcas 1s the
corc-and-buffer model. This approach, which has been used in
one form or another in many parts of the world. confines most
infrastructure development to an arca that surrounds and buffers
an inncr core of wilderness. The undisturbed habitat of the core is
then used by recreationists in transitory, low-impact wavs (Wells
and Brandon 1993). Despite the popularity of the idea, fow
empirical studies of the core-and-buffer management approach
have been conducted in the United States. Thas paper reports a
case study of core-and-buffer recreation managoment in the ACE
Basin area of South Carolina Its purpose 1s to document the low-
impact recreational use of a southcastern wilderness arca and
show how the corc-and-buffor approach serves the interests of
both high-quality recreation and wilderness preservation.

The ACE Basin

Found approximately 45 miles southwest of Charleston, South
Carolina, the 350,000-acre ACE Basin encompasses the
combined watersheds of the Ashepoo. Combahec, and Edisto
Rivers. Few arcas in the castern United States offer a better
resource base for ccotourism (USDC 1991, The ACE's coastal
marine. martine, cstuarine, palustring, and upland habitats are so
well-preserved and rich in wildlife--including alligators. otters,
bald cagles, osprevs, waterfowl. and sea turtles--that the ACE has
been designated a National Estuarine Rescarch Reserve Program
(NERRP) site for bascline ccological studies. At least cight
federally protected specics inhabit the ACE
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Land ranagers m the ACE are commiticd 10 a comprehensive
cnvironmental management plan that is nationallv acclaimed for
its creatsve partnership of federal and state governments, private
conscrvation groups. corporations. and individual property
owners. Currently 47 993 acres are held in public property
managed by the South Carolina Department of Natural Resources
{DNR). the South Carolina Diviston of Parks, and the U8, Fish
and Wildlife Service. Much of the rest of the area is managed by
hunt clubs. the Westvaco timber company. The Nature
Conservancy. Ducks Unlimated, and other tand owners formally
commitied to preserving the ACE's natural character.

The Cere-and Buffer Management Model

Deep in the ACE's inderior are cight sca islands that are
uninhabited. roadless, and accessible only by watcreraft. A key
aspeet of the ACE Basin management plan is the federal
government's designation of the 11,94 2-acre core arca as a
NERRP site, insuning its presorvation as undeveloped vpland,
woodland, wetland, and open water habitat. Surrounding this
wildcrness core arca is a 135 ,600-acre buffer arca of cooperative
land holdings designated for traditional land use activitics and as
sites for educational, interpretive, and recreational structures and
facilitics. Any ecotourism-related development that takes place in
the ACE Basin must conform to the requirements of this plan and
pose no threat fo the ceological integrity of the wildemess core.

ACE Basin Recreation Providers

Since the end of the plantation era, the ACE Basin has been used
primarily for hunting, fishing, and tree fanming, Other common
activitics melude boating and paddling, fishing and shellfishing,
wildlife observation, and nature photography. These days, much
of the recreational activity i the ACE is nonconsumptive in
character and takes place under the auspices of eight recreation
providers (Chirico 1995). Two of these providers, Coastal
Expeditions and A Coastal Adventure, are ccotourism-oricnted
cntreprencurs who bring visitors into the ACE for purposes of
nature appreciation. Two other providers, the Charleston County
Parks and Recreation Department and Adventure Carolina, offer
a varicty of nature-based recrcation opportunitics for day-trippers
from nearby urban centers. The remaining four providers--the
DNR. Westvaco, the 8.C. Division of Parks, and Edisto Marina
Charters--are generalists who serve a broadlv defined market that
includes both tourists and day-trippers. Two of the facilities
operated by these generalists, Hunting Island State Park and
tdisto Beach State Park, are cspecially smportant because they
arc highly accessibie and heavy vistted.

Recreational Modes and Routes

Ecotourists prefer to interact with nature "up closc and personal.”
Thev also tend to stay on the move. scldom tarrving at any
particular place for more than a fow minutes. Since they derive
their pleasure through travel experiences. the modes and rouies
selected greatly effect the character and guality of the total
expertence There are many routes to choose from m the ACE
Basin, and the modes available inclade motorboating, paddimg,
and hiking

Throughout the world. much of what ccotourists want 1o see and
do is on or close to navigable waterways. The ACE Basin is
largely a watery domain, and its abundant navigable waterways



make i highly amenable to motorboating. During the 1994
season the two providers that use motorboats brought nearly
1.300 visitors mto the ACE on several popular routes. The
motorboating option is both a blessing and a curse. While
motorboating is fast, convenient, and safe. and can be a godsend
for the physically impaired. it is alse noigy and can pollute the
water with fuel and lubricant residues.

Many watcrbome recreatiomsts and providers consider
motorcraft too noisy and "unnatural” for wilderness arcas.
Paddling provides an attractive alternative for these people and
for those secking the physical fitness benefits of more steenuous
activities. Canocing and kayaking, the two main types of
paddling, are nearly ideal from the ecotourssm perspective,
Canocs and kayaks arc small and light, create no objectionable
pollution, and can traverse waterways too shallow for motoreraft.

There are some excellent paddling routes in the ACE Basin,
Overall. canoces are the watercraft of choice in the wland arca,
which has slow-moving streams and extensive blackwater
swamps, Sca kavaks are far safer in the estuarine arca, where
paddlers encounter strong currents and rougher water,

For many peoplc, canocing offers the perfect way {o sce the ACE
at its pristine best. The ACE's slow moving rivers and tributarics
provide memorable experiences for hundreds of canocists every
vear. Existing routes. including the Combabec, Cuckolds-
Curnbahee, and Penny-Wiltown, arc defined by boat landings that
are about one dav's paddle apart.

ft is the rising popularity of sca kayaking that has ignited interest
in ACE Basin paddling excursions. Sea kavaks can go anvwhere
that canoes go. and can ply the same coastal routes that
motorboaters travel, The estuarme arca of the ACE has become a
magnet for kavakers because its spartina marshes, sea islands,
and coastal waters offer interesting scenery and an abundance of
watchable wildlife A kayak 1s a ncarly ideal craft for getting

close to waterfow! and marine mammals because it has a very low

sithouette and s virtually noiseless. More than 300 kavakers used
ACE Basin rontes during the 1994 scason, The Brickvards Forrv-
Bennetts Point, Edisto-Otter, and Botany Bay routes are used
almost exclusively by kayakers, and severat new kavaking routes
are under consideration by ceotourism

Hilung,. another low-impact activity, offers a distinet alternative
to motorboating and paddimg. 1t 1s a strong plus that hiking is
low m environmental impact and lgh wn physical fitness value.
Hikers move guictly, can stop anvtime, and have chances to
observe nature in mtimate detail. On the other hand, many people
find hiking unappealing because it entails discomfort or tisk
associated with physical exertion and the presence of biting
msects, venomous snakes. and other environmontal hazards.
Another drawback 1s that hiking is safc and legal onlv on
specified trails, which offer fower attractive areas than the
boating and paddhing routes. In the ACE. the only trails that are
frequently used are those that are conveniently accessible from
the public road svstem.

The Recreation-Tourism Infrastructure
The volume and character of nature-based recrcation in the ACE
is clearly dependent largely on the existence and distribution of
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facilities serving the needs of recreationists. Motorboaters and
paddicrs need conventent boat fandings, hikers noed mamtatned
trails. and tourists require campgrounds or other lodging.
Everyone needs roads for access to boat Jandings. trailheads. and
other suitable sdes for myress and egress. In the ACE, these
infrastructure elements arc confined to the buffer arca, which is
used as the "staging arca” for cxcursions into the wilderness core.

Roads

Since the road svstem is the most entical element of the
recreation-tourism infrastructure, land managers can use road
limitations as a powcrful tool for comprehensive planning, In the
ACE. road access is lumited because of the highly protected
nature of many lands The number and quality of the roads
decrcases toward the core. which remains roadiess. Public roads
do rcach mto the major land holdings in the buffer, but many
conservation casements are isolated from the public road svsiem.

Trails

Trails, another important clement of the infrastructure, are also
limited in number and distribution. There are no maintained trails
in the core arca, and none is planned. In the buffer, the highly
accessible nature trails in the two state parks are used by 200,000
visitors a vear. and another 6,100 hikers are accounted for by the
trails in the Westvaco propertics and the two DNR Wildlife
Managemoent Arcas.

Public Boat Landings

Since both motorboaters and paddlers require well-located

ingress and egress points. public boat landings arc a key cloment
of the ACE's recreation-tourism infrastructure The ACE's
existing canoc routes are defined by the supply of landings that
are properly spaced tor full or half-day trips. Developing new
canoc routes 18 difficult because the public road sysiem offers fow
opportimitics for constructing new landings at conveaient
tocations on rivers or streams.

For motorcraft and sca kayaks. the spacing of the landings is
much less important than their proxinuty to the core area. Most
motorboating and sca hayaking in the ACE takes the form of
round trips tnto the core arca from landings in the buffer. The
Edisto Manna, the Live Qak Landing at Edisto Beach State Park,
and the Bennetts Pomt Landing all play vital roles because each is
only a short paddle or quick boat ride from the pristine core,
Edisto Marina is currently the onlv privately-owned boat landing
uscd by ACE Basin ccotourism operators. but others will surely
be used as ccotounism grows,

Campgrounds

The lodging component of the ACE's infrastructure primarily
consists of camping facilities. Low-impact recreationists often
prefer to camp rather than use conventional lodging, so the
availability of campsites is an important consideration. Currently.
fow arcas in the ACE offer facihties for a wide range of campers.
and only three camping arcas are well-situated to serve
ecotourists. The best camping opportunities arc at Hunting Istand
State Park, which has an attractive 200-site campground with full
hookups for RVs. plus the restrooms and hot showers that tent
campers need. Edisto Beach State Park has two small family
campgrounds and a primitive camping area. There is also a
primitive camping arca at DNR's Bear Island WMA but it is



available only from November 15th to January 20th and is mostly

used by hunters,

Conclusions

To balance the interests of natural arca protection and
recrcational use. ACE Basin resource managers have created a
comprehensive partnershup among landowners, adoptod a core-
and-buffer management model. and emphasized low-impact
recreational activities. Consequently, unlike many other natural
arcas being cxplotted by the burgconing ecotourism industry, the
ACE 1s not in immediate danger of being "loved to death” by
hordes of visitors or fragmented and degraded by tourism-related
development,

The Jong-term prospects for a harmonious relationship between
ccosystem stewardship and ecotourism development in the ACE
Basin scem very good. The ACE's status as a NERRP sitc, which
is conditioned by the presence of protected wildlife species and
wilderness habitat, is a tremendous assct becausc it makes the
preservation of high-quality natural arcas and healthy wildlife
populations in the ACE a matter of federal policy. In addition.
three aspects of the ACE's recreation-tourism infrastructure auger
well for the long-term viability of the present managerial strategy.
First, the limited availability of maintained trails and landings for
canoe routes cnsurcs that any deleternious effects of paddling and
hiking will be confined to a few narrow corridors rather than
spread throughout the buffer. Sccondly, the complete absence of
road connections 10 the wilderness core casures that the tvpical
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tourist or day-tripper will find it relatively inconvenient 1o visit
the one arca of the ACE that can least tolerate heavy visitation.
Finally, the availabilitv of boat landings close to the pristine core
is the key constraint on motorboating and sca kayaking in the
ACE. and the stalc and local governments control this through the
permitling processes,
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Abstract. National Survey on Recreation and the Environment
{NSRE) s an interagency and private sector partnership
undoertaken to update the country's ongoing series of national
reereation surveys. Data collection for the NSRE using phone
survey methods was begun in the winter of 1994 and concluded in
April of 1995 Upon completion of data collection, a series of
diagnostic procedures were conducted i an attempt (o identify
potential biases in the estimates of the proportion of the U.S.
population that participated m outdoor reereation  Onge principal
source of bias identificd was a sereening question emiploved to
reduce gquestioning of persons who do not participate i any
outdoor recreation activitics. In comparison with other outdoor
recreation participation surveys and with the 1982-19%3 NRS.
the NSRE with its screening question seemed to under estunate
the proportion of the U 5. population that participated n one or
maore outdoor recreation activities i the 12 months prior 10 an
HHCIVICW

Introduction

The National Survey on Recreation and the Environment (NSRE)
t5 an interagency and private sector partnership undertaken to
update the country's ongoing series of national rcercation survevs,
the first of which was conducted in 1960 (OQutdoor Recreation
Resources Review Commission 1960 Data collection for the
NSRE using phone survey methods was begun in the winter of
1994 and concluded in April of 1995, This data base provides an
opportunity Lo examine and compare participation proportions
spatially and temporalty. 1t also provides the United States
rescarch community with a fimely national measure of the
sigmficance of cutdoor reercation as a soctal bebavioral
phenomena and a prionity use of the nation's natural resources
Upon compiction of data collecuion, a series of diagnosyc
procedurcs were conducted m an attempt to dentifv potential

biases in the estimates of the proportion of the U. S, population
that participated in outdoor recreation globally n any activity and
in individual activitics specificallv. One principal source of bias
wdentified was a screcming question emploved to reduce costs of
administrating phonc interviews to persons who do not
participate in anv outdoor recreation activities. In comparison
with other outdoeor reercation participation surveys and with the
19821983 NRS, the NSRE with this screening question scemed
to under gstimate the proportion of the ULS. population that
participated w1 one or more outdoor recreation activitios in the 12
months prior to an inlervicw

The National Survey on Recreation and the

Environment

Far the most part. the NSRE was designed to retain comparablity
with priority sections of previous National Recercation Surveys
(NRS) dating back to 1960, For many different reasons, cach
successive NRS has been designed slightly differently due to
preferences of the mvestigators. information needs of the
sponsors, method of data coliection selected and availability of
mmproved technology for conducting survevs. The corc of
participation, demographic, favorite activitics and barricrs
guestions has been retained through all previous NRS studies and
was carried forward in the 1994-95 NSRE.

The rescarch fead in designing and administering the NSRE was
assumed by the Southern Rescarch Station. USDA Forest
Service, Athens, Cicorgia and the data were collected by the
Survey Rescarch Center at the University of Georgra. The NSRE
was a random digit dialing (RDD) telephone survey of individuals
16 vears and ofder that included a screening question to deternune
whether or not respondents participated in any ontdoor reercation
activitics over the 12 months just prior Lo the imterview. [{'the
response was "no.” none of the individual activity participation
questions was ashed

Methods

Afier completion of NSRE data collection. including more than
17,000 respondents. estimates of the proportion of the U. S.
population reporting participation in at least one activity, and also
proportions reporting participation in cach individual activity,
were comparced with estimates from other eredible surveys. These
ather surveys included the 1982-83 National Recreation Survev
(USDI-National Park Scrvice 1986). These comparisons
revealed that NSRE-denved estimates of the proportion of the
population which reported global participation in ong or more
activitics and proportions reporting participation i individual
activities scemed to differ from estimates from other samples.

The following steps were pursued in first altempting to determine
the likelihood of bias w estimates of population proportions and
second 1o dentify suspected sources of anv suspected bias.

1o Compare selected. demographicativ-weighted NSRE
cstimates of participation proportions with other crediblc
demopraphicaliv-weighted survey resulis. including the 1992
NERE pretest of 786 cases. the 1990-91 USDI National
Survey of Hunting, Fishing and Wildlifc-Associated
Recercation (Wildhife Survev) (USDI-Fish and Wildlife
Service 1992), the 1994 Qutdoor Recreation in America: A
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Survev for the Recreation Roundtable (Roper Starch 1994).
and the 1982-83 National Recreation Survey (USDE-
Mational Park Service). Identify NSRE estimates that scem
meonsistent with the range of estimates availabic from the
other survey sources. Demographically weighted results
were used to lessen the likelihood that observed differences
wore dug to disproportionate sampling among different
demographic groups with differing participation rates across
American soTiehy.

The first comparison of interest was between estimates of
national participation in fishing and hunting. Becausce the
NSRE weighted estimates of proportions of population
participating in hunting and fishing scemed much higher
than the Wildlife Survey estimates, a recontact phone survey
of persons who refused the NSRE was conducted to examine
the potential of avidity bias. Avidity bias suggests that
persous who participate in outdoor recreation are more likely
to respond to the survey. This 1s related to the idea of topic
differences and their effect on survey response. McDanicl,
Madden and Verille {1987) completed a study that
concluded that contacts are more likely to participate in a
survey if the topic of the survey was of personal relevance to
them,

Compare "carhv” and "reluctant” respondents to determine
whether reluctant respondents (those who take repeated calls
to complete an miterview and have been shown to be similar
to persons who refuse survevs, Armstrong and Overton
1977) participate at different rates than carly respondents
{(thost granting an mterview upon the first or sccond call).

Conduct a follow-up phone contact with refusers (persons
who refuse to grant an interview) and unknowns {persons in
the sample who could never be contacted) to determine if
these persons participate at different rates than respondents.

Conduct a "validation” survey omitting the screening
question to determine that guestion's polential biasing cffect.

Compare estimates of participation proportions from the
validation survey, the NSRE, and the 1992 NSRE Pijot
Survey, as well as with other survey estimates.

It should be noted that inferential statistical mcthods were not
used n the comparisons reported in this paper because weighted
participation estimates were derived from published reports. The
comparative standard adopted was whether observed differences
were viewed as important in the experienced eves of the survey
research team and sponsoring users of the data. A major purpose
of this paper is to chronicle the steps taken in atiempting to
identify and adjust apparent biases in participation proportions
estimated from the NSRE and to deseribe how the above steps
ultimately led to 1solation of the screcning question as onc
primary factor sceming to introduce bias into the NSRE
cstimates. Additionally, by sharing the experiences of the NSRE
survey rescarch team, it is anticipated that this paper will provide
helpful observations for others involved in survev design and
administration.

Results

Initial Comparison Among Surveys

From the overall weighted resulis of the NSRE, it was estimated
that 81 % pereent of the U S, population had participated in one or
more outdoor recreation activities in 1994-95. This result is
called "global participation.” meaning participation in onc or
more outdoor recreation activities across the full (global) list of
all activities. This estimate of global participation was compared
with other estimates reported from the 1990-91 National Survey
on Hunting, Fishing and Associated Wildhife Activitics (which
included a screening process, USDI-Fish and Wildlife Serviee),
the 1982-83 National Reercation Survey (no screening question),
the 1992 NSRE national pilot (with screening question worded
morg generally than the NSRE question), and the 1995
Recreation Roundtable survev {withou! a screening question).
Estimates for global participation and for sclected individual
activitics are compared in Table 1.

The results in Table 1 represent some early diagnostic results
observed by the NSRE analysis team. Noteworthy is that the
NSRE produced an estimate of global participation that was
much lower than the 89 percent estimated from the 1982-83
NRS. Comparability of these two estumates 1s cnitical because
they arc the basis for describing the overall trend for outdoor
recreation participation for the U.S. population. The NSRE
estimate was also Jower than the estimate of 93.3 percent derived

Tabic 1. Estimated percentage of the U.S. population that participated one or more times in 12 months by activity and survey source, 1994-

1995,
Source of cstimate
1994 1990-91 1995

NSRE 1994-95 Wildlife 1982-83 Times-

Activity Pilot NSRE Survey NRS Mirror
{Percent of U.S. population)

Global (Apy activity) 93 82 NA L8] 74
Hunting 14 13 7 12 £
Fishing 39 35 19 35 26
Developed carmping 30 25 NA 17 25
Family gathering 72 65 NA NA NA
Hiking 24 26 NA 1 ¥
Horscback nding 10 10 NA 9 6
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from 1992 NSRE Pilot, a national sample of 786 individuals. The
74 percent reported by the Recreation Roundtable Poll is not
comparable because it represents a more limited list of activities.

It is noteworthy that the NSRE participation cstimates for
individual activities shown in Table | are very close to the NSRE
pilot estimates, although generally somewhat lower. The NSRE
estimates for hunting, fishing, and horseback riding are also
similar to the 1982-83 NRS estimates. The NSRE estimates are
higher than the 1982-83 NRS for camping and hiking. The
Roper-Stark results present a mixture of both higher and lower
estimates. The paradox perplexing the research team initially
was the observation that while the NSRE estimate of global
participation in any activity showed a decrease in per capita
participation, estimates for individual activities indicated
generally increasing per capita participation. It appeared that one
of these two trends was in error.

Recontact Survey

The initial reaction to the results just presented, especially the
result that NSRE estimates for hunting and fishing were higher
than those from the Wildlife Survey, was to suspect nonresponse
bias. The refusal rate for the NSRE phonc survey was 45
percent, typical of large-scale generalized phone surveys in
contemporary times (Kerin and Peterson 1983). This was
virtually the same as the refusal rate for the NSRE national pilot
that resulted in 786 useable responses. To test for nonresponse
bias, and potentially avidity bias (Alreck and Settle 1995) as one
outcome of nonresponse bias, a "Recontact Survey” was
conducted by the Survey Research Center at the University of
Georgia (the organization that administered the NSRE study).
The focus of these recontacts was on global participation in any
activity and participation in hunting and/or fishing in particular.
A sample of 95 persons who hiad refused the NSRE was
recontacted and asked to participate i a short, 2-3 minute
interview. A forty-five percent conversion rate was attained in
the recontact effort. Results are found in Table 2.

Table 2. Comparison of participation percentages across 3
surveys asking comparable questions about recreation
participation.

Percent participation in the activity

Recontacted NSRE Wildhife
Refusers Respondents Survey
Respondents
Any Activity 69 82 na
Hunting 18 13 7
Fishing 31 35 i9

These results suggested potential avidity bias in that a smalier
percentage of recontacted refusers indicated participation globally
and in fishing. However, a somewhat larger percentage of
refusers reported participation in hunting. It appeared that
persons participating in outdoor activitics were more likely to
participate in a survey about outdoor recreation {avidity bias)
resulting in over estimation of participation rates for individual
activities. This result did not resolve, however, the paradox that
the NSRE estimated only 82 percent of the U.S. population had
participated globally in any form of outdoor recreation.
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Comparison of “Reluctants” with "Early™ Respondests

The literature suggests that sampled comtacts who are more
difficult to convert to respondents tend to be similar to refusers in
their overall affinity for the topic of a survey and in profile
regarding items in the survey (Armstrong and Overton 1977). To
examne further the possibility that nonresponse bias was
affecting the NSRE estimates, 4,401 cases from the NSRE data
set were analyzed to gencrate comparisons of sampled contacts
who were easy to convert to an interview with contacts who were
difficult to convert, that is, reluctant to grant an interview. Of
these 4,401 cases, 4,132 were "earlics” (granted an interview with
no more than 2 calls) and 269 were "reluctants” (granting an
interview only afler more than 2 calls). Percentages reporting
participation by activity are found in Table 3.

Table 3. Percentage of respondents participating in outdoor
recreation and type of respondent by activity.

Wildlife

Earlies Reluctants Survey
Global 81 84 na
Hunting 13 15 7
Fishing 32 38 19
Family Gathering 62 64 na
Hiking 28 23 na
Horseback Riding 16 12 na

The above estimates of participation rates showed that more
reluctant respondents participate globally in any activity and in 3
of the 5 individual activities. This result seems to coniradict the
Armstrong and Overton (1977) study that showed that
“reluctants” are more like refusers than easies. The recontact
survey suggested generally that refusers participate at lower rates
than respondents.

Phone Follow-up with Refusers and "Unknowns™

In an attempt to learn more about the persons who refused the
NSRE and about those in the original sample who could not be
reached with repeated calls, the "unknowns,” a sample of
aumbers from both categories of nonrespondents was drawn and
repeated calls made until the possibility of making a contact
seemed exhausted (up to some limit, of course). In the NSRE, 43
pereent of sampled phone numbers resulted in a contact (45
percent of whom refused the survey), 25 percent were never
reached and thus constituted the "unknown” category of potential
respondents, and 32 percent were incligible (i.c., businesses,
wrong numbers, efc.}. A total of (136} the NSRE refusers and
unknowns were contacted using a 2-minute survey protocol with a
soft persuasion approach. Conversion of calls to useable
responses was continued until the interviewers clearly could
observe emergence of a pattern of responses 1o question
regarding participation in outdoor recreation and a few selected
demographuc items,

Results indicated that refusers and unknowns fall into 4
categories:
I, "Shut Ins" who have physical or other disabilities and do not
participate m outdoor recreation
]
2. Persons who did not understand what was meant by aitdoor
recreation and thus refused the survey fecling it did not



pertain © them, atthough many of them participate in
outdoor activitics, Some of these persons can be classificd
as "Servers.” wn that they participate i outdoor recreation
out of service to some other person of persons, cspecially in
taking children or other dependents on outings, These
persons vencrally did not consider servier motivated
participation as fitting the NSRE definiuon of participation.

)

"Hard core” refusers who do not participate in any survey
coming to ther by phone. but who sad they do participate
in outdoor recrcation and do so at a per capita rate very close
to that of the NSRE respondents

4 The "Busies"” who are very active in all aspeets of modem
life and do not answer the phone unless they are expocting a
call. These persous tend to be very active m outdoor
recreation. family activitics, job and outside interests to the
point that answering the phone 1s viewed as an interruption,

A Supplemental Validation Survey

With the above evidence of bias n front of the survey team, it
appeared that both response and nonresponse biases were
present. Responsc bias was hypothesized (o result from some
respondents’ misunderstanding of the notion of "outdoor
reercation” as it presented o the NSRE introduction and
screemng question. This misunderstanding resulted
underreporting of global participation. The 1982-83 NRS
provided an estimate of 89 percent plobal participation with no
initial serecning question. The 1992 Pilot of the NSRE showed
that 93 pereont of the U S, population participated in one or
more outdoor recreation activities. The Pilot included a screcning
question. but ashed "Did vou spend any of vour leisure time
outdoors in the past 12 months”" The NSRY screening question,
deseloped with the survey team leader for the 1982-83 NRS, was
worded: "Did vou spend any of vour {ree time participating in
outdoor recreation aclivitics in the past 12 months?" For both
survey s. interviews were initiated only afier defimng outdoor
recreation as "Any recreational activity which vou did outdoors
for pleasure. These could be activitics you did around the home,
on vacations, trips. outings. or during any other frec time "

Based on the series of diagnostic steps described above. response
bias causing an underestimate of global participation was
hvpothesized to exist from including an outdoor recrcation
screening question. For example. respondents who were "servers”
and those otherwise not comprehending the mtended meaning of
outdoor recreation tended to respond "no” to the screening
question. though they had participated in some form of activity
over the 12-month recall period. This apparcently accounedt for
some underestimation of the global participation rate,

It appeared also that an underestimate of global particspation may
have resulted because of nonregponse caused by the screening
gueston and the initial provision of a defindion of putdoor
recreation. Some persons comacied seemed 1o have refused an
interview because they perecived they had not participated moany
activitics over the past 12 months, although they actually had,

To address these potential sources of bias in the estimate of the
global participation rate, a supplemental validation surves was
dosigned and administered to a random national sample of 710
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persons. The purpose was to improve the estimate of the
pereentage of the UL S, population that participates in outdoor
recreation and 1o cxamunie the validity of the purcentages
estimated for individual activities further. The intorview was
shortened to approcamately € minutes. the introduction was
strenmiined. and onby activity participation {ves/noj and selected
demographics were asked. The survey 1s summiarized in Table 4
showing "validation” survey percentages followed by NSRE.

Table 4. Conversion and noncontact ratcs across the random
sample of phone numbers for the NSRE by category of contact
and Survey source,

Survev Source

Recontact

Survey NSRE
Known Houscholds 29 {43}
Completed interviews 667 (33
Partial interviews .1 (1.6}
Refusals 332 {43
Vnhnown Houscholds 36.1 (25)
No answer/busy 61.5 {72y
Aunswering Machine 317 (18
Strange noise m phone 5.6 (8)
Wrong number 1.2

Fliminating the screening question and shortening the survey
virluallv climinated parually completed interviews and
substantially reduced refusals  However, o scems that
unrcachable houscholds are becoming a larger percentage of the
potential poo! of respondents. especially because of answering
machines and mability to obtain an answer to the phone page.
Results of the validauon survey are summarized in Table S

Table 5 Estimates of percentages of the U.S. population
participating in outdoor activitics from the National Survey on
Recreation and the Environment and a supplemental validation
SUTVCY.

Percentage of Respondents

NSRE Yalidation
Activity (n-17.216) n=710)
Any activily B2 G4 5
Hunting 12 147
Fishing 35 44.7
Family gatherings 65 §3.2
Sightscemng 61 775
Hiking 29 303
Developed camping 26 279
Horseback riding 1 105
Skiing 12 o

The supplementat validation survey seems to confirm that the
screening guestion in the NSRE sith its emphasis on outdoor
recrcatien resulted in underreporting of global participation
across activities, The supplemental survey without a screening
guestion provided an csumate that 94.5 pereent of the U S
population had participaied i some form of outdoor recreation
activity in the 12 months preceding being inten iowed
Additionaliv. of the % individual activitics shown i Table 5.
percentage estimates for 3 were very close to those produced from




the NSRE, Higher estimates from the validation survey for
generally passrve. group-oniented activities, including family
gathenings and sighiseeing, scem to suggest that persons
reercating, but perhaps doing so as a scrviee (o others,
underreported their participation in the NSRE. These persons
apparently did not identify themselves as outdoor recrcationists.
This observation probably applics as well 1o elderly and other

much less active respondents who likely did not porecive that they

had participated in anv outdoor activitics. In contrast. persons
who participated in traditional (hiking and camping) and
specialized (horscback riding and skiing) or other morc readily
wdentifiable acuivities can more clearly classifv themselves
participants. When read a list of activitics. as opposud 10 asking
i one spent any time in outdoor recreation generally, many more
respondents identified themselves as participants.

The 1992 NSRE Pilot included a screening question worded
differently that did not imit the query 1 outdoor recrcation as a
person's use of free time. The estimate of participation across all
activitics from this Pilot was 933 pereent. Inclusion of the
phrase "outdoor recreation” may have been the major problem
teading to a biased cstimate of the global proportion of the U S,
population that participated in some form of outdoor recreation,

Conclusions

In designimg and conducting the NSRE, many decisions wore
mad to satisfy information and budget needs. The screening
question was thought necessary to keep costs down by avouding
ashing nonparticipating respondents the rmany individual activity
gquestions Post survey analvsis suggesied however, that the
sereerung, gquestion, along with many from the mitial sample who
refused the survey or who could not be contacted, mav have
intredduced bias 110 estonates of outdoor recteation participation
amonyg the 1S popalation Compared with other owtdoor
recreation pacticipation surveys, and with the T982-1983 NRS,
the NSKE appears to underestimate the proportion of the U1 S,
population that participated 1 one or more activities over the 12
months before bomg mterviewed . This evidence provided at least
a partial answer 1o the paradox noted carlicr. that is that while the
trend w global participation seemed mtially to be downward. the
trend for most mdn dual activities scemed to be upward,

The supplemental validation surves designed to address
suspected sourees of bias provided evidenee that the screening,
question in the NSRE, with its emphasis on outdoor recreation,
resulted in substantial underreporting of global participation,
The supplemental survey administered without a sereening
question estunated that 945 pereent of the UL 8. population
participated in some outdoor recreation activity i the 12 months
precading the mterview. This was a substantially different
estnate fron the 818 pereent estunated from the NSRE global
screommng question When read a bist of sctivities, as opposed o

asking if one spent am tiie in outdoor recreation generally, many

more respondents dentify themsclves as participants. it s
stronghy cuspected that many persons m stages of hife wheee they
capnol participate m aditwes tvpreally perecived as recreation m
the "great outdoors,” such as wiite water rafting, hikang,
mouptam chmbmg, ctowildl not weandy themselves as oudoor
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recreation participants although they sightsee by automobile,
strof} the local park nature trail, or take the kids to the pool.

Ehmination of the screemng question and streambmng of the
survey agenda in the validation survey reduced refusals (ic |
melnded some who utherwise would have refused an internview)
and cnabled dentification as recreation participants those who
were "servers” and others who in the NSRE had not dentified
themselves as outdoor recreationists, Therefore. estimates of
participation rates for mdividual acuivities were similar to or
stightly higher than those produced from the NSRE. Higher
estimates from the alidation survey Tor passive activitics like
fishing, fumily gutherings. and sightsceing. suggest that persons
recreating primarily as a sersee to others. and also the elderly
and other much less active respondents, underreported their
participation in the NSRE.

The 1992 NSKE Pilot included a sereening question, but it was
worded differently from the sereening question included in the
fimal NSRE and did not st the query o outdoor recreation as a
person’s use of frec time. The estimate of global participation in
all activitics from this Pilot was 93 3 percent. Inclusion of the
phrase "outdoor recreation” may have been the primary problem
feading to an underestimate of the overall proportion of the U. S,
population that participated globally in some form of outdoor
reereabion. Further rescarch and testing of the observations
gained from diagnostic evaluation of the NSRE and its associated
pilot and vahdation survens is needed. However, the conclusion
that great care 15 nceded 10 deciding to use or not usc a screening
question is clear. 1t appears that if a sereenmg question should be
needed, it should be kept as general and "unloaded” as possible.
We recommend avording a serecning question.
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A Conceptualization of the Tourism Entrepreneurial
Process
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Abstract: Tourisuc enterprises can significantly contnbute to the
ceonomic and social well-being of a community, One practical
wav {0 inercase the birth of touristic caterprises in a community 8
to increase the supply of tourism entreprencurs in the community,
The first step to achteve this quest 15 to understand the touristic
enterprisc creation process. Once this is accomplished., a
community may then des elop appropriate policics to stimulate
tourism enireprencurial activitics. This paper presents a
conceptualization of the process includimy rescarch and
management implications.

Introduction

Touristic enterprises can significantly conttibute to the economic
and soctal well-being of a community by creating coplovment
opportunifics, carning real income. generating tax revenues.
promoting micrsectoral linkages. These enterprises also can
encourage the preservation and conservation of natural. historie
and cthnocultural resources. They can enhance the quality of
amenttics 0 the community. mcreasing the values of real estate.
improving the attractiveness of the community as a place for
possible relocation by corporations. and mayv cven help clevate
the bond ratings of the commumty.

Thus. 1t is no surprise that during the Tast two decades, many
communitics huve enthustastically cmbarked on a journey of
active tourism development. This is evideneed by the increasing
number of tourism offices founded (JACVB 1994) and amount of
tourism promotional budgets {Waters 19935) While tourism is
thriving in some communitics such as Wilmington, NC (Fricdman
1996). Rock Hill, SC (Zwememan 1994), Ceatral Ciy. CO
(Stokowsk: 19923, and Sandpoint. 1D (Minnesota Extension
Service 1991), there arc communities that contiaue Lo expéricnce
fittle success--- undeveloped land parcels targeted for tournistic
enterpriscs. vacant stores. deserted streets. and fow influx of
tourists--- despite significant investment of marketing and fiscal
ciforts.

Whv such contrasting scenarios? That ig, why arc some
communities able to enjoy a relatively active level of tounstic
enterprise birth while others are less able to?

Unfortunately. the tourism literature offers little enlightcnment to
this question. A comprehensive scarch of the primary tourism
rescarch journals. namely. the Annals of Tourism Rescarch,
Journal of Travel Rescarch. The Tourtsm Review, Tourism
Recreation Research, Tourism Management. and the Journal of
Tourism Studies, vielded few papers that have addressed the topic
of entreprencurship. and none dealt with the rescarch question,
Ar extensive review of the available tourism text and reference
books was not illuminative either In fact, the Fncvelopedia of
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Hospualty and Tourism (1993) contams no entry of the subject
at afl,

Swee tounistic enterprises are created by entreprencurs. it seems
fogical that by plotung the tournistic enierprise creation process.
one would be a stop closer to angwening the rescarch question,
Also. by mappiog the touristic cnicrprise creation process,
communitics secking to increase their levels of lounistic enterprise
birth would have a general frareework from which o work.

Purpose of the Paper

Viewed in this light. the purpose of this paper is to sharc a
conceptualization of the wurism cotreprencunal process. and to
suggest some research and management impheations.

Review of the Literature
Claiming that the enterprise ercation process has never been
studied would be ignorant. In fact, there arc at least five known

tournals totally dedicated to the publication of entreprencurship

thinking and rescarch, Entreprencurship Theory and Practice,
Journal of Business Venturing, Journal of Business and
Entreprencurship. Entreprencurship and Regional Development,
and Frontiers of Entreprencurship Research. A carelul review of
these periodicals showed that more than a dosen writers have
addressed the enterprise creation process including Bhave (1994,
Gynawab and Fogel ( 1994), Na(fziger. Hornsby and Kuratko
{1994), Krucger and Brascal (1994), Krueger (1993}, Krucger
and Carsrud (1993). Herron and Sapienza (1992), Learned
(1992, Bird (1992). Shaver and Scott (1991). Montanari ¢t al

{ 1990), Greenberger and Sexton (1988} Moore {1986). and Gibb
and Richic (1982).

Since reviewing the various models here is inappropriate. suffice
to state that most of these models attempt to explain
entreprencurial processes in manufacturing and high-tech
industrics rather than in service and low-tech industries, such as
the tourism industrv. Morcover. most discussions of the
entreprencurtal process seem to stop at the birth of the enterprise
(Gynawali und Fogel. 1994: Krueger and Brasze ct al. 1994,
Krucger and Carsrud. 1992: Bird. 1992; Campbell. 1992; and
Greenberger and Sexton, J988).

The model presented in this paper. on the other hand,
conceptualizes the entreprencunial process as a evelieal process,
and specifically discusses it in the context of the tourism industry.
The model was developed based on this author’s synthesis of the
salient concepts discussed in the entreprencurship research
literature, and preliminary field research. While the modc! may
be further refined. in the present form. it scoms logical: it can
explain why pot all individuals embark on the tourism
entreprencurship process: and for those who do, it explains why
only some will eventually creale a touristic enterprisc. This modet
also possesses normative values. and scoms testable, As such, it
would be a contnbution 1o the growing body of entreprencurship
ued tourism hicrature.

The Conceptual Tourism Entrepreneurial Process Model
Although not all touristic enterprises are created by a single
individual (some arc created by groups of individuals),
conceptualizing the tourism entreprencunial process as an



individual's process scoms more meaningful. and better explains
why some individuals pursuc an entreprencunal path, while
others remain as emplovees or uneropioved, despite situational
similarities. The wdividual tourism entreprencurial process is
concepualized as comprising cight interacting stages in which
cach stage is moderated by unfolding environmental events
(Figare 1)

Stage t: Cognitive Qrientation
The birth of touristic enterpriscs cannot be regarded as a product
of random events but as the product of decisions (the ient to

create a louristic enterprise) and actions {(the launch of 4 louristic
enterprisc). Whle actions may be deseribed as the resulting and

observable element of decisions. decision-making itself s a
process significantly nflucnced by many antecedents.

To dlusteate, both X and Y are workers in a sinall travel ageney,
X confides in Y that she hopes to open her own travel agency or
some related touristic eaterprise one day whule Y barbors no such
mterests. When X eventually registers her travel apenes it is the
action component of X's decisional process. But X's decision to
open the travel agency must have been motivated by some
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reason{s). To understand why X founded a travel agency while
Y staved put, one must probe mio X's “decisional box.”

The theorized decisional box consists of five factors including
one’s atfitude toward cntreprencursinp. one’s readmess to
enterprise, one's willingness to enterprise, one's percetved ability
1o enterprisc. and ong’s fevel of industry savant.

Attitude toward entreprencurship. Not evervons views
enirepreneurship {founding and operating a business) as a highly
desirable carcer choice. To some people. founding and operating
3 touristic enterprisc may be viewed as a chance to be wealthy
and more i control of one’s career (positive atiributes).
However, to others. it may be viewed as stressful and explouative
(negative attributes). How one develops o favorable or
uniavorable attitude toward entreprencurship may depend on
psvehographic and omv ironmental factors (Krucger and Brazoal,
1994: Krueger. 1993; Bird, 1992: Starr and Fondas, 1992;
Shaver and Scott. 1991). For example. if X has a strong need for
control of her carcer and/or seeks economic challenges, X mav
view entreprencurship more favorably than if X has a low
tolerance for uncertaintics or vicws entreproneurship as cconomic
exploitation. Concomitantly f X Iives in a society where
entreprencurial behaviors are stronghy encouraged. X is more
likely to develop a positive attitude toward entreprencurship than
1 X lives in a socicty whore entreprencurial behaviors are viewed
with disdam (as in most tughly controlled socictics).

Readiness to poterpnise. However, a favorable attitude toward
entreprencurship 1s not likely 1o rouse one to action unless one
also feels ready to enterprise. One's readiness to enterprise is a
dvnamuc state contingent on one's hfestage siuation X feels
very content with her status quo. X probably would not have
expressed the desire to found an enterprise since it would usurp
her status quo. On the other hand, 1 X s very dissatisfied with
her work/workplace (a push situation), or X strongly believes that
it is time to challenge hersell cconomically (a pull situationy, X
mayv be motn ated to consider the possibility of going into
business.

Willingness to enterprise. Undoubtedly. the creation and
operation of anv enterprise requires sigmilcant iavestment of
onc's time, offort. and money including the risk of possible
failures. Thus. unless one ts willing to deal with the hassles of
enterprise creation and operation (the multitude of tasks that must
be performed. incessant deciston-making under unceriamiy,
compromises, ctc.y and the risk of an unstable income stream. or
loss of leisure and family time, one 1s unlikely to engage in any
entreprencurial activitics even if the preceding two factors are
favorable. That is, onc will merely be 1 a "wishful” state.

Perceived abilitv to enterprse. Of course. one must also belicve
one possesses the neeessany knowledge and skills o enterprise.
otherwise. one will probably remamn in the wishful state.
However, if the preceding three factors we favorable but one
perecives a lack of knowledge or shalls to enterprise. two routes
may be pursued One. defer engagenent untit one has acquired an
"adequate level” of knowledge and skills. Two. iy to recruit
others to participate in the venture creation process. The latter
perhaps explaing why some touristic enterpriscs arce founded by
more than one individual.
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Industry savant. Industry savant refors (o having profound
knowledge of a given industny and 1o onc's attitude toward the
wdustre . For tounism entreprencurship, i s unlikely that X would
comemplate founding a trovel ageney i X has Hittle/no knowledge
of how trave! agencies operate though X may have a strong
desire to own a small business. {n this connection. 1t could be
added that unless ove has a favorable or neutral attitude toward
the tourism industry, one is unlikely to harbor the possibility of
creating a touristic enterprise. For example, T one fucls strongly
that tourists are undesirable in a cormunity | one would probably
harbor no thought of owning and operating a touristic enterprise,
such as an amusement park,

fn short, a person's copaitive orentation toward tourism
entreprencurship detenmines one's propensity to eaterprise in the
industry. A person’ s cognitive orientation toward tourism
entreprencurship may be measured by five mdicators including
one's attitude toward entreprencurship, one's readiness to
enterprise. one's willingness to enterprise. onc's perceived ability
o enterprise, and one's level of industry savant. When these five
wdiographic indicators are favorable in a person, the individual
may be deseribed as in a "ounism entreprencurial mode” or as
having a propensity o enterprise in the tourism industry,
Consequenthy, it ntav be hypothesized that the more intense one's
cogmtive orentation toward tourism entreprencurship, the greater
the likelihood 1o engage m touniste enterprise creation behavior,
and vice-versa

Stage 2: Opportunity Search

The possibihty of creating a touristic enterprise must begin with a
business idea. I scoms reasonable then Lo postulate that when
one's cogmtive orientation for tourism catreprencurship is high,
onc is more hkehy 1o scarch for new touristic onterprise
opportunity actively than one whose cognitive onentation for
tourism entreprencurship is fow. For example, a person who has
a high cognitive orientation for tourism entreprencurship would
tend to seck out relevant poople i the industry 1o talk to. read and
rescarch the mdustry, watch wdustrial trends. cie . . with the
hape of findmg a new business idea, Conversely, a person with a
Jow cogmtive orientation for tourism entreprencurship would
probablv not.

Although how entreprencurs actually find ther business ideas
rerains a relativelv unexplored arca (Christensen, Madsen and
Petersen 1994). this anthor belicves the ability to spot business
tdoas depends on one's analyvtical and critical abilics. While
some individuals are blessed with these abiditics. most develop
them over time. from cducation. experience, and cxposure.
However, Bhave (1904) found that sometimes. opportunitics
presented themselves without the entreprencas’s having the
intention to scarch for them. For example, if X 1y constantly
requested by friends/neighbors to help them operate ther
pursonal computers. Xomiy eventually entertain the thought that
perhaps he or she should run a computer support busmess - o
newded service and an oxtra source of mncome 8 ean by argacd.
however. that 1 X bas o fow copiative onoidation toward
entreprencurship. X probably would not have recognived as a
possible business opportunmity as Nrueger and Brascal (1994:92)
stated. ~Opportunities are seized by those who are prepared to
seive them.”




In any case, tourism entreprencurs who are actively looking for
possible busioess ideas will probably explore along the following
dimensions: the possibility of new products, new markets, new
market structures, new sources of input, new delivery methods, or
new price strategies (Christensen, Madsen, and Petersen, 1994;
Teach and Swartz, 1994). Perhaps #t is this line of approach that
explains why many tourism entreprencurs that this author had
interviewed reported that they did not have just one idea but a bag
of business ideas before settling on their most preferred business
idea. Bhave (1994) reported the same finding in his study of
twenty-seven entreprencurs.

Stage 3: Opportunity Assessment

Not all business ideas identified will be transformed into touristic
enierprises as the creation and operation of a touristic enterprise
requires a significant investment of mopey, time, and effort
including the stigma of failure. Rather, the tourism

is more likely to evaluate the most preferred business idea for its
viability and feasibility. While viability refers to the extent to
which the idea could be economically sustained (such as, is there
sufficient demand and wili the enterprise have a competitive
advantage), feasibility refers to the ease of transforming the
business idea into an economic entity (principaily, the quality and
quantity of available land, labor, and capital). The literature on
opportunity assessment is rich, thus, it does ot warrant further
discussion here (see Hisrich and Peters, 1995, Brownlic, 1994;
Holt, 1992; Vesper, 1990; Robert and Weiss, 1988; Baumback
and Mancuso, 1986).

The type and cxtent of opportunity assessment activity are
posited to vary between tourism entreprencurs, depending on
one's level of experience and the scale of the proposed enterprise.
When the tourism entreprencur is experienced or when the
proposed enterprise is small-scaled, the opportumty asscssment
process is more likely to be an informal process (simple and more
ntuitive). On the other hand, when the tourism entreprencur is a
neophyte or when the proposed enterprise is large-scaled, the
opportunity assessment process is more likely to be a formal
process involving 2 vaniety of professional advice. It could thus
be hypothesized that a first-time tourisim cntrepreneyr is more
likely to use a systematic opportunity evaluation method while an
experienced tourism entrepreneur is more likely to use an mtuitive
opportunity evaluation approach. However, when the proposed
touristic enterprise is large-scaled, both experienced and
inexperienced tourism entrepreneurs will use a more systematic
opportunity assessment approach.

Three possible outcomes could be expected from the opportumity
assessment phase: no-go, hold, or go. If it is a "no-go” decision,
the tourism entreprencur will probably renew his or her
opportunity search activity. If the decision is a "hold,” the
entrepreneur will probably pursue remedial activities depending
on the nature of the obstacles (may be the need to conduct more
market research, investigate aiternate financing, or find alternate
sites). But if it is a "go" decision, the tourism entreprencur is
likely to enter an incubation stage because creating and operating
3 touristic enterprise is not a routing, but a significant life cvent.

Stage 4: Incubation
The incubation stage is a period of mulling, and consulting with
relevant and significant others to confirm that it is the "right thing
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and the right time” to do it. Bear in mind that at this stage, the
"go" decision is only a paper assessment of the business idea.
Thus, the tourism entreprencur will carcfully consider the
personal economic costs and benefits of becoming an employer
(or self-emploved) versus that of remaining an emplovee (or
unemployed) and also the non-cconomic benefits and costs of
owning and opcrating a touristic enterprise. Therefore, it may be
hypothesized that unless the perceived economic and pon-
coonomic benefits exceed the perceived costs, the tourism
entreprencur will not carry out actual touristic enterpnise creation
activities.

Conccivably, the tourism entrepreocur may go into a state of
inertia if relevant or significant others' support is suspect. In such
3 situation, the tourism entreprencur is in a state of
indecisiveness, and only a triggering event (such as impending
threat of a layoff, actual displacement from the job, news of loan
approval, news of positive economic forecast) will propel the
tourism entreprencur out of passivity. Hence, it may be further
hypothesized that tourism entreprencurs who are m a state of
inertia lack a triggering event.

Stage 5: Opportunity Pursuit

The stage when the tourism entreprencur is moved into actual
enterprise formation activities is described by Shapero (1984) as
an “entreprencurial cvent.” The entreprencunal event marks the
beginning of a no-turning back process. The Rubicon has been
crossed and the tourism entreprencur begins to undertake tangible
enterprise creation activities, such as writing the business plan,
completing loan papers, registering the company, opening a post
office box, signing the lease agreement, conducting renovations
and/or hiring activities. At this stage, the tourism entrepreneur is
not likely to abandon his or her opportumity pursuit even when
faced with seemingly unsurmountable barriers. Any obstacles
encountered will be cither overcome or bypassed to the extent of
engaging in uncthical practices. The goal of the tounism
entreprencur is to launch the enterprise as s00n as posstble.

Sometimes, tounism cofreprencurs may operate a prototype of
their proposed enterprise during this stage. A sort of market
testing, so to speak, as illustrated by one lady who ran a lodging
and tour guiding operation using her house and car. In another
case, a souvenir and craft shop owner reporied that she began the
business part-time from her home before launching a formal
enterprise (personal interviews).

Stage 6: Launch

The end product of the opportunity pursuit phase is the birth of a
tourism enterprise 1o the community! The birth of the enterprise
represents the successful completion of the tourism
entrepreneurial process, a significant personal milestone. For this
reason, this symbolic event may be immortalized by some
entreprencurs by framing up the first dollar carned (Bird 1992)
while others celebrate with ribbon cutting and toast of champagne
or even firecrackers and hion dances.

The birth of the enterpnise also marks the end of the
entreprencurial process and the beginning of the managerial 5
process. This is because the tasks of creating the enterprise differ
sigmficantly from the tasks of managing the newly created
enterprise. In the former, the primary challenge was 1o make



deeisions under uncertaimty ansing from imperfeot information.
{n the latter, the primary task 18 to carry out succossfully what has
been planned  [n this contexd, the management of the newly
created enterprise could concervably be excouted by a hired hand.
but not i the former (Holt, 1992: Ronstadt, 1984 Casson.

1982).

Stage 7: Operation

Since most touristic enterpriscs tond o be small-scaled, most
tourism entreprencurs will assume the role of owner-manager m
the enterprise’s infancy. Morc speeifically, the tourism
entreprencur's primary function becomes one of effectively and
efficiently using all tangible and intangible resources of the
cnterprisc to cosure its sustainability: the enterprise’s Market
(how continuousiy to attract and retain customers), Manpower
(how to motivate and develop workers). Moncy (how to increase
revenue and decrease expenses). Machinery (how to keep
equipment performing effectively and cfficiently), and Materials
(how {o maintain an effective and cfficient inventorv/information
svstem).

In short. the tourism entreprencur will be competled to act more
in the managerial mode than in the entreprencunal mode
(Churchill and Lewas 1983). However, this does not mean that the
tourism entreprencur has stopped behaving "entreprencurially ”
On the contrary. the tourism entreprencur's analytical and enitical
juices are directed to a slightly different orientation: innovation
(the practice of constant improvement and improvisation). {tis
posited that the tourism entreprencur will constantly seck ways to
improve the enterprise’s operational effectivencss and efficieney.
Under this modus operandi. more windows of opportunity are
possible. which may explain why some tourism entreprencurs can
form new business branches and/or create unrclated new
enterprises in a relatively short time aficr the birth of the first
enterprisc as with one trave! agency owner-manager who
subsequently opened a furniture making enterprise, and a dude
ranch owner-manager who launched a bookstore specializing in
animal books (personal intervicws).

Stage 8: Evaluation

Incvitably. the tourism entreprencur must evaluate the enterprise's
performance. At this tume, decisions must be made to keep the
enterprise as is, expand. diversify. divest, or. if i is not
sustainable, fold. Whatever the decision. the experience of
creating and operating the enterprise will eithier positively or
negatively reinforee the tourism entreprencur's cogmtive
orientation toward tourism cntreprencurship. Interestingly,
research has shown that most entreprencurs continue to create
enterpriscs even if their first brush was not a pleasant onc
(Bhave, 1994: Vesper, 1990; Ronstadt, 1984).

Environmental events

There arc two tvpes of cnvironmental events that influence the
tourism cntreprencurial process: exogenous and endogenous
events. Exogenous environmental events are unfolding
community cvents that are not within the control of anvonc. such
as demographic changes, cconomic changes. political changes.
and industrial changes. Endogenous environmental cvents are
also uncontrollable events but they affect one's life more directly,
such as one's spouse being laid off, a job promotion, a new job
offer, or the death of a significant other.
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Each environmental cvent is subjectively mterpreted by the
tourism entreprencur. For example, an oxogenous cavironmenital
event such as a rise m interest rates may be construed by one
1OUIST CNITCPICHET as a negative ovent as it would mean that the
cost of capital would be higher and that consumers mav be less
mclined to spend  Another tourism entreprencur may construe it
as a positive event because it reduces the likelihood of new
entries. thercfore, less compcetition. But to a person who has no
interest m founding a tounistic enterprise, the event is probably
vicwed as neutral,

Simifarlv. an endogenous environmental event such as one’
spouse being laid off] can be mterpreted as cither a positive.
negative or neutral cvent. 1t would be a positive event if onc 18
now more motivated to create a touristic enterprise to provide
cmplovment to one's spousc. On the other hand, it would be a
nepative event if one now feels more inclined to hold on to one's
craplovment as it is the famih's only source of income. However.,
1t would be a neutral event if the event has no significant impact
on one's decided carcer path.

Research and Management Implications

The tourism entreprencurial process has been conceptualized as a
conscicntious process where cach stage is affected by inevitable
environmental events. This may or may #ot he the case. Thus,
empirical rescarch needs to be undertaken to determine the
vahidity of this modet In this context. in-depth intervicws with a
sample of tounsm entreprencurs representing different sectors of
the wdusiry would be appropniate. A second rescarch issue is to
test the proposition that cognitive orientation is positively
correlated to opportunity scarch behavior. fo this regard, test
instruments will need to be developed and tested for their
psvchometnic propertics. A third rescarch question is to detcrmine
how tourism entreprencurs find thew business ideas. Do thev
practice a systematic or a random approach to secking out
business ideas”? Fourthly. simplify the opportunity asscssment
technique. Presently. most suggested opportunity assessment
techniques are general, lengthy and often complicated (Brownlie,
1994 Vesper, 1990, Timmons, Smollen, and Dingee, 1985).
Thus, a more compact and mdustry specific opportunity
asscssment method, if developed. would be more valuable to
aspiring tounsm cntreprencurs. Fifthly. are certain feasibifity
factors more crntical than others in mfluencing the tourism
entreprencur’s decisions in the opportunity assessment stage”
Angwers to this question have significant imphications for
policies relating to community tourism development. Finally, test
the various hypotheses posed throughout this paper.

As for management mmplications, the concepiueal tourism
entreprencurial model presented at least two major areas for
possible community intervention. One. since cognitive orientation
15 the starting block. a community that wants to increase its pool
of tourism entreprencurial talents should trv 10 increase its
residents’ cognitive orientation score. This could be achieved by
propagating the soctocconomic benefits derived from touristic
enterprises. Communitics could publicly recognize and reward
successful toursm entreprencurs. CuCoUrage Lounsm
entrepreneurs to serve as role models and mentors, and promote
educational institutions to teach entrepreneurial skills and develop
tourisin entreprencurial behaviors i students,



Two. while a community cannot create positive environmenial
events, it certainly could stimulate tourism entreprencurial
activitics bv helping tourism entreprencurs more effectively
identify business 1deas (stage 2). evaluate them for thewr
sustainability (stage 3}, and refer tourism entrepreneurs to
relevant authoritics or organizations for further assistance in
transforming opportunitics into rcality (stages 3 and 6). Many
latent and hesitant tourism entreprencurs may be mcited to act if
there are qualified people who are willing to help them at little or
no cost to them. These functions can casily be provided for by
creating a community tounsm catreprencurship advisory office in
the local chamber of commerce or convention and visitor's
burcau. The office could be staffed by volunteers comprising
relevant educators. professionals. and touristic enterprisc owners.

Conclusion

When tounstic enterprises are constantly launched in the
community of newly created touristic enterprises survive.
cveryone gams: the entreprencurs, workers, other businesses.
local government, residents and visitors to the community, While
there may be other wavs 1o increase a conmmunity's level of
touristic enterprise birth, one practical way, it scems,  to
increase the Jocal supply of tourism entreprencurs To achieve
this, one needs to map the tourism entreprencurial process. Once
the process 18 wdentified and undersiood, then the plethora of
actions that a commumty could take to factitate tourism
entreprencurship is limited only by mnovative thinking,
Hopefully, the conceptual model presented here is a contribution
toward this quest.
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