ABSTRACT

Chhabra, Deegpak. Heritage Tourism: An Analys's of Perceived Authenticity and Economic Impact
of the Scottish Highland Games in North Carolina (under the direction of Dr. Erin O. Silisand Dr.

Caral S. Love).

Short-term events such as festivals are important components of heritage tourism. Heritage tourism
provides economic benefits and culturd sustainability to loca communities. This dissertation
andyzes perceived levds of authenticity and spending by vigtors to heritage festivals. The
economic impact of vistor expenditures upon the host regionsin North Carolina (USA) isaso
andyzed. Existing and potentid vigtor target markets are identified. The festivals studied are
Scottish Highland Games, and analyses are based on survey data collected from Grandfather
Mountain Highland Games and Hora Macdonad Highland Games held in North Carolina
Percelved authenticity is measured as the average authenticity rating of events offered a the Games
and datigticaly related to visitor characteristics. Second, visitor expenditures are compared across
age and income groups and regressed on other viditor characteridtics, including the visitors
experience at the event. Findly, economic impact of total vistor expendituresis estimated with an
input-output mode that calculates income, output and value added impacts. The results provide
useful ingghts for Highland Games and local government officids with repect to future promotion.
Highland Games in the United States are staged authenticity, but this does not make them
inauthentic. There areimportant differencesin perceptions of authenticity among vistors with
regard to gender and historical background. Tourist expenditures are postively related to annua
household income and distance traveled. When potentialy endogenous attributes acquired &t the

Games (such as enjoyment) are added to the modd, they increase the statistical significance of the



model. Findly, the Highland Games visitor expenditures have the biggest economic impact on the
lodgng indudtry. Thisis followed by impacts on egting and drinking, admission and registration,
gasoline and retall industries. Since the multipliers are amdl, the games have arather smdl
percentage impact on their host regions. However, they generate both large direct expenditures as
well asindirect and induced effects. The results of this sudy show that the Highland Games boost
heritage tourism in North Carolina by providing events perceived as authentic and economic

benefits to the local community.



Heritage Tourism: An Analysis of
Perceived Authenticity and Economic Impact
of the Scottish Highland Games in
North Carolina

by

DEEPAK CHHABRA

A dissertation submitted to the Graduate Faculty of
North Carolina State University
in partial fulfillment of the
Requirements for the Degree of
Doctor of Philosophy

Department of Forestry

Raleigh

2001

APPROVED BY:

ZLRD. faehy | | e S

Co-chair of Advisory Committee Co-chair of Advisory Committee



BIOGRAPHY

Deepak Chhabra was born in Phagwara, Punjab in India. She received her e ementary
education in Jammu, India. In 1988, she graduated from the Jammu University. Her mgor was
history and her thesiswas on 'Non-cooperation Movement of Mahatama Gandhi.' She received her
second magtersin hotel management and internationd tourism from Schiller Internationa
Univergty, London (United Kingdom) in 1991. Her thesi's was on 'Changing Tourism Trendsin

India'

The author held various management positions from 1991 to 1996 in reputed internationa
hotdl chains like the Hyatt, Hilton, Forte Grand and the Radisson in London (United Kingdom),
Delhi (Indig) and Dubal (United Arab Emirates). During thistime she traveled extengvey to

Germany, France, Switzerland, and Ireland.

Findly, the author came to the United Statesin 1996 to pursue a Ph.D. a North Carolina
State University. She has done extensive research in ecotourism and heritage tourism. Her degreeis
from the Department of Forestry and her minor isin Parks, Recregtion and Tourism Management.
Sheisjoining Cdifornia State University, Sacramento (United States) to work as Assigtant

Professor in the Department of Recreation and Leisure Studies.



ACKNOWLEDGEMENTS

| wish to express my gppreciation to members of my Advisory Committee, Dr. Erin Slisand
Dr. Caral Love, Co-chairs, Dr. Robert Hedly, and Dr. Phil Res, for their help and guidance during
the course of my graduate studies. | owe specia thanksto Dr. Erin SlIsfor her dedication,
supervison and guidance, Dr. Phil Reafor initiating my Highland Games project and Dr. Robert
Hedly for dl his support and guidance. My appreciation so goesto Mr. Harris Prevost, Vice
President of Grandfather Mountain for securing funds for my Grandfather Mountain Highland
Games research. My sincere appreciation goes to Frank Vance, Generd Manager, Grandfather
Mountain Highland Games and Thomas Ammons, Genera Manager, HoraMacdonad Highland

Games for thelr assstance in data collection.

| gracefully acknowledge the help of Dr. Lester Holley and Dr. Fred Cubbage for their
generous support. The travel and tourism industry aso deserves my gppreciation with specid thanks
to Chris Mackey, Director of Public Relation, North Carolina Divison of Travel, Tourism, FHIm and
Sports Development for providing me with research information. Dann Kidd, Heritage Tourism
Manager of the North Carolina Divison of Travel, Tourism, Film and Sports Development isno

longer with us, but | will dways remember his enthusiasm and contribution to my research.

Most of dl, | wish to express my deepest agppreciation and regards to my father, for his

encouragement and mora support. Thisthesisis dedicated to him.



TABLE OF CONTENTS

LIST OF TABLES. ... ..ottt Vii
LIST OF FIGURES........ooiii ettt e Xi
Chapter 1 INtrodUCLION........ccovieeeeesere e 1
OB ECLIVES....cceeeeeeie et e e e e e et r e e e e e aaaaaaeaaaeaaas 1
Literature Review of Heritage TOUMISM.......ciiiiiiiiee et 3
Heritage Tourism and ItsPlacein North Carolina.........cccccceeeeeeiiiiiiiiicccnnnnee, 6
Background of Scottish Heritagein North Carolina..........ccccvvevvvveiiiiennnn, 10
N0 00T = o o RSP 10
Scottish Heritage ReVIVAL ... 11
History of the Highland Games............c.ooooiiiiiiiiiicieeerer e 13
TheHighland Games of North Carolina.........cccoecveeieiiiiie e 14
DiISSErtation SEFUCLUIE......uviieeee et e e e e e e errre e e e e e e nnnreeees 16
Chapter 2. Authenticity and Its Staging in Heritage Tourism............. 19
LItEr alUr € REBVIEW ..ottt ettt e e e et e e e e e e nnnnneees 22
Staged Authenticity of Scottish Highland Games..............ccccccviviiiviieeeeeeeeeennn. 31
Back Stage of Staged Authenticity and the Per ceptions of Highland
GaAMES Par tICIPANTS ....ei ittt e b e e e s e naeeee s 40
Authenticity asPercelved by VISTOrS......coovvvveeiiieiiicieeeeeeee e 42
D1 ol S Lo o RSP 49

LItEr alUr @ REVIEW ...ttt e e e e et e e e e e e e nnnnneeeas 54
I 0 [0 |V = PSR 57
SAMIPIC.c e ———————————————————aaan 58
S TRV Yo - | - PR 59
SUIVEY ANIYSIS. ...ciiiiiiiiie ettt e e et e e e e s nbe e e e s aaneeeeeas 60
Deter mining Tourism Demand through Different Age Groups.........ccccee..... 65
ANAIYSIS et r b 65



ResUltS and INLEr PretalionsS .......cceeieeiieeiesiese s ere e e e teeraesreenseenneeneensens 66

Effect of Incomeon Total EXpenditure ... 69
ANAIYSIS et nae et e e e aeeaeanee e 70
ResUlts and INter PretalionS ......cc.vecceeiie e e e re e r e e sreeenreens 71

Determining Travel PatterNS.........c..oviiiiiiei e 73
ANAlY SIS et aeara e 73
ResUItS and INTErPrEtalioNS ........ccoieiiririeiee e b e e 74

Spending Patternsof Heritage TOUrIStS .......cccccceivviviiiiiiieeeeeeeeeee e 76
EXOQENOUS ALIITDULES oot 77
ENdOgenOUS ALIIHIDULES ..o e 78
N = Y2 S 79
Resultsand INter Prefations .......oocoeieiieeee e e 80

D1 ol S o o RSP 85
Chapter 4: Economic Impact of Short-term Events........cccccceevvvrenene 89
LiteratUr @ REVIBW ....eeiii et e e e e e e e 90

ECONOMIC IMPACL......co e 90

Y N A PP PRPP 95

AV U1 A 1] 1= 5 SRR 98

Estimating Tourism EXPenditures...........ccueeeeiiiieii i 103
Determining ECONOMIC IMPACT .......cceviiiiiiiiiiieie e 111
MUItIPHEr EffECLS... . 124

OUEPUL MUITIPIIEN .. 124

Labor INCOMEMUILIPHENS......oveeeeee e 126

Value Added MUITPHENS ......uueeiiiiiieeeeeeeee e 127

DISCUSSION. ......ieteeeeee e e e ettt e e e e e et r e e e e e e st e e e e e e e s s e e e e e e e e eannntaaeeeeeesannnnrnneeas 128
Chapter 5: CONCIUSIONS.......cccveiierisece e 133
BibliOgrapny .......ooeeeeece e e 144
APPENAICES......o ettt st e st e e e besaeesresaeestesaeesaesaeesresneas 159

APPENAIX A: MAP .. a e e 160

APPENIX B 162

N o] 0= o G PO UERPSRRPP 164

APPENAIX D e a e e ————————— 166



N ] 1< 0 G RSP 177
SUNVEY L. e e ettt e et bbb e s e e e e e e e e e e e e e e eeeees 177
SUINVEY 2. ettt e e e e e e e e e e s b bbbttt e et et e e e e aaaaaeeeeeeeaaaaanns 180
S =Y TSR 182
SUINVEY 4.ttt ettt e e e et et e e e r e e e e e e e e e e e e e e e e e e e e e aaaanns 183

Vi



LIST OF TABLES

Chapter 2: Authenticity and Its Staging in Heritage Tourism................19

Table 1: Perceived level of aUENENTICITY.......cccooveirireseeee e e 42
Table 2: Featuressought at the GamMES.........ccoeeeeiiiiiiieree e e 43
Table 3: Perceived level of authenticity by the ViSItors.........ccceoeveveccevvcececcee e 44
Table 4: Differencein Perceived authentiCity SCOresS..........coeireneerenieierenesesen e e e 46
Table5: Perceptions of authenticity among different age groups.......cccceevevevceei e v v 46
Table 6: Perceptions of authenticity among different inCome groups........cccceveeervv e veeees 47
Table 7: Differences across various groupsaccording to gender .........cocceevveencene e venene 48
Table 8: EXpenditur @ DENAVION ..........ccciveieiece ettt e e eneeneas 49
Table 9: EXPenditur @ DENAVION ........coooiiiieiiieeree e e e 49
Chapter 3. Determining Visitor Expendituresin Heritage Tourism....... 53
Table 1: EffeCt Of Q0E.....cco i e e e e 67
Table 2: Effect of different 8g8 groUPS........coeiiriririeieieieee et e e e 68
Table 3: Effect Of INCOME.......c.o e e e e 71
Table 4: Effect of different iNCOME grOUPS.......ccevieeieiieseee et e e n e 72

Table5: Regression resultsfrom rural heritage tourism demand equations....................75

Table 6: Multivariate regression MOUEIS........cccoeiiieeiececeeese e e e e 82

vii



Chapter 4: Economic Impact of Short-term Events...........cccccoovvveein. . 89

Table 1: Information on Highland Games region............ccooveeiieiieneniienieeneee e e e 102
Table 2: Tourist expenditures from out of GMHG region VISitors..........cccccovevvvevnaanen 109
Table 3: Tourist expenditures not included in the economic impact..........c..ccccceeen. ... 110
Table 4: Tourist expenditures from out of FMHG region ViSitors...........cccoccevvveiicvnnnnn 111
Table 5: Tourist expenditures not included in the economic impact.............ccccceeennn. 111
Table 6: Total economic impact of tourist expenditures upon the GMHG region...... 115
Table 7: Breakdown of total impact by the concerned industries...........cccccoeevienenn .. 115
Table 8: Output and value added for the GMHG region in 1997.........cccccooevvivinenn . 116
Table 9: Comparison Of deMaNdS..........cceeiiiiiiiiie e e 117
Table 10:Impact 0N other INAUSTIIES.........ociiiieieccec e e e 118
Table 11: Impact including 50%b local eXpenditures............ccccvevveiiiiiic i e e, 119
Table 12: Comparison of sensitivity analysis..........ccoccvriiiiiiiniee e 119

Table 13: Total economic impact of tourist expenditures upon the FMHG region......121

Table 14: Breakdown of total impact by the concerned industries..........ccccoocevvenenn ... 121
Table 15: Output and value added for the FMHG region in 2000............cccooevvverinnnne 122
Table 16: Comparison of demMands...........ccoueiiiiiieiii s e e e 122
Table 17: Impact 0N Other INAUSTIIES. .........vviiieiiecce e e e .123
Table 18: Economic impact including 50% local expenditures..........ccccocevviieiienenn e 123
Table 19: Comparison by sensitivity @nalysSiS.........ccccouveriiiiiieniiie e e e 124
Table 20: GMHG MUITIPHETS. ..o e e 126
Table 21: FMHG MUILIPIEES. ...cc.ooiieee e e e 126

viii



APPENAICES. ...ttt sr et n s 163

N o] 0 1=] T [ G SO RR 164
Table 1: Univariate information on FMHG variables (ViSitors).......c.ccccoecevivevciienenn . 164
Table 2: Frequencies of FMHG categorical variables (1).........cccooevevievieiiciiciiiic e 164
Table 3: Frequencies of FMHG categorical variables (11).........ccccooevieiveiieiiiiciiee e 165
APPENIX Do e 166
Table 1: Univariate information on GMHG continuous variables (1)......c...ccccooeveen. ... 166

Table 2: Univariate information on GMHG continuous variables (I1)....................... 166

Table 3: Univariate information on GMHG continuous variables (I11)....................... 166

Table 4: Frequencies of GMHG categorical variables (1)..........cccccooveveiieiininiicie e, 167
Table 5: Frequencies of GMHG categorical variables (I11).........ccccccvveviviieiienieiie e, 167
Table 6: Multivariate regression MOUEIS...........ocveiveriiieieeie e e e 168
APPENIX E....oee e e 169
Table 1: Breakdown of ticket sales by the GMHG office.........cccccovvivviiiiiiiciiici e 169
Table 2: Tourist expenditures by out of GMHG region ViSitors.........cccccevevveiiveinen s 169
Table 3: Sensitivity analysis for GMHG............ccccooiviiiiece e e .169
Table 4: Items not included in the GMHG economic impact...........cccccevvevvviveiinenenn o 170

Table 5: Sensitivity analysis for items not included in the GMHG impact.................. 170

Table 6: Figures including 50% GMHG local expenditures...........ccccoevvevviieiinerenn o 170
Table 7: Tourist expenditures by out of the FMHG region Visitors..........c.cccceeeviivennn . 171
Table 8: Sensitivity analysis For FMHG.............ccccoiiiii i e e A71



Table 9: Items not included in the FMHG economic impact..........cccooeveenieniniiene e e 171

Table 10: Sensitivity analysis for expenditures not included in the FMHG.................172

Table 11: Figures including 50%o local expenditures for FMHG..............c.cccoeviienne. 172
Table 12: OUtpUL Of GIMIHG ...t e e 173
Table 13: Value added of GIMHG...........cooiiiiii e 173
Table 14: Labor income of GMHG............oco i e 173
Table 15: Total impact including 50% local eXpenditures..........ccccoovveniinenienien e e 174
Table 16: OULPUL Of FIMIHG ..ot e e 174
Table 17: Value added of FIMHG. ..o e 174
Table 18; Labor income of FMHG..........cccooiiiiice e e e 174
Table 19: Output multipliers of GMHG............cccoi i 175
Table 20: Value added multipliers of GMHG...........cccooiiiiiiiiee e e 175
Table 21: Labor income multipliers of GMHG............ccooiiiiiiii e 175
Table 22: Output multipliers of FMHG............coi i s 176
Table 23: Value added multipliers of FMHG...........ccoiiiiiiii e s 176
Table 24: Labor income multipliers of FMHG ... e e 176
Table 25: Total FMHG impact including 50% local expenditures..........ccccccooceveeeenn ... 176



LIST OF FIGURES

Chapter 4: Economic Impact of Highland Games...........cccccooveviiiicinn e, 89

FIQUIE 12 STUAY ATBA......iiiiiieieieee ettt sttt nbe e e e e e e es 101
Figure 2: Economic impact of Grandfather Mountain Highland Games....................114

Figure 3: Economic impact of Flora Macdonald Highland Games............c.cccooevvv v 120

Xi



Chapter 1: Introduction

Heritage tourism has become amagjor area of growth in the tourism market. Globdly, itisa
well established phenomenon. In recent years "heritage” has been rediscovered as a mgor tool to
attract visitors who seek persondly rewarding and enriching tourist experiences. At the macro leve,
the meaning of heritage is shaped by ethnic and socid sructure (Light & Prentice, 1994). Heritage
is defined as anything that "reflects a heterogeneous nostagia for the past asimagined or presented”
(Light & Prentice, 1994: 27). According to Collins (1990: 69), "heritage is an accumulation of daily
details and large traditions, socid, racid and rdigious built from time and memory". The nature of
demand for heritage isimportant for devising product development and promotiona Srategiesin

accordance with the needs and expectations of vigtors.

This chapter proceeds first with the main objectives of the dissertation and literature review
on heritage tourism. Next, the role of heritage tourism in North Carolinais discussed, followed by
background information on Scottish heritage in North Caroling, and a history of the Highland
Games, focusing on Games held in North Carolina Findly, the structure of the dissertation is

presented.

Objectives

The generd god of the dissertation isto study heritage tourism through short-term events.
Short-term events are an important component of aregion’s strategic tourism planning. Asan

attraction, they lure tourists to the host region and both entertain and employ locd resdents.
1



Fegtivals have frequently been labeled as heritage events since they bring old traditions back to life
(Zeppd & Hal, 1991). Due to the positive image and benefits these events generate, there has been
an extraordinary increase in the number of community and rura festivasin recent years (Kimet d.,
1998; Bittaet d., 1978). This study shows that festivals encourage community interactions and
offer asocia experience. They can attract funds to aregion, increase demand for associated

sarvices, leave behind legacies and attract media attention. Specific goa's of the dissertation are:

1) Discussion of staged authenticity in the light of fetivals and andyss of perceived levels

of authenticity by visitors, participants and festival organizers

2) Andysisof spending behavior of visitors and the subsequent economic impact on the

host region

In the following chapters, these goa's are addressed with specific research questions about
vigtor behavior with respect to expenditure and their perceptions of authenticity. The chapters pose
eight “hypotheses’ that are sdected with relevance to short-term events, feasibility of testing with
the specific data sets available, and suggestions in the literature. The hypotheses are considered in
the specific context of Highland Games and visitors who attend them. They are tested with data on

two of the games held in North Caroling, relying mainly on vistor surveys.



Literature Review of Heritage Tourism

In the late 1980s and early 1990s, heritage tourism gained increasing attention, with a
growing body of specific literature being devoted to the topic (Bacar and Pearce, 1996: 203).
Zeppa and Hall view heritage tourism as a broad field of specidty travel, "based on nogtagia for
the past and the desire to experience diverse cultura landscapes and forms' (1992: 49). Yae says
that "the fashionable concept of heritage tourism redly means nothing more than what we have
inherited, which can mean anything from historic buildings, to art works and beautiful scenery”

(1991: 21).

This dissertation is concerned with heritage tourism, explained broadly as an activity that
boosts economic benefits, and promotes heritage and authenticity. The literature supports this
encompassing view of heritage tourism. According to Hall et d., "heritage tourism is a subset of
culturd ethnic and educationd forms of specid interest tourism which includes many aspects of
tourigtic behavior ranging from examination of the physical remains of the past to the experience of
contemporary culturd traditions™ (1990: 24). Hollinshead (1988) asserts that heritage tourism aso
includeslocd culturd traditions, the community heritage that serves as tourigtic attractions and
embraces folkloric traditions, arts and crafts, ethnic history, socid customs and cultura
celebrations. In fact, heritage tourism is representative of many contemporary traveler's desire to
directly experience and consume diverse past and present cultural landscapes, environments and
places. According to Smith (1989), heritage tourism includes nogtagiafor the past with an
emphasis on peasant culture and hand crafted objects. MacCannd | (1976:10) says "dl tourists

desire degper involvement with society and culture to some degreg; it is abasic component of ther



moativation to travel. "Perceived authenticity can be regarded as a crucid motivating factor for
touristic experience of historic sites and other culture groups (Cohen, 1989; Moscardo & Pearce,
1986). Fyd| and Garrod (1998) define heritage tourism as an economic activity that makes use of
socio-cultura assetsto attract vistors. Thus, heritage tourism is amixture of many things. Itisa
highly competitive and market oriented business, based upon nostlgiafor the past, and it sdllsa
heritage product in the name of authenticity. "It is not something we should devaue in the pursuit of
adalla (Donovan, 1988: 91). The sustainahility of heritage tourism liesin the preservation and
promotion of its authenticity. In fact, sustainability requires heritage tourism to carefully preserve

the authenticity of its product so that future generations inherit the genuine.

In 1996, sixty-sx million Americans took a dometic trip (within the US) that included
heritage and culturd activities (Traveling America, 1998). For the next decade throughout the
United States, demand for cultural and heritage travel offerings is expected to continue to increase
by 10-15% (totd travelers) per year (Traveling America, 1999). A variety of trends have led to an
increase in the number of heritage tourists. They are risng education leve, increasing age,
importance of quality, advancesin globa communications, proliferation of travel options,

increasing importance of international tourism and the global economy (Brown, 1999).

In many communities throughout the United States, indtitutions mandated primarily to serve
culturd, educational, and preservation objectives form part of the critical mass of tourism
infrastructure upon which private sector attractions and accommodations depend. Brown (1999:4)
says "because these indtitutions are not funded to serve tourism, their approaches and effectiveness
are limited in severd important ways such as lack of capita investment in facilities that meet public
needs and stimulate tourism interest, lack of aff training to serve tourigts, insufficient marketing

4



srategies for sustained presence in tourism markets, insufficient operating budgets that affect
program excellence and reputation and the absence of ongoing programs to demondrate the
importance of heritage attractions on the economy of alocdity.” The chdlenges of tourism
development when mgjor attractions have mandates other than tourism or economic development
are twofold: inditutions have to be convinced that tourism development is sustainable and will be
sengtive to the loca environment; and the loca residents have to be convinced of the benefits of
tourism (both economic and culturd) through quantitative research. Thus, studies of heritage

tourism and its clientele are required to overcome the above limitations.

As heritage tourism becomes an increasingly important factor for tourist destinations, it is
important to assess how heritage tourists can be better understood and serviced through marketing,
planning and programming with loca and regiona communities (Alzuaet d., 1998). Thereislittle
quantitative information on heritage tourists to determine heritage tourism demand and the
behaviora structure of such demand (Alzuaet d., 1998; Light & Prentice, 1994; Richards, 1996).
Socio-economic and distinct market segments should be studied in order to better understand
heritage tourism demand. This knowledge will be useful for improving manageria and marketing
Srategiesto target existing cultura and heritage market niches. The nature, extent, and potentia of
the heritage tourism market still needs to be identified and documented in literature. Availability of
this information can help the concerned indusgtries both at the loca and regiond leve to "better

plan, expand or modify their programs and anticipate and measure trends’ (Spring, 1988: 352).

Findly, economic impact studies of heritage tourism should be done and made available to
the government and generd public especidly in rura areas so that future alocation of additiond

resources (for promotion and for additiond attractions) isjudtified. Elected officids have to be

5



convinced that heritage tourism ddlivers collective benefits before they gpprove funds. These
collective benefits can be classified into three public benefits: "economic devel opment; dleviating
socid problems; and environmental stewardship™” (Crompton, 2000: 64). These benefits can receive
funding support only when they are regarded as being high priority in acommunity. It is the task of
heritage tourism organizations to identify benefits related to heritage tourism both for the host
community and the visitors and demondrate their potential contribution towards generating these
benefits. For example, an economic impact andyss can identify highly impacted industries and
potentid income and employment for the host regions. Heritage tourism generdly involves
community participation in the role of volunteers. Environmental stewardship aso concerns
preservation of culture besides nature (Crompton, 2000). " Preserving cultura remnants offers
lingering evidence to remind people of what they once were, who they are, what they are and where

they are’ (Crompton, 2000: 65). It feeds their sense of heritage.

Heritage Tourism and Its Placein North Carolina

Heritage tourism has dways been offered in North Carolina and is one of the earliest forms
of tourism. In fact, tourism in North Carolina closely follows the steps of early modern tourismin
Europe. Resorts, summer homes, hedlth travel, seesde vacations, day trips and cultura gatherings

were embedded in the North Carolina tourism history.

Today, tourism is big busnessin North Carolina. In 1999, it brought $11.4 hillion in
revenue (a5.8% increase over 1998), and provided employment t0198,000 people. International

travelers spent $472.4 million in the State. Domestic and internationd traveler spending generated
6



over $1.9 hillion in tax receipts: $960.8 million in federa taxes, $644.4 million in sate tax revenue
and $303 million in loca tax revenue (TIA Report, 1999). The Report further says. the average age
of aNorth Carolinavistor is 46 years old; average number of visitors per party are 2; average
number of nights spent is 4; annua household income is $62,100; and the most popular visitor
activities are shopping, outdoor recregtion and visiting historic Sites (TIA Report, 1999). Most of

these visitors to North Carolina are heritage tourists (Clapp, 1999).

Heritage tourism is economically vauable to the State because heritage visitors stay longer,
and spend more money than traditiona visitors (Kidd, 1998). They also tend to travel year-round
and go to less visited locales. The State of North Carolina has established heritage corridors to move
these profitable vigtors across the State (Kidd, 1998). In fact, heritage tourism has become the
focus of the Divison of Travel, Tourism, Film and Sports Development (DTTFSD) of North
Carolina. North Caralinas Heritage Tourism Initiative by the DTTFSD harnesses the benefits of
both economic development and community heritage development. Theam of DTTFSD isto

preserve and promote the State's heritage.

In 1998, DTTFSD designated two mode communities for heritage tourism development in
the State: Hertford/Perquimans County in the east and Bryson City/Swain County in the west. With
assistance from the Division, these communities were able to identify and secure state and federd
sources of funding and technica assstance. The North Carolina Heritage Tourism Inter- Agency
Task Force made team visits to nineteen counties involved in the Eastern North Carolina Heritage
Tourism Initiative (Clark, 2000). The task force represented diverse disciplines and spent time

touring and experiencing each county's heritage and culturd offerings. The main objective wasto



identify products for the promotion of heritage tourism. Consequently, other counties may secure

funding and technica assstance.

Trave writers, FAM (familiarization) tours of travel agents and tour operators play a
pioneer role in the promotion of North Carolina's heritage tourism to attract vistors. These are
sponsored by DTTFSD. The Division has dso mounted promotiona campaigns for selected regions
of the State to help them capitdize on their cultura treasures. For example, northeast has abundant
heritage tourism treasures. In 1999, Dann Kidd, the DTTFSD's heritage tourism manager presented
adide show of historical and cultura resources of two model heritage tourism communities to
travel writers and FAM. The effort was to develop a historic corridor in the area. Federd officids
were invited to the town of Hertford. Further, to meet the risng demand for heritage tourism, the
DTTFSD hasrecruited eight heritage development officers who are stationed in different parts of
the State. They interact with rura people to hdp them identify heritage tourism products (Clark,
2000). Community ass stance programs have been started. All the counties of North Carolina have

rich heritage that can be used for tourism to generate economic benefits.

Foreseeable demands, trends and advanced use of the Internet have dso affected heritage
tourism in North Carolina. For the promoters of heritage tourism, future marketing efforts are based
upon the research done by academicians and travel writers. According to Clark (2000), the
foreseeable developmentsin tourism are: more advanced technology and changing demographics.
Technology has dready dictated the changes in their marketing tools. The 1-800 toll-free phone
number is becoming less popular. More and more people today have access to the Internet and the
inquiries on the DTTFSD Web page have increased tremendoudy leading to eectronic mails.
People have discovered awhole different travel market through the Web. Clark (2000) said, "North

8



Carolinais serving the same customers, but in a different way. Postage is on the decline. Non-stop
flights from Charlotte to Europe will commence soon which will bring anew wave of accessibility
to North Carolinafrom Europe. A Travel Agent is gtill important to cross language barriers since
North Carolinawants to reach people from al over the world, Internet cannot overcome language

barriers.”

Travelerstoday are environment conscious and want authenticity (Kidd, 1998). The
increasing interest in heritage tourism complements DTTFSD's efforts to expand the visitor market
by providing diverse products. The tourists of today desire qudity (Clapp, 1999). Their demand will
positively affect historic preservation and sustainability. Current studies show an emerging interest
in the sustainability of heritage tourism (Garrod & Fyall, 1998). Thiswill make the heritage tourism

industry in North Carolina more sengtive to its carrying capacity, its hosts and its environment.

Promoting heritage tourism through short-term events may be an excellent opportunity to
generate income in North Carolina. Short-term events, such as the Scottish Highland Games
promote heritage and are becoming increasingly popular (Donadson, 1986). Ray (1998: 142) writes
that “heritage tourism is explicitly about seeking connections with ancestors.” Since 1950, there has
been a growing movement among Americans of Scottish descent to revive their Scottish culture in

North Carolina. Scottish culture has contributed significantly to the heritage tourism of the State.



Background of Scottish Heritage in North Carolina

Immigration

The Highlands of Scotland include mainland and idand areas north and west of aline
formed approximately by the foothills of the Grampian Mountains (Meyer, 1961). The Scots who
lived in these Highlands were caled Highlanders. The migration of Scottish Highlandersto North
Caralinabegan in 1730 and dowly gained momentum. Many local historians ascribe to what Meyer
(1961) cdled the "exile theory" (the belief that the mgjority, if not al, of Scottish immigrants were
Highlanders driven out of Scotland solely because of the outcome of the Battle of Culloden). "Itisa
central premise in today's community lore that mgority of the immigrants were politica refugees
fleeing English represson” (Meyer, 1961: 23). The Battle of Culloden was the result of Jacobite
struggle for the throne of England and Scotland. Jacobites were people who favored the restoration
of James|| or, after his death in 1701, the retoration of his son James 111 (Meyer, 1961). Although
they took part in severd uprisngs, the main revolutionary efforts of the Jacobites took placein 1715
and 1745, subsequently known as the Fifteen and the Forty-five (Meyer, 1961). The Forty-five
uprising under Charles Edward resulted in the bloody Battle of Culloden in which the Highlanders

were defeated and had to flee for their lives. Some of these moved to North Carolina.

Meyer (1961:4) further says, "it is remarkable that a people so imbued with alove of chief
and clan and so attached to the braes and glens of the Highlands should have emigrated at al.”
Some authors suggest that the Scottish Highlanders migrated not only because of politica reasons

(the battle of Culloden), but aso because of evictions produced by changesin agriculture, the decay

10



of the clan system that removed socid ties and restraints that might have prevented migration and
the poverty and unrest caused by population growth (Meyer, 1961). Another reason for the
Highland Scot settlement in North Carolina could be a desire for better living conditions and

preservation of Scottish heritage.

In North Caroling, the firgt settlement of Highland Scots was dong Cape Fear River in 1732
(Meter, 1961). From there, the Scot Highlanders moved to the Cross Creek region up the Cape Fear
River. The Cross Creek region which had been part of New Hanover County in 1733, wasin Bladen
County in 1739 (Meyer, 1961). Today, the area of Highland Scots settlement extends into Anson,

Bladen, Cumberland, Moore, Richmond, Scotland and Robeson counties (Ray, 1998).

Scottish Heritage Revival

A succession of short-lived " Scottish patriotic' societies formed in North Carolina between
the 1880s and the 1920s. According to Ray (1998), these societies emerged in the early 1880s
because the South was recovering from the shock of war or perhaps because of anew influx of
Scots Highlanders in 1884 to the Cape Fear Valey. Immigrants came mostly from the Ide of Skye
in Scotland to the Cape Fear Vdley and many, not finding the "Highland landscapes” returned to

Scotland (Ray, 1998).

A second attempt a reviving the Scottish community came in 1939, when a bicentennid

celebration of the Highland Settlement took place in Fayetteville (Ray, 1998). The event was
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intended to be annua but World War 11 intervened. In the two years of its existence, 1000 people
signed their names in the visitor handbook and many noted their ancestry back to Scotland (Ray,

1998).

The red revivd in North Carolina emerged in the 1950s as it did across entire United States.
In North Caraling, it was led by a Scotsman named Donad MacDonald, a resourceful news reporter
in Charlotte, who was idedlly placed to promote events and interest in Scottish heritage. Dressed in
hiskilt, he gave talks of histrip to Scotland. In 1955, he hosted a Burns Night Supper as aresult of
which Burns Society of Charlotte was formed. He was aso the co-founder of the Grandfather
Mountain Highland Games in 1956. Donadson calls Macdonad "atrue rouser of Scots' (1986,
p.43). The shape of many present "traditiond™ Scottish events within the community was concelved
by Macdonald (Ray, 1998). During this time, there was amgjor attempt to re-establish and
regenerate Scottish culture through Highland Games. This promoted heritage tourism in North

Carolina

The North Caralina Scottish community thet is responsible for promoting Highland Games
congsts of many organizations and individuas with locd, sate, nationd and internationa
affiliations and interests. Ingtitutions dedicated to preservation of Scottish culture in the State have
been established in two areas where settlement was concentrated: the mountains and the sandhills.
Some of these important organizations are: The Scottish Heritage USA. Inc., The Council of
Scottish Clans and Associations, Inc., The Nationd Trust for Scotland, The Scottish Tartans Society

and the Scottish Heritage Center (See Appendix B for details).
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History of the Highland Games

According to MacDonad (1998), the Highland Games as practiced today were perpetuated by
the clans of Northern Scotland but began far earlier among the Celts of Ireland. According to
Meyer, "the Highlanders were mostly descendents from the Irish Gaels' (1961:4). Severa accounts
credit an 11th century Scottish king, Macolm Canmore, with having sarted the first Highland
Games. It was agngle hill-race up a mountain in Aberdeenshire (Ray, 1998). In thefirst haf of the
eighteenth century, the Highlanders lived in a secluded feudd society dominated by triba chieftains
(Meyer, 1961). However, the isolation and triba character of these Highlanders was destroyed in
the Jacobite struggle for the throne of England and Scotland, which eventudly led to Scottish

emigration to the United States.

Scottish Highland Games came to the United States in 1836. However, in 1920, the older
Gamesin North Americalost their gpped due to the emergence of new amateur athletic clubs. The
Caedonian clubs, which had depended on Games for financid support, began to fed the effects of
Americas porting boom (Donaldson, 1986). It was in 1924 that the current rebirth of the Games
began. The year of 1956 saw the spectacular appearance of the United States gathering that has
garnered more nationa and internationd attention than any other Highland Games in the US: the

Grandfather Mountain Highland Games and Gathering of Scottish Clans® (Donaldson, 1986).

! Clan refersto an extended Scottish family or Scottish tribe (Morehead, 1965:102).
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The Highland Games of North Carolina

There are currently four Highland Games held in North Carolina (See map, Appendix A).
The oldest and most well known are the forty-four year old Grandfather Mountain Highland Games
in Linville. These Games drew nearly 20,000 visitorsin 1996 (GMHG office, 1996). In 1997, they
drew as many as 30,000 visitors and in 1999 the total number of visitors was around 40,000

(GMHG office, 1999). They are the Site of annual meetings of many nationd clan societies.

In 1892, the MacRae (Highland Scots) family founded the resort town of Linville beneath
the towering presence of Grandfather Mountain which they owned. Dedicated to her Scottish
heritage, Mrs Agnes MacRae Morton envisoned a Highland Games on the mountain. Along with
Dondd F. Macdonald, the reporter from Charlotte, she founded Grandfather Mountain Highland
Gamesin 1956. Grandfather Mountain Highland Games are held annually on MacRae Meadow,

high on the dopes of Grandfather Mountain where the setting closely resembles Scotland.

The HoraMacdonadd Highland Games (FMHG) are held in Red Springs near the heart of
the 18th century Highland Settlement and involve many descendents of Highlander immigrants. The
FMHG are twenty-one years old. These Games drew 4500 visitorsin 1996 and 1998. In 2000, they
drew as many as 7000 vistors. The increase in visitation shows popularity of such heritage events.
FMHG are named in honor of the Scottish heroine "Flora Macdonald”. She saved the life of Prince
Charles Edward Stuart, who had made a plot to overthrow the King of England in 1746 (Donaldson,

1986). In 1774, dong with her husband, Florajoined the Scottish migration to North Carolinas
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Cape Fear Region. They settled near Fayetteville and became involved in the Revolutionary War.
During thiswar, Flora's husband joined the Scottish loydists. He was captured and returned to
Scotland. After spending five yearsin North Caroling, Flora returned to Scotland to join her
husband. Red Springs, where FMHG is held isrich in Scottish heritage. Highlandersin thisarea
fought in the American Revolution. The firgt land grant from the State of North Carolinawas
presented to a Scotsman, Hector MacNell, in 1775 (Highland Games, 2000). The grant given to
McNell in 1775 and one given to another Scotsman called George Sizemore the following year

comprise the town of Red Springs today.

Next, the seventeen year old Waxhaw Games are located in Charlotte. Through limited
advertisng, the one-day Waxhaw gathering is ddiberately kept smdler. Thisis partly dueto
financia reasons and partly to maintain the "locd™ atmaosphere of the event (Ray, 1998). Waxhaw
Highland Games had 2000 visitorsin 1996. In 1998, the total number of visitors was 2500 and the
vigtation figuresincreased to 3000 in year 2000 (Waxhaw Highland Games Office, 2000). Findly,

Loch Norman Highland Games are held in Charlotte. They were established in 1992.

These Games are run by non-profit organizations with strong Scottish roots. They share the
same badic format, but offer a somewhat different sense of community through their Sze, attendees
origin and length (Ray, 1998). Their main objective is the promotion of Scottish heritage. These
Games have become popular festivas and are abig draw for heritage tourigts, both from Scottish

and non-Scottish backgrounds.
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Dissertation Structure

The main objective of this dissertation isto look &t the percelved levels of authenticity
among various groups, study the effect of socio-economic characteritics (dong with other
characterigtics unique to the Highland Games) upon visitor spending behavior and findly determine
the economic impact of vistor expenditures upon the host regions. Existing and potentid heritage
tourigt clientde isidentified. All chaptersin the dissertation are presented in a systematic manner.
Firgt, the perceived authenticity is analyzed as a measure of product qudity. Second, spending
behavior of the visitorsis analyzed and third, economic impact of visitor expenditures on the host
regions is determined. The main objective of the chapters has been to highlight the festures that

make the Games unique and popular in terms of culture sustainability and economic benefits.

The dissertation begins with an andyss of authenticity in chapter 2 with empirica tests for
differencesin perceived levels of authenticity across people who have persona experiences of
Scotland and those who do not, as well as various groups of clientele (across gender, clan members
and non-clan members, age groups, income groups). The main ams are to evaluate the authenticity
of the events (on afive point Likert scal€) through perceptions of visitors, participants and
organizers. The relationship between perceived leve of authenticity and total visitor expenditure
incurred in the Gamesregion is also tested. Chapter 3 conducts empirica andyss to determine the
spending behavior of vistors across various age and income groups. Other socio-economic

characteristics of vigtors (both endogenous and exogenous) are regressed on expenditure. Findly,
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chapter 4 estimates the economic impact of total visitor expenditures. Industries that generate

biggest income, output and value added impacts are identified.

The main focus of chapters 3 and 4 is on tourist expenditures and their impact upon the host
region. Authenticity, age, income, length of stay, distance traveled, enjoyment and other socio-
economic characterigtics are used to explain expenditure behavior in chapters 2 and 3. The
empirical analysis and economic impact analysis of this dissertation are based on data collected
from ongte vistor surveys. The GMHG survey was conducted in 1997, and the FMHG survey took
place in 2000. The GMHG and FMHG are held in different parts of North Carolina. GMHG is held
in amountainous region with cimate very amilar to the Highlands of Scotland. FMHG ishdd inan
area of southeast North Carolinawith historical significance asthe ste for early Scottish settlement.
Both are run by non-profit organizations. GMHG was chosen because it is considered to be one of
the biggest Games in the world (Hunt, 1997) and forms an idedl case study of a heritage tourism
event. On the other hand, FMHG isrun on asmall scale and was chosen because of the higtorical
sgnificance of itslocation. Socio-economic characteristics of the visitors are compared among
GMHG and FMHG. Thisisthefirg quantitative study of GMHG and FMHG, and in fact the first

quantitetive andysis of any Highland Games in the United States.

Different questionnaires were used for GMHG and FMHG. A wide range of questions were
asked (heritage, expenditures, etc.) a the GMHG. For the purpose of this study questions related to
expenditures (egting & drinking, gas, Scottish goods, souvenirs, lodging, admisson & registration,
gas, vehiclerepair, vehicle rentd etc), heritage (members of a clan, been to Scotland, learnt history
at the Games, having Scottish ancestors), socio-economic characteristics (age, education, income,
profession, distance traveled) and afew generd questions (length of stay, advance planning, future

17



plans, firg time attendees, level of enjoyment) are used in the empirical analyses. On the other
hand, the FMHG survey was much shorter. Visitors were asked about their perceptions of
authenticity for the events offered a the Games. Questions regarding socio-economic
characterigtics, heritage (member of aclan, been to Scotland), expenditures incurred (eating and
drinking, Scottish goods, souvenirs, lodging, admisson and regigtration and gas) were dso
included. Questions were asked to determine if the Games generated nostalgia for the past among

vigtors.

The results of FMHG surveys are andlyzed in chapter 2. Authenticity and tota expenditure
are the two response variables used. Chapter 3 andyzes GMHG surveys and totd expenditureisthe
main response variable. Both chapters make use of univariate satistics and ordinary least square
(OLS) regresson modes conducted in SAS (Statistical Analysis System). Chapter 2 aso uses

andysis of variance methods (ANOVA) to test differences across various groups of visitors

Even though GMHG and FMHG surveys are different from each other in their design, they
present smilar information on socio-economic characteristics and expenditures of visitors. Samples
from both surveys are representative of their population. Chapter 4 determines the economic impact
of GMHG and FMHG vistor expenditures through the USDA Forest Service' s IMPLAN modd.

Findly, chapter 5 presents a summary of the dissertation.

18



Chapter 2: Authenticity and Its Staging in Heritage Tourism

Authenticity has become an important topic of discussion in heritage tourism (Wiatt, 2000;
Taylor, 2000). Many authorities (Clapp, 1999; Cohen, 1988) beieve that the quality of heritage
tourism is enhanced by authenticity, or a least by its presentation by the tourists. Much research,
modtly quditative, has been donein thisfidd (Wang, 1999; Taylor, 2001; Hughes, 1992,
MacCanndl, 1973; Urry, 1996). However, few quantitative studies (Wiatt, 2000; Pocock, 1992)
have addressed the tourist perception of authenticity. Moreover, no research in published literature
has focused on the authenticity of short-term events in heritage tourism. Most of the studies have
concentrated on economic impact, management etc. (Crompton, 1999; Getz, 1997; Y oon, 2000;
Delaet d., 1971). This chapter discusses authenticity and its staging at the annual FHoraMacdonald
Highland Games. It further looks at the level of authenticity perceived by visitors atending these

Games and explores differences in their perception.

FloraMacDondd Highland Games are held in Red Springsin arurd setting and are named

after the famous Scottish heroine“ HoraMacdonad”. The main activities at these Games are
Highland dancing, musical events, Scottish Highland athletic events, parade of the tartans, border

collies (sheep dog demondtrations), clan gatherings and purchase of Scottish souvenirs.

Scottish Highland dancing, also known as Scottish country dancing, closaly resembles
ballroom dancing (Groves & Stewart, 1993; GMHG, 1999). “Some of these dances are very old and

are thought to originate in ancient rites celebrating marriage, fertility, victory or defest, joy for the
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living or lament for the dead” (Groves & Stewart, 1993: 16). They are ablend of fact and fiction
(Donadson, 1986). Musica events include solo piping and drumming competitions, Scottish
fiddling, harp and Scottish folk songs. Highland athletic events include tossing the caber, shot pt,
throwing the hammer, wrestling and tug of war. Parade of the tartans is a march of the clan groups
led by their tartan banners. The Border collies are recognized as the best livestock-working dog in
theworld and are trained to gather, drive, and separate dl types of farm animds (Groves & Stewart,
1993). Clan gatherings are held at their respective tents and congtitute sociaizing of fellow clan
members. Purchase of Scottish souvenirsinclude Highland wear and accessories, tartans, Scottish

foods, CDs, music and heritage books, and other supplies for piping, drumming and dancing.

The hypotheses addressed in this chapter are:

1) Scottish Highland Games are authentic in MacCannell's sense of staged authenticity

2) Scottish Highland Games ar e per ceived authentic by tourists

3) Differencesin thelevel of perceived authenticity exist within the heritage tourist

clientele.

The authenticity of afedtiva and its saging are analyzed through literature review and
through visitor and participant responses to surveys conducted at the FloraMacdonad Highland
Gamesin 2000. Vigtor perceptions of authenticity form an important congtituent of this sudy. They

can serve as a guide for FMHG organizers to maintain quality of the activities offered. Further,
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eventsidentified by literature as authentic are compared with events perceived to be authentic by

visitors and participants.

Authenticity in heritage tourism is key to further development of the tourism sector in North
Carolina. It has been argued that authenticity and qudity experience are essentid ingredients of
heritage tourism (Hargrove, 1999). In fact, focus on authenticity isabasic principle for heritagein
heritage tourism development (Fischer, 1999). North Carolina leaders have recognized that heritage
tourism can bring economic benefits, which include well-paying jobs, to the State (Kidd, 1998).
According to Clapp (1999:3) "heritage tourism brings together diverse groups and organizations
that fed they do not have a common denominator”. In other words, heritage tourism has economic
development people talking to environmentalists and cultura resources people talking to art
councils. Further, "heritage tourism is the fastest growing segment within the gigantic travel and
tourism industry™ (Kidd, 1999: 2). The continued growth, popularity and economic benefits of
heritage tourism depend upon authenticity. Heritage tourism sells heritage to touridts. If heritageis

perceived asinauthentic, it may lose its gpped to heritage touridts.

Flora Macdonald Highland Games are studied in this chapter. They are hed every year in
the town of Red Springs. The duration of the Games is one day filled with activities, competition
and clan gatherings. Two surveys were conducted at FMHG in October 2000. Five hundred self-
administered questionnaires were randomly distributed to vigtors at the main entrance (See
Appendix H, Survey 1). The response rate was 24% (120 surveys). Also, fifteen out of 200
participants (7%) were randomly intercepted (Appendix H, Survey 2). The results of both surveys

are used. Besides, Generd Managers of Grandfather Mountain Highland Games (GMHG) and Flora
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Macdonad Highland Games (FMHG) were interviewed. Questions were asked regarding their

objectives and marketing strategies (Appendix H, Survey 3).

Besides reporting univariate results of the visitor surveys (See Appendix C, Tables1, 2 &
3), this chapter compares perceptions of authenticity across groups of visitors. ANOVA tests and
OL S regresson models are used to detect satisticd differences among various groups. The results

are qualitatively compared to participant perceptions of authenticity.

Literature Review

Authenticity has been a subject of discussion in tourism research for the past twenty-five
years. For the purpose of this study, authenticity is defined broadly as something that is an accurate
reproduction of the origind and creates nostalgic memories of the past. Literature supports this
encompassing view of authenticity and this section discusses the concept of authenticity put forward
by different authors. The main contributor is MacCannell. For the most part, MacCannell's work on
authenticity and its staging is discussed and critiqued. MacCanndll talks about authenticity as the
search for origina and then takesit one step further and assertsthat it is mainly staged in the post-

modern tourism period to promote nostalgia for the past.

In heritage tourism, authenticity is usudly referred to asthe leve of culturd production
(display of culture). According to MacCanndll (1976), culturd production includes awide range of
phenomena. The largest cultura productions are the summer-long and year-long festivas thet tie up
the entire life of a community. Any cultura production can serve one of the essentid functions
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given by MacCanndl (1976: 81): “1) it may add to the weight of the modern civilization by
sanctifying an origina as being amodd worthy of copy or 2) it may establish anew direction, break
new grounds, or otherwise contribute to the progress of modernity by presenting new combinations
of cultural eements.” The authenticity targeted today by heritage tourism is a blend of both these
functions. Firgt, an attempt is made to copy the origind, and then the copy is modified to meet the

needs of the modern community.

Authenticity can have different meaning for different people and it can be interpreted
differently. Wang (1999) says that the museum linked usage of authenticity has been extended to
tourism. According to him, products of tourism such asworks of art, festivals, rituds, cuisne, dress,
and so on are usudly described as authentic or inauthentic in terms of the criterion of whether they
are made or enacted by "loca people according to custom or tradition” (1999:534). In this sense
authenticity connotes traditiond culture and origin, and a sense of the genuine. Within cultura
tourism, the production of authenticity is dependent on some act of reproduction. It is
conventiondly the past that is seen to hold amodd for the origind. "Tourism Sites, objects, images,
and even people are not Smply viewed as contemporaneous productions. Instead, they are
positioned as Sgnifiers of past events, epochs, or ways of life. Inthis way, authenticity is equated as

origind" (Taylor, 2000: 33). The present day authenticity pays homage to the "origind™ concept.

According to MacCannell (1976), a centra aspect of the culture of modernity is the quest for
authentic experience. Tourism, which emerges within this search for authenticity, is based upon the
belief that authentic experience resdes outside the boundary of everyday life in contemporary
society (MacCanndl, 1976). People think either the past was better or lives outside their space are
better.
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According to Fine and Speer (1985), an authentic experience involves participationin a
collectiveritua, where strangers get together in acultural production to share afeding of closeness
or solidarity. This cultural production is not atota re-creation of the past. In fact, nostalgic
collective memory sdlectively reconstructs the past to serve needs of the present (MacCannell,
1973). According to MacCanndll, reconstruction leads to distortion. But this overlooks the fact that
what isorigind is congtantly changing in the hands of those who protect it. Mot of the museumsin
Britain offer dide shows so that visitors can acquaint themsdves with items on display and choose
where to spend their time. What islost over there is probably a search for an authentic experience,
since everything is available with one dlick of a button. Today, management through technology is
dominating the movement and gaze of the tourits. The artifacts themsalves have not changed, but

the spectators have.

This movement in search of authenticity is driven by people who are seeking either nostdgia
or romanticiam. People are nogtagic about old ways of life, and they want to rdive them in the
form of tourism, at least temporally. Nogtagia, in fact, isa universal catchwood for looking back.
Lowenthd says," if the past isaforeign country, nostagia has made it foreign country with the
hedlthiest tourist trade of al" (Lowenthd, 1990: 4). Profitability incites red etate agentsto drum
up interest by digging out every shred of history, whether the connection be with aking or apop
gar. Once unhgppy with its nineteenth- century legacy, British rail now finds steam engines and
scenes of bygone eras a source of pride and profit. The contemporary explosion of the heritage
industry in Britain isin part a nostalgic response to an unease with the certainties of the present

"hypnotized by images of the past, werisk losing al capacity for creative change' (Johnson, 1996:
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234). People pine for past things. “ The remembrance of time past is a burgeoning businessin amost

every country, and any epoch will do” (Lowenthal, 1990: 6).

Thus, heritage is created and re-created from surviving memories, artifacts and stes of the
past to serve contemporary demand. Heritage has many creators, purposes and consumers
(Ashworth, 1992). Heritage tourism poses questions about authenticity and about the representation
of geographica and higtorica knowledge. Johnson (1996: 552) says, "the difficulty of the higtoricist
conception of autherticity liesin the fact thet the restless and infinite retreat of now will eventualy
make anything that has taken place in the world authentic." Ashworth (1990) supports Johnson's
view by asserting that what is marketed as "higtory"” isjust one verson of the truth, often bearing a

faint and extremely partia resemblance to past events as documented in various aternative sources.

MacCanndll (1973) saysthat the tourist consciousness is motivated by its desire for
authentic experiences, and the tourist may believe that he is moving in this direction, but oftenit is
very difficult to know for sureif the experienceisin fact authentic. It is possble for the individud
to leave his everyday world in search of authentic experience only to find himsdf surrounded once
again by fake dements such as would occur in atrip to Disney World. "The displacement of the
genuine attraction and authentic vaues out of everyday life is redoubled when details of other epoch
and other cultures are borrowed, intermixed and expanded to become immediate redity of modern
man" (MacCanndll, 1973:154). Thereisabdief that somewhere, in another country and in another

life-style, there is perhaps a genuine society.

Pearce and Moscardo (1986) have further elaborated the notion of authenticity. They
maintain that it is necessary to distinguish between authenticity of the setting and authenticity of the
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persons gazed upon; and to distinguish between diverse eements of the tourist experience which are

of importance to the tourigt in question.

“The dividing line between structure genuine and spuriousis the ream of the commercid.
Spurious socid relations and structura € ements can be bought, sold, traded and distributed
throughout the world. Modern economies are based upon this exchange' (MacCanndll, 1976: 155).
Projected from this scenario is the packaging that forms the background of tourist perception of
authenticity. Further he says that when the tourigtic definition of an ethnic group or community
prevails, the group is frozen in aimage of itsalf or museumized (MacCannell, 1984). In other
words, it gppears that tourism has helped by giving importance to these groups, in getting beyond
the phase of ethnic relaions where minorities are kept in place with light sdaries, heavy prison

terms, and crudty (MacCanndll, 1984). All the time MacCanndll is referring to staged authenticity.

MacCannd | had introduced the concept of 'staged authenticity' in the context of ethnic
tourism in 1973. When discussing tourees (hosts) who put their culture including themselves on sde
in order to create a package that appedls to the tourist, MacCannell (1973: 596) says, "to the degree
that this packaging dters the nature of the product, the authenticity sought by the tourist becomes
"staged authenticity” provided by the touree. He dso argues that staged authenticity is further
divided into front and back regions. "The front is the meeting place of hosts and guests or customers
and the back is the place where members of the home team retire between performances to relax

and prepare” (MacCanndll, 1976: 92).

People are fascinated with the work lives of others. MacCannd |l notes that such red lives
can only be found “backstage’ and are not immediately visble. “Backstage” represents the back

26



region (MacCannell, 1976). Hence, the gaze of the tourist involves an obvious intruson into
people's lives, which would be generally unacceptable. So the people being observed and loca
tourigt entrepreneurs gradually congtruct artificid “backstages’ meant for tourist gaze. For tourigts,
according to MacCannell (1976), exposure to aback region isacasua part of their touristic
experience. What they seein the back is only another show. It does not trick or anger them, and
they do not express any fedings of having been made less pure by their discoveries. Concluding
this, MacCannell suggests, "for the study of the tourist settings front and back be trested as idedl
poles of a continuum, poles linked by a series of front regions decorated to appear as back regions,
and back regions set up to accommodate outsiders’ (1976: 67). At the same time he saysthat there
is no need to worry about the staged concept as long its structurd features and thelr influences are
understood. Whatever is acceptable to atourist is staged by a host. Thus, the development of the
congtructed tourist attraction results from how those who are subject to the tourist gaze respond.
The objective istwofold for the hogts: to protect themsdaves from intrusionsinto their lives, and to
take advantage of the opportunities it presents for profitable investment (Urry, 1997). For Highland
Games, which isafree standing event that does not take place in alocation where "red” Scottish
people are going about their daily lives, the differentiation of front and back stages rdates to the
Games as experienced by the participants and the Games are experienced by non-participant

tourigts.

Modern mass tourism is based on seemingly contradictory tendencies: the internationd
homogenization of tourist culture and the artificid preservation of loca ethnic groups and
attractions so that they can be consumed as tourist experiences. Wang (1999) says "when
MacCanndl| refers to staged authenticity, his tourists turn to quest for the authenticity of originds
and consequently become victims of staged authenticity™ (1999:350). According to Wang,
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experiences cannot be counted as authentic even if tourists themsdves might think they have
achieved such experiences. What isimplied here is a conception of staged authenticity. Wang says
that MacCanndl| inssts on a museum-linked and objectivist conception of authenticity when staged
authenticity is referred to. According to him, "tourist search for authentic experiencesis thus no
more than an epistemologica experience of toured objects which are found to be authentic”
(MacCanndll, 1976: 94). That which is judged asinauthentic or staged authenticity by experts,

intellectudss, or eite may be experienced as authentic and real from an ethnic perspective.

Crick (1989), by contrast, points out that there is a sensein which al cultures are “ staged”
and are in acertain sense inauthentic. “ Cultures are invented, remade and the € ements reorgani zed”
(Crick, 1989: 65). Hence, it is not clear why the gpparently inauthentic staging for the tourist is so

very different from what happensin dl cultures anyway.

Cohen (1988) says "thereis no such person as the tourist, but rather, many different kinds of
tourist, some of whom, are looking for no more than mere recreation” (Cohen, 1988: 32). Cohen's
implication is that different tourists have different perspectives and needs. The underlying rationde
of Cohen's argument is that smilarity and diversity are not fixed concepts, and they are negotiable.
The term homogeni zation should not be used randomly while talking about the tourist desire for

staged authenticity.

Also, not everything experienced by tourigts is staged. Johnson (1996) talks about heritage
tourism and a historical house in Irdland. He says "the case of the representation of one landed
edtate, Strokestown Park House, County Roscommon, challenges and reconciles popular views of
Irdland's past by restoring the historical narrative to its geographica context. By anchoring the
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narretivein loca historical geography and by eschewing an gpproach that reifies locd eventsinto
national political and cultura processes, the site provokes productive debates about the regiond,
national and globa identities’ (Johnson, 1996: 562). Johnson through his study asserts that the
contention of heritage tourism being merely and invarigbly "bogus history” iswrong. “Not dl
heritage landscapes need be bogus, sanitized and hypnotic renderings of the past” (Johnson, 1996:
563). According to Selwyn (1996), MacCannell's staged authenticity is knowledge based
(subjective). This authenticity is subject to scientific procedures and processes that are objectively
verifiable (whether or not authentic). The key foundation is modernity, technology and is dictated

by demand.

Crick (1989) says that the notion of staged authenticity is based upon assumptions about
dienation in the modern world, which according to both of them is of limited explanatory use.
Berghe (1984) saysthat "MacCannell overgenerdizes a frequent, yet far from universd, motivation
among tourists."” Not all tourists seek depaysement (displacement), as the French say (Nash 1984).
Many are threstened by it and search, on the other contrary, the security of familiar food served by
people fluent in their language in the familiar setting of an "internationa™ hotel with only subdued
reminders of the location. At the same time, Berghe (1984), asserts that MacCanndll is correct to
some extent that many tourists actively seek depaysement and cultura exoticism. Ethnic tourism,
according to Berghe (1984) is the prototype of this search for the other. A native remains authentic
only aslong as he does not conscioudy change his behavior to make himsdlf more attractive to
tourists. Here, according to Berghe (1984) lies the sdf-destruction of ethnic tourism. Moreover,

modernity and individua greed can quickly destroy the charm of asmal town.
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Further, Berghe (1984) says that staged authenticity is difficult to perform for ethnic tourists
who are adiscriminating clientele, both cautious and tired of manipulation. Demand for staged
authenticity and its success depends both upon the type of tourist and the type of host. Staging, if it
means displacement of cultura production from one place to another, does not necessarily mean
superficidity. People migrate dl around the world and they take their culture with them. They hold
fedtivals to promote nostalgia for the padt, thereby strengthening their culturd ties. MacCanndll's

meaning of staged authenticity istrue for such festivas, but not in an inauthentic sense.

Summarizing MaCannell's concepts, he seems to have accepted the fate of staged
authenticity in its entire superficid setting. He wants people to accept that everything is staged and
atificd while meeting the tourism demand. However, he argues that tourists themselves are avare
of another stage behind the stage and they want it. In other words, tourigts are interested in staged

“backstages’. MacCannell wants both the tourists and tourees to understand this phenomenon.

In today's age of mass tourism and its economic bloom, it is hard to look at tourism industry
with any other motive other than monetary gains. Authenticity is getting distorted for economic
gains. However, other authors assert that real authenticity should not be given up and staged should
not be embraced in itstotdity. Instead, what is needed is the knowledge of staged authenticity and
an atempt to go towards smplicity and less excitement and drama. Johnson (1996) proves through
his sudy that dl history is not enacted, and Berghe (1994) offers hope through his example of San
Crigtobd in Mexico that laid its plans for tourism development by being sengtive to thelr carrying

cgpacity and locd involvement.
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Thus, some authors assert that perceptions and va uations of authenticity vary among types
of tourigts. For example, there may be differences between those who have experienced the "red”
culture and those who have not. There may be differences by gender, income and other socio-

economic variables.

Staged Authenticity of Scottish Highland Games

In this section, Scottish Highland Games are studied in the light of staged authenticity. A
traditional Highland Games required piping, Highland dancing, hill running and heavy (athletic)
events (Jarvie, 1991; Donaldson, 1986). The roots of Scottish Highland Games are over 900 years
and the Games held before the Battle of Culloden (1745) in Scotland serve as traditiond role

models (Donaldson, 1986; Jarvie, 1991).

The Highland Games in the United States are staged authenticity since they are
recongtructed in the memory of Scottish Highland past. In Scotland itself, they are stlaged since the
motivations to hold them today are different from those in the past. In the past, they were away of
life (see introduction) and today they are enacted in the form of adramafor entertainment. "Many
of the culturd artifacts and customs which are so centrd to today's Highland Gatherings contributed
towards away of life which revolved around a Highland clan™ (Jarvie, 1991: 42). This section
argues that the Highland Gamesin the United States are not inauthentic even though they are

staged. The background of different events and their staging is discussed. The arguments are mainly
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drawn from observation, interviews with the Highland Games organizers and through literature

review.

The Games in the United States represent a continuing tradition of over 200 years
(Donadson, 1986). Scotland isasmall country whose people are scattered in British settled areas
across the globe. "In that scattering, they took with them alove of their country and their heritage
that could not be destroyed. This love has passed on to succeeding generations, and has remained
strong enough to gtir those whose hearts are in the Highlands whether they have actudly been there
or not" (Donadson, 1986: 3) Scottish people carry thisimage in their hearts and the nostalgia has

given birth to MacCannd's staged authenticity.

The tradition that the Scots enjoy today was not happily passed from one generation to
another. As mentioned in the first chapter, Highland Scots started migrating to North Carolina after
the Battle of Culloden in 1745 which destroyed their way of life and traditions. "It was only by
emigration, so the argument goes, that the Highlander could cope to hold onto the traditiona way of
life" (Jarvie, 1991: 47). The Highlanders emigrated because they were unable to survive in the
changing socia formation of the Highlands brought by British sovereignty. The choice facing the
Highlanders during late eighteenth and early nineteenth centuries was to remain in the face of
changing cultura, economic, socid and politica pressures or emigrate to hold on to atraditiona
way of life which had become margindized in its origina context. Those who remained continued
to be locked into increasingly unequa socid conflicts between landlord and tenant. Those who |eft
took with them many of the culturd artifacts and traditions that subsequently contributed to the
emergence of avast number of Highland Gamesin North Americaat amuch later date (Jarvie,
1994).
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In Scotland, after the Highlanders were crushed, the Highland Games vanished between
1745 and 1788. It should be noted that forty-three years later they were revived and promoted by
the British monarchy. "The patronage bestowed on the Braemer Royd Gathering by Queen Victoria
marked the beginning of a Balmorisation process which linked together a bonding between the
reigning monarchy, the Bamora estate and the Braemer Roya Gathering in particular, athough not
exclusvdy" (Jarvie, 1991: 64). This process contributed greetly to the cultura production and
reproduction of Highland gatherings in a particular socid form influenced by those who were

responsible for thelr destruction in the first place.

The result is evidenced in the Games today. “ There is a boldness and preciseness and an
auraof perfection seldom exhibited in other ethnic displays. And there exudes a sense of pride and
joy from al participants, competitors and non-competitors aike, also seldom experienced by other
groups. When you are witnessing these events, you are witnessing a representation of away of life’
(Donddson, 1996: 41). These events are enacted and reconstructed differently at Highland Games
al around the world. Today, Highland Games are thriving in Scotland, Canada and the United

States, aswdl asin afew other locations such as New Zedand.

Another important source of promotion in the early 1800's was Sir Walter Scott and other
authors who introduced the notion of romanticism into the Highland past. "The romanticism of
Scott, and others, was based on the belief that the past was redly gone and that past history should
not be used as abasis for socid and politica mobilization" (Narin, 1981: 115). Consequently, the
Highland images presented by Scott are not those of eviction, poverty, famine and increasing
dependency on the landlords but ones of tartan kilts and glen romanticism. Sir Walter Scott's novels
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and poems generated an aura of nogtdgiafor the Highlander way of life. However, in the midst of
al this, the character and ingredients of the Games till retain their origin. In other words, they ill

retain eements of origind Games.

“In the firgt upsurging years of the Games in Scotland, families who could not walk to the
Games would go by pony and trap; farmers would hitch up their largest carts and their strongest
Clydesddes and load up their families, workers, and friends’ (Donadson, 1986: 22). When bicycles
became a popular mode of transport, there were often thousands of bicycles at amgjor gathering.
Some of the athletes bicycled from Games to Games, many would travel nearly 100 milesaday to
subject themselves to the grueling competition (Donadson, 1986). The expansion and popularity of
raillways played an important part in developing Highland gatherings by giving Scottish city
dwelers an opportunity to have a chegp day out enjoying pleasant entertainment in congenid
surroundings. The increased mobility aso dlowed the better competitors to participate in more

distant Games. Athletic competitions were boosted.

In 1875, a Canadian newspaper published an editoria decrying the fact that professona
athletes were traveling from one Games to another, winning everything and keeping local amateurs
off the prize ligts (Donaldson, 1986). The Games committees themsalves encouraged professionds,
recognizing that spectators wanted to see the best-known performers and that record- bresking
efforts were much enjoyed by the crowds. This distorted the spontaneity of old Highland Games
tradition that accommodated dl interested participants rather than a handful of professionals who

were selected to suit the public demand.



During thistime, there was a pardld development in piping, Highland dancing, and heavy
athletics. The competitive structure that evolved led to higher sandards dl over the world. Because
of intense rivalry, frequency of competitions, and wide geographic spread of the circuit, Scottish
music, dance, and sport were devel oped to a greater, more sophisticated degree than their ethnic
counterparts in other countries. According to Jarvie (1991), it is dmost impossible to compare the
respective merits of modern-day Highland dancers and pipers to those of the past. This example
shows the modern-day need to be competitive and cater to masses and supports MacCannell 's

concept of the host putting their culture on sale to create an appedling package for tourids.

In North America, Scots a first gathered to seek out and share their Games heritage, but
these activities, with their opportunities for display of Scottish heritage aso attracted non Scots
(Donadson, 1986). The expansion of the Gamesin the US (in the 1970s) led to the creation of an
interdependent organization, the Association of Scottish Games and Festivals (ASGF). The purpose
of the ASGF was. "To encourage, support and assist member organizations on the production and
presentation of Scottish Games and Festivals. Such endeavors provide a means of celebrating,
encouraging and perpetuating the rich heritage accruing to persons of Scottish heritage and descent,
and present, for the enjoyment and benefit of al people, those aspects of Scottish culture and
tradition for which the Scottish people are known the world over” (Donaldson, 1996: 42). In other
words attempts were made to accommodate heritage for the enjoyment of diverse visitor groups (for
example, vigtors enjoying outdoor recregtion, heritage etc.). Thus, superficidity blended with

nodagic history was used to promote these Games.

Another example of staged authenticity is the Scottish Tartan Museum and heritage center in
Franklin, North Carolina, which has an evolutionary exhibition of the Scottish garment tradition.
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New tartans are created to give symbolic sgnificance to new emerging groups or celebrations. The
past in this case is not satic, but knowledge of the past is used to create new symbols. Thus,
history keeps re-creating itsdf. One such example is the George tartan that was first designed and
woven in 1982. The Stone Mountain Highland Games, Inc. commissioned the Scottish Tartan
Society to design and weave the tartan in honor of Georgia s Semiquincentenary Celebration which
coincided with the 10th Annua Games and Scottish Festival at Stone Mountain, in Atlanta (Tartans,
1997: 6). It has been said that the pattern and colors of Georgia Tartan are areflection of the State's
strong ties with Scotland (Tartans, 1997). However, even though new tartans are emerging, the
tartan tradition is authentic. Thisview is supported by Jarvie. He says, “Y et there isa great ded of
evidence which suggests that, while the production of clan or family tartans did not exist before the
nineteenth century on such alarge scale asit doestoday, it isin fact wrong to assert that the tartan
tradition of the Highlanders was an invented tradition” (Jarvie, 1991: 25). Further he saysthat with
the reference to the modern Highland Gatherings, it must be noted that, not only the wearing of the
kilt but dso the numerous tartan symbols provide this tradition with a specific sense of Highland

culturdl identity.

Highland Games in the United States are rich in heritage. The examples of Alex Beston and
the Baird Family Society support Johnson's (1996) claim that dl staged history is not bogus. Alex
Beaton is the most popular and successful Scottish folk singer in North America (GMHG, 1999,
FMHG, 2000). He is the featured performer at dl mgor Scottish festivasin the United States and
Canada. With more and more people interested in their Celtic roots, Alex Beaton brings out the best
in that musical heritage for those eager to learn more about the world their ancestors left behind
(GMHG, 1997). The Baird Family Society Worldwide was founded by Byron Owdey Baird and his
wife Francisin 1971 when approaching the Lord Lyon, King of Arms, they found that no organized
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effort existed (Donadson, 1986). Upon receiving afavorable reply, the Bairds issued aformal
invitation to the Scottish community to assst them in their efforts to form an organization that
would represent individuals with the name of Baird and its variations. Berghe's (1984) clam that
ethnic tourists enrich the heritage of their hosts and do not want superficidity is supported by the
demand for the Scottish country music and the efforts of the Baird Family Society. Next, the

authenticity of some of the main events offered at Highland Games is andyzed.

Scottish country dancing isthe traditiona ballroom dancing of Scotland. It is not asword
dance and fling as performed by Highland dancers. "Rather it isa socid dance whose winding
patterns are reminiscent of interlacing Celtic knotwork, and whose circle, line and square
formations came from the lowlands and other parts of Britain" (GMHG magazine, 1997: 15). The
elegance of French court dancing was integrated into Highland dancing. Like Scotland's unique
musica heritage, Scottish Country Dancing reflects the country'srich cultura heritage. Dances are
handed down from generation to generation, and new dances are continualy being devised, asthis
isaliving art form (Corndia & Stewart, 1993). However, Pipers, who origindly played for the
dancers, had to be replaced by fiddlers after the English banned the pipesin the 18th century.
Scottish country dance cuts across socia classes in Scotland, being danced in the Queen's court and
crofter's cottages. Again, sSince Scottish dancing is an ever evolving progressive art form, the old
tradition has logt its authenticity. In Scotland itself, most of the dancing a the Highland Games is

staged in the name of art (Donadson, 1986; Groves & Stewart, 1993).

Scottish athletic events at most of the Highland Games are divided into amateur and
professional categories. Tossing the caber (along tree trunk) has changed little over centuries and
was consdered drictly a Scottish event (Groves & Stewart, 1993). The shot put (putting the stone)
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“hed been atraditiond test of strength in the Highlands of Scotland for centuries” (Groves &
Stewart, 1993: 21). The hammer throw became popular in the Scottish Highlands as a pastime
among young men who gathered &t the loca blacksmith’s shop and used his hammer (GMHG
megazine, 1999). “Today, a gpecid wire shafted hammer is used for amateur internationa events.
However, Scots still use a wooden shafted hammer and stick to the old rule that a thrower must not
move’ (Groves & Stewart, 1993: 22). The present day tug of war is a combination of contests. The
event was popular in one form or ancther in rurd life, in the military and in the Navy in Scotland

(Groves & Stewart, 1993: 24).

The clan groups, led by their tartan banners, are awel-loved part of dl Highland Games
today. Parade of the Tartans varies from Games to Games, but the gppedl is universd. This activity
was introduced by GMHG organizersin 1964 with the belief that spectators should beinvolved in
the Games (Groves & Stewart, 1993). This event has become one of the most spectacular and
popular events at the Games and they serve “as arole mode for virtualy every other Scottish
Games’ (Groves & Stewart, 1993: 31). Asthe literature reveds, Parade of the Tartansis a newly

congtructed event and was not handed down from generations.

Next, one of the most melodious sounds of the Highland Games isthat of the Scottish Harp.
In the Highlands, harpists used to accompany clan chiefs to battle until the bagpipes replaced them
in the 16th century. The clan harpist performed for both joyous and sad occasions. He was also
responsible for playing the clan to deep. The hitory islong gone. But Scottish Harp continuesin a

saged set up. This staging is not superficid sinceit follows the old guideines.
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Findly, with particular reference to modern Highland Games, it isimportant to elaborate
upon the importance of Poibaire within the clan formeation. Piobaire is the Gadlic word meaning
smply piping, pipe music or the art of playing on the bagpipe. Piping is an integrd part of today’s
Highland Gatherings. "The playing of the Piobaireachd is a centra tenet of the Highland tradition,
abait reproduced in a changed and modernized form. Y e, it servesin part as a symbol of Highland
culturd identity and has aso developed out of the tradition on the Piobere who held an important
position within the old Highland clan” (Jarvie, 1991:36). Once again, this dement of today’s
Highland Gatherings has developed out of a number of antecedent cultura forms that have their

point of origin and origina meaning firmly rooted within the Highland clan formation.

Thus it is obvious that while some staged events have become modernized and superficid,
the ingredients of most of the Highland Games in the United States are the same and follow old
traditions. Smilarity in Games indicates authenticity. Mogt of the athletic events can be traced back
to their traditiona past. Harp and piping follow old guiddines. Parade of Tartansis anew event and
cannot be traced back to ancient times. However, it can still be argued that it represents tartans that
are an embodiment of Scottish spirit and that most of the tartans themselves are traditiona designs.
Highland dancing is a progressive art form, but it can be argued that authenticity can be manifested

in culturd evolution and not just dtrict preservation.

The main objective of GMHG and FMHG organizersis the promotion of Scottish culture.
The Generd Managers of these Games rely mostly on word- of-mouth publicity even though other
promotional strategies are used (such as advertisement in the local newspapers and Highland Games
magazines). Web sites have proved to be an important tool for promotion. During the interview,
both the Genera Managers said that the authenticity of the Games was maintained through the
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careful selection of events, the involvement of pioneers from Scotland and the fact that they are

non-profit organizations.

Highland Games are marketed as a heritage tourism activity: "Watch as the muscular
athletes participate in the ancient sporting events. Enjoy the dancers of al ages competein the
colorful and graceful dances of the Highlands. Take an excursion into your Scottish heritage by
investigating your genedlogy. Enjoy ataste of Scotland with a Southern flair" (FMHG brochure,
2000). Authenticity of such eventsisimportant. In addition to information provided by literature
and Highland Games managers, participants and visitors a the Games can be an important source of

information on authenticity.

Backstage of Staged Authenticity and the Per ceptions of Highland Games
Participants

The existence of a*“backstage” at Flora Macdonald Highland Games isinvestigated based
on the survey of participants conducted in 2000. They were participating in a wide range of
activities like cross creek pipes and drums, judging Scottish athletes, athletic competitions, Solo
piping, and bag pipe bands. The backstage of Highland Gamesiis defined as the stage where the
participants practiced their feats. According to MacCannell (1976), backstage is viewed by the
visitors. They pay to go behind the scenes. Hence, the existence of a backstage at the Gamesis
determined by visitor’'s ahility to access and enjoy the “behind-the-Games’ scene. To determine if

the Highland Games have MacCannéll’ s back stage, the participants were asked where they
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practiced and whether visitors watched them while they practiced. The results reved that 87% of
the participants practiced at home and 13% practiced esewhere. Approximately 73% of the
participants asserted that the visitors did not watch them while they practiced. However, 27% were

watched by visitors, but these visitors were not required to pay afee to enjoy this back stage®.

For the 15 participants interviewed, the average and median age was 39 years. They incurred
an average expenditure of $109 and the median was $50. Average distance traveled to the Games
was 100 miles and the median was 315 miles. Eighty percent of the participants had Scottish
heritage and 33% of them had been to Scotland. Approximately 87% of the participants thought that
the events offered at the Games created nostagia for the past. Fifty-three percent of the participants
noted that these Games revived memories of their own Scottish heritage. According to 20% of the
participants, the events at the Games were targeted at the reviva of Scottish heritage, while 67%
thought that the events were targeted towards the promotion of Scottish heritage. Twenty percent
were of the opinion the events were targeted at social interactions and outdoor recrestion and

entertainment.

The participants rated Highland dancing as the most authentic event followed by Scottish
amateur athletics and Parade of the Tartans. As Table 1 revedls, the event perceived as least
authentic was Haggis Hurling and Broomstick Toss. Recal that literature suggests Highland
dancing is not highly authentic with respect to its Scottish heritage. It is more or less blended with
the French style and has been modified over the yearsin the name of art. Parade of the Tartansisa

new event but depicts the sgnificance of tartans. Interaction with fellow clan members was found to

2 One participant practiced in the park and was watched by passers by.
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be authentic by the participants. This activity can be traced back to Scottish history when interaction

with fellow clan members was the most important aspect of the Highland gatherings.

Table 1. Perceived level of authenticity of the participants

Items offered at the Games Authenticity scale (1-5)
Mean rating
Highland dancing 4.6
Scottish amateur athletics 4.4
I nteracting with your clan 4.3
L earning Scottish history 4.1
Parade of Tartans 4.0
Highland Games Setting 3.7
Scottish souvenirs 3.7
Haggis hurling and broomstick toss 2.8

Authenticity as Perceived by Visitors

Tourism necessaxily involves day dreaming and anticipation of new or different experiences
from those normally encountered in everyday life. But such daydreams are not autonomous, they
involve working over advertisng and other media-generated sets of signs, many of which rdlate
very clearly to complex processes of socid emulation. Also modern consumerismi is hitoricaly
changing. So it isimportant to understand what the tourigts think is authentic and to sudy the
behavior of different tourist clientee. Waitt (2000) explored the effect of gender, income, education
level, age, place of resdence and previous tourism experiences on the percelved level of
autherticity of Maori culture in New Zedand. This study aso looks into possible explanations of

perceived levels of authenticity that include tourist demographics and event activities.
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As Table 2 shows, 68.3% of the people visted FMHG to seek authentic Scottish goods.
60.4% and 60.3% sought authentic Scottish food and outdoor recreation and spectacle respectively.
Findly, 57.4% of the visitors sought information on Scottish heritage. Visitors seeking authenticity
definitely will not accept superficidity (fake representations) as suggested by MacCannell.
However, there is asubstantia percent in the respondents who were just out for outdoor recreetion
and spectacle. It seemsthat these visitors accept MacCanndl's staged authenticity. They know what

they are enjoying is not authentic and they il warnt it.

Table 2. Features sought at the Games®

Features sought at the games Per centage of visitor s seeking
Authentic Scottish goods 68.3

Authentic Scottish food 60.4

Outdoor recreation and spectacle 60.3

Information about Scottish heritage 57.4

Athletic competition 48.5
Opportunity to participatein traditional 37.6

Scottish activities

Interaction with fellow clan members 37.6

Vigtors were asked to rate the level of authenticity of activities on afive point Likert scde.
Events taken into account were Highland dancing, Parade of the tartans, Highland Games seiting
and purchase of Scottish souvenirs. Authenticity was dso rated for learning Scottish hitory, family
gathering, making new friends and interacting with fellow clan members. One variable *authentic’
is created which gives the mean authenticity rating perceived by the vigitor. Other continuous

variables used were "nights’ (number of nights spent in the region), "age" (age of the vigtors) and

3 Other features sought were Pipe Competition (Solo), traditional music and pipers, Seven nations, Crafts and sales
booths, parade, border collies and herding demonstrations, Alex Beaton and highland dancing.
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"expenditure’ (total expenditure incurred by the visitors). The tota expenditure variableisused in

logarithmic form to overcome the problem of heteroskedasticity (See Appendix C, Table 1).

Categorica variables used were “memclan” which indicated clan versus non-clan members,

“Scotan” indicating visitors who had been to Scotland versus those who had never been to Scotland,

“memory” indicating visitors who fdt that the Games revived memories of their Scottish heritage

versus those who felt that the Games did not revive any memories of their Scottish heritage and

those who did not have Scottish heritage. Other binary variables used were “ gender” and

“nodagid’ indicating visitors who fdt nostagiaat the Games versus those who did not fed

nostagia Incomein this study is aso used as a categorical variable indicating Sx groups (Group 1:

<$20,000; Group 2: $20,000 - $40,000; Group 3: $40,000-$60,000; Group 4: $60,000 - $80,000;

Group 5: $80,000 - $100,000; and finaly Group 6: above $100,000). To compare authenticity

perception across different age groups, age was divided into groups (Group 1: <25 years, Group 2:

25-35 years, Group 3: 35-45 years, Group 4: 45-55 years, and findly Group 5: above 55 years).

Tables2 and 3in Appendix C provide frequency information of categorica variables.

Table 3: Perceived leve of authenticity by thevisitors

Items offered at the Games

Authenticity scale (1-5)

Standard deviations of the

M ean rating Mean rating
Highland Dancing 4.2 8
Parade of Tartans 4.0 1.0
L earning Scottish history 3.8 1.2
Highland Games Setting 3.7 1.0
Scottish souvenirs 3.5 1.1
Family gathering 3.5 1.3
I nteracting with your clan 35 13
Family reunion 3.4 13




As Table 3 reveds, Highland dancing was considered to be the most authentic item,
followed by Parade of the Tartans, learning Scottish hitory, Highland Games setting and purchase
of Scottish souvenirs. ANOVA tests were conducted to seeif there were any differencesin the
mean perceived level of authenticity among clan and nonclan members and visitors who had been

to Scotland versus those who had never been to Scotland (See Table 4).

This study aso looks at differences of the level of perceived authenticity across various
groups (Table 4). Vistors who felt nostadgia a the Games gave a much higher rating to overal
authenticity and statistical differences existed between them and the ones who did not fed nostagic
a the Games. There were dso datigticaly sgnificant differences among vistors who felt that the
Games revived their persond memories and the ones who did not fed anything at the Games. The
authenticity rating was higher for the group who fdt the Games revive persond memories of their
heritage. The tests further reved that differencesin the perceived leve of authenticity existed
among vistors who clan and non-clan members. It is aso important to note that the non-clan
members thought that the items offered a the Highland Games were more authentic and femae

vigtors gave a higher authenticity rating.

Differences were a s0 tested between visitors who had been to Scotland versus those who
had never been to Scotland and findly between mae and femde vistors. The ANOVA testsreved
that differences among the above mentioned groups were not Saidicdly sgnificant. However, it is
worth noting that those who had never visited Scotland gave a higher authenticity rating than the

ones who had been to Scotland.
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Table 4. Differencein Perceived Authenticity Scoresfor the Highland Games

Independent variables Perceived authenticity scores | Resultsof two- | N
Mean rating way ANOVA
Nostalgiafor theold Yes No Fvdue=6.17 107
world Mean = 3.8 Mean=2.7 Pvaue=.016
Personne Scottish Yes No F value = 6.60 97
memories’ Mean = 3.9 Mean = 3.3 P value = .002
Been to Scotland Yes No Fvadue=.11 109
Mean = 3.5 Mean =39 Pvalue=.744
Membersof aclan Yes No Fvalue=5.80 110
Mean = 3.3 Mean = 3.7 Pvalue=.020
Gender Yes No Fvaue= .61 111
Mean = 3.6 Mean = 3.8 Pvaue = .439

Table 5 revedsthat vistors belonging to different age groups did not have different

percaived leve of authenticity. However, the lowest age group (< 25 years) gave the highest

authenticity rating. This was followed by the second lowest age group (25-35 years) and

subsequently the highest age group (> 55 years).

Table 5. Perceived level of authenticity between different age groups

(N=70)

Independent variables Percelved leve of authenticity ANOVA Results
Age M ean

<25years 4.0

25-35years 3.9 Fvadue=.30
35-45 years 3.7 Pvaue=.82
45-55 years 3.6

> 55 years 3.8

Sgnificant differencesin the perceived levd of authenticity did not exist across various

income groups (Table 6). However, the authenticity rating offered by different income groups

throws light upon the visitor perceptions. The highest income group (> $100,000) gave highest
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authenticity rating to items offered at the Games. This was followed by the lowest income group (<
$20,000) and the income group with salary between $40,000 and $60,000. Heritage touristsin
higher income brackets are perceived to be more educated and middle aged (Formica & Uysd,
1998; Bacar & Pearce, 1996). The results imply that the positive authenticity perceptions of visitors
at the FMHG are vdid and it is safe to assume that FMHG represents authentic Scottish heritage

through mogt of its events.

Table 6. Perceived level of authenticity between different income groups (N=70)
Independent variables Perceived level of authenticity ANOVA Results
Income M ean

< $20,000 4.0

$20,000 - $40,000 3.4 Fvaue=.91
$40,000 - $60,000 3.9 Pvaue=.48
$60,000 - $80,000 3.6.

$80,000 - $100,000 35

> $100,000 4.1

While men and women do not differ in their percelved levels of authenticity (Table 7),
ANOVA testsindicate different patterns among women and men (Table 7). Femae vistors who
had been to Scotland had different perceived levels of authenticity than the ones who had never
been there. Femae visitors who had visited Scotland felt that the events offered at the Games were
more authentic than the female visitors who had never been to Scotland. Differences were dso
observed between members and non-members of a clan among mae vistors. Mae clan members
gave higher authenticity ratings than the mae nonclan members. Differencesin perceived levels of
authenticity aso existed between mae visitors who thought the Highland Games revived persona

memories of Scottish heritage and those who felt no persond memories. Thus, differencesin level

4 Mean authenticity rating for visitors with no Scottish heritage was 3.5
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of perceived authenticity exist within the Highland Games clientele according to gender and

historical background. From the resultsit is hard to determine if the male or female visitors had the

greater propendty to critique.

Table 7. Differenceacrossvarious groups accor ding to gender

(N=70)

Independent variables Per ceived authenticity scores Results of two-way
Mean rating ANOVA
Gender Mae=36 Female=3.8 F value = 1.09
Pvalue= .13
Scottish memoriesby gender® | Yes=35 No=3.0 Fvdue=212
(Male) Pvdue= .16
Scottish memoriesby gender® | Yes=4.0 No=34 Fvaue=.52
(Female) Pvaue=.60
Visited Scotland by gender Yes=34 No=3.7 Fvalue=.01
(Male) Pvaue=.93
Visited Scotland by gender Yes=3.8 No= 3.7 Fvaue=2.20
(Female) Pvaue= .08
Membersof aclan by gender | Yes=34 No=28 Fvaue=3.61
(Male) Pvdue= .32
Membersof aclan by gender | Yes=3.7 No=3.2 Fvaue=1.04
(Female) Pvdue= .32
Age by gender (Male) 3.6 Fvaue=.52
Pvadue=.68
Age by gender (Female) 3.8 Fvadue=.80
Pvalue= 51

* Few vigtors (both male and femae) did not fed that the events offered at the Games created
nostalgiafor the Scottish past. Due to missing vaues their scores could not be reported.

Using OLS hivariate regresson models, perceived levd of authenticity was anayzed for

sgnificant correation with visitor expenditure behavior (total group expendituresin the region.

Results reved that the percalved leve of authenticity (for al events) had ahighly sgnificant

coefficient inamode of expenditure (Table 8). When the authenticity rating of eventsincreased on

® The authenticity scores of the male visitors who did not have Scottish heritage was 3.1
® The authenticity scores of the female visitors who did not have Scottish heritage was 3.8

48



ascdeof 1to 5, the totd spending of visitors dso increased. The rating of events perceived as most
authentic was dso individually regressed on expenditure (Table 9). The percaeived leve of
authenticity of Highland dancing was not found to be significantly related to expenditure behavior.
But the authenticity rating of parade of the tartans, information on Scottish history, and setting of

the Highland Games had sgnificant postive coefficientsin the modd of expenditure behavior.
Higher the authenticity rating of these events, the more money the visitors spent. The results suggest

that it isimportant for Highland Games to be authentic Snce thisis associated with higher levels of

vigtor spending.

Table 8: Expenditure behavior

I ndependent variable Par ameter F value P value

Authentic 3.45 10.33 .003

Table 9: Expenditure behavior

Independent variables Par ameter F value P value
Dance .65 144 23
Parade 2.26 6.65 .01
History 1.23 4.37 .04
Setting 2.10 5.67 .02
Discussion

Staging involves displacement of cultural production from one place to another. But it does
not necessarily mean superficidity. People migrate dl around the world and they take their culture
with them. They hold festivals to promote nostagia for the past, thereby strengthening ther culturd

ties. MacCannell's (1973) concept of staged authenticity does apply to such scenarios, but not inan
49




inauthentic sense. In other words, what is staged is not superficid sinceit contains eements of the

origind tradition.

Technology has made it possible for people to travel and become touristis who like to gaze at
what they like or at what is offered in the name of heritage (Urry, 1997). This can include gazing a
their own culture and ancestral past through festivals and culturd events. It is not necessary then to
assume that al tourigts like gazing only & other lives. Authenticity and an authentic experience
through domestic tourism or family gatherings when people of the same background get together
has become a popular trend. The perceived level of authenticity of these vistorsis respongible for
the staged authenticity and its digtortion. Thisisin turn controlled partly by media and partly by the
vigtors themselves. Research has shown thet the heritage events get maximum publicity through

word of mouth (Chhabra, 1997; Vance, 1999).

Moreover, authenticity perception in the mind of Scottish Americans may be distorted
because they fed that they are far away from their ancestral land. For example, a Scottish American
gpproached at the Highland Games and asked if he would like to return back in Scotland flatly
refused. Thus, this Scottish American becomes MacCannd|'s tourist who likes looking at other
peoplé€s lives (including his ancestors) for ashort time. For such visitors, nostdgiais away to fed
humble about their present way of life Since they want to believe that beauty lies esewhere and they
want to keep it far so that they can reach it sometimes. At the same time, they do not want to
embrace it because they know that what is beautiful isjust amirage and behind its diplay lies

intense [abor, poverty and suffering.
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Since most of the vigitors are mature individuals, it is assumed that they know whét to
expect a the Games and they are happy with what they gaze a. However, literature review shows
that some of their perceptions are distorted. The FMHG survey resultsin this chapter reved
Highland dancing to be the item offered, thet is percelved as most authentic whereas the history of
Highland dancing shows that it has been progressvely modified. Piping, Fiddling and Border
Coallies are consdered authentic by literature and today's audience as well. Since the Highland
Games do not have a backstage except for participants, they retain their privacy and authenticity. As

so0n as the backstage is opened to visitors for monetary gains, the atmosphere of aura disappears.

It should be noted that some Highland Games are organized on a profit-maximizing beds
while for some (Hora Macdoanld Highland Games in North Carolina), the objective isto bresk
even. These Gatherings may be close to the ethnic tourism described by Berghe (1994). Here the
tourists are looking for redlity not staged redlity. However, Scottish Highland Games are an
excdlent example of MacCanndll's staged authenticity. Nevertheless, it is not correct to generaize
that al tourists want and accept superficidity. Reconstruction does not necessarily mean digtortion.
The commercidization of Highland Games as clamed by Jarvie (1991) has led to the creetion of
new events and shows judtified in the name of progressive art. By retaining the traditiona
ingredients of Scottish culture, abalance can be achieved between authenticity and recongtruction

and invention (in the name of old tradition).

Resultsreved that important differencesin the perceived leve of authenticity exist among
Highland Games vigtors with different historica backgrounds and connections to Scottish heritage,
especidly among women. The socio-economic characterigtics of the visitors did not determine the
perceived level of authenticity at the Games. Visitors who were very serious about the Scottish
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heritage, for example members of a clan or those who had been to Scotland, did not perceive the
Games to be more authentic than their counter parts. This supports the indication in literature that
the Highland Games traditions in the United States brought by Scottish immigrants follow the
earlier verson of Highland Games held in Scotland before the British era. Literature strongly
indicates that the Highland Games held in Scotland before the British era (before the Battle of
Culloden) had the origind traditiona ingredients (Jarvie, 1991). The present day Highland Games
held in Scotland may be more modified (Snce they were revived by the British) than the ones held

in the United States.

Further, the authenticity rating was found postively related to expenditures incurred by the
vigtors. This gives a very important indication to the organizers of Highland Games. Authenticity
generates revenue and its preservation is considered important by the tourist clientele. Events that

received higher authenticity rating should be promoted by the Games.

For the purpose of future promotion and sustainability of Scottish culture, the Highland
Games organizers in the United States need to closdly follow the quality of staged events. Equaly
important is awareness of tourist's perception of authenticity. Information on the historical
background of al events should be fredy given and wherever possible, supported by facts not

fiction.
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Chapter 3: Determining Tourist Expendituresin Heritage Tourism

Fedtivals and specia events attract vistors because of the unique blend of novelty, culture
and education they are likely to experience (Formica& Murrmann, 1998). Despite the growing
importance of short-term events such asfestivas, there has been little research on fedtivd vidtors
and their spending behavior (Backman et d., 1995; Formica & Uysd, 1996; Uysd et d., 1993,

Tighe, 1991).

This study addresses this gap by analyzing the spending behavior of heritage tourigts at a
specidized type of festivd (Scottish Highland Games). The objective is to determine demand for
heritage tourism through the effect of income, age and other socioeconomic characterigtics of
tourists (on expenditures) dong with the unique characterigtics rdated specificaly to the event. The
event consdered is Grandfather Mountain Highland Games. They are held in North Carolinaand

encompass the tradition of Highland Scots.

By rdating expenditures to age and income, this study aso identifies distinct market
segments. Main motivetions are to: 1) identify new groups for marketing; 2) promote existing
groups, 3) evauate festiva visitors and their spending behavior; and 4) provide information on

S0Ci0-economic characteristics of heritage tourists.
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The specific hypotheses addressed in this chapter are:

1) Ageisan important determinant of tourism expenditures at the Highland Games

2) Heritage tourism expenditures had not reached saturation point (in 1997)

3) Socio-economic char acteristics deter mine the amount of Highland Gamestourism

4) Predeter mined exogenous attributesincluding socio-economic characteristics are
better indicators of expenditure behavior than the attributes acquired at the event

itself.

Literature Review

Travel behavior and preferences of various market segments are of greet interest to the
travel and tourism industry (Field, 1999). Under increasingly competitive market conditions, the
need to create and ddliver specific demand-related products has become very important. According
to McQueen and Miller (1985:3), “the ability to determine the proper target audience and itstravel
needsis crucid to a successful and efficient marketing campaign, with strategies properly designed
for more receptive segments” The main objective behind dl these sirategiesis to increase revenue

through market ssgmentetion.

Segmentation isthe divison of amarket into distinct subsets of consumers who require
specific services and marketing actions (Field, 1999). Such segmentation facilitates more cost-

effective marketing through better-targeted design and promotion. It also acts as a guide to project
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products that are designed for a pecific purpose with the aim to satisfy the needs of different

groups (Court and Lupton, 1997; Middleton, 1994). Advertisement is atool most commonly used to
market these products. According to Chacko, “differentiated advertisng campaigns or specificaly
tallored tourism experiences are likely to become increasingly important to a consumer marketplace
that is ever more sophidticated in its travel experience and expectationsto atrave industry

constantly seeking to gain a competitive edge’ (1997:37).

Since technology driven tourism development started in the 1980s, consumers are showing
subgtantid changes in their mativations and travel patterns. Poon (1993) argued that the travel and
tourism market has become increasingly segmented aong demographic, socioeconomic and
psychographic lines, including tourists motivations, hobbies, and opinions. Research suggests that
marketers must gppreciate the influence of nationdity, age, culture, background, gender, and other
classfications on tourist behavior and congtruct their marketing strategies accordingly (Sussmann &

Rashcovsky, 1997; Opperman, 1993).

In atourism market, the fundamenta varidble in any profitability andysisis the tourist
expenditure (Poon, 1993). According to Taylor et d., (1993), tourist expenditures are akey variable
in the economic andysis of cogts and profits associated with the travel and tourism industry. The
estimation of spending behavior of tourists by means of a causd modd that reflects the influence of

different attributes of the individua tourists can be useful to project profits (Poon, 1993).

Even though previous studies have recognized the importance of evauating fedtival vigtors
in terms of their spending behavior, no sngle study has considered the effects of age, income and

other socio-economic characteristics. Formicaand Uysal (1998) explored the existing markets of a
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unique cultura event (Spoleto festiva in Itady) in terms of motivation and demographics. The study
revedled family togetherness, socidization, excitement, relaxation and nostagia as the most critical
factorsin vigting afegtiva. However, the effect of age, income and other socio-economic
characterigtics upon the spending behavior of tourists has not been studied. Kaylen et d. (1998)
estimated tourism expenditures for open-access amateur sports tournaments and determined the
average tourist expenditures before analyzing their economic impact. Nogowa et d. (1996) dso
used direct expenditure figures to conduct an empirical study of a Japanese event. The respondents
were broken down into different categories according to their total travel expenditures. The
expenditure behavior was not considered. Tourism expenditures at short-term events have been

most often been analyzed for economic impact.

Studies outside the range of short-term events were o identified. Davies and Mangan
(1992), while looking at expenditure behavior of heritage tourists in arurd area, sudied the effect
of income on total expenditure. They discovered that expenditure was highly eladtic a low-income
levels and became low but till dagtic a high-income levels. They asserted that increase in red
income might continue to bring rgpid growth to the heritage tourism market. Blaine et d. (1984)
determined demand for rura tourism through the effect of length of stay, income and leve of
commitment to the region (Fredericksburg, Virginia). Length of stay, income and commitment to
Fredericksburg were al found to have a postive effect on total expenditure. Leones et a. (1998)
conducted a study to track tourist expenditures of nature tourists in Southeastern Arizona. They
examined a couple of Stes and found that as travel costsincrease length of stay increases. Distance

aso had a positive effect on expenditure. The farther the visitors were from their home, the more

they spent.
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Study Area

Onsite surveys conducted at the Grandfather Mountain Highland Games (GMHG) are
anadyzed to eva uate tourism demand and expenditures. According to Donadson, GMHG "has won
more nationd and internationa attention than any other Highland Games’ (1986:232). Since
GMHG are one of the biggest Highland Games in the world (Donaldson, 1986; Ray, 1998), they are
agood case sudy of tourism expenditures a Scottish Highland Games and more generaly, at

heritage festivals and short-term events.

GMHG drew 15,000 visitorsin 1996 (GMHG office, 1996). In 1997, they drew as many as
20,000 vidgitors and in 1998 approximately 30,000 vistors attended the event (GMHG office, 1997).
In 1999, the tota number of visitors was around 40,000 (GMHG office, 1999). The trend shows
increasing popularity of the Games. They are the Sites of annua meetings for many nationd dan

0cieties.

Because of the magnitude of the festiva, the impact of this heritage tourism event needs to
be determined on the surrounding counties. For this purpose, GMHG included the counties of
Burke, Avery, Watauga, McDowdl, Mitchdll, Yancey, Catawba, Ashe, Wilkes and Cadwell (See
Map, Appendix A). The selection of these counties is dso supported by interviews with volunteers
a the Highland Games ste in 1999 (dl are from these counties) and the accommodetion list
provided by the GMHG office for visitors. The GMHG survey conducted in 1997 provided a map

defining this region (Appendix H: Survey 4). Respondents were asked an open-ended question
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about their accommodeation type and its location. The results show thet dl vistors were saying in

the GMHG region asindicated above.

Sample

The survey was digtributed to arandom sample of visitors (one adult per party) at GMHG in
1997. Vidtors were requested to complete the survey and return it to the GMHG gift shop located
near the main entrance. The sampleis divided into three main groups, based on when and where the
survey was returned: Saturday responses (565); Sunday responses (600); and the mailed back
responses (111). Besides these groups, 25 surveys were returned to the GMHG office and 41 were
collected from campers & the Highland Games site. A gift was offered as an incentive for returning

the surveys. The response rate was 28% (N=1437).

To test the hypotheses, univariate summary statistics and ordinary least squares regression
(OLS) are used. Asaprdiminary step to multivariate OLS, bivariate regresson models are
edimated to identify income and age level groups that generate maximum revenue. Findly,
multivariate regresson models are used to determine the effect of different socio-economic

characterigtics upon tota visitor expenditure.
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Survey Data

The survey gathered information on visitor expendituresin severa categories. Respondents
were asked to estimate the total expenditures for their group during the trip. Thistrip involved the

vigt to the GMHG and the GMHG region. Expenditure varigbles are defined as follows:

Site = Expenditure incurred a the GMHG ste on the following items:
Admission/regigtration + food/drinks + Scottish shops + Cameralfilms + camping a the Site

+ ats & crafts + other items/souvenirs + Scottish clothing

Accom = Expenditure incurred on following accommodations in the GMHG region:

Hotel/motel + camping outside the GMHG site + rental cottages/condominiums

Food = Expenditure incurred a restaurants and on groceries in the GMHG region

Transport = Expenditure incurred on vehicle rentd, vehicle repair and gas & ail in the

GMHG region.

Hiking = Expendituresincurred for hiking in the GMHG region

All expenditures are for the group traveling with the respondent. The varigble“Totd” is
defined as the sum of above expenditures. In addition, the survey obtained information on length of

the trip and size of the group. Two additiona variables are used and are defined as follows:
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Stay = number of nights spent in the GMHG region

Group = totd number of people per party as reported in the questionnaire

In addition to their age, income and education, respondents were asked whether they were
members of a clan, atending the GMHG for the first time and had plans to come back next year.
The later variables are binomia and offer achoice of "yes' or "no" (See Appendix D, Table 5). For
promoational reasons, it isimportant to determine how much time is taken by the visitorsto plan
their trip. Respondents were asked about advance planning for the trip. A choice of four time
periods was given: over Sx months, less than sx months, less than one month and less than one
week. Finaly, an enjoy variable was created by caculating mean enjoyment of events at the Games

rated on a Likert scale (See Appendix H, Survey 4)

Survey Analysis

Expenditure, income, distance traveled, length of stay and the group size are logged to
overcome the problem of heteroskedasticity (See Appendix D: Tables 1, 2 & 3). Heteroskedasticity
occurs when the digtribution of survey sample is not normd. Larger the independent variable, larger
the variance of associated digtribution. Thiskind of heteroskedadticity affects properties of the OLS
estimator. High values of skewness (skewed to the right or left) and kurtosis (peaked distribution)
are the main indicators of heteroskedadticity in generd. It isaso important to ded with outliers
(unusud cases), and their influence can be reduced by using logarithmic forms,
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For severd of the varidbles, there is a problem with item non-response. Thisis achalenge
faced by al researchers who undertake tourism studies. Most previous studies smply omitted
observations with any missing values. (Kaylen et a., 1998; Gartner & Holecek, 1983; Madambi &

Baum, 1997; Nogowa et d, 1996; Kim et a., 1995).

In addition to dropping cases, there are three other methods that ded with missing datax
mean subsgtitution; imputation without random error componerts; and imputation with random error
components. Dropping cases with missing data reduces effective sample sSze and ignores the
present information in cases that are dropped (Tomaskovic-Devey, 1996). In asample where dll
items have some missing data and many variables are used in substantive anadlyses alarge
proportion of cases may be dropped, distorting the sample in unexamined ways. The second method
is mean subdtitution. It isacommon practice, but can dramaticaly reduce both variance and
covariance. In addition, "when missing data are nonrandom, mean substitution reproduces the
biased point estimate associated with non-response and can lead to mideading multivariate
inferences’ (Tomaskovic-Devey, 1996: 2). Researchers are more likely to choose this approach

when the increase in sample Size outweighs the decrease in modd qudlity.

Imputation is generdly preferable to dropping cases or mean subdtitution when sufficient
information about cases exists to make an educated guess about what the gpproximeate vaue would
have been if the item were answered (Katon, 1983). There are three gpproaches to imputation:
mean values within imputation classes, hot deck imputation and regresson based imputetion. In the
first gpproach, the imputation classes are salected because they are meaningfully associated with
vaues of the variable that is missing (Tomaskovic- Devey, 2000). According to Tomaskovic-Devey
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(2000:2), "this method reduces variance relative to the population, but preserves covariance

between the grouping categories and the imputed vaue.”

Hot-deck imputation also requires the congtruction of imputation classes. Rather than the
mean, arandom case is drawn from the imputation class to replace missing value. Relative to the
previous method this approach increases variance for the imputed items but reduces covariance
among dl items unless al missing datafor a particular case are donated from a sngle maiched case
(Tomaskovic-Devey, 1996). This gpproach is rarely used because it requires the same set of

imputation classes for dl items that require imputation.

Regression based imputation uses a regresson mode with dl items present to develop
predictions of what the missing value for specific cases would have been. This method increases
both variance and covariance as compared to the previous two methods and uses the maximum
amount of available information. It is a preferred gpproach and reasonable estimation model can be
congtructed even when the missing data are random (Anderson et. d., 1983). "Generdly researchers
use elther an OL S regresson esimate or an iterative maximum likelihood solution to estimate
gppropriate values for itemswith missing data’ (Tomaskovic-Devey, 1996:3). Both regression
approaches use data that is present in the survey to create a prediction equation for the variable with
missing data. The prediction equation should include a set of variablesin the data set that have a
strong reation with the variable being imputed. The set variables should have no or few missing
vaue themsaves. This approach models both known and unknown sources of non-response as well
as substantively important sources of variation in the variable for which we wish to impute missing
vaues. The efficiency of the regresson solution for imputing missing deta rises with the coefficient
of variation in the prediction equation. However, according to Tomaskovic-Devey (1996: 4) "the
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drawbacks of the regression-based approach include that it is only as accurate as the regression

model. It can lead to imputed vaues outside of the observed range, and it can be alot of work."

However, dl of the mentioned imputation methods leave the sample with congtricted
variance relative to the populaion. This may artificidly inflate covariance. The preferred solutionis
to add arandom error component to the computation of the missng vaues of items (Katon, 1983;
Cohen and Cohen, 1983). This approach hel ps smooth out distribution of the imputed values. In the
case of regression-based imputation, this can be achieved by adding arandom error vaue with a
mean of zero and standard deviation equa to standard error of the regression equation to the
imputed value for missing cases. Tomaskovic-Devey (1996) argues that the resulting distribution

becomes reasonably close to the population distribution.

In this study, distance traveled and annua household income are found to have the
maximum number of missing vaues. Approximately 11% (158 observations) of the totd sample did
not report the value for distance traveled, while 37% (531 observations) did not report annud
household income. The missing data for distance traveled is subgtituted by its mean vaue (313
miles).” Regression based imputation is used to substitute the missing val ues for annua household
income. The primary reason is the higher non-response rate. Furthermore, whileit is not easy to
predict the determinants of distance traveled, age, education and occupation are sound predictors of
household income (Formica & Uysdl, 1998; Bacar & Pearce, 1996). Hence, the missing data for

annua household income are subgtituted through regression-based imputation.

" The mean substitution for mi ssing values for distance values does not bias the results. Model including this mean
substitution is compared with amodel that deletes all the missing values of distancetraveled (See Table 6 and
Appendix B, Table 6). The coefficient of distance traveled is found to be robust across both the models.
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A multivariate regresson modd is congtructed to predict income for missng datawith the

following estimation results

Income=a+ b1 *Age + b2 *Education + bs* Professond + e

Income=14.86 + .40* Age+ 1.79* Education + 11.77 * Professiond + e

Where

a = intercept and b1 and b2 = parameters and e = error term.

Education is the number of yearsin education ranging from 1 to 16.

Occupation is used as adummy variable with professona=1 else=0

R squared is .27 and sample Size is 716. Approximately 27% of the variation in household

incomeis explained by age, education and occupation.

There were missing data for other questionsin the survey. These observations are deleted,
resulting in loss of about 8% of observations. After subgtituting the missing data for income and
distance traveled, the total number of observations analyzed was 980 (an increase by 280

observations)®. The response rate became 20%.

8 Thetotal sample size after deleting the missing observation for income and distance traveled was 700.
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Deter mining Tourism Demand of Different Age Groups

Ageis often congdered a sgnificant determinant of expenditure behavior (Sussmann &
Rashcovsky, 1997; Opperman, 1993). The expected relationship between age and expendituresis
positive, which means that older people are more likely to spend money in tourism (Opperman,
1993). This section evauates the hypothesis that age is an important determinant of expenditures at

the GMHG.

Analysis

To determine the effect of age, severd characteridtics of the vist including length of Say;

size of group; and total expenditures incurred are regressed on age. Specificdly, the following

equations are estimated:
Expenditure effect
Site=a+b(Age) +e 1
Accom=a+b (Age) +e 2
Tota =a+b(Age) +e 3

Effect of age on length of stay and sze of group:
Stay =a+b(Age) +e 4

Group=a+b(Age) +e 5

Where
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Steisthelogged totd expenditureincurred a the GMHG site

Accom isthe logged expenditure incurred on accommodation during the GMHG
Totd isthetotal logged expenditure incurred in the GMHG region during the event
Stay isthelogged number of nights spent in the GMHG region

Group isthe logged size of the group

Ageisthe age of the respondents

a, b are parameters to be estimated and e is the error term

Resultsand Interpretations

Edtimation results are presented in Table 1. Ageis not found to have asignificant effect
upon the length of stay in the GMHG region. However, it is found to have a sgnificant and positive
effect upon the total logged expenditure incurred during the event. It is dso found to be a significant
determinant of length of stay and size of group. A quadratic term agesquared (age* age) is used to
test the curvilinear effect. Since agesguared did not have a sgnificant effect upon any of the

response variables, the smple log-linear models are used.

Interpreting the results from Table 2, a one-year increase in the age of the respondent results
inal1% increasein total expenditure. A one-year increase in age increases the length of stay by 2%.
Older people are more likely to spend money on accommodation, but they travel in smaler groups.
The results dso reved tha a one-year increase in age led to a 6% decrease in the number people per
party. Older people are more likely to spend money on accommodetions, but they travel in smdler

groups. Thus, the results show that age has positive impact on expenditures per capita. Based on the
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R-sguared measures, age explains the mogt variation in total expenditures and in expenditures

incurred on accommodation.

Tablel: Effect of age:

Responsevariable a b t-stats | Fvalue | R sguared
for a

Site 4.57 .001 .33 11 .02

Accom 1.99 .02* 3.91 15.31 15

Total 4.95 .014* | 3.38 11.41 12

Accom 1.06 .0003 | .002 .05 .01

Group 1.39 -.06* |3.12 1.80 .07

* Sgnificant at p £ .05 leve

In order to evaluate whether expenditures increase steadily with age or whether specific age
groups spend more than others, respondents were divided into five age categories. The groups are:
Agel: <25 years, Age2: 25-35 years, Age3: 35-45 years, Age 4. 45-55 years, and findly Ageb: >55
years. Using the oldest group (Ageb) as the omitted category, these dummy variables are included
in the regressions on group size and expenditures (Table 2). When determining the effect of
different age groups, it isinteresting to study groups that have a significant effect upon tota
expenditure incurred; size of the group; and expenditure incurred on accommodation. None of the
age groups are found to have asgnificant effect individualy upon size of the group. However,
sgnificant age groups are identified for total expenditure incurred in the GMHG region and
specificaly for expenditures on accommodetions during the event. A multivariate modd is used

with each age group as adummy varigble.
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The mode specified isasfollows

Group = a+ b1 Agel (age group <25 years) + b2 Age2 (age group between 25 and 35 years)
+ b3 Age3 (age group between 35 and 45 years) + bs Aged (age group between 45 and 55

years) + e

Tota expenditure = a+ b1 Agel (age group <25 years) + b2 Age2 (age group between 25

and 35 years) + bz Age3 (age group between 35 and 45 years) + ba Age4 (age group between

45 and 55 years) + e

Where a = intercept

b1, b2, bs, bs are the parameters & eisthe error term

Table 2: Effect of different age groups

Groups | Effect upon total expenditure Effect upon accommodation expenditure
Parameter t statistic R squared =.15 | Parameter t statistic R sguared =.10

<25 -.41* -3.98 -.91* -2.95

25-35 | -.268 -2.90 -.60* -2.10

3545 | -.07 -.68 -.49* -2.02

45-55 .02 14 .06* 24

* Sonificant a p £ .05 leve

The results show that compared to the oldest age group, each younger age group spends less
on total expenditure and accommodation expenditure. The youngest age group (Agel) spends 41%
less than the oldest age group (Ageb). The Age2 group aso tends to spend 27% less than the Ageb

group. Thereis no difference in the spending behavior between Age3, Age 4 groups and Ageb

group.
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Thus, older age groups (Age4: above 45 years) tend to spend more money than the younger
age groups. In other words, the youngest group (<25 years of age) and the age group between 25
and 35 years of age spend significantly less than the oldest group in the model of total expenditures.
It isthis difference between the youngest and oldest visitors that drives the pogitive effect of age on
expenditures. Similar pattern is observed while determining the effect of different age groups upon
expenditure incurred on accommodation. The age groups above 45 years tended to spend more

money on accommodation than the younger age groups.

Effect of Income on Total Expenditure

Household income is aso expected to influence total expenditure. In this section,
expenditures are related to income to eva uate the determinants of demand that could be used to
segment the market. Another purpose isto evaluate the hypothesis that tourist expenditures are a
long way from saturation point. Saturation point is defined as the point in tourist pending when the
household income of the visitor does not determine the level of expenditure incurred (Davies &
Mangan, 1992). Significance of saturation point liesin the underlying assumption that the more
money you have, the more you spent. If spending is not determined by income, then targeting
higher income groups by the tourism industry is not feasible. Here, tourism will be considered a
necessity and not the luxury of afew wedthy people. Thus, saturation point plays akey rolein

demand forecasts.
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Analysis

This section follows the mode specified by Davies and Mangan (1992). The modd Davies
and Mangan (1992) used is based on Engel’ s (1857) curve, with expenditure as afunction of
income. In this case, total expenditures are related to annua household income. Thus,

Tota = f (Income)

Where

Totd isthe expenditure incurred by visitors (asum total of accommodation, GMHG site,
trangportation, food and hiking)
Incomeis the annua household income

And f means function

Following Davies and Mangan (1992), given that the data are from a particular point of
time, it can be assumed that other factors affecting demand are congtant (i.e., the price). To quantify
this relationship, regresson analysisis used. In the GMHG survey, there are a number of
respondents in each income category and this gives rise to heteroskedadticity. Asthe pre-regresson
results (See Appendix D: Table 1 for values of skewness and kurtosis) portray heteroskedadticity,
the double logarithmic form for income is considered (M cClendon, 1994). This ‘double log’
specification has along higtory in the tourism demand literature (Fuji and Mak, 1980; Loeb, 1982;
Blaine, Mohammed and Var, 1993). It has two distinct advantages over other functional forms.
Firdt, it adlows the estimated coefficients to be interpreted directly as demand eadticities

(percentage changes in the variables) (Blaine et d, 1993). Second, it reduces the resdual variance in
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each equation, thereby increasing R-squared and thus the explanatory power of the system. The

linear form is aso estimated to compare the goodness of the fit. Therefore the equations are:

Log (Totd) =a+ b (Log Income) + e 1

Tota = b1 + b2 (Income) + e 2

Resultsand I nter pretations

The results show agood fit for both formulations. In both the double-log and linear
Specifications, income has gatisticaly sgnificant coefficients. In the double log, 25% of the

variation in logged tota expenditure is explained by logged household income.

Table 3: Effect of income

Equation a b Overall model significance
1. Linear 375.05 1.90** FVaue=39.18
t=3.77 R squared = .18
2. Doublelog form | 4.23 34** FVdue=14.23
t=6.26 R squared = .25

** Sonificant at p £ .01 leve

The estimation results given in Table 3 suggest that expenditure isincome indadtic (E=. 34).
Thus, they do not support the findings of Davies & Mangan (1992). Their results show dadticity of
income with regard to expenditure. In this study, income is found to have a positive effect even
though a 1% increase in the household income does not lead to a 1 % (instead a 34%) increasein

GMHG expenditures.
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The effect of different income groups aso needs to be studied to identify groups that incur
maximum expenditure. While the results thus far suggest that expenditures increase with income,
we can confirm whether thisistrue across dl income classes by dividing the sample into different
income classes that are used as dummy variables. Omitted group is the highest income group (>
$100,000), while the modd includes dummies for Incomel (below $25,000); Income2 (between
$25,000 and $50,0000); Income3 (between $50,000 and $ 100,000); and finally Income4 (above

$100,000). Tota expenditure islogged and the specified modd isasfollows:

Log (Total) = a+ b1 Incomel + b2 Income2 + bz Income3 + e

Where g, b1, b2 and bz are the parameters and e is the error term

Table 4 shows that the lowest income group (< $25,000) spent 66% less than the highest
income group (> $100,000). Further, there is no difference between income groups 2 and 3 and the
highest income group. Omitting the lowest income group, expenditures are incurred & the event

irrespective of the income categories.

Table 4: Effect of different income groups

Different income groups b t - stats

Lessthan $ 25,000 -.66** -4.36

Above $25,000 and below -.15 -1.44

$50,000

Above $50,000 and below -.006 -.07

$100,000

** Sgnificant at p £ .01 leve Fvalue=7.01; R sguared =.13

The study confirms the generd understanding in tourism studies that tourist expenditures

were along way from saturation point in 1997 (Davies & Mangan, 1992; Burgan & Mules, 1992).
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However, this study does not decide on the saturation point of tourist expenditure through eadticity.
The sgnificant effect (even though less than 1%) of annua household income upon tourist
expenditures is an important factor to decide whether tourist expenditures had reached saturation
point in 1997. Increase in the annua household income led to an increase in tourist spending. This
indicates that specific income groups can be targeted for event promotion to maximize revenue.
Based upon these results, the null hypothesisis rgected. This study does not confirm the generd
understanding in tourism studies that expenditure isincome dagtic. Segmenting the household
income into severa groups brings forth interesting information that can be useful for marketing the

appropriate target groups.

Determining Travel Patterns

Socio-economic characterigtics that determine the travel patterns and behaviors of a heritage
tourist can help undergtand exigting groups for future promotion and forecasting. This study follows
the demand modd proposed by Blaine et a. (1993) for rurd heritage tourism that takes place
because of an annud event. Following Blaine et d. (1993), the study is designed to determine the
travel demand for arurd travel destination (GMHG region) and to determine the effects of selected

socioeconomic variables upon travel patterns and expenditure.

Analysis

Following Blaine et d. (1993), equations endogenizing two key variables (length of stay and
expenditures made during the event) for rurd tourism demand is specified:
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Stay = a+ b1 (Digtrav) + b2 (Income) + bz (Commit)+ bs (Occup) + e

Tota = a+ bs (Stay) + be (Income) + b7 (Commit) + be (Occup) + e

Where

Stay = log of duration of stay (in days) for visitsto the GMHG

Total =log of totd expenditure incurred in the region

Didtrav = log of distance traveled

Income = log of household income

Commit = level of commitment to the Highland Games as a heritage tourism attraction with
plans to come back next year (a dummy variable with plan (yes) =1 and no =0).

Occup = (dummy variable with prof. (professond) =1 and others =0)

aand b are parameters to be estimated and e isthe error term

Resultsand Inter pretations

All continuous variables are estimated in logarithmic forms. The results of this model reved
interesting patterns (Table 5). Increasing distance is pogitively associated with the length of stay
(number of nights spent in the region (b1>0)). According to Blaine et d. (1993), thismodt likely
illustrates the desire of the visitors to economize on travel time. This result is also in accordance
with Silberman (1985), but contrasts the findings of Uysd et d. (1988). It is aso reveded that
vigtors with higher income spent more time in the region (b2 >0) and aso increase their spending in
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theregion (b6 > 0). Thisfinding does not support the assertions of Linder (1970), Blaine and
Mohammed (1991) and Blaine et d. (1993) that leisure time and recrestion goods and services are
subgtitutes rather than complements. A longer Say is associated with greater spending. The findings
aso show that the level of commitment to Highland Games with plans to return does not have
sgnificant effects upon length of stay and totad expenditure. Contrary to expectations, occupation

(Professiond versus others) did not determine the length of stay and total expenditure.

Table 5. Regression resultsfrom rural heritage tourism demand equations

Variable a | Dist Stay Income | Commit | Occup
Stay 6.25 | .85** 22%* -.26 -.04 F value =35.83
t=10.20 t=375|t=161 |t=.98 | Rsguared=.15
Tota 4.68 19x* 23** -.14 .006 F value = 69.63
t=1438|t=439 |t=102 |t=.68 | Rsquared=.24

** Sgnificant at p £ .01 leve

Fndly, amargind propendty to spend money with respect to length of stay is caculated to
be pogtive (b1 >0.19) with the mogt highly satisticaly sgnificant finding with at-ratio of 14.38. A
longer stay implies higher cogts. A 1% increase in the length of stay leadsto a.19% increasein
spending. Thistrandates to $104 per party per extraday. The amount is substantialy smdler than
the overdl average per day spending of $547.Thisindicates that estimating economic impact by
atracting vistorsto stay longer may inflate the effects of extended stays if average propendties are

used in place of margind propensities (Blaine et d., 1993).

The regresson modds explain 15% of variation in length of stay and 25% of variation in
expenditures. The degree of explanatory power is similar to that reported by Blaine et a. (1993) and
Davies & Mangan (1992). Hence, annual household income and distance traveled play akey rolein
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determining the length of stay in GMHG region. Increase in the length of stay and household
income have a pogitive effect on total expenditure incurred in the region. Tourists with higher
income stay longer and spend more in the GMHG region. Blaine et d. (1993) do not support this
finding. They report that households with higher incomes spend less time on atourism Site, but
intengfy thelr trips by spending morein the region. Thus, Blaine et d. (1993) assart thet leisure
time and recrestion services and goods are subgtitutes. Linder (1970) also supportstheir view.
However, in this case, leisure time and recreation services and goods serve as complements rather

than subgtitutes. Increase in the length of stay leads to more leisure time and more spending.

Socio-economic characteristics of the visitors are important determinants of expenditure
behavior. They provide information that can be used to target the groups to promote the economy of
arural region. Older age groups (above 55 years) have a tendency to spend more and they stay for a
longer time. Higher income groups spend more. Lower income groups can be targeted by offering
discounted packages, for example, offering lower admission fees. By providing useful indghtsinto
the travel and expenditure patterns of visitorsto rurd region for a short-term event, this study can

be helpful to the plamers.

Spending Patterns of Heritage Tourists

As mentioned earlier, age, income and education are identified by literature (Formica&
Uysd, 1998; Bacar & Pearce, 1996; Zeppa & Hall, 1984) as socio-economic characteristics that

can predict demand patterns in heritage tourism. This section develops a comprehensive model
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using the significant explanatory variables identified earlier, for total expenditure. In addition, new
variables unique to the event are added. The variables are divided into two categories. exogenous
and endogenous atributes. However, variable determining the length of tay isexcluded sinceit is
difficult to determineiif it is exogenous or endogenous to the modd. Almost 50% of the visitors
decided within one month to attend the event. Among them, 12% were day-trippers and 25% stayed
for one night only. Hence, it is difficult to decide if the length of stay was decided prior to the visit
(exogenous dttribute) or during the visit (endogenous éttribute). On the other hand, the endogenous
or the exogenous category of other variables can be determined with certainty. The hypothesis
evauated is. pre-determined exogenous attributes are better indicators of expenditure behavior than

the endogenous attributes acquired at the event.

Exogenous Attributes

Exogenous attributes are identified as the socio-economic characteristics (age, income,
education and occupation) of visitors dong with their ancestral background, membership in aclan,
distance traveled to the Games, whether they are first time attendees and their planning horizon.
Having Scottish heritage and being members of aclan are attributes acquired prior to the Games.
These attributes serve an important purpose in determining whether visitors with Scottish heritage
tend to spend more. This can dso throw light upon the question of whether vigitors serious about
their heritage tend to spend more. On the other hand, if the visitor is a non-clan member, then it is
safe to assert that Highland Games is a heritage tourism event that is popular with Scots and non-

Scots dike.

Digtance traveled is an important determinant of expenditure behavior (Blaine et d., 1993,

Kergetter et d., 2001). People traveling from further away might be expected to spend more,
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particularly on lodging: the greater the distance traveled, the more the possibility of spending

money on lodging and other recreation goods (Blaine et d., 1993). It isdso important to know if
the vigitor isafirst time attendee or arepesat vistor. These categories might have different
expenditure behaviors and require different promotiond srategies. The time taken to plan the visit
to GMHG is another indicator of serious planning on the part of the respondents. Advance planning
isthe variable used for this purpose. The visitors were given four choices: less than one week; less
than one month; less than x months, over sx months. The difference between the spending

behavior of visitors who planned their visit more than six months in advance and the rest is studied.

Endogenous Attributes

Attributes unique to the event and its Site are called endogenous attributes. Enjoyment,
learning Scottish history a the Games and plans to come back are identified as endogenous
attributes for this study. Experience at the event is considered to be an important determinant of
tourist expenditures. Literature on motivations to atend local festivals has consstently reported
"Family Togetherness', "Socidization”, "Excitement”, "Relaxation”, "Escape’ and "Nogdgid' as
common reasons for visiting afestival (Backman et a., 1995; Mohr et d., 1993; Ralston &
Crompton, 1988; Uysd et d., 1993). This study does not take individual motivations into account,
but rather measures visitor enjoyment of alist of events. These events take place every year at
GMHG. In the survey, visitors were asked to rate their level of enjoyment for the events on afive
point Likert scale. The events taken into account are: "Friday night live Cdtic jam”, "Friday piping
concert”, "Friday Scottish country dance gald', "Ligtening to Scottish fiddling”, "Watching the
Opening Ceremony Pipe Bands', "Socidizing with Fellow Clan Members', and "Eventsin the

Gadlic Tent". One variable "enjoy” is created which gives mean enjoyment of the visitor.
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Further, learning history at the Games is an activity acquired once at the Site. Learning
higtory at the Games denotes interest in Scottish heritage. It also suggests that the Games are
contributing to the promotion of Scottish heritage. People learn about their heritage and they are
motivated to spend more. Plans to return are decided during or after the experience. This affectsthe
success of Games both financidly and as an important culturd gethering. Differencesin the
spending behavior of vistors who plan to return and those who have no future plans can dso guide
Games organizers towards more strategic marketing plans. Different marketing techniques might be

needed to attract repest vigtors. In such case, qudity of Games has to be consstently maintained.

Analysis

Elevenvariables are sudied. Six variables namely total expenditure, age, income, education,
distance traveled (one way), and enjoyment are continuous and the others are categoricd. The
enjoyment variable represents the mean rank of GMHG events. Tota expenditure, as mentioned
earlier, accounts for the entire spending during the trip. Tota expenditure, distance traveled, and
income are logged. Age squared (Age* Age) is used to check if age has a curvi-linear effect on
expenditure, for example, up to a certain age, the expenditures might increase and then start
decreasing. Chi Square tests are used to check for multicollinearity. Independent variables are said

to be multicollinear if they are related to one another.

Two Multivariate OL S regresson modds are run. Thefirst model comprises of the
exogenous aitributes that the respondents bring with them. The second modd adds the endogenous

attributes acquired & GMHG. These are overdl enjoyment, planning to come again, learning
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Scottish history at GMHG. An incremental F test is conducted to seeif the characteristics of the
vigtor experience a the festiva sgnificantly increase the explanatory power of the model.

Edtimated parameters in the more significant model is discussed.

Resultsand Interpretations

Approximately 89 % (See Appendix D, Tables4 & 5) of the respondents had Scottish
origin, 44% were atending GMHG for the first time, 66% of the respondents learned about their
heritage at GMHG, 35% of the respondents had visited Scotland, 77 % of the respondents had plans
to come back and 69% of the respondents were members of a clan. Forty percent of the respondents
made their plans six months in advance. Eleven percent planned their trip less than one week in
advance; 35% planned their trip to GMHG less than six months in advance; and 15% planned their
trip within one month of the Games. Besides, 86% of the vistors were engaged in professond

occupations.

The chi-square tests found significant correlation between two pairs of variables. “members
of aclan” and “learnt history at the games’; “attending for thefirst time” and “ advance planning to
the event”. Thefirst pair of explanatory variablesisreated (Chi sg=22.92 and p £ .0001). The
second pair is aso found to be related (Chi Square = 28.19 and p £ .0001). Significant corrdation is
between the variables: “having Scottish ancestors’” and “being members of aclan” (Chi Square =
187.09 and p £ .0001). The variables“members of aclan” and “attending for the first time” are

dropped to reduce the problem of multicollinearity®. Two models used are as follows:
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Log Tota=a+ b1 (Income) + b2 (Distrav) + b3 (Age)+ b4 (Agesquared) + bs ( Educ) +

be (Prof) + b7 (Ancestor) + b8 (Oversxm) + e Model 1

Log Totd = a+ b1 (Income) + b2 (Logged Didtrav) + b3 (Age)+ b4 (Agesquared) +
bs (Educ) + be (Prof) + b7 (Ancestor) + bs (Overaxm) + be (Yedearnt) + bio (Enjoy) +

bi1 (Fan) + e Model 2

Where

Tota = Totd logged expenditure incurred during the trip to Highland Games

Income = Logged annua household income

Digtrav = Logged distance traveled

Age = Age of the respondent & Agesquared = AGE * AGE

Educ = Education of the respondent

Prof = Occupation of the visitor (dummy varigble with professond (prof.) =1 and others
=0)

Ancestor = Having Scottish ancestors (dummy variable with ancestor (yes) =1 and no=0)
Oversxm = Advance planning (dummy variable with Ssx monthsin advance
=landdse=0)

Yedearnt = Learnt higtory at the Games (dummy variable with yedearnt (yes) =1 and no =
0)

Enjoy = Levd of enjoyment fdt at the Highland Games (Likert scde used from 1-5 garting

from less enjoyable to very enjoyable).

® Members of aclan and attending for the first time were also tested to see if they had any significant effect on the total
expenditure. The results were not found to be significant.
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Pan = Plans to come back next year (dummy variable with yes=1 and

no = 0).

Table 6: Multivariate Regression M odels (N=902)

Dependent Variable: Total expenditure  Model 1 Model 2
Dependent variable Parameters | t stats Parameters | t stats
L ogged income .286** 4.48 275%* 4.39
Logged distancetraveled | .137** 441 111* 3.58
Age .020* 1.78 .019* 1.71
Agesquar ed -.0001 -1.54 -.0001 -1.43
Education .003 31 .003 .26
Professional -.084 -1.09 -.102 -1.34
Ancestor .166 1.67 -.076 73
Oversixm B647** 8.76 622** 8.55
Yedearnt 044 .59
Enjoy .190** 5.81
Plan -.112 -1.34
I nter cept 2.93 3.02

R squared 142 174

Adj. R squared 134 164

F test (p<.0001) 18.84 17.38

** Sgnificant at p £ .01 level

* Sgnificant a p £ .05 level

Theincrementa F test is Sgnificant at the value of 168 (the F critical is3.81 at the .05
leve). Thisimpliesthat the two models are different and modd 2 is better than Modd 1. However,
the overdl F datidtic is higher in Modd 1. In terms of the stlandard error of etimate, Modd 2 (1.07)
is again better than Modd 1 (1.09). For Modd 1, 14% (.142) of the variation in total expenditure
incurred by the respondents at GMHG is explained by the independent variables (Table 6). The
Adjusted R- squared (.134) is the pendlty for adding additiond variables. Modd 2, explains 17%

(.174) of the variation in the tota vistor expenditure GMHG. The Adjusted R-squared value is 16%
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(.164) for Modd 2. Model 2 is accepted as a better model than Model 1 for predicting expenditure

behavior.*°

The egtimation results for modd 2, including only sgnificant variables are summarized below:

Logged total expenditure = 3.02 + .275 (logged income) + .111 (logged distance traveled) + .019

(age) + .622 (over six months) +.190 (enjoy) + e

Only the sgnificant variables are listed. All the variables combined together have a
sgnificant effect upon tota expenditure. Approximately 17 % of the variation in the total

expenditure incurred is explained by the explanatory varigbles.

Looking at the individua effects of independent variables, note that logged household
income is Sgnificant with at vaue of 4.39. Thisimpliesthat for every one percent increasein
household income, tota expenditure increases by 29% while keeping the logged distance traveled,
age, educetion, professonal, having Scottish ancestors, planning the trip over sx monthsin
advance, learning history &t GMHG, overdl enjoyment &t GMHG and planning to come back to
GMHG congtant. The logged distance traveled to GMHG is significant at thet value of 3.58. This
means that for every 1% increase in distance traveled, the total expenditure incurred at GMHG
increases by 11% while controlling other varigbles. Age has a positive effect on tota expenditure
with thet vaue of 1.71. A one-year increase in the age of respondents leads to a 2% increasein

total expenditure while controlling other varigblesin the modd. Enjoyment aso has apostive

19 Endogeneity is an important issue that needs to be addressed. It implies that there is a correl ation between
independent variable and the error term. The dependent variable might be affecting an independent variable in the
model. The variable to be impacted by total expenditure was enjoy. Despite this potential endogeneity problem, the
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effect upon the logged tota expenditure with at vaue of 5.81. For every one point (mean) increase
in enjoyment felt on afive point Likert scale while attending the events a8 GMHG, total expenditure

increases by 19 % keeping other variables congtant.

Panning the GMHG trip over 9x months in advance has asgnificant effect on logged totd
expenditure with at value of 8.55. This response variable isadummy varigble. It implies that the
respondents who planned their GMHG trip sx months in advance spent 62% more during their trip
than those who made plans less than one week in advance, less than one month in advance and less
than Sx monthsin advance.

Other dummy variables used are “Prof.”, “Plan” and “ Ancestor”. These are not found to
have a gatigtically sgnificant effect upon the logged tota expenditure. There was no differencein
the expenditure behavior among visitors who have Scottish ancestors and those who do not have
them. Information on Scottish heritage did not motivate visitors to spend more money as expected.
Further, no differences in spending pattern existed among visitors who had plans to return versus
those who had no plansto return. Visitors also spent money at the Games irrespective of the fact

whether they were employed in a professona occupation.

The sample is a strong representative of vistors with Scottish origin. The socio-economic
background of the visitor combined with enjoyment at the Games determined the expenditure
incurred a& GMHG. The evidence strongly suggests that GMHG is a heritage tourism event enjoyed
by dl vistors. There is no sgnificant difference among visitors motivated by heritage and those

who have generd interest, for example, members of a clan versus non-clan members. Apart from

model useful for showing the positive relationship between enjoyment and expenditures. The signs and significance of
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education, other socio-economic characteristics of a heritage tourist can be used to determine
expenditure effects. Based upon the results, the null hypothesisis rejected. Predetermined
exogenous attributes such as the age, income, distance traveled and advance planning are not better
indicators of tourist expenditure in heritage tourism. Experience at a heritage tourism event such as

level of enjoyment is very important in determining the amount of expenditure incurred.

Discussion

Asindicated in previous tourism studies, less than 50% response rate from ongite surveysis
not unusud (Leeworthy et d., 2001). Random sampling has aways been a chdlenge for tourism
researchers. By distributing the surveys over the three-day period, a random sample was acquired.
Presentation and contents of a survey are dso important. Surveys should be carefully designed to

encourage high response rate.

Very few sudies have dedt with item non-responses. This study takes abold step in this
direction. Regression based imputation proved to be an effective method for dealing with missing
vaues of income. It is recommended that future studies should experiment with this method by
including arandom error component. Using a smple method of mean subgtitution for the distance
variable can have its own repercussions. However, it does not pose a problem here since the results
are found robust when the mode dealing with missing distance vauesis compared with the model

that deleted missing values.

the coefficients on the exogenous variabl e are robust to model specification.
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Age has a dgnificant effect upon the total expenditure incurred during the event. Besides, it
can dso explain variationsin length of stay and size of group. Older people are more likely to stay
for alonger period of time. This study aso identifies specific age groups, which generate more
expenditure. The age groups above 45 years pend more money on accommodation than the

younger age groups. These groups can be marketed in the future.

The tourist expenditures need not be income elagtic to show positive income effects.
Pogtive effect (even if it isless than 1%) can Sgnify that rising income will lead to grester
expendituresin tourism. Tourists with higher income are likely to spend more money. Higher
income groups should be targeted for promoting GMHG in future. Further, annua household
income and distance traveled play a key role in determining the length of stay in GMHG region.
Tourigts with higher income aso stayed longer and spent more in the GMHG region. Expenditures

increased with increase in household income and distance travel ed to the Games.

Further, visitor ssgments can be isolated according to their potentid for generating effects
through different age and income groups. This study tekes afirs step in offering details on the
spending behavior of heritage tourists. Tourist expenditures are found to be inelagtic for genera
income levels and distance traveled in dl modds used in the study. The success of such events as

the GMHG can be related to different visitor types and their spending behavior.

The success of the Grandfather Mountain Highland Games is due to agenerd interest in
Scottish heritage both by visitors of Scottish origin and non-Scottish visitors. Contrary to
expectations, vistors having Scottish heritage do not spend more. The seriousness towards Scottish

heritage studied through the spending behavior of vistors (who have Scottish ancestors) does not
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contribute to the event economy as expected. However, this group can be motivated to spend by
promoting events they enjoy. The results support the generd assertion in the tourism industry that
popularity of heritage tourism is dso due to the desire to share other peopl€e’ s pagt. It is not soldy
because of the need to dwell in one's own heritage. Heritage tourism can be boosted by targeting
diverse groups. An in depth study of Scottish heritage and the clans can provide information that

can be used to target visitors who are serious about their Scottish heritage. Other groups that can be
targeted are the repest visitor and first time attendee groups. Both these groups require different
marketing srategies. Repesat vistors are loyd visitors and their interest can be maintained by

sending them quarterly newdetters. First time visitors can be offered discounts, for example on

admisson and regigtration fees encouraging them to return.

Festivals are becoming popular among a wide range of tourists irrespective of their heritage.
Targeting this market and identifying different groups within this market will generate more
revenue in the rural regions of the United States. Trends show that in-state market in the United
States contributes as much revenue as the out- of-state and foreilgn market combined together.
Approximately 42% of the vistors at GMHG were in-state. In 1999, 32% of the totd tourist
revenue in North Carolinawas obtained from in-state tourists (TIA, 2000). This segment needs to

be marketed more by the travel representatives at the county as well asthe Satewide leve.

Trave behavior isavery important tool in touriam that hepsin determining the market
needs. By providing useful information on different ssgments of tourist socio-economic
background, this study has contributed to the tourism organizations both &t the private and public
level aswdl at the county and statewide leve. The results of this research have aready been
gpplied by the GMHG organization for future promotion.
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Further, comparison of expenditure behavior between out- of-gate and in-state visitors can
provide suggestions for different marketing techniques. Studies in ssgmentation analysis could
incorporate other components such as visitor motivations, expectations and preferences. Another
important product of this ssgmentation can beisolation or classfication of vistors according to

their potentid for generating loca effects.
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Chapter 4: Economic Impact of Short-term Events

Economic development and diverdfication are concerns for many communities, epecialy
those that have relied heavily on one indudtry for their economic well-being. In response to the need
for divergfication, many regions have attempted to develop their tourism industry as a complement
to their traditiona economic base (Leitch & Leidtritz, 1985; Kottke, 1988; Taylor, et al., 1993).
Increasingly, it is recognized that short-term events and festival's can be an important component of
alocation's portfolio of tourism products (Ryan, 1998). Such events can stimulate tourist demand in
otherwise quiet periods, help generate positive images of alocation, and create opportunities for
community action. In doing so they generate employment and income opportunities for various

sectors of the tourist industry, notably for accommodation and retailing.

This chapter estimates the economic impact of short-term events and develops regiond
multipliers with the USDA Forest Service IMPLAN. The economic impact andysis will determine
what find demands would be logt if short-term events were not available (Grado et d., 1998).

Spedifically, this chapter evaluates the following hypothesis:

Scottish Highland Games have a significant impact upon their host rural regions of

North Caralina.
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The term 'sgnificant’ in the hypothesi's means important and meaningful. The study
determines the impact of tourism expenditures a Grandfather Mountain Highland Games and Fora
Macdonad Highland Games in North Carolina. These Scottish Highland Games are short-term

culturd entertainment events.

Literature Review

The chapter proceeds with aliterature review of economic impact, IMPLAN, and multiplier
effects before the tourism expenditures, economic impact and multipliers of the case sudy (the
Highland Games) are discussed. The literature review includes economic impact studies conducted

on short-term events.

Economic Impact

The main economic impacts of tourism relate to contributions to government revenues,
generation of employment and income, and stimulation to regiona development (Lickorish &
Jenkins, 1997). Long and Perdue (1996), in a study of the economic impacts of rurd festivas and
specid events, define economic impact as the net change in the economy as the result of a specid
event or afestival. Economic impacts of tourism include sales, jobs and income resulting from the
expenditure of nontloca viditorsin local busnesses (Burgan & Mules, 1992). There are basicaly
two components that contribute to the economic impact of tourism businesses on local communities

(Andrew & Rouse, 1986). Thefirst isthe degree to which the loca business sdllsto touridts, i.e.
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exports. The second is the extent to which the business purchasesitsinputs locally thereby reducing

leakages (Andrew & Rouse, 1986).

"From an economic perspective, the structure of aregiona economy can be described by its
production, income digtribution, consumption of goods/services, savings and investment, and trade’
(Wagner, 1997:592). Most of the economic impacts in tourism studies are measured in terms of
output, total vaue added, employment and income (Kim et d., 1998; Burgan & Mules, 1992; Var &
Quayson, 1985; Crompton, 1999). The main visitor expenditures analyzed for the economic impact
of short-term events are incurred on medls, food and beverage, lodging, retail shopping and auto-
related expenses. Even though admission and registration congtitute an important percentage of total
vistor spending at the events, they have ether been excluded or included only in direct
expenditures in most sudies. One study included this segment to determine economic impact
(Crompton, 1999). However, Crompton does not discuss the challenges researchers might face with
such expenditures, such as, event organizers who do not reedily offer information on the dlocation

of revenue from admisson and registration fees.

Ryan (1998) conducted an extensive study on short-term events. He anayzed expenditures
from seven different eventsin PAmerston North in New Zealand. He asserted that the number of
out-of-region vistors and levels of spending are important determinants of economic impact.
Beddes, factorslike size of the group and occupancy patterns of the accommodation sector must
aso be taken into account (Ryan, 1998). Shopping, lodging, medls, drinks and registration were the
visitor expenditures used in Ryan's study. Shopping included petrol sdes and generated the highest
spending followed by meals and lodging. However, Ryan (1998) did not use an Input/Output (1/0)
model, and his results were based on direct visitor expenditures.
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Bittaet d. (1978) estimated the economic impact of Tall Ships’ 76 Celebration (a short-term
tourist event) on the State of Rhode Idand. In addition to providing estimates of economic impact,
the study generated a number of descriptive measures for the event to eva uate pre-event planning
edimates. Their chalenge lay in determining accurate tourist oending and more importantly,
tourist attendance. Nonresident visitor expenditures were used, and these were medls,
entertainment, transportation, lodging and miscdlaneous. Maximum expenditure was incurred on
medls. Trangportation and lodging came next. Again, this study considered only direct expenditures

and did not use an Input/Ouput modd.

Crompton (1999) conducted an economic impact study of aten-day festival. He divided the
economic activity of the festival into three categories and determined separate economic impacts for
them using an Input/Output model. The first category included expenditures of both resdents and
non-residents. The second category covered non-resdents only and the third category included non-
residents while excluding casuds and time switchers. The vigtor expenditures andyzed were food
and beverage, admission fees, nights club, lounges and bars, retail shopping, lodging, private auto
expenses, commercid trangportation and other expenses. The multipliers used were output, persona

income and employment and the industries most affected by the impact were food and beverage,

retail shopping and lodging.

Kim et d. (1998) determined the direct, indirect and induced impact of abirding fetiva on
the loca economy using an Input/Output modd. The visitor expenditures considered were lodging,
food & beverage, entertainment and trangport. Their focus was on non-resident visitors and their
study determined substantial economic impactsin terms of total gross output, employee
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compensation and employment. The multipliers used were output, persona income and

employment. Lodging, egting and drinking and shopping were the industries that had the maximum

impact.

Gartner and Holecek (1993) determined an economic impact of the annual tourism industry
expostion, the Greater Boat and Fishing Show in Michigan. It isanine-day event. They used an I/O
model to determine the economic impact of patrons (visitors) and exhibitors. Gartner and Holecek
used both resident and non-resident expenditures in their impact. Their reason for indluding the
resident expenditures was that there were no close substitutes for boat shows besides other boat
shows. Vigtor expenditures used were transportation (parking and auto related), lodging, food,
entertainment and miscellaneous. Economic sectors heavily impacted by patron expenditures were
food services, entertainment and auto related. Economic sectors heavily impacted by show
exhibitors were households, advertising and insurance. The study indicated that small events can
have subgtantiad economic impacts on aloca community and they should not be underestimated in

their contribution to a community’ s economic well-being.

For dl but the very largest sporting events (such as the Olympics), the use of employment
multiplier is not recommended (Burgan & Mules, 1992). Such Multipliers assume afixed
relationship between output and employment. Since sporting events or festivals are short-term, it is
highly unlikely that any permanent jobs are created. The Addade Grand Prix Study (Burnset d.,
1986) found that despite the event resulting in an income of over $20 million, business houses did
not hire additiona staff. Restaurants, hotels, car rental firms all reported that they responded to the

short-term increase in demand by working exigting staff on longer hours, extra rogters, overtime etc.
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(Burns et d., 1986). An employment multiplier isinappropriate in such sudies (Burns et d., 1986,

Var & Quayson, 1985).

Severd other economic impact sudiesin tourism were aso congdered in this study. Var
and Quayson (1985) examined the economic impact of tourism on arurd region in British
Columbia (Canada). The multipliers used were sales, persona income and employment. Another
economic impact study was conducted by Wagner (1997). He used a Socid Accounting Matrix
(SAM) to examine the economic effects of tourism in a Brazilian region. The greatest economic
benefits were found to be associated with rudimentary rural farmers and subsistence households.
Wagner (1997) dso discovered that most of the inputs, commodities and capital used in the region

were imported.

Based upon literature review, two commonly used techniques are identified. (Fletcher 1989;
Heng & Low 1990; Kottke, 1988; Wagner 1997). These are the regional Input/Output (1/0) model
and the Socid Accounting Matrix (SAM). I/O analyss atempts to quantify, & a point in time, the
economic interdependenciesin an economy, such as a naion, a state or acounty. In thisanayss, dl
economic activity is assgned to one of two types of sectors: production or final demand. The SAM
mode is Smilar to the 1/0 andysis except that the households are considered endogenous to the
model. This modd has been used traditionaly to examine the structures of larger regions and
national economies (Pyatt and Round, 1985). It can aso be developed for rurd economies that are
characterized by smple production activities. SAM includes a more comprehensive view of the
circular flow of income than a standard 1/0 model. Other methods that have been used are the

inventory/budget method, economic base analysis, and benefit cost analysis (Kottke, 1988). This
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study uses an I/0 mode implemented with IMPLAN software to determine the economic impact of

short-term events upon the host region.

IMPLAN

IMPLAN isaregiona/loca economic impact analyss system developed by the USDA
Forest Service (Taylor et a., 1993; Alward et d., 1985). In fact, IMPLAN was developed primarily
asatoal for supporting economic andyss within the land management planning procedures
required of the Forest Service (Hope, 1988; Kim et d., 1998; Johnson & Moore, 1993). "It hasits
roots in export base theory which originates in Keynesian nationa income growth and growth
modd analyss' (Pleeter, 1982:67). Export base theory demands that an aregls economy is
composed of basic (export) and local sectors. IMPLAN relies on two sets of data. Thefirst isa528-
sector input-output transaction table based upon the Bureau of Economic Andysis Nationa Input-
Output table (MIG, 1999). This describes the utilization and production of commodities by 528
manufacturing, commercid, and government sectors in the United States economy. The second is
the county-level data used to develop regiona input-output structure that describes total output,
employment, and the components of find demand and vaue-added for the sectors within the region.
The IMPLAN modéd isthen used to derive the direct and secondary (indirect and induced) impacts

resulting from tourism expenditures.

"Input- Output provides a framework in which to collect, categorize, and andyze data on the
inter-industry structure and interdependencies of the community's economy” (Arunaet d., 1998: 2).
Input-Output anaysis uses matrix agebrato find out how much can be left over for consumption
(demand) and how much output will be used up in productive activities to obtain afina net output
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(Baumol, 1977). Accordingly, an 1/0 model can be used to estimate the amount of income,
employment, and production that are required to satisfy a given leve of tourism demand.
Additiondly, an 1/0 modd generates estimates of multipliers. Therefore, it gppeds to data users

who want to strengthen their case by including al secondary impacts in the eva uation process.

Basicaly two types of models can be used in I/0 modeling: First in Closed models, the
households are endogenous. This means that the households are treated as an industry. Relaionship
between change in income and persona consumption expendituresislinear. Thus, if household
income doubles, al household purchases aso get doubled. Second, in Open Modd, the household
consumption is induced as a component of final demand (Otto & Johnson, eds,, 1993). The

households are exogenous in this case.

The 1/0 modd has some drawbacks (Otto & Johnson, eds., 1993). It dedls with an aggregate
of awhole indugtry rather than with aset of firms. The results are not easily trandated into applied
recommendations. Multipliers, for example, are subject to misinterpretation unless qudifications are
clearly gated. Also, the fact that find payments are not aways find and find demand is not dways
exogenous may aso create a problem for the regiona andyst. The most obvious exampleis labor.
Anincrease in the demand for labor will result in increased incomes to households, which may, in
turn, increase find demand and sales and as aresult affect inter-industry sales, even in the current
period. Some other problems are time rdated. Actua transactions during a Single accounting year
condtitute the foundation for the entire input-output structure. Any particular year may involve
irregularities such as major strikes, uncharacteristic westher patterns etc., that cast doubt on the

coefficients derived from the current transactions data.
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IMPLAN (1996) makes use of 1/0 andysiswith SAM, Socia Accounting Matrix (Pyatt &
Round, 1985). This makes IMPLAN different from standard 1/0 models since it overcomes the
disadvantages listed above. It has three advantages: First, it describes the structure of an economy in
terms of the links between production, income digtribution, and demand within aregion's economy
(Thorbercke, 1985). Second, regiona economic data are often gathered by different governmenta
agencies and tored in different formats, and SAM provides a concise framework for synthesizing
and displaying the data on aregion's economy (Thorbecke, 1985). Third, it dlows for the
caculation of regiond economic multipliers for esimating the impacts of tourism on production,

income digtribution, and demand, given the existing structure of the economy (Thorbecke, 1985).

Aswith dl modds, IMPLAN has limitations, particularly in its dependence on fixed
historical economic relationships among industries and resource owners. The main assumptions

behind IMPLAN (MIG, 1999) are:

1) Congant Returnsto Scae: the production functions (an industry's list of expenditures) are
assumed to have congtant returns to scale. Constant returns to scale means the production functions
are linear; if additiona output isrequired, al inputs increase proportionately.

2) No Supply Congraints: this means that supplies are unlimited. An industry has unlimited access
to raw materials and labor and its output is limited only by the demand for its products.

3) Fixed Commodity Input Structure: thisimplies that price changes do not cause afirm to buy
substitute goods. A fixed commodity input structure assumes that changesin the economy will

affect theindustry's output but not the mix of commodities and services it requires to make its

products.
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4) Homogenous Sector Output: in other words the proportions of dl the commodities produced by
that industry remain the same, regardless of totad output or change in demand. An industry would
not increase the output of one product without proportionately increasing the output of dl its other
products. In other words, in I/O modes such as IMPLAN, an industry or a sector is defined as
producing only one output. Thus, one such output could actualy be severa products produced in
fixed proportions.

5) Industry Technology Assumption: this comes to play when data are collected on an industry by
commodity basis and then converted to industry matrices. It assumes that the industry uses the same

technology to produce al its products.

However, IMPLAN offers the advantage of providing comprehensive measures of direct,
indirect and induced effects of changes in acomplex economy. It develops regiond multipliers that

can be applied to dl the tourism sectors.

Multipliers

The basc ideaof amultiplier isthat direct injection of spending into aregion does not
smply stop as soon asit is gpent. In fact, when businesses have more saes than usua owing to a
short-term event, their factors of production aso have more income than usud (Davidson &
Schaffer, 1980). A tourism multiplier isameasure of the tota impact in the region attributable to a
dollar of tourist expenditure. It adds up al the rounds of transactionsinitiated by the tourist

expenditure.
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According to Var and Quayson (1985), the detailed effect of tourist expendituresis
registered a three stagesin the multiplier mechanism: Firg, theinitid injection of tourist expenses
isadirect effect. This effect creates revenue for hotels, restaurants, shops and other tourist
enterprises. These are the immediate effects associated with the change in demand for a particular
tourism product. Second, the indirect effect refers to the impacts upon businesses whose turnovers
increase by the portion of initia expenditure that remains in the region as factor income (wages,
rents and sdaries) and loca purchases from local enterprises. Thus, indirect effects are secondary
effects that are caused when input needs change due to production changes in indugtries that are
directly effected. Third, the induced effect is the generad increase in economic activity through
expanded household consumption in the loca areawhich isthe result of rising factor incomes.
Thus, the induced effects are the changes in regiona household spending patterns caused by
changesin regional employment. For example, an increase in the sde of food from food stores

causes income to increase.

Var & Quayson (1985) further say that the magnitude of a multiplier depends upon: 1) the
pattern of theinitia round of tourist expenditure, and 2) the extent of the region's economic base
and economic linkages which means the degree to which businesses in the area supply each other
with goods and services. The propendty to import is smaller if aregion's economic baseislarger.

Larger the regiond value is added, larger the multiplier becomes.

However, estimating tourism effects through multipliers pose a couple of limitations.

"Impact studies which use multipliers emphasize on quantitative economic effects of multipliers

without expressing qudlitative and other non economic benefits' (Milne, 1987: 502). Another
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shortcoming is the assumption of zero opportunity costs for resources committed to tourism (Pigram

& Cooper, 1980).

The direct, indirect and induced effects are combined to develop regiona economic
multipliers. Typel, Type Il or SAM multipliers can be used to estimate the economy's response to
tourist expenditures a loca businesses (Wagner, 1999). For this study, the Forest Service IMPLAN
model is used to develop Type | and Type SAM multipliers for sectors, that received tourist

expenditures. The three types of multipliers are defined as follows:

Typel: These multipliers give the direct and indirect effects only, that is, the origind expenditures,
and the indirect effects of industries buying from industries. Household expenditure effects, i.e.

induced effects, are not estimated.

Typell: Typetwo multipliers represent the ratio of the total sale impactsto direct saleimpacts. It
identifies the strength of the regional economy in providing indirect linkages within the business
community and in meeting the induced demands of employeesin the direct and indirect industrid
sectors. Thismultiplier assumes that as income rises, spending on dl goods and serviceswill rise. In
other words, it assumes the household will purchase proportionately more asincome increases.
Here, direct, indirect and induced impacts are estimated and the modd is closed. In closed models,
households are treated as an industry. The relationship between the change in household income and
the change in persona consumption expendituresislinear. If household income doubles, household

purchases double,
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Type SAM: These multipliers are the direct, indirect and induced effects where the induced effect is
basaed on information in the socid account matrix. This relationship accounts for socid security and
income tax leskage and indtitution transfers. The multiplier isflexible in that any inditution can be
included. The detail provided by SAM dlows the inter-industry transactions matrix to be closed
with respect to other sub accounts. Given the information contained within a SAM, the question of
which other sub accounts might be defined as endogenous is important. Thorbecke (1985: 323)
Stated "inter-industry transactions submatrix should be closed o that it contains dl the necessary
behaviord and technica relationships of the economic system in aconsstent way." Pyatt and

Round (1985) dso argue that the multipliers should reflect the circular flow of income that

characterizes the multiplier process of demand, production and income distribution.

Figure 1: Study Area
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A Study area has to be defined for an economic impact andysis. It is an economic impact
Stethat isaconsumer of goods and services and an employment of labor (MIG, 1999). It includes
places where people live, work, and shop. "For impacts associated with other exogenous events like
tourism, the geographical scope will largely be determined by the area designated as the designation
of tourigts and its commuting field" (Otto & Johnson, eds,, 1993). Generdly, the smdler the region,
the more important exports and imports become. The study area (Figure 1) includes the travel
corridors, resdentia location of labor force, consumer locations, location of support services and
location of supporting indudtries that are key playersin the economic impact site. If induced effects,
or household purchases, are important to an andys's, then commuting areas and travel corridors
aso need to be considered. People spend money where they live and where they work. If an
indudtry is located in one county and the workers live in an adjacent county, then both counties
should beincluded in the study area to ensure the effects of household spending are properly

estimated (MIG, 1999).

The sudy areafor Grandfather Mountain Highland Games region comprises of ten counties:
Yancey, Avery, Ashe, Watauga, Burke, McDowell, Caldwell, Catawba, Wilkes and Mitchell (See
Map, Appendix A). The study areafor Flora Macdonald Highland Games region comprises of one

county: Robeson (See Map, Appendix A). Information about the study areasis givenin Table 1.

Table 1: Information on the Highland Gamesregion

GMHG region (1997)

FMHG region (2000)

Area (sg. miles) 4,312 949
Population 649,331 113,169
Per sonal incometotal 13,570,253,808 1,800,321,024
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Estimating Tourism Expenditures

The tourism expenditures at Grandfather Mountain Highland Games (GMHG) and Flora
Macdondd Highland Games (FMHG) are estimated from visitor surveys. The sdlf-administered o+
Ste surveys included specific questions about expenditures associated with visting the Games. The

location of these expendituresis aso determined.

The vigtors need to be identified after the sudy areais determined. Any person gpart from
the GMHG géff, vendors, and volunteers can be a GMHG vigtor (Vance, 2000). Gartner and
Holecek (1993) classified the short-term event clientele in their study into patrons (visitors) and
exhibitors (participants) and determined their economic impact on the region. Davidson and
Schaffer (1980) asserted that not al visitors are pectators. During their sudy of short-term events
they found that festivas bring in hundreds of participants from neighboring states and from outside
the country. These performers are accompanied by family members and are one of the biggest
contributors of economic benefits to the host region. Since the spending pattern of participantsis
smilar to vigtors, it is assumed to be a part of the total visitor expenditures. Hence, the participant

expenditures are not filtered in this sudy and are inclusive of the totd visitor expenditures.

It isaso important to segregate expenditures incurred by the local people. "This question of
isolating visitor and loca expenditure arises because most of the loca spending would have
occurred anyway" (David & Schaffer, 1980:14). People are defined as visitors not only because
their residence lies outside the impact region, but, more basicaly, because they are bringing in
dollarsthat are usualy spent elsawhere (Davidson & Schaffer, 1980; Brokensha & Tonks, 1985).

103



Therefore, aresident of the neighboring community who usudly spends his money in the event
community is not identified as avistor for the purpose of this study. Counting their expenditure
would overestimate the impact of the fedtival. At the sametime, diminating al loca expenditures
can eiminate locals who spend money because of the event. Loca expenditures can be divided into
retained and displaced expenditures (Ryan, 1998). Retained expenditures belong to residents who
consder the event to be important and will not subgtitute it for another activity. Displaced
expenditures are not additiona expenditures incurred by the locas and are a substitute for spending
which would have taken place e sewhere if the event were not happening. The locas incurring these

expenditures are called casuas (Crompton, 1999).

Another aspect that merits attention is the purchase from vendors who sell products or
souvenirs & the festival. Vendors residing outside the region take their gross revenues with them
when they leave. Thus, their pattern of input purchases and factor income may differ from the
typical retail profilein IMPLAN. According to Grado et d. (1998), the residence of vistors and
vendors must be taken into account while determining regiona expenditures to derive economic
impacts. Long and Perdue (1990) found that failure to account for norntloca spending might
sgnificantly overestimate the economic benefits to the host community. Non-resident vendors took
abig share of the festival revenue (80% of the visitor spending) with them. Therefore, Long and
Perdue (1990) found it equally important to obtain vendor residence. The vistor expenditures made
to non-resident vendors were subtracted from the totd trip expenditures. For the purpose of this
sudy, information on the vendors was obtained from the Highland Games organizers. The GMHG
vendors were aso intercepted and information about their residence was obtained. All the vendors
sdling Scottish goods resided outside the GMHG and FMHG regions. Therefore, the visitor
expenditures on Scottish goods are excluded from the economic impact.
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Another limitation in this Sudy isitsingbility to congder ‘time-switchers.” Time switchers
are vistors who aready intended to visit the Highland Games region for along time, but switched
the timing of their visit to correspond with the Highland Games (Kim et d., 1988). These switches
can occur in the destinations vigitors choose, resulting in one location at the expense of others
without bring anet increase in the overal economy of the region because of the event (Faulkner,
1988). Dueto lack of information on this behavior, this study assumes thet there are no time-

switchers.

Locd vigtors are identified from the zip code information offered by survey respondents.
Expenditures incurred by people who reside in the GMHG and FMHG regions are considered |ocal
and excluded from analyss. The total number of loca vigtors to the four-day festival was 5,284
(23.6%). For the Grandfather Mountain Highland Games, gpproximately $0.2 million was spent by
these vigitors, hence excluded from total visitor expenditures. For Hora Macdonad Highland
Games, the total number of locd visitors was 2706 (39.8%). Approximately $0.04 million was

excluded from the FMHG visitor expenditures.

To test sengtivity of resultsto excluson of expenditures by locd vigitors, an dternative
assumption is that 50% of the loca expenditures would have been spent at tourist events outside the
Highland Games region and could not have been spent e sewhere insde the region. So these are
retained expenditures. A separate group of expendituresis calculated. This group adds 50% local
expenditures to the total non-loca expenditures (See Appendix E, Tables6& 11). Economic impact

is determined for this group and sengtivity andlysis is conducted to compare this group with the
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non-loca expenditure group. The anadlys's shows that the economic impact (exclusive of loca

expenditures) might be underestimated.

Revenue earned by the Highland Games organizers through admisson and regidration isthe
next important issue. As discussed earlier, admisson and registration revenue from short-term
events has not been extensvely used in economic impact studies. Few studies have included this
revenue in ther direct expenditure reports. However, no study discusses the alocation and
distribution of this revenue for economic benefits™*. The total revenue earned by GMHG through
admission and regigration was $ 232,167 (GMHG office, 2000). This figure includes registration
fees charged from clan sponsors ($ 39,177) and patrons ($ 76,250). The detailed breakdown of
ticket salesisgiven in Appendix E (Table 1). It was not possible to acquire details from the GMHG
office on dlocation of revenue obtained through admission and registration. Proprietary information
is confidential and often difficult to obtain. However, a generd breakdown was obtained from the
organizers. The budget of GMHG includes scholarships, event promotion and costs incurred for
printing and digtribution of brochures. Four scholarships ($1000 each) are awarded every year to
students in order to encourage cultura exposure in Scotland. Fifty workers are hired close to the
occurrence of GMHG. Only one worker is hired through out the year and is part time. Smilarly, for
FMHG, detailed information on the admission and registration could not be obtained. It is a one-day
event and the ticket price a the entrance was $6.00 per adult and $4.00 per child (FMHG, 2000).
The FMHG office gave a generd estimate of the revenue made through admission and regigtration
of $ 47,000 (FMHG Office, 2000). According to the FMHG organizers no sale records are kept,
and the profits usudly balance their costs. The profits are used for printing and distribution of

brochures and event promation (Ammons, 2000).
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Grandfather Mountain Highland Games

Tourist expenditures at the Grandfather Mountain Highland Games (See Appendix H,
Survey 4) were dicited for the categories of eating and drinking, food stores, lodging, gas, Scottish
clothing, hiking, vehicle rentd, vehicle repair and miscellaneous retail. Eating and drinking includes
food and beverages purchased at the Highland Games site and at loca restaurants (outside the
GMHG gte). Miscdlaneous retail includes the expenditures incurred on camera, film, arts, crafts
and souvenirs a the Highland Games ste. Lodging includes money spent on hotels, camping, bed

and breskfagt inns and condominiums in the GMHG region.

According to the survey, the average number of nights spent at Grandfather Mountain
Highland Games was 3.28. Average group Size (per respondent) was 3.33 (standard deviation was
3.1). For robust estimation of average tourism expenditures, winsorized average is used (Tukey &
McLaughlin, 1963). A winsorized average is a trimmed mean. The arithmetic meanisasmple,
wdl-understood estimate of location. However, it is highly non-robust being very senstive to
extreme outliers (unusual cases). Andrews et d. (1972) have offered one way to make the arithmetic
mean insengtive to extreme points, which isfirdst to delete or ‘trim' a proportion of data from each
end and then to caculate the arithmetic mean of the remaining numbers. Winsorized average
usudly drops 2.5% of obsarvations from the minimum and maximum tails of the datato get rid of
outliers (Andrews et d., 1972). See Appendix E, Table 2. Sengtivity andyssfor the esimatesis

conducted. Trimmed means are obtained by dropping 1% and 4% of observations from the

11 Asmentioned in the literature review, Crompton (1999) calculates the impact of registration and admission fees but
details about the analysesare not given in hisreport.
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minimum and maximum tails of the data (See Appendix E, Table 3). These are compared with the
2.5% trim. The results show that the figures using the 2.5% trim are robust for al expenditures
except the ones incurred on lodging. Since the 2.5% winsorized average are robust across most of
the expenditure sectors, this study follows Andrews et a. (1972) in their assertion that 2.5%

trimmed means give robust results.

Next, total expenditures are calculated from the winsorized averages. According to the
GMHG office (1999), the total number of visitors was 22,390, out of which 17,106 (76.4%) were
non-local. Tota number of nontlocd in-state vistors was 4208 (25%). The total number of out-of-
date visitors was 12,898 (75%). The study uses average tourism expenditures (per person) that are
multiplied with the total number of in-state and out- of-Sate vistors to arrive at the tota spending

figures.

Table 2 gives a breakdown of tourist expenditures for Grandfather Mountain Highland
Games. GMHG generated $1.8 in direct expenditures. Lodging brought the highest revenue (29.8%)
followed by eating and drinking (20.9%), Scottish goods (15.1%), and admission & regigtration

(13.9%). For more details see Appendix E (Tables 2 & 4).
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Table 2: Tourist expenditures by out of the GMHG region vistors

Item Total revenue from non-local Per centage
vigtors

Eating & Drinking | $ 386,937 21.9%
Food Stores $104,517 5.6%
L odging $552,181 29.8%
Gasoline $174,310 9.4%
Vehicle Repair $ 3,592 2%
Misc. Retail $ 97,846 5.3%
Scottish goods $ 280,196 15.1%
Vehicle Rental $ 3,079 2%
Admission & $ 251, 287 13.5%
Registration

Total 1,853,948 100%

Some tourist expenditures could not be included in the impact (Table 3) such as the ones
incurred on Scottish goods. The vendors sdlling these goods do not reside in the GMHG region
(GMHG magazine, 1997). Expenditure incurred on vehicle renta could not be included due to lack
of information on the location of arport used. It is assumed that vehicles were obtained from renta
agencies located close to the airport. There are three arports within the vicinity of the GMHG
region. These are located in Asheville, Greensboro and Charlotte. Only one of these airports
(Asheville) belongs to the GMHG region but it was difficult to ascertain what percentage of visitors
used the Asheville airport. Besides, admission and registration expenditures incurred by vistors
could not be included due to lack of detailed information provided by the GMHG office. Findly,
the winsorized average expenditure incurred on hiking was $0.00. It is assumed that hiking did not
contribute to the economic impact. In brief, goproximately $0.5 million were removed from visitor

expenditures.
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Table 3: Tourist expenditures not included in the economic impact

Total revenue from out of
Item the GMHG region visitors
Scottish goods $ 280,196
Vehicle Rental $ 3,079
Admission & Registration $ 251, 287
Total $ 534,562

Flora Macdonald Highland Games

At Hora Macdonad Highland Games, expenditures were incurred on esting and drinking,
gas, lodging, Scottish goods and miscellaneous retail. Eating and drinking consisted of food and
beverages consumed in Robeson County and miscellaneous retail expenditures consisted of money

spent on arts and crafts in the county.

Total number of vistors was 6800 (Ammons, 2000) out of which loca visitors were 4094
(60%) and other in-gate vistors were 3525 (86%). Tota number of out-of-state visitors was 569
(13.9%). The average number of nights spent was 0.6, and average size of party was 4.12 people.
Winsorized average is used dropping 2.5% observations from the minimum and maximum tails of
the data.? Average tourism expenditures per person are calculated and mulltiplied with the total
number of vistors. Tota direct vistor expenditures generated were $106,076. Expenditure
breakdown of the FMHG vigtorsis given in Table 4. For amore detailed breakdown of these

expenditures, see Appendix E (Table 7).

12 Asin the case of GMHG expenditures, a sensitivity analysis is conducted by comparing the 2.5% winsorized average
figures with 1% and 4% winsorized averages. The 2.5% average was found to be robust (See Appendix E, Table 8).
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Table 4: Tourist expenditures by out of the FMHG region visitors

Item Total revenue Per centage
Eating & Drinking $ 28,249 26.6%
Food Stores $ 82 0.1%

L odging $ 21,494 20.3%
Gasoline $ 12,323 11.6%
Misc. Retail $ 818 0.8%
Scottish goods $ 26,652 25.1%
Admission & registration $ 16,458 15.5%
Total Revenue $ 106,076 100%

Some tourist expenditures could not be included in the impact. Table 5 gives a breakdown of
the excluded expenditures. These include expenditure incurred on Scottish goods and admission and

regigration. Approximately $.04 million is excluded (See Appendix E, Table 9 for details).

Table5: Tourist expendituresnot included in the economic impact

[tem Total revenue
Scottish goods $ 26,652
Admission & $ 16,458
registration

Total $43,110

Deter mining Economic I mpact

Most of the software concerning economic impact andyss involves afind demand change
to a predictive economic input-output modd . Theresfter, the resulting changesin the economy are
andyzed. Also, mogt of the economic impacts in tourism studies have been measured in terms of

output, total value added, employment and income.
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Industry output is a Sngle number in dollars or million of dollars for each industry. The
dollars represent the value of an industry'stotal production. Employment is listed as the sngle
number of jobs for each industry (MIG, 1999). Totd vaue added has four sub-components.
employee compensation; proprietary income; other property type income; and indirect business
taxes. Employee compensation describes the totd payroll costs (including benefits) of each industry
in the region. It includes the wages and sdlaries of workers who are paid by employers, aswell as
benefits such as hedlth and life insurance, retirement payments, and norn-cash compensation (MIG,
1999). Proprietary income consists of payments received by salf-employed people such asincome,
Other property type income congsts of payments for rents, royalties, and dividends. Indirect
business taxes consist of excise taxes, property taxes, fees, licenses and sales taxes paid by
businesses. These taxes occur during the normal operation of businesses but do not include taxes on
profit or income. Employee persond (Iabor) income is a sum of employee compensation and

proprietary income.

The impacts on output, vaue added and persond (labor) income of Highland Games are
measured in terms of direct, indirect and induced effects. Direct effects are immediate impacts
associated with the change in demand for a particular good or service. For example, anincreasein
demand for food stores will cause the industry to provide more food for the stores. Indirect effects
are the secondary impacts that are caused when input needs change due to the impact of directly
affected indudtries. Induced effects are the impacts caused by changesin regiona household
spending patterns affected by changesin regionad employment. For example, an increase in room

sdeswill cause income to increase thereby stimulating spending in the economy in generd.
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Besides discussing the direct, indirect and induced impacts, the find demand for various
sectors derived from the tourism expenditures is compared with the final demand which occurred in
the region during the event period (as given by Implan, MIG, 1999). Find demands are indtitutions
or individuals (such as visitors) who buy goods and services for consumption. These goods and
services disgppear from the economy and are not used to generate more products. The overal
objective isto cdculate the contribution of the Highland Games to the overal economy of the host

region.

Vigtor expenditures are interpreted as changesin final demand. They are categorized in to
industries for economic impact andysis® In IMPLAN the industries are aggregated into esting and
drinking; lodging; food stores; vehicle repair; gas and miscdlaneous retail based on the underlying
assumption that each sector represents a homogenous production function. Aggregation resultsin a
production function that is aweighted average for al indudtries included in that sector (Arunaet d.,
1998). The Standard Industria Classfication codes are used when aggregeting schemes. Thus, the
gas expenditures incurred by the visitors are achangein find demand for the refined petroleum
sector with a Regional Purchase Coefficient of 0.3%. In other words, 99.7% of refined petroleum is
imported from outside the region and the retaill margin is only 0.3%. Because of the high degree of

import, the effects of refined petroleum are not registered with IMPLAN.

13 S1C coded 454, 463, 450, 479, 210 and 455 for eating & drinking, lodging, food stores, vehicle repair,
refined petroleum and miscellaneous retail respectively.
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Figure 2: Economic impact of Grandfather Mountain Highland Games
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A brief description of sectors that generate direct impacts and the linkages to other sectorsin
the GMHG region is given in Figure 2. Table 6 gives a breakdown of direct, indirect and induced
impacts for output, value added and labor income. The economic impacts of the tourist expenditures

in the sectors where the tourigts origindly spent isgivenin Table 7.
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Table 6: Total economicimpact of tourist expenditures upon the GMHG region

I mpact Output Value Added Labor Income
Direct $ 1,095,300 $ 579,766 $ 390,270
Indirect $ 257,556 $ 147,059 $ 86,334
Induced $ 247,725 $ 153,992 $ 92,415
Total $ 1,600,581 $ 880,816 $ 569,019

Theresults (Table 6) reved that the GMHG generated adirect output of $1,095,300. The
indirect output generated was $ 257,556 and induced output was $ 247,725. The total output and
vaue added impacts were $1.6 million and $ 0.9 million repectively. The Grandfather Mountain
Highland Games generated atotd Iabor income of $ 0.57 million. Table 7 gives a breskdown of
total impact by the concerned industries. Detalls on direct, indirect and induced impacts of output,

value added and labor income is offered in Appendix E (Tables 12, 13, and 14).

Table 7: Breakdown of total impact by the concerned industries

Industries Total industry Value Added Labor Income
Output

Eating & Drinking | $ 330,992 $ 166,954 $119,843

Food Stores $ 103,562 $ 88,636 $ 58,945

L odging $ 451,980 $ 242,036 $ 159,245

Vehicle Repair $ 18,914 $ 8,689 $ 5,508

Misc. Retail $ 93,400 $ 78,237 $ 51,461

Total output for the GMHG region in 1997 (given by IMPLAN) was $ 30,089 million
(Table 8). The GMHG event contributed 0.005% to the total output generated by the GMHG region
in 1997. The contribution to the eating and drinking sector was 0.04%. Food stores contributed
0.04% and the contribution of the lodging sector was 0.2%. Findly, the contribution of the vehicle

repair sector was 0.05%.
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Table 8 Output and value added for the GMHG region (millions of dollarsin 1997)

Sectors Output Value Added
Food Stores 280.8 240.3

Eating & drinking 785.6 396.3
Miscellaneousretail | 319.5 267.6

L odging 261.5 140.0
Vehiclerepair 177.3 81.4

Total for theregion | 30,089.3 14,210.2

Tota value added for the GMHG region in 1997 was $14, 210.2 million. The GMHG event
contributed 0.005% to the totd value added. The contribution of various tourism sectors to the total
vaue added for the region was: 0.1% for the eating and drinking sector; 0.04% for food stores

sector; .1% for the lodging sector; and 0.01 % for the vehicle repair sector.

Table 9 comparesthe total demand generated by the GMHG event with the totd find
demand in the GMHG region for 1997. If the Grandfather Mountain Highland Games were
cancdled, the find demand in the ten county region would fal by 0.04%. In other words, the region
would have incurred alossof $1.1 million. The loss for different tourism sectorsin the region
would have been as follows: 0.06% for the eating and drinking industry; 04% for the food stores
industry; 0.4% for the lodging industry; 0.04% for the vehicle repair industry; and finaly 0.03% for

the miscdlaneous retail sector.
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Table 9: Comparison of demands

Industry Final demand because of Total final demand for the
the Grandfather region for 1997
Mountain Highland
Games

Eating & Drinking $ 386,938 $ 722,400,000

Food Stores $ 104,518 $ 254,600,000

Lodging $ 552,182 $ 141,000,000

Vehide Repair $ 3,592 $ 105,500,000

Misc. Retall $ 97,846 $ 289,700,000

Total $ 1,145,075 $ 23,310,700,000

Other sectors sgnificantly impacted by the GMHG were natura gas and crude petroleum,

maintenance and repair for other facilities, maintenance and repair for oil and gas, doctors and

dentists, motor freight transport and ware, eectric services, wholesale trade, automotive deders and

sarvice gtations, banking, rea estate and owner-occupied dwellings (Table 10). Natura gas and

crude petroleum congtituted 6.8% of the total output followed by real estate (3.9%) and wholesale

trade (3.8%). Vdue added for natura gas and crude petroleum was the highest (9.3%) followed by

wholesale trade (4.7%), owner-occupied dwellings (2.5%) and banking (2.5%). Sectors that

generated highest persond income were natura gas and crude petroleum and wholesde trade

(4.3%) followed by maintenance and repair of other facilities (2.4%).

117




Table 10: Impact on other industries

Industry Output (%) Value Added (%) | Personal income
(%)

Natural Gas& Crude $ 108,713 $82,436 (9.3%) | $24,331 (4.3%)

Petroleum (6.8%)

Maintenanceand Repair | $27,235 $14322 (1.6%) |$13498  (2.4%)

Other Facilities (1.7%)

Maintenance and Repair | $13,591 $1,440 (.2%) $632 (.1%)

Oil and Gas (.8%)

Hospitals $19,251 $0.00 $11,830 (2.1%)
(1.2%)

Doctors and Dentists $24,674 $0.00 $14,741 (2.6%)
(1.5%)

Motor Freight Transport | $29,331 $12,128 (1.4%) | $9,508 (1.7%)

and Ware (1.8%)

Electric Services $ 20,927 $18564 (2.1%) |$4,529 (.8%)
(1.3%)

Wholesale Trade $60,464 $41,650 (4.7%) |$24450  (4.3%)
(3.8%0)

Automotive Dealersand | $20,854 $15820 (1.8%) |$9,841 (1.7%)

Service Stations (1.3%)

Banking $31,762 (2%) | $21,807 (25%) | $7,472 (1.3%)

Real Estate $62,150 $43082 (4.9%) |$5,835 (1%)
(3.9%)

Owner-occupied $28,124 $22,304 (25%) |$0.00

dwdlings (1.7%)

The impact of vigtor expenditures & GMHG are dso cdculated under the assumption that
50% local expenditures are added to the non-loca expenditures (For expenditure breakdown details,
see Appendix E, Table 6). Thisanalyssis based upon the assumption that not al loca expenditures
are displaced. Output, vaue added and labor income generated by this group are used for sengtivity

andysis (See Appendix E, Table 15). Table 11 gives a breakdown of the impact. Maximum output,

vaue added and labor incomeis generated in the lodging sector followed by the eating & drinking

and food stores.
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Table 11: Impact including 50% local expenditures

Indudtries Output Value Added Labor Income
Eating & Drinking | $426,115 $ 214,935 $ 154,284
Food Stores $ 121,954 $ 104,323 $ 69,377
L odging $ 564,414 $ 302,245 $ 198,858
Vehicle Repair $ 11,493 $ 5,280 $ 3347
Misc. Retail $118,849 $ 99,555 $ 65,483

The economic benefits increase substantialy in the GMHG region with the indlusion of 50%
loca expenditures (Table 12). Excluding dl loca expenditures might have underestimated the
economic impact of vistor expenditures at GMHG. The percentage used for retained expenditures
(50%) is an assumption. Hence, the economic impact of this study is based upon non-loca

expenditures.

Table 12: Comparison for Sensitivity Analysis

Impact GMHG (50% local GMHG (all local expenditures
expendituresincluded) excluded)

Output $ 2,107,703 $ 1,600,581

Vaue Added $ 1,205,503 $ 880,816

Persond income $ 747,984 $ 569,019
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Figure 3: Economic Impact of Flora Macdonald Highland Games
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Figure 3 gives a brief account of al sectors directly involved in the economic impact. The
economic impact of FMHG tourist expendituresin terms of output, value added and labor income is
givenin Tables 13 & 14. Thetotd output and vaue added from the FMHG event from the
industries studied was $0.08 million and $0.04 million respectively (Table 13). Totd labor income
generated was $0.02 million. Table 14 gives a detailed breskdown of the impact in the sectors

where visitors spend money.
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Table 13: Total economic impact of tourist expendituresupon the FMHG region

Impact Output Value Added Labor Income

Direct $ 62,705 $ 25, 773 $17,713

Indirect $ 11,504 $ 6,751 $ 3,705

Induced $ 8,380 $ 5,263 $ 3,148

Total $ 82,590 $ 37,787 $ 24,566

Table 14: Breakdown of total impact in selected sectors

Indudtries Total industry Value Added Labor Income
Output

Eating & Drinking | $ 29,027 $ 13,882 $ 9,965

Food Stores $ 755 $ 646 $ 430

L odging $ 21,564 $ 9,463 $ 6,227

Misc. Retail $ 1,670 $ 1,399 $ 920

Thetotd output for the FMHG region in 2000 (given by IMPLAN) was $3,718.8 million
(Table 15). Thetotd output generated from the FMHG event was 0.002 % of the total FMHG
region output in 2000. Breakdown of the various FMHG tourism sectors with respect to the total
output generated for Robeson County in 2000 is given in Table 15. The output contribution from the
eating and drinking sector was 0.04% and the food stores comprised of 0.002%. The lodging sector
contributed 0.1% output and the share of miscellaneous retail sector was 0.005%. The results revea

that FMHG isresponsible for the greatest percentage of find demand in the lodging sector (0.1%).

Table 15: Total output and value added generated in the FMHG region in 2000

Sector Output Value Added
Food Stores $33,700,000 $28,800,000
Eating & drinking $75,500,000 $36,100,000
Miscellaneousrr etail $42,800,000 $35,800,000
Lodging $15,500,000 $6,800,000
Vehiclerepair $14,100,000 $6,000,000
Total impact for theregion $3,718,800,000 $1,618,000,000
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Tota value added for the FMHG region in 2000 (given by IMPLAN) was $1,618.6 million.
FMHG event's share was 0.002%. The contribution from the various tourism sectors was as follows
0.01% from the eating and drinking sector; 0.002% from the food stores; 0.06% from the lodging

sector; and 0.002% from the miscellaneous retail sector*®.

If the Flora Mcdondd Highland Games were not to happen, the final demand in the FMHG
regionwould fal by 0.001%. In other words, the losswill be $.5 million for the region (Table 16).
Thelossfor different tourism sectorsin the region would have been asfollows: 0.04% in the egting
and drinking industry; 0.002% in the food stores industry; 0.3% in the lodging industry; and findly

0.002% in the miscellaneous retall industry (Table 16).

Table 16: Comparison of demands

Industry Final demand because of Total final demand for the
FMHG (visitor region for 2000
expenditur es)

Eating & Drinking $ 28,249 $68,600,000

Food Stores $ 81.88 $30,400,000

Lodging $ 21,494 $6,800,000

Misc. Retall $ 8188 $38,700,000

Total Revenue $ 50, 642.68 $4,021,200,000

There are other sectors that were significantly impacted by the FMHG. These were naturd
gas and crude petroleum, maintenance and repair for other facilities, maintenance and repair for il

and gas, doctors and dentists, motor freight transport and ware, eectric services, wholesae trade,

4 The total labor income was determined separately by IMPLAN for the region. Asdiscussed before, labor
incomeis acomponent of value added.
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automotive dealers and service gations, banking, red estate and owner-occupied dwellings (Table

17). Wholesdle trade generated the greatest output (3.4%) followed by eectric services. It dso had

biggest value added (5.2%) and income (5%) impacts.

Table 17: Impact on other industries

Industry Output (%) Value Added Per sonal income
(%) (%)

Electric Services $1726 (21%) | $153 (4%) $ 367 (2.1%)

Wholesale Trade $2843 (3.4%) | $1,953 (5.2%) | $1,220 (5%)

AutomotiveDealersand | $1,342 (1.6%) | $1,018 (2.7%) | $670 (2.7%)

Service Stations

Real Estate $1730 (21%) | $1,199 (3.2%) | $170 (.7%)

Finally, 50% of local expenditures are added to the norntloca visitor expenditures (For
detals, see Appendix E, Table 11). A separate economic impact model was run and the results are
compared with the previous model. Maximum output, value added and labor income are generated

in the lodging sector.

Table 18: Economic impact including of 50% local expenditures

Industries Output Value Added Labor Income
Eating & Drinking | $30,423 $ 14,550 $ 10,444
Food Stores $ 838 $ 717 $ 477
L odging $ 20,093 $ 8,817 $ 5,802
Misc. Retail $ 1,856 $ 1,555 $ 1,022

Sengtivity andyssin Table 19 shows that the economic impact increased with theinduson
of 50% loca expenditures. Excluding al loca expenditures has underestimated the economic

impact of vigtor expenditures. However, the study does not filter displaced expenditures of the
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local vigtors. The percentage used for retained expenditures (50%) is an assumption, hence the

economic impact is based upon nortloca expenditures.

Table 19: Comparison by sendtivity analysis

Impact Including 50% local Excluding all local
expenditures expenditures

Output $ 86,034 $ 82,590

Vaue Added $41,926 $ 37,787

Persond income $ 26,949 $ 24,566

Multiplier Effects

Typel and Type SAM multipliers represent the value of production required from al sectors
by a particular sector to ddiver one million dollar worth of output to find demand. Find demand is
the ultimate consumption of commodities, including both goods and services. The Sze of the
multiplier does not represent the importance of a given industry for the economy (Aruna, et d.,
1998). It provides an estimate of the impact created if that industry’ s sales change to find demand.

Hence, it isan indicator that can be used to measure the interdependence of sectors.

Output Multiplier

The output multiplier represents the vaue of production required from dl sectorsfor a
paticular sector to deliver $1 worth of output to find demand. Larger the output multiplier, grester
the dependence of the sector on the rest of the regiona economy and more a dollar turns over in an
economy before it leaks out to another sector or region. Output multipliers are useful only asan

indicator of the degree of structura interdependence between each industry and the rest of the
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economy. Tables 20 and 21 give a summary of the output multipliers for the various tourism sectors

of the Highland Games regon.

Type | output multiplier for the GMHG region ranges from 1.09 (food stores) to 1.31
(lodging and vehicle rentdl). However in rdldive terms, the Type | multiplier for the five sectors are
rather close ranging from 1.09 to 1.21. Type | output multiplier of 1.31 for the GMHG region means
that for each million dollars of output produced by the lodging sector, $.31 million worth of indirect
output is generated in other local indugtries. In other words, a multiplier of 1.31 meansthat each
dollar ripples through the economy 1.31 times in cregting direct and indirect output. For the FMHG
region, the Type | output multiplier ranges from 1.07 (miscellaneous retail) to 1.27 (lodging). Type
I output multiplier of 1.27 for the FMHG region means that for each million dollars of output
produced by the lodging sector, $0.27 million worth of indirect output is generated in the local
industries. For a breakdown of direct, indirect and induced effects of multipliers see Appendix E

(Tables 19, 20, 21, 22, 23, 24)

For the GMHG region, Type SAM output multiplier for the lodging sector is found to be
highest. It ranges from 1.40 (Eating & drinking, miscellaneous retail) to 1.55 (lodging). A type
SAM multiplier of 1.55 for the lodging industry means that for each million dollar's worth of output
produced by the lodging industry, $0.31 million worth of indirect output is generated in other loca
indugtries and $0.24 million worth of induced effect isfdt due to regiona household spending

patterns as aresult of changesin the regional employment (Appendix E, Table 19).
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Table20: GMHG Multipliers

Industries Output Value Added Labor Income
Typel SAM | Typel SAM | Typel SAM
Eating & Drinking 1.29 153 [1.30 158 |[1.24 1.48
Food Stores 1.09 140 | 1.06 1.30 | 1.05 1.26
L odging 1.31 155 | 1.36 164 | 1.32 1.58
Vehicle Repair 131 151 | 134 161 | 1.35 1.61
Misc. Retail 1.10 1.40 | 1.07 1.30 | 1.06 1.27
Table21: FMHG Multipliers
Industries Total industry Value Added Labor Income
Output Typel SAM | Typel SAM
Typel SAM
Eating & Drinking | 1.19 135 | 122 1.43 1.17 1.34
Food Stores 1.06 129 | 1.04 1.21 1.03 1.18
L odging 1.27 142 | 1.38 1.59 1.32 151
Misc. Retail 1.07 1.29 | 1.05 1.22 1.04 1.19

For the FMHG region type SAM output multiplier ranges from 1.29 (food stores and

miscdllaneous retail) to 1.42 (lodging). A type SAM output multiplier of 1.42 for the FMHG region

means that for each million dollars worth of output produced by the lodging industry, $0.26 million

worth of indirect output in other local industries and $0.14 million worth of induced effect isfdtin

the regiona household spending patterns with changes in the regiona employment (Appendix G,

Table 22).

Labor Income Multipliers

Type | labor income multiplier caculates the effect on labor income generated from $1

worth of production for fina demand. Labor income has two components. employee compensation

and proprietary income. For GMHG, Type | income multiplier isthe highest for vehicle repair
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(1.35). Thisisfollowed by lodging (1.32), eating & drinking (1.24), miscellaneous retail (1.06) and
food stores (1.05). For the vehicle repair sector, the multiplier implies that with the direct effect of

$1 in labor income, an indirect effect of .35 is generated in [abor income. For the FMHG region,

Type | labor income multipliers range from 1.03 (food stores) to 1.32 (lodging). Type | [abor

income multiplier of 1.32 in lodging sector means with the direct effect of $1 in labor income, an
indirect effect of 0.32 million is generated in labor income. Type SAM labor income multipliers for
the GMHG region range from 1.26 (food stores) to 1.61 (vehicle repair). For the FMHG region,

they range from 1.19 (miscellaneous retall) to 1.51 (lodging).

Value Added Multipliers

Vdue added multiplier estimates the effect on vaue added generated from the production
of $1 of output for final demand. "'V due added represents the costs added to the intermediate costs
of producing goods and services to form the producer price’ (Arunaet ., 1998). As mentioned
earlier, the four components of value added are: employee compensation; proprietary income; other
property type income; and indirect business taxes. Employee compensation and proprietary income
together represent labor income. Vaue added multiplier for GMHG is the highest for the lodging
sector (1.36) followed by the vehicle repair sector (1.34), eating & drinking (1.30), miscellaneous
retail (1.07) and findly food stores (1.06). For the FMHG region, Type | vaue added multipliers

range from 1.04 (food stores) to 1.38 (lodging).

Tables 20 & 21 summarize Type SAM vaue added multipliers for both the GMHG and

FMHG regions. Type SAM vaue added multiplier for the GMHG region ranges from 1.30
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(miscellaneous retail and food stores) to 1.61 (vehicle repair). Type SAM vaue added multiplier for

the FMHG region ranges from 1.21 (food stores) to 1.59 (lodging).

Discussion

Lodging, eating and drinking, admission and registration, gas, retail involving Scottish
goods and miscellaneous retail (loca souvenirs, arts and crafts) are the biggest contributors of direct
expenditures to the Highland Games regions. For GMHG, lodging is the biggest contributor
followed by esting and drinking. For FMHG, eating and drinking generated the highest revenue
followed by lodging. The results are consstent with other studies that have been conducted on
short-term events. Medls, food and beverage, lodging, entertainment, shopping, admission fees and
auto related expenses have been considered the main benefactors of economic impact. Besides

these, admission and registration expenditures form an important congtituent of the overdl visitor

Spending.

Vigtor expenditures (13.5% from GMHG and 15.5% from FMHG) in admisson and
registration could not be included in the IMPLAN mode. Detailed informetion is required from the
Highland Games organizers to include these expenditures in the economic impact. Because of this
loss, the total visitor expenditures used for the economic impact are underestimated. However, it is
important to note that total visitor expenditures ($251,287) from admission and registration from the
GMHG surveys were smilar to the estimated figures ($ 251,877) from the GMHG office. This
indicates that accurate information was obtained from visitors. But these figures do not tdly in
FMHG's case. The admission and registration revenue caculated through FMHG surveys was $
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16,457 and the estimated figure offered by the FMHG office was $ 47,000. This discrepancy could
be due to inaccurate expenditures listed by visitors. It could aso be due to the overestimation on the
part of FMHG office. The later is more likely since their caculations are vague and the FMHG
organizers do not maintain appropriate records. Despite these discrepancies, the study provides

relidble and important information on the economic impact generated by the GMHG and FMHG.

Highland Games generate direct, indirect and induced tourism expendituresin the rurdl
regions of North Carolina. The study does not support the hypothesis that the Highland Games have
asgnificant overal impact upon their host regions. The percentages as reveded are smal. But

these impacts are important and benefit loca industries such as the lodging and food establishments.

Thelocal residents spent $ 43,111 and $ 534,562 a the FMHG and GMHG respectively.
Their expenditures are excluded from the economic impact. Mot of the economic impact studiesin
tourism have excluded local expenditures. Few studies have questioned the vdidity of the
assumption that loca tourism expenditures are displaced expendituresi.e., expenditures which
would probably have occurred in the region on other activities (Addade Grand Prix, 1986; Ryan,
1998). However, from the tourism industry perspective, any net switching to tourismis relevant,
and from an individua tourism perspective, both transfer and switching expenditures are relevant
because they represent a potential source of business. "As aresult, therationd for exclusion of
certain types of expendituresis related to the decision mekers frame of inference”’ (Addade Grand
Prix, 1986: 12). This study tries to address the issue by conducting a sengtivity analysis under the
assumption that the tourism spending a the Highland Games might be understated. The sengtivity
andysds shows an increase in the totd visitor spending with the inclusion of loca expenditures
(50%).
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Further studies should be carefully dedl with loca expenditures. The displaced expenditures
of local residents need to be taken into account. Ryan (1998) talks about retained expenditures
incurred by host resdents. They attend because the event is important to them. In this case, their
expenditure can be regarded as ‘retained’ expenditure because it takes place because of the event.
By ignoring these expenditures there is alikelihood that the total economic impact is
underestimated. A question should be included in the survey for local residents: "If the Highland
Games were not happening, would you have spent the money esewhere?” Since the study did not
indude such a question in the survey, the tota economic impact might be underestimated for the
GMHG and the FMHG regions. The probability of thisimpact is obtained under the 50%
assumption. The comparison confirms the suspicion that the economic impact is underestimated by

excluding al local expenditures.

Residence of the vendorsis the next issue. Vendors residing outside the event region take
their profits with them. Their revenue is aleskage for the community and cannot be included in the
economic impact. At GMHG and FMHG, Scottish goods generated a considerable amount of
revenue. All the vendors salling these goods resided outside the region. Their revenueis aleskage
for the community and cannot included in the economic impact ($280,196.28 and $26,651.94 from
the GMHG and FMHG regions respectively). Loca industry for the manufacture of Scottish goods

should be set up to reduce the level of imports.

The revenue figures caculated for both the Highland Games are comparable with revenue
figures acquired from short-term event studies across the world. Ryan (1998) studied seven short-
term eventsin New Zedland. Thetota direct spending for these events ranged from $2,200 to
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$240,000 (Ryan, 1998). Totd direct spending for a nine-day tourism expostion in Michigan was
estimated to be $1.03 million by locd residents (Gartner & Holecek, 1983). Their studies excluded

local expenditures from their total spending and do not discuss multiplier effects.

This dissertation takes multiplier effectsinto account. The magnitude of amultiplier
depends upon the degree to which the regiona economy is able to retain the money spent by visitors
asincome. Output, value added and labor multipliers were low across both the Highland Games
indicating leakages. Low interaction between various sectors in the Highland Games region is
assumed to be the main reason. SAM multipliers were larger than the Type | multipliers especidly

for the GMHG region.

With regards to economic contribution (money generated in the region) of GMHG and
FMHG on their respective regions, the results reved that the Grandfather Mountain Highland
Games only contribute .04% to its region and the Flora Macdonad Highland Games contribute
.001% to the total economy of its region. Even though, GMHG are hed in Avery County, its vistor
expenditures are spread over ten counties. The promoters of these Games should try to reduce the
number of counties involved in hogting the event. The main reason for the spread isthe lack of
accommodation offered to the visitorsin the Avery County. Because of the magnitude of the evert,
Avery County is not able to meet the demand for accommodation and restaurants. This event can
make a very dgnificant contribution if more rooms are provided in Avery County and the congstent
room rates are offered across afew closgly involved counties. High accommodation rates will dso
drive vigtorsin search of low ratesto nearby counties. A concentrated impact is certainly better

from the host region perspective. It would increase locd involvement, creste more jobs and

131



generate more persond income. Tax revenue from GMHG can be used to promote and develop

other locd attractions.

On the other hand, looking at the benefits for the entire State, a policy maker might argue
that alarger economic impact areais more beneficid. It would distribute persond income and
provide an opportunity for counties enroute to the GMHG to benefit from the mega event. This
provides incentive to market the location of counties that are not frequently visited. The counties
can develop their attractions, lodging and eating and drinking establishments and encourage visitors

to spend the night enroute to GMHG.

Since the GMHG (and other Highland Gamesin North Caroling) are repetitive in nature, the
economic impact occurs every year. Approximately 90% of the Grandfather Mountain Highland
Games visitors had plans to come back and 50% were repesat visitors. This provides a continuity
effect for the GMHG event. The benefits of repesat vistation are numerous and include: 1) a
reduction in therisk of event financid fallure 2) alikdly increasein organizationd efficiency
(improved quality of visitor experience) for subsequent events; 3) reduced uncertainty and risk of
future trip decisons, 4) and findly less risk and better time period in which to secure returns from
an investment (Adelaide Grand Prix, 1986). For anon-locd vidtor, avist to aonce only event inan
‘unknown' destination is a high risk travel decison, whereas in the case of an ongoing event
happening every year where theinitial staging has been successful, the uncertainty and risk are
consderably reduced. Increase in organizationd efficiency is obvious from increase in the ticket
revenue for GMHG and FMHG (GMHG office, 1999; FMHG office, 2000). Theincreasng
vigtations and popularity of GMHG and FMHG show that they have become credible destinations
for heritage tourism.
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Chapter 5: Conclusions

This dissertation has evauated short-term events as a component of heritage tourism from
severd perspectives. These include socio-economic characteristics, perceptions of authenticity,
spending patterns of vistors and subsequently the economic impact of their expenditures. The
short-term events considered are Scottish Highland Games. Thisis the first quantitative research in
the US on economic impacts and socio-economic characterigtics of visitorsrelated to Scottish
Highland Games. This sudy isdso thefirg of itskind in short-term event literature that has done

empiricd andyss of authenticity.

The data were collected from two Scottish festivals, GMHG and FMHG. The empirica
andysis used methods drawn from tourism literature to eva uate the spending behavior of visitors
and determine differences in authenticity perceptions among various visitor groups. The USDA
Forest Service modd IMPLAN was used to determine the economic impact of Highland Games on
their hogt regions. IMPLAN has been used extensively in tourism literature for economic impact
andyss. This chapter reviews methodologies gpplied in the dissertation. Data collection and data
andydis are discussed with their limitations. Recommendations are given for developing better
way's to assess vistor perceptions, spending patterns and finaly economic benefits to the host
community. Next, the hypotheses discussed in Chapters 2, 3 and 4 are reviewed in the context of
their results. Finally, conclusions (both specific and generd) are drawn based upon the results

offered by this study.
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M ethodology and Data

This dissertation provides ingght into the benefits of short-term heritage tourism eventsin
promoting the economy and culture of host regions. Surveys were structured to collect information
on vigtor expenditures, aswell as socio-economic characteristics and perceptions of authenticity of
vigtors. Ongite surveys were used to collect dataat GMHG in 1997 and FMHG in 2000. Asthe
literature reveds, response rate from on-Ste surveysin tourism are usudly less than 50%. The
response rates to the GMHG and FMHG surveys were 24% and 22% (percent of questionnaires

completed and returned) respectively.

Survey digtribution at GMHG and FMHG was designed to be random and unbiased to
obtain a representative sample. The surveys were distributed at different times during the Gamesto
obtain unbiased responses. At GMHG, they were distributed over athree-day period (mornings and
afternoons). At FMHG, the didtribution was at different times (morning and afternoon) of the same
day. The socio-economic characterigtics of vigtors a8 GMHG and FMHG were smilar. The average
age was 45 years and 47 years for GMHG and FMHG respectively. Average income of the visitors
was $70,000 for GMHG, and the mgority of FMHG visitors belonged to the income category of
$40,000 to $80,000. These results are consistent with the average age and income of heritage

tourigts provided by the Travel Agency of America (TIA, 1999).

Few gtudies in tourism have dedlt with the problem of item nonresponses. Chapter 3
discusses different methods that can be used to address the problem of missing vaues. The GMHG

data have missing values for annua household income and distance traveled. Different methods
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were gpplied to subdtitute these missing values. Regression based imputation was used to substitute
missing vaues of income. Mean value was used for missing values of distance traveled to GMHG.
Sengtivity andyss was conducted by comparing models that used subgtitutes of missing vaues
with the ones that deleted observations with missing vaues of income and distance. The findings
found both the modds smilar. Results implied that the methods gpplied for missng vaues did not
introduce bias. However, it is recommended that future studies include arandom error component
(to smooth out the imputation of imputed vaues) in the regression based imputation modd and
develop a more appropriate method, such as regression based imputation, to deal with the missng

vaues of distance.

Many researchers have faced the issue of estimating total attendance at short-term events.
Incorrect attendance figures can underestimate economic impact. This study uses the totd figure
cdculated by the GMHG office based upon the number of tickets sold. However, a discrepancy in
the ticket counts (sold) was suspected (GMHG office, 2000). This was due to the lack of
appropriate records on ticket sales. The FMHG office, on the other hand, guessed the totd visitor
attendance at their Games. Future studies should recognize estimates of attendance an important
issue and design appropriate methods to get an accurate count rather than relying on event
organizers. Counting total number of carsis one way to resolve the issue. That method would aso
require an estimate of the average number of persons per car. Another dternative isto coordinate
with the Highland Games organizers to overcome discrepancies over the number of tickets sold.

Appropriate records of ticket sleswill need to be organized and maintained.

Next, this study addresses three main statistical challengesin the andyses of survey data.
These were heteroskedadticity (unequa variances that can be caused by outliers), multicollinearity
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(linear relationships among independent variables) and endogeneity (correlation between
independent variable and error term). Endogeneity implies that the dependent variable might have
an effect upon the independent variable in chapters 2 and 3. In chapter 2, enjoyment at GMHG was
potentialy endogenousin amodel of tota expenditures. Since other model results were robust to
the indusion of this enjoymert variable, this problem was disregarded. Different methods were
applied to overcome the problem of heteroskedasticity. Chapter 3 used logarithmic forms for
variables that had high values of skewness (skewed to the right or left) and kurtos's (peakedness of
the digtribution). Expenditure, distance, income and length of stay were used in their logarithmic
forms. Winsorized averages (trimming the upper and lower tails of the data by 2.5%) for visitor
expenditures were used for economic impact in chapter 4. Variables suspected to be multicollinear

were tested with Chi Square tests and dropped when high collinearity was found.

While univariate analysis provided useful information about the socio-economic
characterigtics of vistors, ANOVA and OL S regresson modds (bivariate and multivariate) were
the key empirical methods. Statistical differences across various groups of tourists were tested.
Chapter 2 found significant differencesin percelved leves of authenticity across gender and
different age and income groups. Authenticity rating (on ascde of 1 to 5) was postively related to
total expenditure. Chapter 3 tested differencesin the spending pattern of visitors across different age
groups through length of stay and Sze of group. Multivariate regresson models were estimated to
determine the effect of different socio-economic characteristics upon tota expenditure incurred at
the Games. In two models, total spending at the Games was found related to exogenous attributes
(socio-economic characteristics of the vigitors) and possible endogenous attributes acquired at the

event, such as enjoyment, learning Scottish history at the Games and plans to return next year.
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The USDA Forest Service IMPLAN model was used to determine the economic impact of
GMHG and FMHG upon their host regions. As an Input/Output model, IMPLAN offersthe
advantage of providing detailed measures of direct, indirect and induced effectsin a complex
economy. However, Input/Output models have many limitations and the results should be
interpreted cautioudly. For example, the production function is assumed to have congtant returns to
scae (proportiond increase in dl inputs when output increases). Further, an indudtry is assumed to
have unlimited access to raw materias and labor, and thus the demand for its products determines
thefind output. These limitations are not a great concern in this study, because the activity sudied

(the Highland Games) represents asmall part of the host economy.

The multiplier concept in economic impact studies summearizes the economic activity
simulated by visitors, creating additiona business transactions, persond income, employment and
government revenue in the host community. Output, value added, persond (Iabor) income and
employment are commonly used multipliersin short-term event studies. The use of employment
multiplier is not recommended, as discussed in chapter 4. Since events occur over a short duration,
it isunlikely that indudtries involved in the event will employ more workers. Rether, current
employers work overtime to meet the additional demand for goods and services. Type | and SAM
(Socid Accounting Matrix) multipliers were used to determine output, value added and labor

income impacts of the GMHG and FMHG visitor expenditures.

Findly, the data on visitor expenditures used for economic impact imposed certain
limitations. Local vigtor expenditures were excluded. Future studies should include agppropriate
guestions in the survey to include retained expenditures (incurred only because of the event) and
exclude displaced expenditures (could have incurred sawhere in the Highland Games region) of
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loca residents. Further, information provided by the surveys was not sufficient to identify time
switchers, defined as non-locd visitors who may have been planning to visit the Highland Games
region for some time, but changed the timing of their vigt to coincide with the event. Their
expenditures should not be included in the impact snce they would have sill occurred without the

event.

Discussion of Hypotheses and of Results

Using the methodol ogies described above, eight hypotheses related to authenticity, spending
behavior and economic impact presented in chapters 2, 3, and 4 are tested. The results provide
useful indghts for Highland Games officias with respect to future promotion. The host county and

the North Carolina state officias can dso use the results to promote heritage tourism.

Chapter 1 discussed the staged authenticity of Highland Games. Sociologist Dean
MacCannell assertsthat al authenticity is staged and distorted to suit the needs of tourigts. This
assartion is discussed in the light of Highland Games. North Carolinawas one of the earliest places
where Scottish Highlanders emigrated as aresult of the Battle of Culloden. The culture and tradition
they brought with them was authentic (origina and crested by the nostalgic memories of the past),
and they are representative of Scotland in North Carolina. Scots stage Highland Games today to
display and promote their traditions. These Highland Games are very important and are an
expresson of Scottish courage and commitment to their community. Highland Gamesin North
Carolinaare run by non-profit organizations. The goa of FMHG isto break even. GMHG, being a
bigger evert, strives to make profits. The organizers assert that the profits are invested back into
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GMHG and other activities that encourage cultural promotion. While Scottish Highland Gamesin

North Carolina are staged authenticity, they are not necessarily inauthentic.

The above view is supported by the analysis of vistor perceptions of authenticity. The
average authenticity score was 4.0 on al to 5 scale with 5 being most authentic. There are
important differences in perceptions of authenticity among vistorswith regard to gender and
historical background. However, members of Scottish clans and the visitors who had been to
Scotland did not perceive the items offered at the Highland Games to be more authentic than their
counter parts. Visitors who gave higher authenticity ratings to the events offered a the Gameshad a

tendency to spend more.

Chapter 3 consdered the spending behavior of tourists. The effects of age, income and other
S0Ci0-economic characterigtics of tourists were analyzed. The Games were found to be more
popular with older people since they stayed for alonger period of time. Different age groups were
a0 tested for differences in spending levels. The age groups above 45 years of age had atendency
to spend more money on accommodation. Tourist expenditures were aso positively related to
annua household income. As expected, expenditures aso increased with distance traveled. When
potentially endogenous attributes acquired at the Games are added to the model, they increase the
datigicd sgnificance of the modd. In other words, the experience at the Gamesis related to
expenditures, even after controlling for socio-economic characteristics such asincome. These
relationships make sense, for example, enjoyment at the Games can increase the desire of vistorsto

spend more.
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Finaly, chapter 4 andyzed the economic impact of tourist expenditures incurred at GMHG
and FMHG. Tourist expenditures had the greatest economic impact on the lodging industry. This
was followed by the eating and drinking, admisson and registration, gasoline and retall industries.
Vigtor expenditure on Scottish goods was excluded since vendors selling these goods resided and
purchased dl inputs outside the GMHG region. They were consdered leskages. Admisson and
registration had to be excluded due to lack of detailed information provided by the GMHG and
FMHG organizers on alocation of revenues. Vehicle rental expenditures could not be included for
lack of information on the rental location of the vehicle. However, vehicle rentd only congtituted

0.6% of totd expenditure figures and that share was conddered insignificant.

Resultsimplied rather smdl impacts on the FMHG and GMHG regiona economiesin
comparison with tota regiona income. However, the sgnificance of Highland Games to their host
regions cannot be ignored. In addition to direct expenditures, they generate indirect and induced
effects. Because GMHG is alarge event, the impact is assumed to accrue to ten counties. If the host
region of GMHG were consdered to be smaler (fewer counties), the economic impact would be a
larger percentage of these counties' economies, athough leakages would aso be higher. The host
counties for the Games could concentrate benefits by providing more lodging and esting and
drinking establishments. FMHG impact is concentrated in one county only (FMHG office, 2000).
Here, FMHG can be used as atool to promote other attractions in the region encouraging visitors to
spend more nightsin the region. If visitors stay for more nights, they will spend more, thus

increasing their impact on the region.
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General Discussion

Over the past decade, community festivals and specid eventsin the United States have
grown phenomendly. Festivals (asis evident in Scottish Highland Games) are organized for a
variety of reasons that include preservation of host culture and enhancement of the local tourism
industry. They aso provide local recreation and leisure opportunities. Many festivals can be
classfied as heritage tourism activities Snce they depict heritage and are oriented to historical
nostagia Ther reliance in heritage can provide an incentive to officids both at the loca and sate
level to emphasize the authenticity of events a such festivals. Scottish Highland Games have

provided an excdlent case study to serve as aguide for future festival promotions.

Scottish Highland Games have enhanced the tourist apped of their host regions (GMHG
office, 1999; FMHG office, 2000). Consequently, they provide considerable economic benefitsin
terms of direct impact. Since they are annud, they encourage repest vidtation a8 GMHG.
Approximately 50% of the vigtors were return vigtors. Consstency in the quality of service
provided by the Games and the Games region is crucid to maintain exigting clientele and target
future markets. Promotion of authenticity isabig draw for such markets. Criteriafor authenticity
should be based upon both literature review and visitor perceptions, which are not dways
condgtent. In "staging” an event that will be perceived by tourists as authentic, Highland Games
organizers have to go beyond the depiction of authenticity portrayed by their counterpartsin
Scotland. As discussed earlier, the present day Highland Gamesin Scotland are a product of
heritage reviva supported and chosen by the English aristocrats. The “authentic” heritage of
Scotland could be traced before this reviva wave. All heritage tourism events can draw upon the
results of this dissertation to recognize the importance of authenticity for economic benefits (higher
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expenditures associated with greater perceived authenticity) and culture sustainability (preservation

of heritage).

Tourism has often been condemned for spoailing the authenticity of heritage. Profit-
driven objectives of organizers and promoters of heritage tourism activities are respongble for this
cultural degradation to some extent. Political factors aso play a powerful role. A study conducted in
various countries of Africa on sustainable ecotourism asserted that government policies that creste
both palitica and financia chaos could be the main contributors of degradation of tourismin
generd. Thisis aso gpplicable to heritage tourism. At the same time, profit incentives cannot be
ignored and may support authenticity if it is recognized as generating revenues. The qudity of
authenticity isimportant both for the sustainability of Scottish culture and for promoting heritage
tourism. Co-ordingtion on the part of government officials and heritage tourism organizations is

crucid to achieve a ba ance between profits and sustainability of culture.

The Scottish Highland Games provide a good example of sustainable heritage tourism.
When heritage is staged in a place away from the land of its origin by its descendents, it leads to
cultural enrichment. Staged authenticity for financid gains can be an asset provided the organizers

use the funds for promoting heritage.

Investigation of economic sgnificance can provide vauable input to governmenta decison
meaking with regard to the appropriate role of short-term eventsin the tourism mix of a county, date
or aregion. Significant evidence is required to quantify economic benefits, such asgrowth in
tourism revenues, S0 that the hogt regions can judtify request for funds. Elected officids have to be
convinced that heritage tourism ddivers economic and socid benefits.
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Further, in order to gain confidence and support of the loca business community, studies
should compare the economic impact (benefits) with the economic costs of tourism (such as
infragtructure). Better understanding and communication is necessary. An event atracts nonresident
vigtors who spend money in the local community both insde and outside of events they vigt. This
new money from outdde the community generates income indde the community. The community
resdents are respongible for providing initid funds, and they receive areturn on their investment in

the form of new jobs and household income.

Future studies should look at the effect of spatid distribution of visitors (residence) on
expenditures. Vistor ssgments from various regions might be identified with different expenditure
behavior. Further, while determining economic impact, retained expenditures of locd vigtors
should be taken into account. Additiona information should be asked to identify such vistors. Time
switchers dso need to be identified and their expenditures should not be included. Findly, in-state
visitor market is an important segment and separate economic impact sudies should be conducted

to identify the economic benefits generated by them.

Short-term heritage tourism events such as fedtivas often involve high-intensity activity and
are repetitive in nature. They generate positive images and provide socid and economic benefitsto
the locad community. They offer asocid experience for guests and the hogts dike. Further, this
study has shown that fedtivals generate substantia tourist expendituresin the host region. This study
has aso proved that authenticity is an important component of heritage tourism. It generates

revenue and leads to culturd sudtainahility.
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Study Area: North Carolina

Grandfather M ountain Highland Games
L och Norman Highland Games
Waxhaw Highland Games
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Appendix B

Scottish Heritage USA, Inc., Pinehurst, NC: Scottish Heritage USA, Inc. promotes the exchange of
ideas and people between Scotland and the United States, by organizing exchange scholarshipsin

horticulture and supporting the Trust for Scottish Conservations Projects.

The Council of Scottish Clans and Associations, Inc.: The Council of Scottish Clans & Associations
(COSCA) represents more than 150 Scottish clans and family associations. COSCA can research
family namesto determine igibility to join and can locate clan tents or contact your clans by mall

if the clan is not present a the Games.

The National Trust for Scotland, Scotland: The Trust is a non-governmental charitable organization
founded in 1931 by asmall group of Scots who were concerned about the growing threat to
Scotland’ s natural and architecturd heritage. It administers Scotland' s historic and scenic properties

to make them accessible to everyone.

The Scottish Tartans Society, Pitlochry, Scotland: This society was established in 1963 and its main
objective is to promote tartan and Scottish heritage among the Scottish Americans. The Tartan
Museum in the mountainsin Franklin, North Carolinais aliving example of its efforts. In 1993, the
museum not only won the heart of the local residents but was dso officidly recognized by the State

of North Caralina (Tartans, 1996). Four officid highway road signs on the main highwaysinto
Franklin were erected by the State to direct travelers to the museum. As the brochure of the Scottish

Tartan Museum proudly says, "avist to the Scottish Tartans Museum in the heart of Franklin,
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North Carolinais astroll through the history and culture of Scotland. Education and history of the

tartan is the focus of the Scottish Tartans Museum'' (Brochure, 1997).

Scottish Heritage Center, Lauinberg, NC: The Sandhills region of North Carolinawas home to the
most Sgnificant Scottish settlement in dl of North Americain the eighteenth and nineteenth

centuries. These Scottish settlers continued the traditions and customs of their homeland - the

church, strong family bonds, the arts, and quality education. Descendents founded Flora McDonald
College and Presbyterian Junior College with this Scottish emphasisin mind. St. Andrews
Presbyterian College in Laurinberg, the result of amerger of these two schoolsin 1958, maintains a
commitment to qudity education and an innovative interdisciplinary program A Scottish Heritage
Center was established by the St. Andrews Prebysterian College. It pursues projects aimed at
highlighting the Scottish traditions of the region, promating higtorical and cultural studies, and
providing services and support to individuas and organizations with an interest in the preservation

of Scottish heritage and culture (The heritage of St Andrews College brochure, 1998).
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Appendix C

FMHG

Table 1. Univariate information on FMHG variables (visitors)

Authentic | Age | Number of Nights | Expenditure | Expenditure
people (logged)

M ean 3.97 47.49 48 107.51 4.45
M edian 4.0 47 0.00 62 4.18
Mode 4.33 40 0.00 0.00 3.33
Std. Dev. | .54 13.13 97 117.25 1.01
Kurtoss |-.87 - .34 3.51 1.89 -.19
Skewness | .22 .53 2.02 3.30 -.11
Table2: Frequencies of FMHG categorical variables (1)
Variable Categories Frequency percent
Member of aclan : Yes 50%

No 50%
Nostalgia at the Games Yes 96%

No 4%
Revived memories of own Yes 63%
Scottish heritage No 18%

Don't have Scottish heritage | 19%
Been to Scotland Yes 41%

No 60%
Gender Mde 38%

Femde 62%
Accompanied by Family 53%

Friends 16%

Others 3%$

Family & friends 9%

17%
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Table 3: Frequenciesof FMHG categorical variables(I1)

Variable

Categories

Frequency percent

Income

<$20,000
$20,000-$40,000
$40,000-$60,000
$60,000-$80,000
$80,000-$100,000
> $100,000

5%
19%
33%
20%
12%
11%

Age

<25years
25-35 years
35-45 years
45-55 years
>55 years

2%
16%
29%
31%
23%
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Appendix D

GMHG

Table 1. Univariate information on GMHG continuous variables(l)

Total Logged | Income | Logged Distance | Logged

Expenditure | (Total) | ($000) (income) (Distance)
Mean 547.38 5.64 70.92 4.086 313 5.20
Median 344 5.84 68 4.22 250 5.42
Mode 61 411 50 3.91 302 571
Std. Dev. 1448 1.15 39.73 .670 431 1.17
Kurtosis 529.13 1.15 15.30 5.70 51 2.13
Skewness 21.37 -.54 2.12 -1.59 6 -1.008
Table 2: Univariate information on GMHG continuous variables (I1)

Site Logged | Stay L ogged (Stay) Nights L ogged

(Site) (Nights)

M ean 123.73 | 2.38 70.18 | 3.02 341 1.07
M edian 1.00 0.00 4051 | 3.93 3 1.10
Mode 1.00 0.00 1.00 0.00 2 0.69
Std. Dev. 237.90 | 2.69 90.18 | 2.06 2.63 52
Kurtoss 26.95 | -1.77 17.34 | -1.27 113.64 1.35
Skewness 4.44 313 3.20 -.56 8.27 0.24
Table 3: Univariate information on GMHG continuous variables (111)

Age Education | Group sze Group size (logged)
M ean 4529 | 15.58 3.71 1.09
Median 45 16 3.0 1.10
Mode 50 16 2.0 0.69
Std. Dev. 1581 | 3.57 2.95 .628
Kurtoss -0.51 | 3.066 24.14 135
Skewness -0.02 ] 1.097 3.60 344
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Table 4: Frequencies of GMHG categorical variables(l)

Variable Categories Frequency percent
Occupation Professona/Manageria 86%
Othersincluding retired 14%
Having Scottish ancestors | Yes 89%
NO 11%

Table 5: Frequencies of GMHG categorical variables (1)

Variable Categories Frequency per cent
Member of aclan Yes 69%
No 31%
Advance Planning L ess then one week 11%
L ess then one month 35%
Lessthan 9x months 15%
More than Sx months 40%
Learnt history at the Yes 66%
Highland Games No 34%
Plan to come back to the Yes 77%
Highland Gamesnext year | No 23%
Attending the Highland Yes 44%
Gamesfor thefirst time No 6%
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Table 6: Multivariate Regression Models (deleting missing values of income and distance

traveled) N=653
Dependent Variable: Total expenditure  Model 1 Model 2
Dependent variable Parameters | T statistic | Parameters | T Statistic
L ogged income .337* 454 .320* 4.40

L ogged distancetraveled | .108* 2.98 .081* 2.27

Age .024* 1.78 .024* 1.83
Agesquar ed -.0002 -1.68 -.0002 -1.67
Education -.002 .856 -.003 .095
Professional -.133 -151 -.172 -1.98
Ancestor .035 .843 -.074 778
Oversixm .657 7.69 .602 7.16

Y edearnt 091 1.03
Enjoy 214 5.83

Plan -.102 -.82

I nter cept 3.07 3.14

R squared 147 192

Adj. R squared 137 179

F test (p<. 0001) 13.96 13.91

* Sgnificant a p £ .05 leve
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Appendix E

GMHG

Table 1. Breakdown of ticket salesby the GMHG office

Ticket type

Total revenue

Price per ticket

Two day ticket (adults) $21, 010 $25
Two day ticket (children) $1397.00 $8
Four day ticket (Campers. adult) $27,123 $35
Four day ticket (Campers: children) $ 2005 $20
Saturday (one day: adults) $ 13,825 $18
Saturday (one day: children) $ 2765 $5
Sunday (one day: adults) $ 42,816 $15
Sunday (one day: children) $ 1850 $5

Table 2: Tourist expenditures by out of the GMHG region visitors (using 2.5% winsorized

aver ages)
tem Average (per | Average (per person) Total expenditures
group) (per_person)

Eaing & Drinking $ 75.31 $22.62 $ 386,938

Food Stores $ 20.34 $ 6.11 $ 104,518

Lodging $107.48 $32.28 $ 552,182

Gas $ 33.92 $10.19 $174,310

Vehicle Repar $ 71 $ 21 $ 3,592

Misc. Retall $ 19.06 $ 5.72 $ 97,846

Table 3: Sengitivity Analysisfor GMHG (comparing 1%, 2.5% and 4% winsorized aver ages)

Item Average (not Average (per Average (per | Average (per

winsorized) group) 1% group) 2.5% group) 4%
winsorized winsorized winsorized

Eaing & Drinking $89.28 $ 86.56 $75.31 $72.13

Food Stores $26.16 $ 23.65 $20.34 $20.34

Lodging $190.21 $187.75 $107.48 $178.05

Gas $ 39.75 $38.01 $ 33.92 $ 33.92

Vehide Repair $ 6.60 $5.04 $.71 $.70

Misc. Retall $23.06 $23.11 $19.06 $22.55
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Table 4: Itemsnot included in the economic impact

Items Reason (not Average (per | Average (per Total revenue

included in impact) group) person) per person
Scottish goods Leakage $54.54 $16.38 $ 280,196
Vehicle rental Missing airport info. $.61 $.18 $ 3,079
Admission & Revenue by the $48.93 $14.69 $ 251,287
regisration GMHG organizers

Table5: Senditivity Analysisfor itemsnot included in theimpact (comparing 1%, 2.5% and
4% winsorized aver ages)

Items Average Average (per Average (per Average (per
group) 1% group) 2.5% group) 4%
windorized windorized windorized

Scottish goods $ 75.91 $75.12 $54.54 $72.13

Vehiclerenta $11.56 $7.70 $.61 $. 60

Admisson & $47.47 $52.20 $48.93 $47.47

registration

Table6: Figuresincluding 50% local expendituresfor GMHG

Item L ocal Total Total GMHG Revenue
Expenditures Expenditures
(50%) (excluding local)

Eating & Drinking $ 15,010 $ 386,937 $ 401,946

Food Stores $ 3144 $104,517 $ 107,661

Lodging $ 6484 $ 552,181 $ 558,665

Gas $ 5366 $174,310 $179,676

Vehicle Repar $ 0 $ 3,592 $ 3,592

Misc. Retall $4671 $ 97,846 $102,517
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FMHG

Table 7: Total tourist expenditures by out of the FMHG region visitors (using 2.5%
winsorized aver ages)

Item Average (per | Average (per person) Total revenue per
group) per son

Eating & Drinking $ 28.86 $6.90 $28,249

Food Stores $.10 $.02 $81.88

Lodging $21.94 $5.25 $21,493

Gas $12.59 $3.01 $12,323

Misc. Retall $.82 $.20 $ 0

Table 8: Sengtivity Analyssfor FMHG (comparing 1%, 2.5% and 4% winsorized aver ages)

Item Average Average (per | Average (per Average (per
group) 1% group) 2.5% group) 4%
winsorized winsorized winsorized

Eaing & Drinking $34.53 $ 28.86 $ 28.86 $36.13

Food Stores $.53 $.10 $.10 $.10

Lodging $25.52 $21.94 $21.94 $30.10

Gas $ 13.66 $12.58 $12.59 $16.09

Misc. Retall $2.00 $.82 $.82 $1.38

Table9: Itemsnot added in FMHG economic impact

I[tems Reason (not Average (per | Average (per Total revenue

included in impact) group) per son) per person
Scottish goods Leskage $27.22 $6.51 $ 26,652
Admission & Revenue by the $16.82 $4.02 $ 16,458
registration FMHG organizers
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Table 10: Sengtivity Analysisfor expenditures not included in the FMHG impact (Average

per group)

Items Average Average (per Average (per Average (per
group) 1% group) 2.5% group) 4%
winsorized winsorized winsorized

Scottish goods $315 $27.22 $27.22 $36.32

Admisson & $19.05 $16.82 $16.82 $20.98

registration

Table 11: Figuresincluding 50% local expendituresfor FMHG

Item L ocal Total Total FMHG Revenue
Expenditures Expenditures
(50%) (excluding local)

Eating & Drinking $ 2482.37 $ 28,249 $ 30,731

Food Stores $0.00 $ 81.88 $ 81.88

Lodging $0.00 $ 21,493 $ 21,493

Gas $ 1509.75 $12,323 $ 13,833

Misc. Retall $99.00 $ 8188 $ 9178
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Economic impact of GMHG

Table 12: Output of GMHG

Industries Direct Indirect Induced
Eating & Drinking $35,251 $92,096 $126,242
Food Stores $ 8,151.84 $ 27,245 $ 34,041
Lodging $42,246 $ 131,915 $ 180,297
Vehicle Repair $ 0 $ 3842 $ 1,197
Misc. Retal $ 8,262 $ 23,752 $ 31,988
Table 13: Value added of GMHG

Industries Direct Indirect Induced
Eating & Drinking $ 35,251 $ 92,096 $ 126,242
Food Stores $ 8,152 $ 27,245 $ 34,041
Lodging $42,246 $131,915 $ 180,297
Gas $ 13,329 $ 45,640 $ 56,963
Vehicle Repair $ 0 $ 3842 $ 1,197
Misc. Retall $ 8,262 $ 23,752 $ 31,988
Table 14: Labor income of GMHG

Industries Direct Indirect Induced
Eaing & Drinking $35,251 $ 92,096 $ 126,242
Food Stores $ 8,152 $ 27,245 $ 34,041
Lodging $42,246 $ 131,915 $ 180,297
Vehicle Repair $ 3842 $ 1,197
Misc. Retall $ 8,262 $ 23,752 $ 31,988
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Table 15: Total impact including 50% local expenditures

I mpact GMHG

Output $2,107,703
Vaue Added $ 1,205,503
Persond income $ 747,984

Economic impact of FMHG

Table 16: Output of FMHG

Industries Direct Indirect Induced
Eating & Drinking $ 28,055 $309 $ 663
Food Stores $ 450 $ 30 $ 275
Lodging $21,290 $195 $ 80
Misc. Retall $ 1,282 $ 38 $ 350
Table17: Valueadded of FMHG

Industries Direct Indirect Induced
Eating & Drinking $13,418 $ 148 $317
Food Stores $ 385 $ 26 $235
Lodging $ 9,432 $ 86 $ 35
Misc. Retall $ 1,074 $ 32 $ 293
Table 18: Labor income of FMHG

Industries Direct Indirect Induced
Eating & Drinking $9,632 $ 106 $ 228
Food Stores $ 256 $ 17 $ 156
Lodging $6,148 $ 56 $ 23
Misc. Retall $ 706 $21 $193
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GMHG Multipliers

Table 19: Output multipliersof GMHG

Sectors Direct Indirect Induced | Typel Type SAM
Eating & Drinking 1.0 .29 .23 1.29 1.52

Food Stores 1.0 .09 31 1.09 1.40
Lodging 1.0 31 24 1.31 1.55
Vehicle Repair 1.0 31 .20 1.31 1.51

Misc. Retall 1.0 10 .30 1.10 1.41
Table 20: Value added multipliersof GMHG

Sectors Direct Indirect Induced | Typel Type SAM
Eating & Drinking .50 15 14 1.30 1.58

Food Stores .85 .05 19 1.06 1.29
Lodging .53 19 A5 1.36 1.64
Vehicle Repair 45 15 13 1.34 1.61

Misc. Retall .84 .06 .20 1.07 1.30
Table 21: Labor income multipliersof GMHG

Sectors Direct Indirect Induced | Typel Type SAM
Eating & Drinking .36 .09 .09 1.24 1.48

Food Stores 57 12 71 1.05 1.26
Lodging .35 A1 .09 1.32 1.58
Vehicle Repair 27 .09 .07 1.35 1.61

Misc. Retall .55 .03 A1 1.06 1.27
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FMHG Multipliers

Table 22: Output multipliersof FMHG

Sectors Direct Indirect Induced | Typel Type SAM
Eaing & Drinking 1.0 19 .16 1.19 1.35

Food Stores 1.0 .10 23 1.06 1.29
Lodging 1.0 27 15 1.26 1.42

Misc. Retall 1.0 .07 22 1.07 1.29
Table 23: Value added multipliersof FMHG

Sectors Direct Indirect Induced | Typel Type SAM
Eaing & Drinking A48 A1 10 1.22 1.43

Food Stores .85 .04 14 1.04 1.22
Lodging 44 .16 .70 1.38 1.59

Misc. Retall .84 .04 14 1.05 1.22
Table 24: Labor income multipliersof FMHG

Sectors Direct Indirect Induced | Typel Type SAM
Eaing & Drinking 34 .06 .06 1.17 1.34

Food Stores 57 .02 .09 1.03 1.29
Lodging .29 .09 .05 1.32 151

Misc. Retall .55 .02 .08 1.04 1.19

Table 25: Total impact including 50% local expenditures

I mpact FMHG
Output $ 86,034
Vaue Added $41,926
Persond income $ 26,949
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Appendix F: Questionnair es used

Survey 1

Flora MacDonald
Highland Games
Flora MacDonald Campus
Red Springs, Robeson County

Dear respondent,

Thissurvey isdesigned to enable usto get feed back from you. Your answerswill help in making the highland
gamesabetter event in future. Pleasetaketimeto answer the questionsin this survey to the best of your
knowledge. It isvery important that you answer all the questions. We will be collecting the surveysback at all
the entrances from 2:00 p.m. onwards. If you wish to return the survey before 2:00 p.m., you can giveit to any of
the concession standslocated inside the Flora MacDonald Highland Games.

Timmy Ammons Deepak Chhabra

President Ph.D. candidate
FloraMacDonald
Highland Games Raleigh
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. Features sought at the Games: Please check O
Authentic Scottish food
Authentic Scottish goods
Opportunity to participatein traditional Scottish activities
Information about Scottish heritage
Outdoor recreation and spectacle
Athletic Competition
Interaction with fellow clan members
Other features sought:

QX O Ox Ox Ox Ox Ox =

2. Which of thefollowing items at these Highland Games authenticate the Scottish heritage. Please
circlethe onewhich best describesyour personal evaluation:

Not authentic Very Authentic

Scottish souvenirs 1 23 4 5
Highland GamesSetting 1 2 3 4 5

Highland dancing 1 23 4 5
Parade of Tartans 1 23 4 5

Making new friends 1 23 4 5

Family reunion 1 23 4 5

Family gathering 1 234 5
Interacting with your clan 1 23 4 5

Learning Scottishhistory 1 2 3 4 5
Isthere anything else at the games that you think is especially authentic or not authentic?

3. Dotheeventsoffered at the games create nostalgia for
the past (a sense of connection with the Scottish history
and heritage)?

0 Yes 0 No

4. Do these gamesrevive memories of your own Scottish
heritage? 0 Yes 0 No 0 Don't have Scottish heritage

If yes, theninwhat way?
5. Haveyou been to Scotland?

0 Yes 0 No

Wereyou born in Scotland: 0 Yes 0 No
6. Areyou amember of aclan?

0 Yes o No

7. Areyou accompanied by your

& Family 0 Friends 0 Others & None
How many peoplearein your group?

8. Areyou accompanying anybody who is participating at
thegames?d Yes 0 No

9. What isyour total anticipated expenditure during this
Visit?$
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How many nights are you staying in Robeson County?

10. What isyour annual household income (please check

one)

0 <$20,000 0 $20,000 - $40,000
d $40,000 - 60,000 0 $60,000 - $30,000
0 $30,000-$100,000 d >$100,000

12. For each activity listed below, please estimate total expensesfor your travel party in Robeson
County (at the Highland Games site and outside the site) and outside Robeson County in North
Carolina. Please give your best estimate.

Amount spent by your travel

party:
Robeson Outside Robeson
County County

Expensesat the Highland Games site;

Admission/registration fees $ $XXX
Scottish goods $ $ XXX
Food/drinks $ $XXX
Expensesnot at thefestival

Lodging $ $

Food/drinks $ $
Groceries $ $
Vehiclefud & oil $ $
Locally madearts & crafts  $ $

13. How many miles (oneway)have you traveled to the
games?

14. What isyour zip code ?
15. What isyour age?
16. What isyour gender ? 0 Made 0 Femde

17. Any additional comments:
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Survey 2

For Participants of the Flora M acDonald Highland Games:

Please answer all the questions to the best of your ability. It isvery important that you answer all the
questions.

1 Y ou are participating in which activity or event?

While preparing for these Games, where did you practice ?
0 Athome 0 School 0 Coallege
0 Any other place:

Did you have vidtors watch you while you practiced?
0 Yes o} No

Isthisthefirg time you are participating at these Highland Games?d Yes 0 No

If yes, then how many times participated?

2. Which of the following can be described as authentic or not authentic with regard
to Scottish heritage. Please circle the number which best describes your answer.

Not authentic Very Authentic

Scottish souvenirs 1 23 4 5
Highland Games Sdtting 1 23 4 5
Highland dancing 1 23 4 5
Parade of Tartans 1 23 4 5
Scottish Amateur Athletics 1 23 4 5
Haggis Hurling and

Broomstick Toss 1 23 4 5
Interacting with your clan 1 23 4 5
Learning Scottish history 1 23 4 5

Is there anything e se a the games that you think is authentic?

3. Do the events offered at the games create nostalgia for the past (a sense of
connection with the Scottish history and heritage)?

0 Yes d No

Do these games revive memories of your own Scottish heritage?
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0 Yes O No 0 Dont have Scottish heritage
If yes, then in what way?

Please check one or two of the following:
The eventsat the Flora MacDonald Highland Games tar get at:

o} Revivd of Scottish heritage

o} Promotion of Scottish heritage

o} Socid interactions

o} Outdoor recregtion and entertainment

4, Have you been to Scotland? o Yes o} No
5. Do you have Scottish heritage? 6 Yes o} No

6. Y ou are accompanied by your:(Please check one of the following
0 Family 0 Friends 0 Others

How many peoplearein your group?

7. What is your age?

8. What isyour zip code?
9. How many miles (one way) did you travel to come to the Game

10. Wha isthetotd anticipated expenditure (including your family), you will incur
during your trip to the FloraMacDondd Highland Games? $

Thank You
Timmy Ammons, President, Flora MacDonald Highland Games
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Survey 3

Questionsfor the GMHG and FMHG organizers:

1) Revenue and Visitation figuresin 1994, 1996, 1998 and 2000.

2) The objective of the FMHG and WHG. Has it changed over the years?

3) Who decides which events to include and what is the criteria?

4) What is the marketing strategy of the FMHG and WHG?

5) How many volunteers are involved?

6) Number of paid staff working at the FMHG and WHG.

7) Doesthe town and the location where FMHG and WHG is held have Scottish
heritage?

8) How is the authenticity of the Games maintained?
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Survey 4
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GRANDFATHER MOUNTAIN
HIGHLAND GAMES, INC. ©

Dear Visitor,

Welcome to the Grandfather Mountain
Highland Games. Grandfather Mountain
Highland Games(GMHG) greatly appreciate your help by taking time

. to fill out this survey honestly. This would enable us to determine

" cultural and economic interests especially for Scotland and the Scottish
heritage of so many of our fellow Americans. The overall statistics from
this could help GMHG secure advertisers and sponsors to help keep the
overall cost of GMHG’s operations from becoming unaffordable for
clans as well as the individual. The resulis will further have a strong
positive impact on the Scottish American culture. Also your evaluation
of the Highland Games would help us to improve the quality of the
Games for years to come.

We hope you had a wonderful time and will give us the pleasure of your
company next year too,

Frank Vance
GMHG General Manager
Grandfather Mountain Highland Games Inc.
P.O. Box 1095, Linville, North Carolina 28646

Survey. coof&iriétars_ﬁ .
Deepak Chhabra _
Research Scholar for Ph.D

Dr. Gene Brothers
Assoaciate Professor

_Department of Parks, Recreation & Tourism
North Carolina State University
Raleigh, NC 27695-8004

‘PART I: Group description
1. Was this the first time you attended Grandfather Mountain

Highland Games(GMHG)? (Please)
O Yes 0O No  [O1only attended last year’s games.

If no, please check the number of times attended:
013 O4-6 0O7-10 0O11-20 021+

2. Which of the following best describes the people who came with
you?
O Family O Friends 01 visited alone [Family and Friends
OOrganized group(school, tour, church group etc.) '

3. Whose idea was it initially to come to the Games?

OWife/Female Head of household [IChildren
OHusband/Male Head of Household  [ODo not know
OFriend/Other Relative DOGroup decison

PART 2: Marketing
4. Which of the following influenced your decision to come to
GMHG? (Vall that apply)

[ONewspaper Story [0 Brochure 0 Recommendation
OOBeen Before O Television Story [0 Magazine
OClan Newsletter O Advertisement  [J Internet
ODirectory O Word of mouth

OOther (Please comment)

5. How far in advance did you start planning this trip?
1 less than one week [ less than one month
[0 less than six months O over six months

6. Did you call or write for travel information on the area or the
Games? Yes No

If said “yes,” please answer questions 8 & 9.

7. Who did you contact for Games or area travel information?

O Highland Games office O Grandfather Mountain
O NC High Country Host 0 Blowing Rock Chamber
O Avery/Banner Elk Chamber [ Everything Scottish

O Travel & Tourism Office

O Boone Chamber
OOther : (please specify) ;

8. What type of information did you ask for?

O Lodging O Directions/Maps [0 Area Attractions
0 Restaurants OWeather O Gamies Prices
O Grandfather Mountain Info O Other
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9. What was the reason for coming?
[OGames in general [0 Curiosity [ Scottish culture
[ dance {1 athletic events {1 Happened to be here
[ Entertainment/music OOther :

10. How far did you travel to come to the Games? miles

PART 3: Lodging and Food

11. Check the days of the week in which you spent/will spend the
night in the area while attending the Games.
OMon OTue OWed OThur OFr OSat OSun
O More than one week only <) Day trip
[0 Local/Seasonal resident

12. Where did you stay during the GMHG event? Please give
names: County Place Community

13. Please list the number of nights you and your party have
stayedfintend staying in each of the following types of
accommodations: Name of the Lodging No. of nights stayed

Campground

Hotel/Motel

" Bed & Breakfast Inn

Rented house or condo

Resort

My own home[d___(nights) Friends/Relatives homell___(nights)

14. Please give the names of the restaurants you have dined/will dine
in while visiting the GMHG.

. 15. Please (¥) the names of other attractions you planned to visit
while attending the Highland Games or after the event.

OVisited Grandfather Mountain =~ [Shopped
OVisited Tweetsie Railroad OVisited Mast Store
[ClVisited Linville Caverns OAte in a restaurant
OVisited The Blowing Rock O Played golf _
[0 Visited the Blowing Rock [0 Saw Horn In The West

- OVisited with friends/relatives OWent sightseeing
OVisited Linville Falls/Gorge OBiltmore Estate
OOther:

16. Would you like to give suggestions on lodging and food which
can be passéd on to area businesses who can help to serve
you better for years to come? '
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PART 4: The event itself

17. What Games activities did you attend? Please circle the
number which best describes your experience. If you did not
see the particular activity listed, please W X.

Not Very

: Enjoyable Enjoyable
Thursday Night Opening Ceremony 1 2 3 4 5X
Thursday Night “The Bear” FootRace 1 2 3 4 5 X
Friday Nite Live Celtic Jam 1 2 3 4 5X
Friday Ceilidh 1 2 3 4 5X
Friday Piping Concert 1 2 3 4 5 X
Friday Scottish Country Dance Gala 1 2 3 4 5X
SATURDAY GAMES:
Watching marathon runners finish 1 2 3 4 5X
Watching track & field events 1 2 3 4 5X
Watching sheep herding demonstrations 1 2 3 4 5 X
Listening to the harp competition 1 2 3 4 5X
Listening to Scottish fiddling 1 2 3 4 5X
Watching the Opening Ceremony/paradest 2 3 4 5 X
Watching/Listening to pipe bands 1 2 3 4 5X
Listening to drum & pipe competition 1 2 3 4 5X
Socializing with fellow clan members 1 2 3 4 5X
Events in the Gaelic Tent 1 2 3 4 §5X
SUNDAY GAMES:
Scottish Worship Service 1 2 3 4 5X
Parade of Tartans 1 2 3 4 5X
Kilted mile runs 1 2 3 4 5 X
Children’s events 1 2 3 4 5X
Watching highland dancing 1 2 3 4 5X
Watching sheep herding demonstrations 1 2 3 4 § X
Listening to Scottish entertainers 1 2 3 4 5X
Scottish Country Dancing 1 2 3 4 5X
Listening to Scottish fiddling 1 2 3 4 5X
Watching Scottish athletic events 1 2 3 4 5X
Watching/listening to pipe bands 1 2 3 4 5X
Watching the Clan Tug of War 1 2 3 4 5X
Listening to the Closing Ceremony 1 2 3 4 5X
Socializing with fellow clan members 1 2 3 4 5X
Events in the Gaelic Tent 1 2 3 4 5X

18. Comments about any of the above events of the Games:



19. How did you get to the Games?
OParked at MacRae Meadows O Shuttle from Parkway
0 Rode shuttle from Linville
OOther

PART 5:Total expenditure information

OCamped at MacRae Meadows

Please estimate your expenses related to this trip that you spent/will

spend in communities located in the shaded area of the following
mp: — Freaway & Atraction
— PARNWAY @ Cirptown d.

20. For each activity listed below, please estimate total
expenditure for those covered in this survey during the
GMHG. Please give your best estimate.

EXPENDITURE AT THE HIGHLAND GAMES SITE:

Admission/registration $ Camping at the site §
Food/drinks 3 Arts and crafts $
Scottish shops $ Other items/souvenirs $
Camera/films $____ Scottish clothing $
EXPENDITURE RELATED TO THE STAY
a. Lodging expenses

hotel/motel $
camping $
rental cottages/condominiums §
other(bed & breakfast, etc.) specify $
b. Food
restaurants(including fast food, sit down, etc.) $_____
grocery(food and beverage from stores) $

¢. Transportation

gas and oil $

other transportation costs specify $

vehicle Rental $

vehicle Repair

camera/films $ .
d. Hiking expenses $

21. What type of tickets did you purchase for the Games?
O Two-day advance ticket  [Clan sponsorship ticket
OSaturday ticket [ Sunday ticket [JPatron ticket

22. How would you rate the price of the ticket?
O Good value O Fair value O Too high
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23. If you purchased food at the Games, what type of food was it?
1 American food [Scottish food OSoft drinks O snacks

Please rate the following Excellent Poor
Quality of the food was 1 2 3 4 5
Quality of the service was 1 2 3 4 5

24, Please list the number of Scottish shops visited at the Games:

PART 6: Scottish heritage
25. Do you have any Scottish ancestors? Yes

If yes, please check the fallowmg
[0 1% generation 1 2™ generation
Omore than 4™ generation

No

0 3™ generation
O unknown

26. Have you ever been to Scotland? Yes No
If yes, how many times?
27. Are you a member of a clan? Yes No

If yes, which one(s)

28. 1 learned history/information about our clan here. _Yes_No

29. 1 was: (Please V all that apply)
OA general public spectator [JA patron [JA Clan sponsor
O A friend/family member of a participant of the Games
O Other: specify

30. Have you attended other highland games?____
If yes, please answer the following:
Estimated number of different ones
Estimated number of other games per year(average)
Name of the place where you have attended other highland
games

Yes

No

31. What other features do you feel could be incorporated into
the Grandfather Mountain Highland Games to make them
better?

32. Do you play golf? Yes No
33. As you probably know, golf originated from St. Andrews in.
Scotland. How do you feel the game today is connected to

Scottish culture and heritage? Please comment:



PART 7: User profile

34. What is your primary home zip code?

35. Beginning with you, please write the age and gender of each
member of your travel party and place\! in the appropriate

colamn.
Age check one Age Checkone
Male Female Male Female
You: OM/OF Others
Others OM/OF OoM/aF
aowor OoM/ar
Including yourself, how many people came with you to the
GMHG? Adults Children

36. Which of the following best describes your present
occupation? (¥ one)
OOManagerial or professional specialty = OService occupation

0O Operator, fabricator or laborer OHomemaker
OFarming, forestry or fishing OStudent
[ Technical, sales support DORetired

OPrecision production, craft or repair occupation
OOther (Please Specify)

37. What was your household income in 1996? § , 000
38. What is your last year of school completed? (Please circle
theast year of school completed)
1234567891011 1213 14 15 16 17 18 19 2020+
grade school high school college graduate school

PART 8:Future plans

39. Do you plan to encourage your children to attend the
Highland Games at the Grandfather Mountain and at other
places in/outside North Carolina in the future?

Yes No
40. Do you think your children will carry your interests and
traditions when they grow up? Yes No
If yes please comment:

41. Do you plan to attend the Grandfather Highland Games next :
year? Yes No'

42. If you want us to include you on the Grandfather Mountain
Highland Games mailing list for newsletters, future Games
information, etc., please write your name and mailing
address. We will pass it on to the Games officials. Your
survey answers are confidential,

Name
Address:
City:

State: Zip code

43, Please use this space for any additional comments about the
Grandfather Mountain, the Highland Games or your experie:
in this area.

Thank you for your help. '

Please hand over this completed questionnaire to the GMHG sales
booth and make sure you collect a gift from there as a token of ow
appreciation for taking time to fill it. If you need more time, pleas
fill the questionnaire at your leisure and mail it back to us at the
address given below.

Deepak Chhabra
Parks, Recreation and Tourism Management
North Carolina State University
P.O. Box 8004
Raleigh NC 27695-8004
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