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Guest Editor’s Comments

Chung-Shing (Johnson) Chan
The Chinese University of Hong Kong, Hong Kong SAR
***
Innovation refers to “the process of bringing any new, problem solving idea into use.
Ideas for reorganizing, cutting cost, putting in new budgetary systems, improving
communication or assembling products in teams are also innovations. Innovation is the
generation, acceptance and implementation of new ideas, processes, products or services.
Acceptance and implementation is central to this definition; it involves the capacity to
change and adapt” (Kanter, cited from Hall & Williams (2008), p 5). Innovation is much
wider than technological advancement but involves multiple dimensions including
product or service, process, managerial, management and institutional aspects (Hjalager,
2010). The underlying source of innovation comes from and resonates with many
conceptual, theoretical and empirical studies in leisure and tourism field, which are
showcased by the papers in this special issue.
Han Shen and Xing Liu’s paper studies how social media communication and its
characteristics positively affect the attitude of urban residents in receiving information,
as well as their leisure intention and leisure behaviour. The results prove that the function
of social media has transcended the limitations of spatial reality. Clearly, technological
support, as technological innovation, has continued to expand the boundary of space and
time for leisure activities in many urbanized areas in the world such as the case of
Songling Town in Suzhou, China in the paper.
Another paper written by Yingzi Guo and her team presented a case of market
segmentation of leisure culture in Shanghai, China. The study addressed a research gap
in the area of diversified leisure demand and market behaviour in the era of Internet and
networked society. Shanghai is one of the most advanced and well-developed cities in
China that demonstrate a clear example of how citizens have formed clusters of leisure
1

market under the national policy. This is a case of innovation in researching leisure
products and services.
Thi To Quyên Li and the team analyzed the level of sustainable tourism development
in the Nam Du archipelago, Vietnam through the use of indicator set and a comparative
analysis between local people and tourists. Their study pioneers and innovates the
research about tourism sustainability of the Nam Du archipelago. Previous studies
explored tourism potential whereas the current study a methodological breakthrough.
The research by Robert C. Burns and Stan Hinatsu investigates countryside
recreation in Columbia River Gorge National Scenic Area. Their study identifies the
development of an interagency team to deal with increased recreation use in developed
high use recreation settings, which is a form of managerial and management innovations
that team up resource managers across jurisdictions. The paper presents a planning
process that is very applied, and uses practical, innovative methods designed to assist
managers in decision-making. A strong emphasis was placed on understanding
stakeholder perceptions, which is a gap in outdoor recreation literature.
The idea of management innovation is extended to outdoor recreation in the article
by Michael Ferguson, Robert Burns and David Smaldone. Their study proposes to
manage user conflicts and satisfaction through market segmentation to diversify users and
activities based on a case of Mount Hood National Forest of Oregon in the United States.
The knowledge of marketing and entrepreneurial management is proven useful in public
space management.
The last paper written by Abigail Hunt interestingly examines the idea of nostalgia
in academic, popular, and public histories. This paper proposes a conceptual innovation
in re-understanding and reconsidering nostalgia in the museum settings, particularly how
visitors might engage with and make sense of the past to generate their personal narratives
through this connection. Leisure in museum takes the form of learning and sharing of
history for the public, but it eventually returns to inner-self and the process of personal
experience. It is revolutionary to connect object-based representations of the past with
visitors’ engagement in the present.
The papers in this special issue cover research topics from Asia, North America and
Europe. The authors have provided fruitful research findings and insights into how
2

innovation might penetrate into different aspects of planning and management of leisure
and tourism settings. When the academics and practitioners are seeking sustainability in
development, these papers highlight more potential of adopting the presented innovative
ideas in different parts of the world. Under the three pillars of sustainable development,
a number of questions should be (re)considered and answered: How does innovation
connect to the provision of a more prosperous, inclusive and sustainable economic growth
in different parts of the world? How do smarter societies promote social inclusiveness,
stimulate employment and reduce poverty in both developed and developing regions?
How does leisure and tourism make use of new ideas and technological movements to
increase resource efficiency, conserve the ecological and natural environment, and tackle
problems related to climate change? More importantly, innovation should become an
accepted tradition among scholars and practitioners in the long-term (del Valle, Ortega &
Cuenca, 2014), which foster and incorporate new ideas and processes in leisure and
tourism settings, and in turn become the key of learning and knowledge generation.

References
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Abstract
As a new way of information dissemination and interpersonal communication, social
media has great influences on users’ leisure behavior. Targeting at urban residents
in China, this paper studies the mechanism of how the three characteristics of social
media communication, namely interactivity, usability and usefulness, affect the
attitude of urban residents in receiving information, their leisure intention and
leisure behavior. This study is theoretically grounded in the integration of the
technology acceptance model and the theory of planned behavior. The research
results indicate that all three dimensions of the social media’s propagation
characteristics have positive influences on urban residents’ leisure behavior in both
spatial and temporal terms. The function of social media has transcended the
limitations of spatial reality, providing technological support for the expansion of
the boundary of space and time for urban residents’ leisure behavior and the
establishment of a new information platform for urban life.

Keywords: Leisure behavior, social media, spatio-temporal influence, urban residents
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***
Introduction
The study of leisure behavior of urban residents is related to the understanding of
their quality of life as well as spatial needs and demands. The relatively close
geographical space in urban areas has solidified social interaction among urban residents.
However, with the rise of social media, social interaction among urban residents has
undergone unprecedented changes. For example, information dissemination channels
have been diversified, the scope of communication has been expanded, and social
network structures have been complicated. The characteristics of this new form of
information communication and social intercourse have induced changes in the social
networking pattern and consumption behavior of urban residents. Social media has
offered richer information sources and the possibility of outward-oriented information
dissemination, which put forward new demands on leisure spaces in urban towns.
With the rapid development of network communication technology, consumers’
modes of information acceptance and processing have also undergone great changes as
social media has penetrated into all aspects of social life, changed the characteristics of
traditional interpersonal networks, and exerted important influences on user’s space-time
behavior. In the age of ever advancing social media development, however, there are few
researches on social network usage and leisure behavior of urban residents in spatiotemporal terms. The study of urban residents’ leisure behavior is helpful to better
understand their personal and family decision-making process on leisure activities and
their satisfaction towards life. Investigating the great changes of social network structure
and leisure mode of urban residents in the context of information revolution is of great
significance to the improvement of their quality of life, and has far-reaching social and
political significance for the comprehensive development of society.
This paper analyzes the influence of social media on Chinese urban residents’ attitude
in information reception, leisure intention and leisure behavior according to the three
information dissemination characteristics of social media: interactivity, usability, and
usefulness. The paper will first explore the information dissemination characteristics of
social media, then construct a theoretical conceptual model based on the technology
acceptance model (TAM) and the theory of planned behavior (TPB), examine the
5
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temporal and spatial effects of social media on the leisure behavior of urban residents
based on the conceptual model, and lastly provide insights on the management of social
media.

Literature Review
Information dissemination characteristics of social media
Social media refers to internet-based media applications that, as a new type of online
media that gives users a lot of attendance opportunity, allows the creation and exchange
of user-generated contents (Steyer, Garcia-Bardidia & Quester, 2006). Social media is
becoming an important tool and platform for people to share opinions and experiences,
which facilitates interaction among people on the Internet through the forms of text,
image, audio, video, etc. Through social networking applications, social media engenders
extensive information generation and dissemination. As a result, social media has been
integrated into people’s daily life and has become one of the most effective channels of
information diffusion and dissemination in the contemporary society.
Social media is characterized by its openness, information exchange function,
dialogue, community, and connectivity (Peng, 2013). Interpersonal interaction on social
media has important influences on user behavior. A user participates in the information
generation and dissemination process by spontaneously contributing, extracting and
generating new information, then carrying on to disseminate the information through
his/her mutual contacting crowd (Wang & McDowell, 2013). Through information
searching, generation, sharing and dissemination, social media not only promotes the
exchange of information but also emotional exchange. A great deal of practices have
shown that an interpersonal trust mechanism, on which the modes of information sharing
and interactive communication generated by social media are based, is deeply embedded
in the consciousness of urban residents and significantly affects their behavior (Ma, 2011).
Social media possesses the following three characteristics with regards to
information dissemination: network interactivity, usability, and usefulness. Human
interaction on social media relies on certain social relations, resulting in psychological
and behavioral interactions among individuals and social groups, which exert impacts on
the behavior of social media users in all aspects (Yang, 2013). The interpersonal network
6
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relations constructed by social media are strongly characterized by their interactivity.
Therefore, in modern society, people’s daily life and leisure behavior are tremendously
influenced by social media (Liu, 2015a). Specifically, the characteristic of network
interactivity of social media is embodied in the following areas:
(1) Interactivity: Virtual communication on the Internet facilitates the interactivity of
communication (Fan & Sun, 2007);
(2) Externality: Network externality influences the motivation and intention of user
behavior (Dong, 2009; Zhou & Wang, 2011);
(3) Reliability: Network communication based on interpersonal relationships
increases the reliability of information (Wang, Chen & Liu, 2009); and
(4) Universality: The extensiveness of the social media network encourages users to
switch their positions in time and space (Correa, Hinsley & de Zuniga, 2010).
Many studies have shown that the network interactivity characteristic of social media
has important impacts on consumers’ willingness to consume, attitude towards and
behavior of consumption (Correa et al., 2010; Dong, 2009; Fan & Sun, 2007; Huang &
Zou, 2009; Wang et al., 2009; Zhou & Wang, 2011).
The usability of social media refers to the convenience of using social media. The
National Standard Committee of People’s Republic of China (2003) defined the usability
of software (including social media software) as the ability of a software product to be
understood, learned, used, and attract users when used in a set of conditions. Generally,
the configuration of usability includes the following five aspects:
(1) Understandability: Software product users can understand the suitability of the
software and are able to use the software for specific tasks and conditions;
(2) Learnability: Software product users are able to learn to use the applications;
(3) Operability: Software product users are able to manipulate and control the
software;
(4) Attractiveness: Software products are attractive to users; and
(5) Dependence: Software products are able to follow use standards, conventions,
style guides, or regulations related to usability.
Compared with traditional media, social media as an information platform and software
based on network technology has a remarkable performance in functional convenience.
7
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The usefulness of information can be measured with the information quality
dimensions proposed by Wang and Strong (1996), which include four dimensions and
fifteen indicators:
(1) Inherent quality of information (accuracy, objectivity, credibility, reputation);
(2) Accessibility of information (availability, security);
(3) Relevance of information (applicability, added value, timeliness, completeness,
number of data); and
(4) Expression of information (interpretability, simplicity of understanding,
simplicity of expression, and consistency of expression).
It is found that these indicators show that social media is strongly characterized by its
usefulness, and that the characteristics of information usefulness have significant impacts
on consumers (Han & Lee, 2016).
Social media and urban residents’ leisure behavior
As a basic living requirement for urban residents, leisure activity has become an
indispensable part of people’s daily life and is an index of living quality (Zhang, 2012).
With the transformation of urban social structure in China, the pattern and spatial scale of
leisure activity of urban residents have undergone great changes. Leisure activity has
become an important component of socialization in urban lifestyle (Sun & Yang, 2007).
In recent years, the development of social media has generated great impacts on the
leisure behavior and leisure space of urban residents. First of all, social media has
impacted upon urban residents’ spatial distribution for leisure activities and promoted the
flexibility of leisure spaces (Gao, 2011). Secondly, to some extent, the rise of social media
has alleviated the spatial differentiation brought about by the rule of social class
differentiation (Shi, 2010; Wu & Zhu, 2011). It provides information technology support
for communities and promotes the development of more equal social spaces (Tonkiss,
2006). Thirdly, social media has broken the traditional work-and-leisure binary
segmenting state so that the time, activity and spatial structures of work and leisure
intertwine with one another (Yuan & Li, 2012). This greatly changes people’s leisure
behavior pattern. More specialized, personalized, interactive, massive, timeliness and
richer leisure activities and entertainment methods come into being (Jin, 2010). Thus,
8
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social media has changed the urban leisure spatial structure, created virtual dynamic
leisure spaces based on the information communication mode of digital media, and
promoted concentric leisure spaces based on urban residents’ living function.
The influence of social media on urban residents’ leisure behavior is specifically
manifested in the following aspects: the entertainment and leisure information obtained
from social media provides a better basis for urban residents’ decision-making on leisure
activities (Wang, 2015); human interaction on social media influences urban residents’
attitudes and perceptions of leisure activities (Sun & Li, 2015); social media relationships
affect urban residents’ leisure intentions and modes (Liu, 2015a; Liu, 2015b); and social
media interactivity influences the spatial and temporal range of urban residents’ leisure
behavior (Yang, 2015).
However, due to technological limitations, most of the existing researches have
focused on the macro-scale investigation of the overall leisure and behavioral patterns of
urban residents, whereas studies of behavior motivation and individual emotions are still
rare, not to mention studies about the impacts of network technology on the behavioral
decision-making of urban residents. There are few researches examining the influences
of information dissemination on leisure behavior in the existing literature.

Technology acceptance model (TAM) and theory of planned behavior (TPB)
The theory of reasoned action (TRA) proposed by the American scholars Fishbei and
Ajzen in 1975 was one of the most influential theories of human behavior. This theory
studies the determinants of intentional behavior and holds that individual behavior is
caused by behavioral intention, which is determined by two factors: an individual’s
attitude towards behavior and the subjective norm of behavior. Attitude is an individual’s
evaluation of a behavior and a stable tendency of learning, and is determined by the
individual’s belief in the consequence of the behavior. Subjective norm is determined by
the motivation to make beliefs and an individual’s adherence to standard beliefs. A
standard belief is what a reference group believes with regards to the appropriateness of
an individual’s action. Behavior in turn feeds on beliefs and standard beliefs.
The TRA inspired the development of the technology acceptance model (TAM).
Proposed by Davis (1989), the TAM points out that users’ acceptance of new technology
9
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depends on two main factors: “perceived usefulness”, which is the perception of the
usefulness in using specific systems to improve working performance, and “perceived
ease of use”, which is the perception of the ease in using specific systems. These two
elements determine users’ attitude of technology usage and behavioral intention (Davis,
1989). The TAM can be used to interpret and predict the main determinants of user
acceptance of using information technology (Eppler, 2006).
Many scholars have used the TAM to analyze users’ acceptance and usage attitude
of social media as well as their behavioral traits influenced by their attitude (Wu & Hu,
2014). Wang (2010), for example, has established a hypothetical model of micro-blog
usage motivation and behavior based on the TAM. The study showed that user motivation
not only affects behavior indirectly through attitude but also has a direct influence on the
behavior of usage, and that user attitude to micro-blog will directly affect the time,
frequency and depth of its usage. Also based on the TAM, Zhao (2014) constructed the
usage intention model to examine users’ willingness to use social mobile application and
their mechanism of action, helping to predict the development trend of social media in
China. Similarly, Sun, Feng and Fan (2016) conducted an empirical study on Wechat
usage behavior based on the TAM and showed that for mobile social media usage
behavior, the classical TAM is applicable.
On the basis of the TRA, Ajzen (1991) also examined people’s behavioral motives
from various perspectives and put forward the theory of planned behavior (TPB), in which
he pointed out that “behavioral beliefs”, “normative beliefs” and “control beliefs” can
affect individual behaviors. Behavioral beliefs are one’s positive and negative attitudes
towards various behaviors; normative beliefs are one’s perception of socially recognized
norms and the social pressure of behavior, which can bring social pressure to the
individual; control beliefs are factors of cognition that promote or hinder the performance
of behaviors, which can lead to the rise of the actual behavior control system. These three
factors affect people’s behavioral intention. It also means that human behavior is not
completely affected by the individual behavioral intention but is also restricted by the
actual control conditions such as personal ability, opportunity and resources (Ajzen, 1991).
In the new information dissemination environment brought by the advancement of
the information technology of social media, the TAM and the TPB can be integrated and
10
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used to predict the mechanism of people’s behavioral changes and explain the impacts of
information communication technology on people’s behavior (Han, 2012). For example,
Nasri and Charfeddine (2012) integrated the TAM and the TPB to examine empirically
the factors affecting the adoption of Internet banking by Tunisian bank customers. Their
study confirmed the theoretical applicability of the TAM and the TPB in predicting
customers’ Internet banking adoption. The results of the study allowed the banks’
decision-makers to develop strategies that encourage customers’ adoption of Internet
banking. In addition, drawing from the perceived risk theory, Lee (2009) synthesized five
specific risk facets with perceived benefit and integrated them with the TAM and the TPB,
proposing a theoretical model to explain customers’ intention to use online banking. The
results indicated that the intention to use online banking is adversely affected by
security/privacy and financial risks, and is positively affected by perceived benefit,
attitude, and perceived usefulness.

Research Methods
Theoretical foundations and research hypotheses
Based on the information dissemination technology of social media, this paper
analyzes the influence of social media on urban residents’ leisure behavior by combining
the information dissemination characteristics of social media with the TAM and the TPB.
In the field of consumer behavior research, the TAM is widely used to study the influence
of new technology on people’s attitude and has a good analytical effect. This paper also
introduced the TPB to investigate the influence of attitude on consumption intention and
behavior.
Based on the theoretical framework of the study and the literature review, this paper
makes the following assumptions about the relationship between the information
dissemination characteristics of social media and urban residents’ leisure behavior:
H1: The network interactivity of social media has significant influences on users’ attitude.
The network interactivity of social media includes the aspects of interactivity, externality,
reliability, and universality.
H2: The usability of social media has significant influences on users’ attitude. The
usability of social media includes the aspects of handleability, learnability, and use
11
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conditions.
H3: The usefulness of social media has significant influences on users’ attitude. The
usefulness of social media includes the aspects of convenience, efficiency, immediacy,
and authenticity.
H4: Users’ attitude has significant influences on their intention. Attitude is the cognition
of the users of the leisure information of social media and the willingness of the users to
be influenced by the information.
H5: Users’ intention has significant influences on their behavior. Behavior refers to the
process of choosing leisure activities, leisure time, and leisure space.
Based on the literature review and the research hypotheses, a research model has
been constructed as shown in Figure 1. This study constructed six latent variables, among
which the endogenous latent variables included network interactivity, usability, and
usefulness, and the exogenous latent variables included attitude, intention, and behavior.
In this model, the behavior of users is determined by their behavioral intention, which is
determined by their attitude towards using social media. Attitude of users is determined
by the perceived usefulness, usability, and network interactivity of social media.

Figure 1: Conceptual model

Choice of case study and questionnaire
According to the “Urban Planning Act of the People’s Republic of China”, smalland medium-sized cities refer to urban settlements with less than 100,000 residents. Based
on the availability of data and the accessibility of samples, this paper chose the residents
of Songling Town, Wujiang, Suzhou, China, as the research object. According to the latest
statistics, Songling Town had a population of 420,500 by the end of 2011, rendering it a
small- and medium-sized town. Songling Town is a traditional ancient town with a long
12
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history, clear geographical boundaries, moderate population density, and mature urban
development, which is a typical representation of the small- and middle-sized towns in
the east of China. This paper selected this town as a case study to understand the spatial
and temporal manifestations of the leisure behavior of the urban residents of small- and
medium-sized towns and the psychological mechanism behind the residents’ leisure
behavior.
In August 2015, a total of 300 questionnaires were distributed in Songling Town, and
the main target group was local residents of the town with the experience of using social
media, including WeChat, Weibo and other applications. Ten students were employed to
distribute the questionnaires in the cultural palace, town center square and commercial
streets. Questions on respondents’ attitude of using social media for obtaining leisure and
entertainment information, their willingness to engage in leisure activities, and the
temporal and spatial characteristics of their leisure behavior were posed. A total of 209
effective questionnaires were collected and the effective recovery rate was 69.67%. The
data was analyzed using SPSS19.0 and LISREL 8.70.

Results
The demographic characteristics of the sample group are shown in Table 1.
Table 1: Demographic characteristics of the sample group (N=209)
Number

%

Number

%

Disposable income (RMB/month)

Gender
Male

98

46.9

<1500

37

17.7

Female

111

53.1

1501-3000

69

33.0

3001-5000

40

19.1

Age
<18

12

5.7

5001-8000

48

23.0

18-24

54

25.8

8000-10000

10

4.8

25-30

48

23.0

>10000

5

2.4

31-35

39

18.7

Occupation

36-40

32

15.3

Student

48

23.0

>40

24

11.5

Employed or self-employed

129

61.7

Others

32

15.3

Education level
Middle school or below

13

3

1.4

Time spent on using social media per week
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High School

9

4.3

Less than 1 hour

11

5.3

College

53

25.4

1-7 hours

44

21.1

University

135

64.6

8-12 hours

102

48.8

9

4.3

More than 21 hours

52

24.8

Postgraduate or above

Reliability test
The reliability of the questionnaire is expressed by internal consistency. Generally,
an alpha value greater than 0.8 is preferred for a data set. The alpha value of the data set
of this study was higher than 0.7, indicating high reliability of the questionnaire.

Table 2: Reliability test, mean and variance of the questionnaire (N=209)
Cronbach’s α

Mean

Variance

0.822

3.51

0.79

Latent variables

Observed variables

Network

(X1) Interactivity

interactivity

(X2) Externality

0.87

(X3) Reliability

0.86

(X4) Universality

0.89

Usability

Usefulness

Attitude

(X5) Handleability

0.867

3.97

(X6) Learnability

0.83

(X7) Use conditions

0.79

(X8) Convenience

0.895

3.29

0.84

(X10) Immediacy

0.89

(X11) Reality

0.79

(Y1) Attitude of usage

0.769

3.49

(Y3) Behavior intention

(Y5) Carries out the leisure activity

0.72
0.89

0.739

4.03

(Y4) Recommendation intention
Behavior

0.82

(X9) Efficiency

(Y2) Frequency of usage
Intention

0.73

0.88
0.71

0.741

3.07

0.91

(Y6) Increased leisure time

0.81

(Y7) Expanded leisure space

0.87

As shown in Table 2, the mean value of usability (3.97) was the highest among the
three endogenous latent variables. The mean values of network interactivity (3.51) and
14
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usefulness (3.29) were also high, indicating that the respondents recognized the role of
social media in the dissemination of leisure information. In the exogenous latent variables,
the mean values of attitude (3.49) and its corresponding exogenous variables are high,
indicating that respondents were positive towards using social media to obtain leisure and
entertainment information. The mean values of intention (4.03) and its corresponding
exogenous variables were also high, indicating that respondents’ willingness to conduct
leisure activities under the influence of attitude was very strong. The mean value of
behavior (3.07) was positive, indicating that respondents’ willingness to carry out leisure
activities had a strong influence on their leisure behavior.

Validity test
Validity shows the authenticity and validity of the scale of measurement of the
questionnaire, which reflects the degree of accuracy of the measurement. This study used
factor analysis to measure the validity of the questionnaire. As shown in Table 3, the scale
had good validity and was suitable for further analysis.
Table 3: Validity test results
Factor

Characteristic root

loading

(explained variance)

(X1) Interactivity

0.872

2.521 (72.54%)

(X2) Externality

0.819

(X3) Reliability

0.928

(X4) Universality

0.821

(X5) Handleability

0.818

(X6) Learnability

0.718

(X7) Use conditions

0.893

(X8) Convenience

0.873

(X9) Efficiency

0.619

(X10) Immediacy

0.852

(X11) Reality

0.529

(Y1) Attitude of usage

0.893

(Y2) Frequency of usage

0.842

(Y3) Behavior intention

0.909

Latent variables

Observed variables

Network interaction

Usability

Usefulness

Attitude

Intention
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3.037 (81.22%)

2.892 (78.92%)

1.949 (81.98%)

1.835 (84.11%)
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Behavior

(Y4) Recommendation intention

0.812

(Y5) Carries out the leisure activity

0.741

(Y6) Increased leisure time

0.853

(Y7) Expanded leisure space

0.842

1.904 (69.32%)

Structural equation model
This research used LISREL 8.7 to analyze the data collected from the questionnaire.
Model path coefficients, t-values, and P values are shown in Table 4.
Table 4: LISREL test results
Variables

Path coefficient

t-value

(λX1) Interactivity

0.792

16.924*

(λX2) Externality

0.784

16.829**

(λX3) Reliability

0.721

11.755**

(λX4) Universality

0.705

10.925*

(λX5) Handleability

0.710

13.919*

(λX6) Learnability

0.691

15.312**

(λX7) Use conditions

0.316

(λX8) Convenience

0.678

12.219**

(λX9) Efficiency

0.596

8.548*

(λX10) Immediacy

0.736

13.028*

(λX11) Reality

0.595

9.811*

(λY1) Attitude of usage

0.691

11.904*

(λY2) Frequency of usage

0.708

(λY3) Behavior intention

0.744

11.489**

(λY4) Recommendation intention

0.711

9.172*

(λY5) Carries out the leisure activity

0.756

9.713*

(λY6) Increased leisure time

0.625

6.936*

(λY7) Expanded leisure space

0.581

5.698*

Γ

0.649

4.971*

Usability → Attitude

0.139

3.972*

Usefulness → Attitude

0.318

2.284*

0.763

9.253*

0.689

8.643*

Network Interactivity

Usability

Usefulness

Attitude

Intention

Behavior

Network interaction →
Attitude

Attitude → Intention
Intention → Behavior

β
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**p<0.05, *p<0.10. All path coefficients are standard path coefficients.

Six indicators were selected to measure the fitting degree of the conceptual model of
this study, including the ratio of Chi-square to degree of freedom (CMIN/DF), normed fit
index (NFI), goodness of fit index (GFI), incremental fit index (IFI), comparative fit index
(CFI), and root mean square error of approximation (RMSEA). As shown in Table 5, the
conceptual model can be accepted. All paths were validated by a significant test, that is,
the research hypotheses were established (Table 6). The results of the structural equation
model of the study are shown in Figure 2.

Table 5: Results of fit indices
Indicators

Numerical Value

Standard

CMIN/DF

2.095

<3

NFI

0.9316

0-1.0, the bigger the better

GFI

0.8631

0-1.0, the bigger the better

IFI

0.8753

0-1.0, the bigger the better

CFI

0.9235

0-1.0, he bigger the better

RMSEA

0.0803

<0.1, the model can be accepted

Table 6: Hypotheses testing results
Significance

Inspection

Level

Result

**



*



*



H4: Users’ attitude has significant influences on their intention.

*



H5: Users’ intention has significant influences on their behavior.

*



Research Hypothesis
H1: The network interactivity characteristic of social media has
significant influences on users’ attitude.
H2: The usability of social media has significant influences on
users’ attitude.
H3: The usefulness of social media has significant influences on
users’ attitude.
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X1

X2
0.792

0.784

X3

X4

X5

0.721

0.705

0.716

X6

X7

X8

0.691

0.316

X9
0.678

X10
0.596

X11

0.736

ε1

ε2

ε3

Network interactivity

Usability

Usefulness

0.649

0.139

η1

0.318

Y1

0.689

η2

0.763

Attitude

0.691

η3

Intention

0.708

Y2

0.595

0.744

Y3

Behavior

0.711

Y4

0.756

Y5

0.625

Y6

0.581

Y7

Figure 2: Structural equation model results

Discussion
The results of the conceptual model built by this study point to a number of findings.
First, network interactivity has a significant impact on users’ attitude towards using social
media. Among the three endogenous latent variables that affect attitude, network
interactivity (γ11=0.649) has the greatest impact on users’ attitude, and the four
observational variables, namely interactivity (λx1=0.792), externality (λx2=0.784),
reliability (λx3=0.721), and universality (λx4= 0.705), have high factor loading values.
The characteristic of network interactivity of social media is the biggest factor that affects
users’ attitude to social media usage. Social media’s unique network interactivity has
influenced people’s usage attitude to a great extent, and it is an effective supplement to
the other two dimensions of the TAM, namely usefulness and usability.
Second, the usefulness of social media also has a significant impact on users’ attitude
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towards social media usage. The usefulness of social media consists of four indicators,
including convenience, efficiency, immediacy, and authenticity. The usefulness of social
media (γ13=0.318) has a certain effect on users’ attitude, in which the aspects of
convenience (λx8=0.678) and immediacy (λx10=0.736) have high values of factor
loading. It shows that users have a good understanding of the convenience of social media
and the way how information is disseminated instantly. Therefore, the usefulness of social
media is one of the important reasons why users tend to use this new type of technology
to obtain information and for communication.
Third, the usability of social media has been universally recognized and
acknowledged, but it has little impact on users’ attitude towards social media usage.
Usability has a weaker impact on users’ attitude (γ12=0.139) when compared with
network interactivity and usefulness of social media, but the mean value of usability (3.97)
is the highest among the three endogenous latent variables – that is to say, users are
generally satisfied with the usability of social media and they consider the usability of
social media as important. According to the scale of measurement by Davis (1989), social
media usability is composed of three observation variables: handleability, learnability,
and use conditions. It has become a consensus that the use conditions of social media
simply denote the possession of mobile or computer devices and the Internet technology.
Therefore, in this study, the use conditions of social media are not perceived as significant
by the respondents. As the usability and accessibility of social media have been widely
recognized, a weak overall impact on users’ attitude towards using social media is
observed.
Fourth, users’ attitude towards social media usage significantly affects their usage
intention. The results of the structural equation model analysis show that attitude has a
significant effect on intention (β12=0.763), and the factor loading and mean values of the
exogenous variables are also high, indicating a positive correlation between users’ attitude
towards using social media and their intention to use social media (including the
willingness to use and the willingness to recommend social media usage to others).
Among the exogenous latent variables, the mean value of intention is the highest (4.03),
which indicates that users’ willingness to use and recommend the information
disseminated by social media is very strong and that users are willing to regard the
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information received from social media as an important basis for behavioral decisionmaking.
Fifth, users’ intention to use social media positively affects their behavior. The
measurement of the influence of social media usage attitude and intention on users’ leisure
behavior shows that intention has a positive impact on leisure behavior (β13=0.689).
Leisure behavior is examined by three indicators: leisure activities, increased leisure time,
and expanded leisure space. The results show that social media usage intention has a
particularly significant impact on the temporal and spatial choices of leisure behavior. In
the “behavior” latent variable, the value of factor loading of “increased leisure time” is
the highest, reaching 0.853 (λy6=0.625); that of “expanded leisure space” is also very
high, reaching 0.842 (λy7=0.581); and that of “carries out the leisure activity” is 0.741
(λy5=0.756). However, the overall mean value of behavior is low (3.07), implying that
decision-making of leisure behavior under the influence of social media is not particularly
obvious when compared with other realistic factors, such as traffic, income, age, and
family (Tian, 2013).

Conclusions
Summary of main findings
The results of this study have shown that users have a positive attitude towards using
social media, and the three information dissemination characteristics of social media,
namely network interactivity, usability, and usefulness, have strong influences on users’
attitude. The positive attitude to the usage of social media greatly affects users’ intention
to accept the information disseminated on social media, which in turn affects their leisure
behavior decision-making by expanding the temporal and spatial scales of their leisure
activities.
This paper has combined the TAM and the TPB and expanded the application of the
TAM in the field of social media research according to the information dissemination
characteristics of social media. Three attributes of social media, namely network
interactivity, usefulness, and usability, are integrated into the TAM to measure the
influence of the information dissemination characteristics of social media on users’
attitude more comprehensively. At the same time, the TPB is connected to users’ attitude
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in terms of follow-up prediction of intention and behavior. The paper has constructed a
useful theoretical model which shows the logical relationship between the information
dissemination characteristics of social media and users’ attitude, usage intention, and
behavioral characteristics, which in turn advanced the single-level technical characteristic
and the mentality of the technology acceptance attitude of the TAM. The influence of the
information dissemination aspects of social media on the actual behavior of users is
realized. The construction of this model serves as a theoretical contribution of this paper.

Research implications
In recent years, social media thrives on the fertile soil of the Internet technology.
Social media has become an important social mouthpiece with a growing amount of users
and an increasing scale of usage. A greater amount of information has been shared on
social media platforms, which becomes important to people browsing the Internet. Social
media in China such as Weibo has not only created many hot topics in people’s social life
but also attracted traditional media to follow. Generally speaking, the Internet technology
provides a new communication and dissemination platform for the public, which can be
used to share opinions, experiences and viewpoints. This also serves as a reminder to the
government and businesses who should be aware of the enormous impacts and potentials
of social media and pay more attention to the role of social media in political, social and
commercial activities. The public’s willingness to express their rights is increasingly
strong over the years. In the age of the rapid development of social media, the public is
no longer satisfied with a single access to information but demands to meet their own
information needs as far as possible.
This study has shown that social media is an effective channel of communication,
which has important influences on users’ intention to use social media and their leisure
behavior. Social media is an effective platform in marketing and promoting leisure
activities. The effect of the network interactivity characteristic of social media in
information dissemination is particularly obvious on users’ attitude, and this is because
the interactive technology of social media can achieve a strong degree of interactivity
among users. The information platform formed by users is able to motivate more users to
participate in information sharing. As social networking on social media corresponds to
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actual interpersonal relationship, it increases the reliability of the information shared, and
users are more willing to believe in and accept the information disseminated on social
media. The extensive network expands the limitations of time and space of information
reception and provides more diverse information sources. Therefore, the information
dissemination characteristics of social media should be made full use of in the promotion
of information by marketers, and different dissemination attributes of social media should
be strengthened by policy makers to exert greater influences on users’ attitude.
The study targets of this research were small- and medium-sized town residents, who
are affected by the geographical limitation of the size of leisure spaces in their towns.
Although information channels and leisure activities were traditionally limited, this study
has shown that social media has a positive impact on the leisure behavior of the urban
residents. The characteristics of network interactivity, usability and usefulness of social
media encourage more urban residents to participate in sharing and exchanging
information on this platform, and positively influence their attitude towards social media
usage. This further encourages their acceptance and use of information, which in turn
affects their leisure behavior. Social media has a strong ability in expanding spatial and
temporal boundaries by breaking through the spatio-temporal limitations of small- and
medium-sized towns. It plays a positive role in enhancing urban residents’ quality of life
and their leisure choices. Cities and towns should make better use of social media as a
platform to disseminate information about leisure and cultural activities in order to enrich
the daily life of urban residents and meet their leisure needs.

Research limitations and prospects
This study has been limited by time, resources and experience in several ways. Firstly,
this research took the behavioral decision-making and the space-time selection intention
as the final variables and discussed the phenomenon of increased time and expanded
space with regards to urban residents’ leisure activities, but does not advance to a more
detailed research on user behavior, especially on the detailed space-time characteristics
of user behavior. Other research methods should be applied in future research, and the
space-time characteristics of user behavior should be further refined. Secondly, due to
resource constraints, this study used Songling Town as the case study, which is relatively
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close to Suzhou with relatively prosperous economy and a dense population. In future
research, samples from other regions and different types of cities and towns with different
characteristics should be studied in order to obtain more representative research
conclusions.
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Abstract
Based on the background of the expansion of leisure cultural market, the widespread
of the reform of the supply front, and the extension of the ‘Internet plus’, this study
analyzed the features of preferences of inhabitants in Shanghai for markets of
leisure culture with the theory of Customer Satisfaction and Hierarchy of Needs. By
conducting market surveys and in-depth interviews, the study further used cluster
analysis to analyze the data and found that inhabitants could be divided into leisureculture-rejecting type and leisure-culture-preferring type in terms of preferring
degrees of markets of leisure culture for inhabitants in Shanghai, core-leisureculture-focusing type and multi-leisure-focusing type in terms of markets of leisure
culture factors emphasized by inhabitants in Shanghai, low-cognition type and highcognition type in terms of inhabitants’ satisfaction with leisure cognition in Shanghai.
The study also put forward some suggestions and implications for the structural
reform of the supply side of markets of leisure in Shanghai.
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***
Introduction
Background
The markets of leisure travel are expanding gradually in China. In 1995, the two-day
weekend system came into effect in China, enabling citizens’ work week to decrease from
48 hours to 40 hours. In 1999, China introduced the ‘Golden Week’ system so that
inhabitants could have more time to travel owing to the achievement of longer breaks.
With the help of the Regulation on Paid Annual Leave for Employees issued in January
2008, Chinese works gained both legal protection for paid annual leave and various
options for leisure time (Ma, 2015). In 2013, General Office of the State Council of the
People’s Republic of China issued The Outline for National Tourism and Leisure (20132020), formulating the goal for the national tourism leisure era by 2020. From the
abovementioned strategies, it is likely to basically put in place a paid annual leave system
for employees. Urban and rural inhabitants’ consumption in tourism and leisure would
enjoy a substantial growth. Healthy, civilized and environment-friendly ways for tourism
and leisure would be widely accepted by the public. The quality of national tourism and
leisure would be remarkably improved and a modern national tourism and leisure system
required by an initially prosperous society would be brought into being. The Outline for
National Tourism and Leisure (2013-2020) had also put forward China’s main tasks and
measures at this stage (State Council, The People’s Republic of China, 2013). Based on
the popularization of markets of leisure culture, it is necessary to study the leisure cultural
market in Shanghai because the inhabitants in Shanghai has the more chances and income
to have travel in leisure culture comparing to the others in Mainland China.
The expansion of the structural reform of the supply front also emerged. In 2015,
President Jinping Xi presided over the eleventh meeting of the central financial leading
group to discuss the economic structural transformation and city assignments, stressing
that it is supposed to strive to strengthen the supply side structural reform, and improve
the quality and efficiency of the supply system (Wang, 2015). In 2016, President Xi
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presided over the twelfth meeting of the central financial leading group, aiming to work
out strategies of the supply side structural reform. In the background of the supply side
reform, the central was firmly determined to wipe out excess capacity, cutting
overcapacity by means of restructuring zombie enterprises, accelerating enterprise
mergers and acquisitions, expanding exports and accelerating the output of capacity (Gao,
2016).
‘Internet plus’ has also gradually extended. In 2016, with the ‘NPC and CPPCC’ held
successfully, Premier Keqiang Li included ‘Internet plus’ in the national strategy under
the Report on the Work of the Government 2016 to the People’s Congress (State Council,
The People’s Republic of China, 2016).

In September 2015, the National Tourism

Administration Office of the People’s Republic of China issued The Notice of
Implementation of the ‘Travel + Internet’ Plan, proposing a number of goals of integrating
China’s tourism industry in various fields and the Internet industry by 2018 in both
breadth and depth. The notice has also made specific requirements on ten aspects
including the regional tourism Internet infrastructure, interactive terminals, networking
facilities, the business innovation of online travel, new formats of online travel, the
financing of the ‘Travel + Internet’ system, smart tourism, rural smart tourism, the smarttourism public service and the network-marketing mode of tourism industry (The
National Tourism Administration Office, The People’s Republic of China, 2015).
The study objects were 1) to classify the groups of inhabitants of Shanghai in terms
of the preferring degrees of markets of leisure culture, 2) to analyze the leisure culture
factors of the markets emphasized by inhabitants in Shanghai, 3) to cluster the types of
the cognition of leisure culture in Shanghai in terms of inhabitants’ satisfaction.

Literature review
Market culture of leisure travel
Scholars had studied the phenomenon and the changes of leisure culture across
different countries. Sedova (2011) discovered that Russia’s family budget for markets of
leisure cultures significantly reduced due to economic crisis, especially in the working
class. Wagner (2014) discussed the purchase behaviour of many post-war immigrants in
Morocco, Belgium and Holland, which indicated that their houses had turned from a place
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for retirement to a family holiday villa and leisure space. This periodicity of the leisure
space intensified the inequality between family members. Akarolo-Anthony and
Adebamowo (2014) investigated the relationship between the prevalence of inhabitants
in Nigeria and the markets of leisure culture, and found that more than 80% of the adult
possessed a very small market of leisure culture, which did not meet the requirements of
World Health Organization. Köhncke et al. (2016) examined the relationship between
market participation, cognitive aging and brain changes in the leisure culture of people
over the age of 80.
In China, Zeng (2008) studied college students’ markets of leisure culture and found
that the quality of leisure life of college students was not high. It was deduced that surfing
the Internet is an important way of entertainment. Besides, the general mode of markets
of leisure culture groups was goofing, as they were still in a blind state. The study
concluded with the necessity of leisure education. Li (2012) analyzed the markets of
leisure culture of the elderly in Changchun and put forward improvement suggestions. It
was asserted that the major factor leading to the restriction of their participation is the
lack of instruction and sport facilities, followed by health factors. Also, it was pointed out
that the main purpose of the elderly to participate in the markets of leisure culture was to
prolong life and strengthen the body; Chen (2013) studied markets of leisure culture of
those aged 60 and above in Chengdu from the dimensions of leisure motivation, leisure
time, leisure type and quality of leisure life, concluding that the elderly markets of leisure
culture was single, and their main motivation was the release of mind and body. Based on
the analysis, the author proposed advice from four dimensions including individual,
family, community and society, suggesting that the elderly should abandon the negative
markets of leisure culture and improve the quality of markets of leisure culture as well as
physical and mental health; Tang (2014) selected the people in Suzhou as the research
object and discussed the influence of various changes of leisure under the background of
urbanization on folk sports. By using the methods of questionnaire and mathematical
statistics, the author analyzed changes of leisure time, leisure space, leisure concept and
the markets of leisure culture of Suzhou inhabitants, pointing out the development
tendency of folk sports under the background of urbanization.
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Tourists’ behaviour
There was a large pool of literature in the area of tourism behaviour as a consumer
and tourism as a hedonic consumption phenomenon. Some studies built models for
behavioural aspects. For instance, Crouch, Devinney, Louviere, and Islam (2009) built a
model with several determinants to tourists’ decision-making in the emerging space
tourism. Li, Li, and Hudson (2013) further studied tourists’ behaviour based on tourism
consumption system, and concluded that there were significant differences among
different generations in the aspects of information source preference, destination tour
history, future destination preference, destination evaluation criteria and tourism activity
preference. Solstrand and Gressnes (2014) studied tourists who did not comply with the
Norway’s export quota of 15 kilograms and its impact on the well-being of the community.
Research data proved that there was no significant correlation between tourists’ behaviour
at home and support of more stringent provisions, and strengthened regulations might
have a negative impact on consumer wishes. Pearce (2016) reviewed Australia’s
contributions to the study of tourism tourist behaviour and stressed some of the highlights
Australia made in this regard.
In China, Fang (2012) adopted literature analysis and questionnaire method to
classify the definition of paragliding consumers based on grouping consumers (vals2
model) as well as theory of constraints, building cross the vals2 model with leisure theory
of constraints model to discuss and analyze the progress of the consumer type hierarchy.
Wu (2013) reviewed literature of previous scholars on the theory of tourist behaviour and
the impacts of culture on tourists’ tourist behaviour and analyzed different features of
culture in China and the United States through five cultural dimensions of Hofstadter.
Combining with the development of China’s Rural Tourism under the impetus of national
economic promotion, policy support and market demand, Shang and He (2015) studied
tourism decision-making, tourism experience and tourism evaluation behaviour of rural
tourism consumers. Yang (2016) reviewed the concept of wisdom tourism and analyzed
the present situation of the construction of wisdom tourism in China. It was suggested
that in terms of development strategy of the construction of wisdom tourism, it is
supposed to develop reasonable plans, follow the principle of proceeding in an orderly
way and step by step, and do a good job in the pilot work. As for influence mechanism,
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the emergence of intelligent tourism would affect the psychological experience of tourists
and provide more choices for tourists, so that visitors could give full play to their
autonomy.

Comparison between international and Chinese studies: Research focuses and methods
Firstly, there appeared a similarity of domestic and foreign research contents. When
analyzing markets of leisure culture, both domestic and foreign studies have studied the
market in a particular class; also, the influence factors of markets of leisure culture are
taken into consideration and discussed from the perspective of psychological and physical
aspects; additionally, when analyzing customer behaviour, both domestic and foreign
research aims to describe the factors which have impact on tourist behaviour and cause
behaviour deviation among different individuals; besides, analysis on previous
consumption behaviour problems and defects can be found in both studies with
reasonable suggestions and improvement plan put forward.
Secondly, there were differences between domestic and foreign research contents.
On the one hand, according to research on markets of leisure culture, domestic research
attempts to study the specific group of network markets of leisure culture through
combination with the Internet era, and analyzes the influence factors of markets of leisure
culture from the perspective of individuals and communities; by contrast, in addition to
positive factors, foreign research focuses on the negative factors of consumers influencing
markets of leisure culture, and discusses the difference between different customer groups.
On the other hand, when studying customer behaviour, related domestic research pays
close attention to the differences of various national tourist behaviour, and analyzes the
causes relying on foreign theory; but referring to foreign research, the key point is the
difference between consuming behaviour of individuals who possess different early
experience, also, the analysis towards tourist behaviour is undertaken via diverse aspects
containing materialism, impulse domestic consumption, the original theory.
In terms of methodology, domestic and foreign studies showed similar research
methods. The same research method on markets of leisure culture is that, from a
quantitative perspective, all first-hand data are collected by the means of market research
and analyzed by statistical methods; from the qualitative point of view, the studies all use
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the method of literature review of existing research progress. Secondly, the same research
methods about tourist behaviour is that, from a quantitative perspective, the studies all
use mathematical analysis method and model method to construct the relations between
factors of tourist behaviour, and from the qualitative point of view, they all review
relevant concepts and literature.
Regarding methodological differences, from the quantitative point of view, when
analyzing markets of leisure culture, domestic studies tend to use the method of
combining online and offline access to data, while foreign studies prefer adopting
ethnography research method, at the same time a lot of analysis models are established
through logistic regression; Additionally, from the qualitative point of view, the domestic
tend to use the interdisciplinary theory to analyze different leisure themes, while the
foreign focus on the use of control group when analyze data about leisure. Furthermore,
when analyzing customer behaviour, from the quantitative point of view, domestic studies
do regression analysis through the establishment of hyperbolic discounting model of selfcontrol deviation in consumer perception, while the foreign ones pay more attention to
the performance, process and results of each dimension of the model; in addition, from
the qualitative point of view point of view, domestic studies emphasize the importance of
case analysis, while the foreign ones focus on life cycle theory in the aspects of tourist
behaviour.

Innovations of this study
Firstly, the lack of literature review of Chinese and English research in this area is
observed. From the research content, restricted background, economic conditions and
other external factors, the domestic and foreign research on related research in line with
the network market behaviour of advanced leisure culture background such as ‘Internet
plus’ era of less, especially on the case with the supply side of the structural reform of the
domestic Research of the related literature, is not with the times and meaning; secondly,
from the perspective of research, the previous research at home and abroad through the
analysis of multi dimension difference between internal groups, which belongs to the
internal longitudinal comparison between corresponding groups of respondents, the lack
of the clustering analysis between groups comparison and difference, research angle has
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certain similarity.
Secondly, in terms of the innovation of research background, this study was based on
the Outline of National Tourism and Leisure (2013-2020), the Internet plus and the
structural reform of the supply front, all of which had distinctive significances and
characteristics. Combined with the background of the new era, the study further analyzed
the features of preferences of cluster groups of inhabitants in Shanghai for markets of
leisure culture. Secondly, in terms of the innovation of research perspective, in this study,
cluster groups of markets of leisure culture of inhabitants in Shanghai were selected as
the research object, with cluster analysis of different dimensions of inhabitants in
Shanghai in terms of different demographic features, which could provide effective
strategies for the supply side structural reform.

Methodology
Based on literature review, in-depth interviews with inhabitants in Shanghai and
communication with relevant experts and scholars, the study designed a questionnaire
about preferences of inhabitants in Shanghai for markets of leisure culture. The main
contents of the questionnaire were as follows: firstly, preferences of inhabitants in
Shanghai for markets of leisure culture and leisure space; secondly, specific influence
factors of leisure preferences; thirdly, demographic data of inhabitants in Shanghai.
In order to obtain the latest data on the preferences of inhabitants in Shanghai for
markets of leisure culture, this study began in early December 2016 and ended in early
January 2017. Market surveys were conducted at subway stations, business districts,
squares and parks, local train stations, etc. in Shanghai, where there were a multitude of
people. 580 questionnaires in total were eventually gathered, with 500 valid
questionnaires and the effective rate being 86.21%. This study used cluster analysis.
The study applied the statistical software SPSS 22.0 to analyze the demographic
characteristics of Shanghai inhabitants. The corresponding clustering groups were
classified from the following three aspects: the degree of cultural leisure market, the
market factors of leisure culture, and the degree of cognition of leisure cognition. In order
to study conspicuousness of the difference and the reason for its existence, the study made
horizontal and vertical comparison of different cluster groups.
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Results
Cluster analysis of Shanghai inhabitants’ preferring degrees of markets of leisure culture
As can be inferred from Table 1, there exists certain difference in Shanghai
inhabitants’ degree of affection for markets of leisure culture. In order to determine the
subdivision of the inhabitants in Shanghai, the research uses cluster analysis to further
study the reasons for the differences in the preferences of inhabitants in Shanghai. The
number of clusters is decided to be 2, and the inhabitants are divided into leisure-culturerejecting type and leisure-culture-preferring type in terms of preferring degrees of
markets of leisure culture. The cluster result of both types of inhabitants is as shown in
Table 2.

Table 1: Analysis of the differences in preferring degrees of markets of leisure culture of
respondents from different clusters
Cluster group 1

Common
factor

Leisure-culture-rejecting type

Leisure
Culture

3.32
2.44

Cluster group 2
Leisure-culture-preferring
type
4.06
3.83

F value

Sig

182.447
665.519

0.0000***
0.0000***

Note: *P < 0.05, ** P < 0.01, *** P < 0.001.

Among 500 Shanghai respondents, there are 228 people in Cluster Group 1 (leisureculture-rejecting type), accounting for 45.6% of the total; while Cluster Group 2 (leisureculture-preferring type) contains 272 people as 54.4% of the total, slightly higher than the
proportion of the first group. The analysis of variance shows that the probability of F
statistic of the two common factors (leisure and culture) is less than 0.001, which indicates
that the difference between the leisure-culture-rejecting type and the leisure-culturepreferring type is very remarkable.

Characteristics of preferring degrees of markets of leisure culture of leisure-culturerejecting cluster group
As Table 1 shows, on the one hand, the leisure-culture-rejecting type’s evaluation value
of leisure activities (3.2) is rather significant and above the evaluation value of cultural
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activities (2.44). It is consistent with the characteristics of the conflict of culture and
leisure, as leisure activities can meet the entertainment needs and goals of this group in a
better way. On the other hand, the evaluation value of the leisure-culture-rejecting type
on the leisure activities regarded as common factors (3.32) is less than that of the leisureculture-rejecting one (4.06).

Table 2: Social and demographic characteristics of the respondents of different cluster
groups on the preferring degrees of markets of leisure culture

Items

Corresponding value

Less than 1 year=1
1-3 years=2
Residence
4-6 years=3
Time
7-9 years=4
More than 10 years=5
Huangpu District=1
Jing’an District=2
Xuhui District=3
Changning District=4
Yangpu District=5
Hongkou District=6
Putuo District=7
Residential
Pudong New Area=8
District
Baoshan District=9
Jiading District=10
Minhang District=11
Songjiang District=12
Qingpu District=13
Fengxian District=14
Jinshan District=15
Within 20 minutes’
drive=1
The Distance 20-40 minutes’ drive=2
to the City 40-60 minutes’ drive=3
Center
1-2 hours’ drive=4
Beyond 2 hours’
drive=5
Yes=1
Car
Possession
No=2
Male=1
Gender
Female=2
Single=1
Marriage
Married=2
Aged<18=1
Age
Aged 18-25=2

Cluster group 1
Cluster group 2
Leisure-culture-rejecting type Leisure-culture-preferring
（N=228）
type（N=272）
Frequency Mean
Frequency Mean
Frequency
Frequency
rate（%） value
rate（%） value
8
3.51
18
6.62
58
25.44
72
26.47
32
14.04
3.60
52
19.12
3.37
49
21.49
51
18.75
81
35.53
79
29.04
20
8.77
20
7.35
28
12.28
38
13.97
15
6.58
27
9.93
11
4.82
8
2.94
24
10.53
35
12.87
15
6.58
14
5.15
13
5.70
16
5.88
23
10.09
6.71
30
11.03
6.53
16
7.02
26
9.56
9
3.95
4
1.47
28
12.28
16
5.88
13
5.70
11
4.04
5
2.19
11
4.04
4
1.75
8
2.94
4
1.75
8
2.94
23

10.09

61
53
59

26.75
23.25
25.88

32

14.04

138
90
117
111
113
115
8
69

60.53
39.47
51.32
48.68
49.56
50.44
3.51
30.26

3.07

1.39
1.49
1.50
3.02

26

9.63

79
71
59

29.26
26.30
21.85

35

12.96

177
94
169
103
121
151
8
71

65.31
34.69
62.13
37.87
44.49
55.51
2.94
26.10

2.99

1.35
1.38
1.56
3.03
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Monthly
Income

Education

Occupation

Aged 26-35=3
Aged 36-45=4
Aged 46-60=5
Aged >60=6
≤2000=1
2001-4000=2
4001-6000=3
6001-8000=4
8001-10000=5
≥10001=6
Junior high school and
below=1
High school/Technical
secondary school=2
University/College=3
Master degree or
above=4
State-owned enterprise
staff=1
Foreign enterprise
staff=2
Private enterprise
staff=3
Individual
businessman=4
Civil servant=5
Service worker=6
Professional technical
personnel=7
Teacher=8
Student=9
Retiree=10
House wife=11
Soldier =12
Worker=13
Institution staff =14
Farmer/fisherman=15
Others=16

88
42
15
6
17
48
68
47
31
17

38.60
18.42
6.58
2.63
7.46
21.05
29.82
20.61
13.60
7.46

119
54
18
2
33
30
75
76
39
19

43.75
19.85
6.62
0.74
12.13
11.03
27.57
27.94
14.34
6.99

17

7.46

10

3.69

70

30.70

74

27.31

117

51.32

159

58.67

24

10.53

28

10.33

34

14.91

39

14.34

18

7.89

25

9.19

58

25.44

56

20.59

21

9.21

19

6.99

5
22

2.19
9.65

16
20

5.88
7.35

19

8.33

22

8.09

5
15
9
4
1
4
8
2
3

2.19
6.58
3.95
1.75
0.44
1.75
3.51
0.88
1.32

12
31
5
2
1
6
14
3
1

4.41
11.40
1.84
0.74
0.37
2.21
5.15
1.10
0.37

3.34

2.65

5.18

3.42

2.76

5.44

As shown in Table 2, the leisure-culture-rejecting type is of the following
characteristics: 1) Inhabitants living in Shanghai for 10 years or more account for the
largest proportion as 35.53%; 2) Inhabitants in Jing’an and Minhang District account for
a larger proportion, both of whom reach 12.28%; 3) Inhabitants whose distance from the
city center ranges from 20 to 40 minutes occupies a relatively higher percentage as
26.75%; 4) The majority is of private-car possession, accounting for 60.53% of the total;
5) The proportion of men (51.32%) is slightly higher than that of women (48.68%), but it
is not significant; 6) There is no significant difference in the proportion of the married
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(50.44%) and the single (49.56%); 7) The 26-35 year-old population accounts for 38.60%;
8) The majority has monthly income between 4001 and 6000 Chinese RMB Yuan, which
makes up 29.82% of this type); 9) 51.32% of them own university / college degree; 10)
When it comes to occupation, private enterprise staff occupies the largest proportion as
25.44%.
To sum up, the leisure-culture-rejecting type can be regarded as a kind of group with
entertainment and leisure preference, who is not interested in the higher cultural
connotation or the need of using intelligence:
(1) Reason of the non-native characteristic of Shanghai culture. Since the beginning
of the twentieth Century, Shanghai has integrated the cultural characteristics of various
countries and gathered a variety of Western entertainment and entertainment ideas.
Inhabitants living in Shanghai for more than 10 years are influenced by these cultural
characteristics, and they are more inclined to use recreational activities to adjust leisure
life.
(2) Reason of Regional facility differentiation. The distribution of leisure facilities
between the Shanghai administrative regions is extremely uneven. The people's Square
in Huangpu District has a total of 2526 leisure spaces, compared with only about 495 in
the southern city of Minhang District (Li, 2016). This results in more entertainment
options for the inhabitants of the central city and its neighborhood.
(3) Disadvantages of traffic planning. Although Shanghai has a developed city public
transportation system and its total operating mileage of subway ranks No.1 in the world,
the planning route attempts to meet the requirement as far as possible and therefore
appears ‘jumbled bending’, offering more flexibility in leisure for inhabitants who have
access to private transportation, not limited by the subway stations of leisure space any
more.
(4) Reason of the entertainment of young groups. The young group (26-35 years old)
has a more significant preference for leisure activities. This kind of inhabitants is of keen
curiosity, and always striving for distinction. They also have the strong ability to accept
new things, so they tend to pay more attention to leisure activities rather than explore the
cultural connotation of activities.
(5) Reasons of the freedom of income. The cultural activities on the one hand need
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higher literacy, on the other hand is costly, such as exhibition, concert, collect items etc.
In the case of limited income (4001-6000 Chinese RMB Yuan), respondents pay more
attention to economic leisure activities.
(6) Reasons of the diversification of educational background. A group with a
bachelor degree or higher education will have a higher level of awareness of new things
than others. Compared to other cultural level inhabitants, such inhabitants can get more
choices in leisure activities, and the entertainment and leisure of the activities may be
fully mobilized.
(7) Reasons of the flexibility of work arrangements. Due to the implementation of
the institutionalization and standardization of the management of private enterprises, the
rest time and the work schedule will have a certain degree of flexibility. In the case of
dominant time, employees tend to choose a variety of leisure activities for entertainment.

Characteristics of preferring degrees of markets of leisure culture of leisure-culturerejecting cluster group
As can be seen in Table 1, on the one hand, the preference value for leisure activities
of this group is more significant, which is 4.06, greater than the value of cultural activities
(3.83). It is in line with the characteristics of leisure market. On the other hand, the
evaluation value of the cultural leisure preference on the common factor cultural activities
(3.83) is greater than the cultural leisure conflict type (2.44) and the evaluation value of
leisure activities (3.32).
As shown in Table 2, the leisure-culture-preferring type is of the following
characteristics: 1) Inhabitants living in Shanghai for 10 years or more account for the
largest proportion as 29.04%; 2) Inhabitants in Jing’an District account for a larger
proportion, which reaches 13.97%; 3) Inhabitants whose distance from the city center
ranges from 20 to 40 minutes occupies a relatively higher percentage as 29.26%; 4) The
majority is of private-car possession, accounting for 65.31% of the total; 5) The
proportion of men (62.13%) is remarkably higher than that of women (37.87%); 6) The
proportion of the married (55.51%) is higher than that of the single (49.49%); 7) The 2635 year-old population accounts for 43.75%; 8) The majority has monthly income
between 6001 and 8000 Chinese RMB Yuan, which makes up 27.94% of this type); 9)
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58.67% of them own university / college degree, accounting for the largest proportion;
10) When it comes to occupation, private enterprise staff occupies the largest proportion
as 20.59%.
Generally speaking, the leisure-culture-preferring group can be regarded as a general
preference group, which has a significant preference for leisure and cultural activities,
and is significantly stronger than that of the leisure-culture-rejecting type:
(1) Reasons of the broad interests of men. Compared with women, men have more
hobbies and interests, especially in leisure, cultural and leisure markets. Gender
differences in this group is very significant, the rate of men is 62.13%, indicating that
men with preference for cultural leisure markets are more able to accept cultural leisure.
(2) Higher fiscal dominance. Most respondents in this type have 6001-8000-Chinese
RMB Yuan monthly income. There is more budget to participate in leisure and cultural
activities. Because they have more discretionary income, these visitors will choose leisure
activities of higher quality and cultural connotation of deep cultural activities.
(3) Reasons of the high level of education. Many leisure-culture-preferring
inhabitants have education experience as University / College, this is because of their
higher education experience which contributes to a deeper pursuit of culture, and
motivates them to enjoy the cultural spirit and the influence of the leisure and cultural
activities.

Cluster analysis of markets of leisure culture factors emphasized by inhabitants in
Shanghai
As can be seen from Table 3, there are significant differences among the markets of
leisure culture factors emphasized by inhabitants in Shanghai. In order to determine the
subdivision of the inhabitants, this study uses cluster analysis to further study the
differences of the markets of leisure culture factors emphasized by inhabitants in
Shanghai. The number of clusters is decided to be 2, and the inhabitants are divided into
focus on core leisure culture and focus on multi leisure culture. The cluster result of both
types of inhabitants is as shown in Table 4.

Table 3: Analysis of difference of markets of leisure culture factors emphasized by
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different cluster groups
Common Factor

Cluster group 1
Core-leisure-culturefocusing type

Cluster group 2
Multi-leisure-culturefocusing type

F value

Related activity factor

3.00

4.09

448.094

Core activity factor

3.55

4.50

293.221

Sig
0.0000**
*
0.0000**
*

Note: *P < 0.05, ** P < 0.01, *** P < 0.001.

Among 500 Shanghai respondents, there are 268 people in Cluster Group 1 (focusing
on core leisure culture), accounting for 53.6% of the total; while Cluster Group 2
(focusing on multi leisure culture) contains 232 respondents as 46.4% of the total,
remarkably lower than the proportion of the first group. The analysis of variance shows
that the probability of F statistic of the two common factors (related activity factor and
core activity factor) is less than 0.001, which indicates that the difference between focus
on core leisure culture and focus on multi leisure culture is very significant.

Characteristics of markets of leisure culture factors emphasized by Shanghai inhabitants
of core-leisure-culture-focusing type
As Table 3 shows, on the one hand, the evaluation value made by the core-leisureculture-focusing type on core activity factor (3.55) was rather significant, and it is greater
than the evaluation value made by the multi-leisure-culture-focusing type towards related
activity (3.00). It is consistent with the characteristics of a core-activity preference, as
these groups are eager to have access to high-quality markets of leisure culture as well as
space. On the other hand, the evaluation value (3.55) of the common factor (core activity
factor) referring to the core-leisure-culture-focusing type was less than that of the second
cluster group (4.50).

Table 4: Social and demographic characteristics of the respondents of different cluster
groups on the markets of leisure culture factors emphasized by Shanghai inhabitants

Items
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Cluster group 1
Core-leisure-culture-focusing
type（N=268）
Corresponding value
Frequency
Mean
rate
Frequency
value
（%）

Cluster group 2
Multi-leisure-culture-focusing
type（N=232）
Frequency
Mean
rate
Frequency
value
（%）
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Less than 1 year=1
1-3 years=2
Residence Time
4-6 years=3
7-9 years=4
More than 10 years=5
Huangpu District=1
Jing’an District=2
Xuhui District=3
Changning District=4
Yangpu District=5
Hongkou District=6
Putuo District=7
Residential
Pudong New Area=8
District
Baoshan District=9
Jiading District=10
Minhang District=11
Songjiang District=12
Qingpu District=13
Fengxian District=14
Jinshan District=15
Within 20 minutes’
drive=1
The Distance to 20-40 minutes’ drive=2
the City Center
40-60 minutes’ drive=3
1-2 hours’ drive=4
Beyond 2 hours’ drive=5
Yes=1
Car Possession
No=2
Male=1
Gender
Female=2
Single=1
Marriage
Married=2
Aged<18=1
Aged 18-25=2
Aged 26-35=3
Age
Aged 36-45=4
Aged 46-60=5
Aged >60=6
≤2000=1
2001-4000=2
4001-6000=3
Monthly Income
6001-8000=4
8001-10000=5
≥10001=6
Junior high school and
below=1
High school/Technical
secondary school=2
Education
University/College=3
Master degree or
above=4
State-owned enterprise
staff=1
Foreign enterprise
staff=2
Private enterprise staff=3
Occupation
Individual
businessman=4
Civil servant=5
Service worker=6

12
72
47
57
80
18
41
20
10
31
15
16
25
25
7
26
13
7
6
8

4.48
26.87
17.54
21.27
29.85
6.72
15.30
7.46
3.73
11.57
5.60
5.97
9.33
9.33
2.61
9.70
4.85
2.61
2.24
2.99

14
58
37
43
80
22
25
22
9
28
14
13
28
17
6
18
11
9
6
4

6.03
25.00
15.95
18.53
34.48
9.48
10.78
9.48
3.88
12.07
6.03
5.60
12.07
7.33
2.59
7.76
4.74
3.88
2.59
1.72

23

8.65

26

11.21

65
63
79
36
174
93
155
113
121
147
11
82
103
51
15
6
31
55
72
68
33
9

24.44
23.68
29.70
13.53
65.17
34.83
57.84
42.16
45.15
54.85
4.10
30.60
38.43
19.03
5.60
2.24
11.57
20.52
26.87
25.37
12.31
3.36

75
61
39
31
141
91
131
101
113
119
5
58
104
45
18
2
19
23
71
55
37
27

32.33
26.29
16.81
13.36
60.78
39.22
56.47
43.53
48.71
51.29
2.16
25.00
44.83
19.40
7.76
0.86
8.19
9.91
30.60
23.71
15.95
11.64

10

3.75

17

7.33

82

30.71

62

26.72

142

53.18

134

57.76

33

12.36

19

8.19

40

14.93

33

14.22

23

8.58

20

8.62

58

21.64

56

24.14

18

6.72

22

9.48

10
24

3.73
8.96

11
18

4.74
7.76

3.45

6.68

3.15

1.35
1.42
1.55

2.98

3.16

2.74

5.45

3.50

6.54

2.89

1.39
1.44
1.51

3.08

3.64

2.67

5.18
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Professional technical
personnel=7
Teacher=8
Student=9
Retiree=10
House wife=11
Soldier =12
Worker=13
Institution staff =14
Farmer/fisherman=15
Others=16

23

8.58

18

7.76

10
27
7
4
1
6
11
3
3

3.73
10.07
2.61
1.49
0.37
2.24
4.10
1.12
1.12

7
19
7
2
1
4
11
2
1

3.02
8.19
3.02
0.86
0.43
1.72
4.74
0.86
0.43

As shown in Table 4, the focus on core leisure culture is of the following
characteristics: 1) Inhabitants living in Shanghai for 10 years or more account for the
largest proportion as 29.85%; 2) Inhabitants in Jing’an District account for a larger
proportion, which reaches 15.30%; 3) Inhabitants whose distance from the city center
ranges from 1 to 2 hours occupies a relatively higher percentage as 29.70%; 4) The
majority is of private-car possession, accounting for 65.17% of the total; 5) The
proportion of men (57.84%) is remarkably higher than that of women (42.16%); 6) The
proportion of the married (54.85%) is higher than that of the single (45.15%); 7) The 2635 year-old population accounts for 38.43%; 8) The majority has monthly income
between 4001 and 6000 Chinese RMB Yuan, which makes up 26.87% of this type); 9)
58.67% of them own university / college degree, accounting for the largest proportion;
10) When it comes to occupation, private enterprise staff occupies the largest proportion
as 21.64%.
On the whole, the group focusing on the core leisure culture can be seen as a leisurely
cultural market targeted preferences one, from the perspective of whom the design of the
markets of leisure culture environment quality, service facilities and other core activities
are of more importance. And here are the reasons:
(1) High living standards. Shanghai inhabitants who tend to focus on core leisure
culture mainly live in Jing’an District. It indicates that the living environment and
standards of this group are of higher quality. According to Maslow’s demand hierarchy
theory, one will chase more advanced needs and pay attention to various leisure factors
with his low-level needs having been met.
(2) Balance of leisure demand. Most of those focusing on core leisure culture have a
distance to the city center of Shanghai ranging from 1 to 2 hours. After a long period of
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transportation, consumers fatigue both physically and mentally so that they tend to choose
high-quality, relaxed markets of leisure culture.

Characteristics of markets of leisure culture factors emphasized by Shanghai inhabitants
of multi-leisure-culture-focusing type
As Table 3 shows, on the one hand, the evaluation value made by the multi-leisureculture-focusing type on core activity factor (4.50) was rather significant, and it is greater
than the evaluation value towards related activity (4.09). On the other hand, the evaluation
value of the common factor (related activity factor) referring to the multi-leisure-culturefocusing type (4.09) was greater than that of the other cluster group in terms of evaluation
value towards related activity factor (3.00) and core activity factor (3.55).
As shown in Table 4, the focus on multi leisure culture is of the following
characteristics: 1) Inhabitants living in Shanghai for 10 years or more account for the
largest proportion as 34.48%; 2) Inhabitants in Yangpu District account for a larger
proportion, which reaches 12.07%; 3) Inhabitants whose distance from the city center
ranges from 20 to 40 minutes occupies a rather high percentage as 32.33%; 4) The
majority is of private-car possession, accounting for 60.78% of the total; 5) The
proportion of men (56.47%) is remarkably higher than that of women (43.53%); 6) The
proportion of the married (51.29%) is higher than that of the single (48.71%); 7) The 2635 year-old population accounts for 44.83%, which occupies the main proportion; 8) The
majority has monthly income between 4001 and 6000 Chinese RMB Yuan, which makes
up 30.60% of this type); 9) 57.76% of them own university / college degree, accounting
for the largest proportion; 10) When it comes to occupation, private enterprise staff
occupies the largest proportion as 24.14%.
On the whole, the group focusing on the multi leisure culture can be seen as a
comprehensively leisure factor focusing one, showing obvious preference for core
activity factors and associated activity factors. They have a more significant preference
of which the prominence is higher than that of the other chosen type. And here are the
reasons:
Firstly, regional differences are diverse. Shanghai inhabitants who tend to focus on
multi leisure culture mainly live in Yangpu District. Compared to the prosperous Jing’an
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District, Yangpu District’s condition of markets of leisure culture types, quality and other
factors are less developed. In the choice of limited circumstances, inhabitants tend to
choose high-quality activities and value a variety of factors of markets of leisure culture.
Secondly, there exists differentiation in infrastructure. Most of those focusing on
multi leisure culture have a distance to the city center of Shanghai ranging from 20 to 40
minutes. After a long period of transportation, consumers fatigue both physically and
mentally so that they tend to choose high-quality, relaxed markets of leisure culture. This
part of the group is in a busy area, where the transportation, leisure, entertainment and
other infrastructure is more perfect, so the evaluation of the core and associated activity
factors of the markets of leisure culture is significantly higher.
Cluster analysis of inhabitants’ satisfaction with leisure cognition in Shanghai
As can be seen from Table 5, there are significant differences among the inhabitants’
satisfaction with leisure cognition in Shanghai. In order to determine the subdivision of
the inhabitants, this study uses cluster analysis to further study the differences of the
inhabitants’ satisfaction with leisure cognition in Shanghai. The number of clusters is
decided to be 2, and the inhabitants are divided into low-cognition type and high cognition
type. The cluster result of both types of inhabitants is as shown in Table 6.

Table 5: Analysis of the differences in satisfaction with leisure cognition of markets of
leisure culture of respondents from different clusters

Low-cognition
type

Cluster group
2
Highcognition type

3.41

4.36

2.84

3.92

Cluster group 1
Common factor
Cognition of experience and
evaluation
Cognition of environment and price
identification

F
value
318.37
7
389.54
8

Sig

0.0000***
0.0000***

Note: *P < 0.05，** P < 0.01，*** P < 0.001.

Among 500 Shanghai respondents, there are 233 people in Cluster Group 1 (lowcognition type), accounting for 46.6% of the total; while Cluster Group 2 (high cognition
type) contains 267 respondents as 53.4% of the total, remarkably higher than the
proportion of the first group. The analysis of variance shows that the probability of F
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statistic of the two common factors (leisure experience and evaluation of cognition,
environment and price recognition) is less than 0.001, which indicates that the difference
between low-cognition type and high cognition type is very significant.

Characteristics of satisfaction with leisure cognition of low-cognition type
According to Table 5, on the one hand, the evaluation value made by the lowcognition type on experience and evaluation cognition (3.41) is rather significant, and it
is greater than the evaluation value of environment and price recognition (2.84). This is
consistent with its general characteristics of leisure and the features that it is concerned
about the leisure experience and reputation evaluation. On the other hand, the evaluation
value made by the low-cognition type on experience and evaluation cognition (3.41) was
less than that of the high cognition cluster group (4.36).

Table 6: Social and demographic characteristics of the respondents of different cluster
groups on the satisfaction with leisure cognition
Cluster group 1
Cluster group 2
Low-cognition type（N=233）
High cognition type（N=267）
Items
Corresponding value
Frequency
Frequency
Mean
Mean
rate
rate
Frequency
Frequency
value
value
（%）
（%）
Less than 1 year=1
7
3.00
19
7.12
1-3 years=2
62
26.61
68
25.47
Residence
4-6 years=3
42
18.03
3.51
42
15.73
3.45
Time
7-9 years=4
49
21.03
51
19.10
More than 10 years=5
73
31.33
87
32.58
Huangpu District=1
15
6.44
25
9.36
Jing’an District=2
33
14.16
33
12.36
Xuhui District=3
15
6.44
27
10.11
Changning District=4
8
3.43
11
4.12
Yangpu District=5
25
10.73
34
12.73
Hongkou District=6
17
7.30
12
4.49
Putuo District=7
15
6.44
14
5.24
Residential
Pudong New Area=8
25
10.73
6.77
28
10.49
6.47
District
Baoshan District=9
22
9.44
20
7.49
Jiading District=10
7
3.00
6
2.25
Minhang District=11
22
9.44
22
8.24
Songjiang District=12
12
5.15
12
4.49
Qingpu District=13
9
3.86
7
2.62
Fengxian District=14
3
1.29
9
3.37
Jinshan District=15
5
2.15
7
2.62
Within 20 minutes’
20
8.62
29
10.90
drive=1
56
24.14
84
31.58
The Distance to 20-40 minutes’ drive=2
3.16
2.91
the City Center 40-60 minutes’ drive=3
51
21.98
73
27.44
1-2 hours’ drive=4
77
33.19
41
15.41
Beyond 2 hours’ drive=5
28
12.07
39
14.66
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Car Possession
Gender
Marriage

Age

Monthly
Income

Education

Occupation

Yes=1
No=2
Male=1
Female=2
Single=1
Married=2
Aged<18=1
Aged 18-25=2
Aged 26-35=3
Aged 36-45=4
Aged 46-60=5
Aged >60=6
≤2000=1
2001-4000=2
4001-6000=3
6001-8000=4
8001-10000=5
≥10001=6
Junior high school and
below=1
High school/Technical
secondary school=2
University/College=3
Master degree or
above=4
State-owned enterprise
staff=1
Foreign enterprise
staff=2
Private enterprise
staff=3
Individual
businessman=4
Civil servant=5
Service worker=6
Professional technical
personnel=7
Teacher=8
Student=9
Retiree=10
House wife=11
Soldier =12
Worker=13
Institution staff =14
Farmer/fisherman=15
Others=16

150
82
136
97
107
126
8
67
95
39
20
4
19
46
77
55
25
11

64.66
35.34
58.37
41.63
45.92
54.08
3.43
28.76
40.77
16.74
8.58
1.72
8.15
19.74
33.05
23.61
10.73
4.72

165
102
150
117
127
140
8
73
112
57
13
4
31
32
66
68
45
25

61.80
38.20
56.18
43.82
47.57
52.43
3.00
27.34
41.95
21.35
4.87
1.50
11.61
11.99
24.72
25.47
16.85
9.36

11

4.72

16

6.02

75

32.19

69

25.94

124

53.22

152

57.14

23

9.87

29

10.90

28

12.02

45

16.85

18

7.73

25

9.36

59

25.32

55

20.60

16

6.87

24

8.99

9
22

3.86
9.44

12
20

4.49
7.49

21

9.01

20

7.49

11
17
10
2
1
6
7
4
2

4.72
7.30
4.29
0.86
0.43
2.58
3.00
1.72
0.86

6
29
4
4
1
4
15
1
2

2.25
10.86
1.50
1.50
0.37
1.50
5.62
0.37
0.75

1.35
1.42
1.54

3.03

3.23

2.68

5.46

1.38
1.44
1.52

3.02

3.52

2.73

5.21

As shown in Table 6, the low-cognition type is of the following characteristics: 1)
Inhabitants living in Shanghai for 10 years or more account for the largest proportion as
32.58%; 2) Inhabitants in Jing’an District account for a larger proportion, which reaches
14.16%; 3) Inhabitants whose distance from the city center ranges from 20 to 40 minutes
occupies a rather high percentage as 31.58%; 4) The majority is of private-car possession,
accounting for 61.80% of the total; 5) The proportion of men (56.18%) is remarkably
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higher than that of women; 6) The proportion of the married (52.43%) is higher than that
of the single; 7) The 26-35 year-old population accounts for 41.95%, which occupies the
main proportion; 8) The majority has monthly income between 4001 and 6000 Chinese
RMB Yuan, which makes up 33.05% of this type); 9) 53.22% of them own university /
college degree, accounting for the largest proportion; 10) When it comes to occupation,
private enterprise staff occupies the largest proportion as 25.32%.
Generally speaking, the group of low cognition can be considered to show stronger
agreement on experience and evaluation cognition, focusing on personal leisure feelings
and reputation evaluation. But all of its evolution values are lower than those of the high
cognition type. And here are the reasons:
Firstly, the income budget is of limitation. Most of the low cognition inhabitants in
Shanghai earn a 4001-6000-Chinese RMB Yuan income monthly, leading to less free
domination. Therefore, in order to save costs and realize its function, its choosing of
markets of leisure culture and space will be more careful. As a result, they agree with the
leisure experience and evaluation to a greater extent.
Secondly, there exist some basic regional characteristics. Low cognition clusters
inhabitants are mainly living in Jing’an District which is considered as the most bustling
area in Shanghai. There is more diversification of markets of leisure culture and space as
well as freedom of choices in such developed regions, resulting in higher evaluation of
leisure experience and evaluation cognition.

Characteristics of satisfaction with leisure cognition of high-cognition type
According to Table 5, on the one hand, the evaluation value made by the high
cognition type on experience and evaluation cognition (4.36) is rather significant, and it
is greater than the evaluation value of environment and price recognition (3.92). On the
other hand, the evaluation value made by the high cognition type on experience and
evaluation cognition (4.36) was more than that made by the lower cognition cluster group
(3.41). And it also exceeds the evaluation value of environment and price cognition (2.84).
As shown in Table 6, the high cognition type is of the following characteristics: 1)
Inhabitants living in Shanghai for 10 years or more account for the largest proportion as
34.48%; 2) Inhabitants in Yangpu District account for a larger proportion, which reaches
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12.73%; 3) Inhabitants whose distance from the city center ranges from 20 to 40 minutes
occupies a rather high percentage as 32.33%; 4) The majority is of private-car possession,
accounting for 60.78% of the total; 5) The proportion of men (56.47%) is remarkably
higher than that of women (43.53%); 6) The proportion of the married (51.29%) is higher
than that of the single (48.71%); 7) The 26-35 year-old population accounts for 44.83%,
which occupies the main proportion; 8) The majority has monthly income between 6001
and 8000 Chinese RMB Yuan, which makes up 25.47% of this type); 9) 57.14% of them
own university / college degree, accounting for the largest proportion; 10) When it comes
to occupation, private enterprise staff occupies the largest proportion as 20.60%.
Generally speaking, the group of high cognition can be considered to be of full
recognition of leisure perception. Its evaluation values of the experience, the evaluation,
the environment and the price assessment are all in a high level.
(1) Intermediate income distribution. Roughly speaking, paying attention to the
experience and evaluation, the high cognition cluster groups in Shanghai tend to have
monthly income of 6001-8000 Chinese RMB Yuan, and their disposable income is more
than that of lower income groups. But compared to high income ones, this group also pay
more attention to the environment and cost, so they have more comprehensive perception
of leisure cognition.
(2) Significance of regional differentiation. The high cognition cluster groups are
mainly in Yangpu District. Yangpu District has various types of leisure projects, and its
leisure experience and evaluation are of high recognition. Besides, there are obvious
regional differences in Yangpu District, including different leisure atmosphere and leisure
prices, so the perception of leisure cognition is more comprehensive.

Discussion
Structural reform of the supply front of Shanghai inhabitants’ preferring degrees of
markets of leisure culture
Because of the preferences of the inhabitants in Shanghai’s cultural and leisure
market, there are two kinds of clustering groups, namely, leisure-culture-rejecting type
and leisure-culture-preferring type. Accordingly, the corresponding supply side structural
reform strategies are as followed.
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First of all, the structural reform strategies of the supply side of the cultural and
leisure conflict cluster are:
(1) Structural reform strategy of leisure participation supply side. Inhabitants are not
satisfied with the leisure tourism solely. They hope to be able to invest in tourism products,
personal experience, and the operation of tourism products. In the marketing of the
corresponding tourism products, it is supposed to avoid blindly propaganda aesthetic,
popular science function. And it is supposed to be combined with the market demand for
consumers to participate in, focusing on the consumer’s participation experience and
entertainment purposes.
(2) Integrated leisure resources supply side structural reform strategy. As for the
young, they have a lot of resources to choose from. Because of the craving for the
convenience and interest in new features according to this type of group, it is necessary
to focus on communication and marketing related to the integration of tourism resources,
including new leisure and leisure products, leisure culture, market facilities. While
ensuring the accessibility of transportation resources and other aspects of the promotion,
it is supposed to transfer consistent product information and reduce unnecessary worry.
(3) Activities of the entertainment side of the supply side structural reform strategy.
This kind of group pays attention to leisure, so it is supposed to establish the relationship
with customers through the products and forms of leisure and entertainment. At the same
time, this kind of marketing mode is innovative, which can stimulate the curiosity and
participation consciousness of consumers and attract the attention of consumers.
In addition, the structural reform strategies of the supply side of the cultural leisure
preference cluster are:
(1) Male gender differences in supply side structural reform strategy. There are
significant differences in preferences for leisure and cultural activities of different genders
in Shanghai city inhabitants, the development of it can be leisure products or activities
for acceptable male leisure and cultural products, in order to meet male consumers’
psychological differences, knowledge innovation and dual needs of material and spiritual
entertainment.
(2) The dominant structure of the income side of the supply side structural reform
strategy. Breaking through the traditional marketing methods can only qualitative
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constraints and make quantitative positioning of the resident leisure characteristics, such
as disposable income. While using this method, it is supposed to quickly locate the target
consumers, and realize long-term stable development on the basis of the development of
leisure products. This approach can also meet the minimum cost of leisure inhabitants
and businesses.
(3) Leisure products cultural supply side structural reform strategy. Leisure products
should reflect consumers in the pursuit of cultural elements, emphasize the cultural
connotation of the product embodies the enterprise, organizational culture, purpose and
ideas. In this type of marketing, leisure, cultural products and activities are provided with
individualized enterprise culture, so cultural factors can be added into the marketing mix,
and the leisure styles therefore receive more recognition from customers.
Structural reform of the supply front of markets of leisure culture factors emphasized by
inhabitants in Shanghai
Because the important influence factors of markets of leisure culture of Shanghai
inhabitants can be classified into two kinds of clustering groups, namely, focus on core
leisure culture and focus on multi leisure culture. Accordingly, the corresponding supply
side structural reform strategies are as followed.
(1) Structural reform strategy of targeted leisure areas. For different administrative
areas of Shanghai inhabitants, it is supposed to implement targeted marketing strategy.
By providing the basic characteristics, the administrative region with the characteristics
of the administrative region or meeting the actual needs of inhabitants of the leisure
cultural market administrative region, it is supposed to create attraction to consumers,
stabilize the passenger market, and establish a good business image.
(2) Reputation improvement of the supply side structural reform strategy. Those who
focus on multi leisure culture will pay more attention to environmental equipment, service
facilities, reputation evaluation and core activity factors, so it is supposed to use a variety
of media marketing and marketing channels, to establish a quality reputation through the
market of leisure culture, get a good evaluation and appreciation among consumers and
attract Shanghai inhabitants that pay attention to these activities factors of and spread
good reputation through via this strategy.
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Structural reform of the supply front of inhabitants’ satisfaction with leisure cognition in
Shanghai
According to Shanghai inhabitants’ cognitive level of leisure cognition, there are two
types of clustering groups, namely, low cognition of leisure cognition and high
recognition of leisure cognition. Accordingly, the corresponding supply side structural
reform strategies are as follows.
First of all, there are some observations of the structure of supply side structural
reform strategy on leisure cognition of low cognition cluster:
(1) Supply side structural reform strategy on differential income. The market for
Shanghai inhabitants’ leisure culture and leisure space marketing can be started from
monthly income segments: according to the monthly income of 4001-6000 Chinese RMB
Yuan group, it is necessary to increase the types and space of leisure market on the basis
of the original to attract more stable consumer groups; for other income groups, it is
significant to improve the existing market leisure culture space and reputation, in order
to improve leisure cognition.
(2) Structural reform strategy of regional leisure fine supply side. In view of the low
cognition cluster groups of Shanghai inhabitants live mainly in Jing’an District, the
marketing aimed at Shanghai inhabitants and leisure space marketing should pay more
attention to combining the characteristics of the region. Also, it is suggested to make
dynamic improvement and adjustment to the leisure experience and evaluation of the
actual feedback according to Shanghai inhabitants’ need, in order to maintain and develop
the recognition of leisure evaluation and experience.
Additionally, the structure of supply side structural reform strategy on leisure
cognition of high cognition cluster:
(1) The overall structural reform strategy towards mobile space. In view of the market
of leisure culture and leisure space for the inhabitants of Shanghai, the construction
comprehensive marketing should focus on leisure culture and leisure space market: on
the one hand should, highlight the forming, function and reputation of leisure culture and
space on the market, and enhance the consumer experience; on the other hand, pay
attention to the market price of leisure space planning and leisure culture, and increase
the consumer perceptions on cognition of groups of different income.
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(2) Structural reform strategy of the supply side of the subdivision area. Take into
consideration that the high cognition cluster groups of Shanghai inhabitants live mainly
in Yangpu District, the marketing aimed at Shanghai inhabitants in leisure culture and
leisure space should focus on subdivision planning, make the overall plans of leisure
culture and leisure space market, and emphasize the regional internal differences
according to their own characteristics to adjust the market of leisure culture and leisure
space, so as to improve the inhabitants’ leisure cognition.

Conclusion
Main findings
Firstly, in terms of the preferring degrees of markets of leisure culture, Shanghai
inhabitants can be divided into two groups, namely, leisure-culture-rejecting type and
leisure-culture-preferring type. Causes of differences of leisure-culture-rejecting type are
as followed: the characteristics of Shanghai’s culture, the difference of regional facilities,
the imperfection of traffic planning, the affection of young people for entertainment, the
freedom of income, the diversification of educational background and the flexibility of
work arrangement. Therefore, policies to be implemented are as followed: leisure
participation in the supply side of the side of the structure of the reform strategy, leisure
resources integration side of the supply side of the structural reform strategy, activities,
design and entertainment side of the supply side structural reform strategy. The reasons
of the discrepancy between the culture and leisure preference cluster groups including
male interest widespread reasons, financial high dominant reasons, cultural reasons for
this high level, should implement the male gender differences in supply side structural
reform strategy, income precision supply side structure reform strategy, culture and
leisure products supply side structural reform strategy. Causes of differences of leisureculture-preferring type are as followed: the universality of male interest, the higher
financial dominance, the advantage of education. In view of this, these strategies should
be implemented: the structural reform strategy of the male gender difference supply side,
the structural reform strategy of the supply side of the supply side, the structural reform
strategy of the supply side of the leisure product culture.
Secondly, in terms of the markets of leisure culture factors emphasized by inhabitants
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in Shanghai, the inhabitants can be divided into two groups, namely, focus on core leisure
culture and focus on multi leisure culture. The reasons of the discrepancy between the
core concerns of leisure culture cluster groups include the balanced life level and highend leisure demand, and the implementation of high quality leisure software supply side
strategies, structural reform activities to develop user-friendly supply side structural
reform strategy is needed. The reasons of the discrepancy between the multiple leisure
culture cluster groups include regional differences of diversification causes and difference
of infrastructure. The supply side structural reform strategy, reputation evaluation quality
of supply side structural reform strategy implementation should be aimed at the leisure
area.
Thirdly, in terms of inhabitants’ satisfaction with leisure cognition in Shanghai, there
are two types of clustering groups, namely, low cognition of leisure cognition and high
recognition of leisure cognition. The reasons for the low identity of the markets of leisure
culture include the limitation of income budget and the basic characteristics of regional
characteristics. And as a result, the implement of the strategy of structural differentiation
of differentiated supply side and the structural reform strategy of the supply side of
regional leisure is needed. While the reasons for the high identity of the markets of leisure
culture includes the middle-income distribution and the regional differences. In view of
this, it is necessary to carry out the comprehensive structural reform strategy of the supply
side of the supply chain, and subdivide the supply side structural reform strategy of the
region.

Research limitations
This study focuses mainly on the characteristics of the cluster of markets of leisure
culture in Shanghai, which is based on empirical research. However, there are limitations
unavoidably:
Firstly, it is the limitation of time. This study is based on the ‘Internet plus’ as the
background analysis of Shanghai city inhabitants’ markets of leisure culture preferences,
and with the development of the times and technology, the Internet background will have
different characteristics, so it is needed to combine the background with the study
longitudinally, in order to form a more stable long-term reference strategy which is of
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great practical significance.
Secondly, it is the limitation of region. This research is based on Shanghai samples,
and the level of economy of Shanghai is quite developed. Therefore, the conclusion of
the characteristics of markets of leisure culture preference is not universal. Therefore, it
should be combined with the characteristics of other cities, and make comparison of the
markets of leisure culture clustering characteristics horizontally, so that the study will be
more representative.
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Abstract
The aim of this research is to analyze the level of sustainable tourism development
in the Nam Du archipelago, Vietnam, from the perspective of the local people and
tourists by the methods of descriptive statistics and explorer factor analysis.
Questionnaires were conducted with a total of 128 local residents and 116 visitors.
From the perspective of the local people, the research reveals that there are ten
factors affecting sustainable tourism development in Nam Du archipelago, namely:
(1) social security and traffic accidents, (2) economic development, (3) garbage
status, (4) management of local government, (5) development planning and
distribution of tourism benefits, (6) cultural value, (7) return of tourist and travel
time, (8) satisfaction, (9) price of goods and services, and (10) warning and rescue
system. However, visitors only identified seven factors affecting sustainable tourism
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development in Nam Du archipelago, including (1) garbage status, (2) management
of local government, (3) economic development and social security and order, (4)
satisfaction, (5) cultural value, (6) price of goods and services, and (7) rescue and
recreation system. The paper also makes a comparison of the similarities and
differences between the opinions of the two groups. The results of this study will
benefit the management of local authorities, tourist agencies, local business owners
and residents. Besides, this paper proposes some solutions for sustainable tourism
development in Nam Du for the future.

Keywords: Innovation in tourism management, Nam Du archipelago, sustainable
tourism, sustainable tourism factors

***
Introduction
It is well-documented that tourism is one of the world’s largest sectors, which brings
many advantages to not only economic but also societal development, especially to the
local communities. Tourism plays an important role as a significant activity in most
societies and is considered as a crucial vehicle for economic growth. However, rapid
tourism development has also been considered as a drawback to traditional culture and
the environment of indigenous people (Landford, 1994; Mohammed, 2007). This is a
matter of great concern for local governments, authorities, and people all over the world,
which motivates and urges travelers to find a new direction for themselves to develop
tourism in a sustainable way.
The term ‘sustainable development’ was first used in 1980 in the World Conservation
Strategy drafted by the International Union for Conservation of Nature and Natural
Resource. However, Rohe (1997) and Butler (1998) suggested that the approach at that
time was not suitable for the current conditions because the idea stemmed from the period
of industrialization. The World Commission on Environment and Development (1987,
p.43) has created a definition which considered sustainable development as ‘development
that meets the needs of the present without compromising the ability of future generations
to meet their own needs’. This definition was agreed by many social parties and stared to
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be applied in practice (MacLellan, 1997). Sustainable development has since become the
global agenda in many forms of development in its broadest understanding (Sofield,
2003).
Nam Du archipelago is an archipelago located at the southeast of Phu Quoc Island
in the Gulf of Thailand, 65 nautical miles away from Rach Gia. The Nam Du archipelago
covers an area of 1,054 hectares and is under the management of two communes, An Son
and Nam Du, in Kien Hai district, Kien Giang province, Vietnam. The archipelago
consists of about 21 large and small islands and two parallel islands in the north-south
direction. The inhabitants mainly live on fishing and aquaculture. In recent years, tourism
has also contributed to the development of the local economy and improved the income
for the local people. The majority of the population lives on the islands of Hon Tron, Hon
Ngang and Hon Mau; the rest of the islands such as Hon Dau and Hai Bo Dap are largely
uninhabited or with few inhabitants. The Nam Du archipelago is considered as a jewel of
Kien Giang as it is an attractive tourist destination, which has high potentials for tourism
development because of its diverse natural resources such as beautiful beaches, fresh
white sand beaches and diverse fresh seafood. However, based on the empirical
observation of the authors, the environmental problem of domestic waste has not been
handled well in the archipelago. In addition, the archipelago lacks human resources for
tourism development, and facility investment by the tourism industry is limited. Nam
Du’s tourism products are generally monotonous, rendering the archipelago difficult to
compete with other tourist destinations in the province, such as Phu Quoc and Ha Tien.
Therefore, it is necessary to conduct a research to assess the level of sustainable tourism
development in Nam Du archipelago to provide empirical evidences for the local
authorities, state authorities of tourism and travel agencies to improve the quality of the
factors affecting tourism development in Phong Dien district as well as to manage the
environment and protect local culture.
The study aims to identify the factors affecting sustainable tourism development in
Nam Du archipelago based on quantitative methods, examining two dimensions – local
people and visitors, and proposes some recommendations for sustainable tourism
development in Nam Du archipelago.
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Literature Review
Various perspectives of sustainable tourism development are indicated in previous
studies. The argument that tourism development influences local communities directly
and indirectly is supported by many. Hall (1998) has indicated that the main purposes of
sustainability are to protect livelihoods, culture, society and the environment. To achieve
these purposes, sustainable development calls for the involvement of many factors,
including stakeholders and strategic planning in the process of development (Simpson,
2001).
According to Machado’s (2003) Tourism and sustainable tourism development,
sustainable tourism is affected by 24 factors: 1) the speed of development; 2) level of
control; 3) scale; 4) objectives; 5) approach; 6) method; 7) subjects participating in the
control; 8) strategy; 9) plan; 10) level of interest; 11) pressure and benefits; 12)
management; 13) human resources; 14) architectural planning; 15) marketing; 16) use of
resources; 17) regeneration of resources; 18) goods; 19) human resources; 20) visitors;
21) learn the language; 22) sex tourism; 23) visitor attitudes; and 24) visitor loyalty.

The study Sustainable tourism development: The case of the island of Hvar
conducted by Bučar and Renko (2008) has shown that tourism has environmental impacts
that affect the local people on a Croatian island. People change their traditional way of
life. The study also pointed out that unorganized and spontaneous tourism development
will lead to many corollaries such as a part of the island in the west being developed and
the east being forgotten.
Through literature reviews on domestic and international researches, the author
would like to propose a study model for Nam Du archipelago using evaluating both
people and visitors.
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Picture 1: Research model on sustainable tourism development in Nam Du
Source: Author’s suggestion, 2017
To measure the criteria in the research model, the topic uses the Likert scale of 5 levels:
(1) completely disagree, (2) disagree, (3) neutral, (4) agree , (5) strongly agree.
Methodology
The research is based on a survey which utilized questionnaires, in-depth
interviews and observation to gather data. The sample groups of the questionnaires were
local households living in Nam Du village as well as tourists. The survey was conducted
in June to August, 2017. The next step was a random selection of samples. A total of
128 samples of local residents were randomly identified by computer program based on
the alphabetic list of all available households in the community; 116 tourists were also
surveyed.

However, there were only 123 qualified questionnaires completed by the

residents. A five-point Likert scale was used in the questionnaire which the author
adopted and complied from previous studies of the literature (Strongly disagree = 1;
Disagree = 2; Not sure = 3; Agree = 4; Strongly agree = 5). This research used nonprobability sampling method, namely convenience sampling. The research used SPSS
version 20 to analyze the data collected with Frequency, Percentage, Mean, Standard
Deviation, Bivariate Correlate Analysis, Scale Reliability Analysis and Exploratory
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Factor Analysis.

Results
The results of the evaluation by 123 residents on the sustainable tourism
development of Nam Du archipelago are divided into six groups. The authors have
conducted scale reliability analysis to compute the Cronbach’s alpha reliability. The
results show that there are six groups, namely economy, society, culture, environment,
institution and satisfaction, which have total variable correlations > 0.3. Thus, after the
process of testing the reliability of the scale, 13 variables were removed, and only 31 of
the remaining variables were retained for factor analysis in the next step.

Table 1: Scale reliability evaluation
No. Factor

Cronbach’s

Item – total

alpha

correlation

N of items

1

Economic indicator

0,677

0,321-0,455

8

2

Social indicator

0,719

0,301-0,591

8

3

Cultural indicator

0,613

0,324-0,570

4

4

Environmental

0,777

0,544-0,663

3

indicator
5

Institutional indicator

0,720

0,461-0,542

4

6

Satisfaction indicator

0,683

0,354-0,586

4

The results of the final analysis have been tested to ensure the credibility of the 31
remaining variables > 0.5 and 0.5 <KMO = 0.613 <1, Sig =0,000. After the discovery
factor analysis, the rotated component matrix is presented in Table 2. The 31variables are
divided into ten new factors that affect the sustainable tourism development in Nam Du
archipelago, namely: (1) social security and traffic accidents, (2) economic development,
(3) garbage status, (4) management of local government, (5) development planning and
distribution of tourism benefits, (6) cultural value, (7) return of tourist and travel time, (8)
satisfaction, (9) price of goods and services, and (10) warning and rescue system.
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Table 2: Rotated component matrix
Observed
variable
X12
X11
X13
X19
X1
X2
X4
X3
X27
X26
X28
X38
X37
X39
X40
X8
X7
X23
X18
X22
X21
X33
X34
X42
X41
X5
X6
X16

Factor 1 (F1):

1
0,767
0,741
0,660
0,564

2

3

4

Factor
5
6

7

8

9

10

0,793
0,779
0,657
0,632
0,868
0,850
0,733
0,745
0,716
0,709
0,558
0,908
0,832
0,839
0,622
0,573
0,545
0,832
0,823
0,888
0,835
0,760
0,651
0,758

The factor ‘social security and traffic accidents’ comprises four

items which are related to social crimes and traffic, consisting of the following statements:


Since the emergence of tourist activities, the situation of insecurity has
increased (X12)



Social crimes have increased since tourism development (X11)



Since the emergence of tourist activities, there has been more traffic jams (X13)



There are many diseases related to tourism (X19)

These variables were rated lowly (2.32, 2.41, 2.54 and 2.20 respectively), which
proves that tourism development in Nam Du has not caused many negative impacts on
social security or traffic safety in this area. As per the authors’ observation, currently,
social security and traffic safety are generally well maintained. Although the number of
tourists has increased rapidly, especially during holidays and weekends, the occurrence
of seizure, hacking, begging and pickpocketing are very rarely. In the future, this situation
needs to be maintained and further promoted. Based on the following equation, it is
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observed that the items of X12 and X13 are the most important items influencing F1.
Factor equation: F1 = 0.323 X12 + 0.309 X11 + 0.320 X13 + 0.209 X19
Factor 2 (F2): The factor ‘economic development’ consists of four elements:


Many local people improve their income through tourism (X1)



Many local people have jobs from tourism (X2)



Poverty has been reduced in a part of the people by tourism (X4)



The local economy is improved by tourism (X3)

Revenue from tourism services in the community has increased from 240.5 billion
in 2015 to 375 billion in 2016, denoting an increase of about 135 billion in a year. The
income of some people has been improved significantly. For variables X1, X2, X4 and
X3, the mean scores were high (3.84, 3.87, 3.67 and 3.81 respectively), proving that
tourism is positively influencing economic growth in Nam Du archipelago. According to
the following equation, X1, X2 strongly affects F2.

Factor equation: F2 = 0.365 X1 + 0.352 X2 + 0.292 X4 + 0.277 X3
Factor 3 (F3): The factor ‘garbage status’ is affected by three variables:


People’s waste is thrown into the sea (X27)



Waste is not collected or recycled (X26)



A lot of garbage is generated by visitors (X28)

Waste problem is one of the most significant issues in Nam Du. The islands are quite
far from the mainland, and there is no waste treatment system on the islands. As wastes
must be collected and transferred from the islands to the mainland, it is costly and time
consuming. In addition, the islands are crowded with visitors, leading to an increase in
the amount of waste. The problem of waste disposal becomes more urgent than ever.
Some people and tourists dispose of wastes by throwing them into the sea, which causes
aesthetic problems and produces a polluted environment. Many beaches in Nam Du have
rubbish floating. Landfills form by the beaches, harming the beauty of Nam Du. The
variables X27, X26 and X28 were rated highly (3.91, 3.90 and 3.54 respectively). In
particular, the variables X27 and X26 are the strongest due to their greatest factor scores.

Factor equation: F3 = 0.411 X27 + 0.393 X26 + 0.332 X28
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Factor 4 (F4): The factor ‘management of local government’ consists of four
variables:


Local authorities have checked the fire situation in the business holdings (X38)



The authorities have investigated the quality of the environment (X37)



The government inspects rescue situation and safety buoys for tourists (X39)



The government encourages people to develop sustainable tourism (X40)

Local authorities have certain interests in the development of local tourism. Since
2015, the People’s Committee of An Son Commune started to pay attention to the number
of visitors in Nam Du and organize professional training courses for the local people who
participate in tourism. Recently, it cooperates with the Lam Dong Technical and
Economic College to organize a tour guide class for the local people. In general, the
variables X38, X37, X39 and X40 were highly valued (3.54, 3.44, 3.76 and 3.67
respectively), indicating the interest of local authorities in the development of local
tourism. In particular, the items X38 and X37 have the strongest impact due to their largest
factor scores.

Factor equation: F4 = 0.391 X38 + 0.372 X37 + 0.355 X39 + 0.262 X40
Factor 5 (F5). The factor ‘development planning and distribution of tourism benefits’
is determined by two variables:


The benefits of tourism are distributed unfairly among people (X8)



Part of the island is invested to develop tourism; the rest is forgotten (X7)

Tourism has a good impact on the local economy, but the distribution of tourism
interests in the local communities is still unfair. In addition, Nam Du consists of 21 small
islands, but tourism development is concentrated on Cu Tron, whereas other area seems
wild and less inhabited. According to the equation, the first variable has a bigger impact
than the second variable.

Factor equation:

F5 = 0.453 X8 + 0.380 X7

Factor 6 (F6): The factor ‘cultural value’ is influenced by four variables:


The historical and cultural relics of the locality are changed from the original
(X23)
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Children drop out of school early to participate in tourism activities (X18)



Local people change the traditional culture to adapt to tourist’s culture (X22)



Since the emergence of tourist activities, the cultural and historical sites are
restored and embellished (X21)

At present, there are three major festivals in Nam Du: Ba Chua Xu festival, Ong fish
worshiping festival and Ong Bon worshiping festival, but tourism has not exerted much
impact on the culture of indigenous beliefs. The development of tourism has only been
strong in the past few years, so it has hardly impacted on the local culture. The local
people still retain their traditional cultural values. The variables of X22 and X21 received
average ratings (3.0 and 3.23 respectively). In the case of children dropping out of school
to participate in tourism activities, the X23 and X18 variables were rated at a low level
(2.76 and 2.5 respectively). In particular, variables X23 and X22 are the strongest due to
the greatest factor score.

Factor equation: F6 = 0.465 X23 + 0.290 X18 + 0.300 X22 + 0.290 X21
Factor 7 (F7): The factor ‘return of tourist and travel time’ consists of two variables:


The number of tourists returning to Nam Du is increasing (X33)



Time spent on traveling activities tend to be much longer (X34)

Currently, Nam Du is still a new tourist destination and attraction. The variables X33
and X34 were highly rated (3.73 and 3.72 respectively). The X34 variable has the
strongest impact.

Factor equation: F7 = 0.468 X43 + 0.469 X44
Factor 8 (F8): The factor ‘satisfaction’ includes two variables:


People are happy with the tourism activities here (X42)



Tourists are polite to the local people (X41)

Visitors are satisfied with the friendly local residents and the beautiful natural
landscape.

Factor equation: F8 = 0.557 X42 + 0.484 X41
Factor 9 (F9): The factor ‘price of goods and services’ is influenced by two variables:
67

INTERNATIONAL LEISURE REVIEW


Land prices and services have increased rapidly since tourism development
(X5)



The price of consumer goods in the local area has increased since tourist
development (X6)

Tourism development often involves land prices, service prices and prices of
consumer goods, which are higher than other places. In the center of Nam Du, as there
are many visitors, the land price increases quite rapidly, in addition to commodity prices,
due to increased tourist demand. Variables X5 and X6 with high mean values (3.74 and
3.68 respectively) partly prove the impact of tourism on local prices. In particular, the X5
variable is the most powerful.

Factor equation: F9 = 0.518 X5 + 0.410 X6
Factor 10 (F10): The factor ‘warning and rescue system’ is affected by one variable:


There is a lack of warning and rescue systems (X16)

The X16 variable received an average rating (3.33).

Factor equation: F10 = 0.630 X16
On the other hand, the results of the evaluation of sustainable tourism development
in Nam Du archipelago by tourists reveal that there are seven factors directly affecting
the sustainability of the tourism development in Nam Du, namely: (1) garbage status, (2)
management of local government, (3) economic development and social security and
order, (4) satisfaction, (5) cultural value, (6) price of goods and services, and (7) rescue
and recreation system. Each factor has negative and positive impacts on the sustainable
tourism development in Nam Du.

Discussion
From two perspectives of the local people and visitors evaluating the influencing
factors of the sustainable tourism development in Nam Du archipelago, it can be seen that
there are similarities between the two assessments. The research is reliable and reflects
the actual situation. From the perspective of the local people, the study shows that there
are ten factors that affect the sustainable tourism development in Nam Du Archipelago:
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social security and traffic accidents, economic development, garbage status, management
of local government, development planning and distribution of tourism benefits, cultural
value, return of tourists and travel time, satisfaction, price of goods and services, warning
and rescue system. Visitors also identified seven factors including garbage status,
management of local government, local economic development and state of security and
order, satisfaction, cultural value, price of goods and services, and rescue and recreation
scene. Both groups of respondents considered that the factors influencing sustainable
tourism development in Nam Du are garbage status, local government management,
satisfaction, cultural values, price of goods and services, and economic development and
security and order.
In terms of waste, both local residents and visitors agreed that people’s wastes are
thrown into the sea and visitors produce a lot of wastes. Visitors reflected that the water
is sometimes dirty and rubbish floats at the beaches. Some of the residents are not aware
of environmental protection. There are a lot of wastes from the residential areas, and
tourists have to pay for the use of fresh water at the beaches. It is observed that
environmental pollution due to garbage dumping is a matter that needs to be considered
and treated in Nam Du as this will affect the sustainable development of tourism on the
islands.
According to the assessment of economic development, both local people and
tourists strongly agreed that tourism has generated income and jobs for the local people.
The villagers also agreed that some residents have reduced poverty through tourism and
local economic development is also improved by tourism.
In terms of the local culture, both local people and tourists indicated that tourism has
not impacted upon the local culture as the local people still retain their traditional cultural
values. The survey conducted among local residents and visitors demonstrates that the
following observed variables received neutral opinions from the respondents: local people
change the traditional culture by adapting to the culture of tourists; commercialization of
traditional local activities occur as a result of tourism development.
With regards to the satisfaction factor, in general, both the local people and tourists
are satisfied with the tourism activities in Nam Du. The locals suggested that tourists are
sympathetic to the local people and the number of visitors returning to Nam Du increases
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yearly. Tourists commented that the local people actively help tourists to participate in
tourism activities, and they think Nam Du tourism will develop sustainably in the future.
Local residents considered that the duration of tourism is likely to be extended, but
visitors were more neutral towards the statement ‘being able to travel here in all seasons’.
As for the price of goods and services, the local people strongly agreed that the price
of land and services has increased rapidly since the establishment of tourism activities.
The price of consumer goods in the local area has increased too. Visitors agreed on the
statement ‘higher goods prices on Nam Du Islands than elsewhere’, and showed neutrality
in terms of ‘higher service prices than elsewhere’. Due to the limited production of goods
on the islands and the long distance from the mainland, transportation of goods is difficult,
which makes the product costs higher than elsewhere. However, the costs for sightseeing,
dining and accommodation are reasonable for the tourists.
Security and social crimes are maintained at a safe level for tourists. Residents said
that social security and traffic safety in general are still quite good. Although tourism
develops in Nam Du, no negative impact is seen here. This situation should be maintained
in the future.

Regarding the management of local authorities, the local people believed that the
government has paid attention to tourism development in Nam Du, inspection of fire at
business holdings and the examination of rescue status of waterway transportation. The
government encourages the local people to develop sustainable tourism development.
Tourists also agreed that the boats are equipped with life jackets as a rescue means for
visitors. However, the visitor review shows that the government should provide more
tourist information guides and posters to encourage visitors and the local people to protect
the environment and natural resources. Service price lists should be posted at tourist sites,
and rescue procedures or emergency signage should be installed at tourist sites.

There are also differences in the perspectives of the local people and tourists. The
local people think that guesthouses and hotels built in modern architectural style damage
the natural landscape. Visitors hold an opposite opinion as they have a more neutral
perspective. Perhaps because the local people have been living on this land for a long
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time, they are familiar with the natural landscape. When developing tourism, they realize
that many landscapes have been changed. As for tourists, they have only traveled one or
two times per year, thus it is difficult for them to recognize the change of scenery. Also,
as tourists prefer the convenience during traveling, it is necessary to build hotels to
develop tourism.

Conclusion
In sum, Nam Du tourism has a lot of potentials that need to be invested in and
developed. To achieve this, it is necessary to combine measures from local authorities,
travel agencies and the local communities. Particular attention should be paid to ensure
that sustainable development is not only for tourism but also for the socio-economic
development and local security of Nam Du. The relationship between tourism
development and environmental protection should also be sustainable. If all necessary
strategies are carried out, Nam Du will become a tourist attraction and bring great socioeconomic development to the locality.
A number of measures and recommendations for the sustainable tourism
development in Nam Du archipelago are proposed:


It is necessary to raise the awareness of the local people and tourists in protecting the
environment around the islands. Construction of garbage disposal and recycling
facilities and the addition of garbage cans on the islands create the prerequisites for
the locals and visitors to dispose of garbage properly. Measures should be taken to
eliminate the direct discharge of wastewater into the sea by the business holdings.
There should also be a policy to classify garbage and develop appropriate treatment
procedures.



Authorities should call for investments to build and improve infrastructure on the
islands and develop new tourism experiences, such as cycling and fishing. The
islands need to have large hospitals in order to be able to provide medical treatment
and control tourism-related diseases. Transportation systems need to be upgraded and
expanded so that visitors can move around easily, and it is necessary to establish
parking lots in the area of An Son to avoid traffic congestion. The authorities should
set up patrol teams at places where there are many tourists, such as Ngu Beach, Bai
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Soi, Hon Mau, Hon Lon and Hon Ngang, to ensure security and avoid the occurrence
of social crimes.


The state authorities should regularly inspect safety, food hygiene and waste disposal
situations. It is important to provide enough life jackets on the boats when tourists
travel by waterway. Beaches should have signs to warn tourists of danger and ensure
the safety of live and property. Another suggestion is that boat stations should be
clean and spacious. The tourism authorities need to conduct training courses on
hygiene and food safety.



The prices of goods on the islands should be adjusted properly and clear price lists
should be visible to tourists.



Local governments should have policies to create capital for tourism businesses and
to create jobs and increase revenue for the local economy. They should encourage
the non-participating population to participate in tourism business activities to
achieve a uniform distribution of benefits in the local community.



It is necessary to establish local guiding teams who have cultural knowledge of the
islands as well as professional skills to understand the needs of the tourists and
make visitors satisfy with their travel experience. In addition, the staff at hotels,
restaurants and on transportations should be polite, friendly and hospitable when
they interact with tourists.
Although this research is not directly focused on “innovation”, the theoretical

development, research approach, and method of this study are related to innovation. This
is the first comprehensive study on sustainable tourism development in Nam Du
archipelago, because Nam Du tourism has developed in recent years and still limited of
scientific tourism research. Studies on sustainable tourism development have been
studied extensively in the world and in Vietnam, but the study of Nam Du is scattered
throughout many different writings and only focused on exploit existing potentials to
attract tourists. The research team adapted international and domestic literature reviews
to establish a new research’s model, chose the research methods and developed evaluated
criteria through interviews with local people and experts as seen innovation point of the
research. Especially, it can be seen that this research not only compared two perspectives
to distinguish similarities and differences, but also suggest concise solutions, based purely
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on quantitative data analysis.
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Abstract
The Columbia River Gorge National Scenic Area (CRGNSA) is a regional, national
and international destination for tourism and recreation. Recreation opportunities
are dispersed over multiple landscapes and management jurisdictions. This article
identifies a specific management strategy — the development of an interagency team
— to deal with increased recreation use in developed high use recreation settings.
The approach used for this strategy was to build a unified team of resource
managers that can work together across jurisdictions. The interagency team
examined recreation conditions and concerns in the CRGNSA and how they were
changing over time. Each agency discussed their planning, existing delivery services,
standard operating procedures and resource conditions. Strategies were developed
to address the concerns, taking into account the existing resources of each agency.
This unique, bi-state, multi-jurisdictional methodology is unique in itself, and has
developed into an engine of change for both recreation users and providers.

75

INTERNATIONAL LEISURE REVIEW
Keywords: Carrying capacity, Columbia River Gorge National Scenic Area, outdoor
recreation, recreation management

***
Introduction
The Columbia River Gorge is a spectacular landscape that stretches 80 miles from
the Sandy River to the Deschutes River, just east of Portland, Oregon and Vancouver,
Washington. The Gorge is also home to over 55,000 people, includes 13 urban areas, and
is a protected area managed by the US Forest Service. Over one million recreationists
visit the Columbia River Gorge National Scenic Area (CRGNSA) annually (USDA Forest
Service [USFS], 2009). Its scenic beauty, numerous recreation opportunities and close
proximity to the Portland, Oregon/Vancouver, Washington Metro area, as well as
numerous communities within the Gorge, make the Gorge a popular day use recreation
area and national and international tourist destination.
The Gorge has become an important and significant tourist destination over the last

20 years. The National Geographic Travel Magazine continually lists the Gorge as the
one of the best travel destinations in the U.S. (NatGeo, 2010). This is an assessment of
authenticity and stewardship, evaluating the qualities that make a destination unique and
measuring its integrity of place. National Geographic (2010) used six criteria weighted
according to importance: environmental and ecological quality; social and cultural
integrity; condition of historic building and archaeological sites; aesthetic appeal; quality
of tourism management; and outlook for the future. That said, the Gorge suffers from too
much use in its popular recreation areas and limited capacity to respond (Burns,
Chuprinko & Shrestha, 2012). Capacity is limited for many reasons, including reduced
budgets and too many various federal, state, local and NGOs managing small pieces of
the recreation landscape.
Thus, the focus of this paper is on demonstrating a method of practice-based
knowledge that was employed to understand and rectify a common problem: too much

recreation use occurring in specific high use recreation areas. Practitioners engage
researchers to solve problems all the time, but what is unique in this case is the
development of an interagency planning committee that is charged specifically with
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dealing with the recreation capacity issue. The methods described here would be
appropriate in other settings where multiple agencies are struggling to develop a plan to
deal with similar issues.

Figure 1: Columbia River Gorge National Scenic Area
(Source: US Forest Service, 2009)

Historically, population growth in the Portland-Vancouver metro area created
opposing pressures for protection and development of the Gorge. On November 17, 1986,
the Columbia River Gorge National Scenic Area Act was signed into law, creating a
292,500 acre National Scenic Area to be managed by the US Forest Service (Columbia
River Gorge Commission [CRGC], 1992). The National Scenic Area Act had (and

continues to have) two purposes:
1. To establish a National Scenic Area to protect and provide for the enhancement of
the scenic, cultural, recreational and natural resources of the Gorge; and
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2. To protect and support the economy of the Gorge area by encouraging growth to

occur in existing urban areas and by allowing for future economic development
in a manner consistent with the previous purpose.
To achieve these purposes, the Act created the Columbia River Gorge Commission
(CRGC), a bi-state regional planning agency with federal authority, and established a
partnership between the USDA Forest Service and the states of Oregon and Washington,
six counties and four treaty tribes in the CRGNSA. Together, these agencies have
communicated and attempted to work together to manage recreation in the CRGNSA.
However, as is typically the case, competing priorities for resources (primarily time and
funding) resulted in a less than desirable management planning effort. In the language of
the Scenic Area Act, Congress called for the preparation of a Management Plan that
would treat the area as a region. The recreation chapter of the plan, written in 1991, does
not address all of the concerns and planning needs of recreation managers today.
Accordingly, the objective of this paper is to explain how land managers have
addressed the three complex issues outlined below:



Growth in demand for more and diverse recreation opportunities continues and
associated impacts to protected resources and landscapes.



Limited capacity of land management agencies to plan for new opportunities or
operate and maintain existing recreation facilities.



Increasing interests by communities to develop more opportunities based on the
unique natural resources for tourism-related economic development.
Over the course of the last ten years, resource managers have observed an increase

in demand for a number of recreation opportunities. Hiking and walking, relaxing and
fishing have shown a significant increase between 2000 and 2010, the last year for which
data are available (Burns et al., 2012). Managers have also observed the following
activities that appear to be on the rise in the CRGNSA:


Mountain biking: While national trends seem to show this use has peaked, the use
in the Gorge has actually declined -4.5% (2000-2010). Demand for more

mountain biking opportunities is seemingly growing as evidenced by several
proposals to expand mountain bike trail systems.

78

R. C. BURNS AND S. HINATSU



White water rafting and kayaking: The White Salmon Wild and Scenic River has
experienced tremendous growth from approximately 4,000 visitors in 1987 to
nearly 20,000 in 2007. Recent numbers show this number has plateaued at about
24,000 visitors annually.



Fishing: While nationally fishing is showing a decline in participation, fishing in
the Gorge has grown 12%.



Dog walking: Over one-third of all visitors bring a pet.



Trail running: The Gorge appears to mimic national trends which seem to indicate
a slow but steady increase.



Kite boarding: Kite boarding in the Gorge has grown significantly over the past
ten years.



Interpretive service: There is a high demand for these services in the Gorge, and
nearly one-third of the respondents use a visitor/nature center.



Hiking: Nearly 72% of all visitors to the Gorge participate in hiking/walking.
Studies forecast hiking to grow as much as 20% in the Northwest (Hall, Heaton
& Kruger, 2009).



Road biking: Road cycling is expected to increase as much as 10% with the
completion of a new trail.

The increase in demand for more and diverse recreation opportunities has resulted
in the degradation of the recreation experience and/or on the ground impacts (Burns et al.,
2012). In an inventory created as part of this effort, resource managers noted one of the
most significant issues were impacts from unauthorized trail development by both hikers
and mountain bike enthusiasts. These areas were designated as “hot-spots”, requiring
management attention (Figure 2).
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Figure 2: Columbia Gorge National Scenic Area recreation hot spots
(Source: US Forest Service, 2009)

They also noted congestion, conflicts with adjacent private lands and public safety.
Congestion, vandalism and other public safety issues are concentrated in specific
recreation settings, but are a cause of great concern. Conflicts between water sports and
sport fishing and tribal fishing occur on the Columbia River and its tributaries.
Unauthorized trail development typically occurs in dispersed areas on lands that have
been put into public ownership in the last 25 years. Natural and cultural resource
specialists across several governmental agencies have expressed concerns regarding the

introduction of invasive species, soil erosion, impacts to critical habitats, plants, animals
and cultural resources and habitat fragmentation. While these issues are outside the direct
purview of recreation managers, they are of great concern because of these social impacts
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on natural resources.

Planning Efforts
The planning strategy discussed in this article builds off of regional planning efforts
that have occurred in the CRGNSA over the last several years. Most of these planning
efforts were designed to inform how well the CRGNSA Management Plan is working for
the region. Previous efforts include multiple community visioning events monitoring
work, and public projects that have helped resource managers to better understand the
recreation-related values, needs and goals of the region. As part of a monitoring effort, in
the 2007-08 CRG Vital Signs Indicators (VSI) Project (Columbia River Gorge
Commission [CRGC], 2009), public recreation managers and agencies began to address
increasingly complex issues that warranted ongoing discussion and new interagency
management strategies.
In 2008, a Columbia Gorge Future Forum community visioning event was held with
the purpose of developing a vision of a more vibrant, sustainable Columbia Gorge. The
result of the Forum event and subsequent community visioning events was a citizeninspired vision that focuses on six themes and 75 strategies. The Future Forum Final
Report (Columbia Gorge Future Forum, 2008) captures concern regarding recreation in
the Gorge and acknowledges an increase in some uses, a decline in others, and a general
observation that conflicts between users, and theft and vandalism at trailheads is
becoming an increasingly problematic situation. Recreation-related impacts to the natural
environment were also discussed as an environmental concern. Some participants said
that certain areas should be protected from all human activity – including recreation, and
it was agreed by all that area outdoor recreation managers should educate residents and
visitors about the area and unique landscape (Columbia Gorge Future Forum, 2008, p. 18
& 21).
During this same time frame, the Columbia River Gorge Commission was working

through a public planning process with communities and partner agencies to develop key
measures of resource health for the Columbia River Gorge Vital Signs Indicators Project.
This project was and continues to be a collaborative effort that utilized a community
81

INTERNATIONAL LEISURE REVIEW
advisory team and technical advisory team and included more than 65 public meetings

and presentations. The Vital Signs Indicators Project also relied heavily on partnership
and community support. The public process for this project began in 2007 and the
Commission issued its State of The Gorge Report in 2009 (CRGC, 2009). As a result, 51
high-level measures of resource health, or indicators, were created through an open and
transparent public process. One of the primary project goals was to protect and enhance
recreation resources. The report asks: with the changes in recreation use, the increase in
the number of users and the decreased capacity of land managers to manage resources –
how can we all share in the Gorge experience without loving it to death?
Recreation resource objectives include: 1) address the demand for resource based
recreation opportunities in an environmentally sustainable manner, and 2) protect and
enhance the quality of recreation experiences. Information to achieve these objectives
were collected in surveys to public recreation managers and surveys to recreation users –
aiming to assess demand, availability, access, quality, conflicts, and environmental
sustainability (CRGC, 2009, p. 12 & 58).

In 2010, the USDA Forest Service began working with an internal “problem solving
team” (USFS Independent Resources Enterprise Team) to assist the Forest Service and
Columbia Gorge Commission in developing a process and facilitate team meetings. A
core group of interagency partners that had been meeting as a part of the Vital Signs
Indicators Project formed the Interagency Recreation Strategy Team to begin discussing
needs, concerns and strategies. As a first step, an informal, interagency steering
committee was formed that included the US Army Corp of Engineers, Washington and
Oregon State Parks, USDA Forest Service National Scenic Area, USDA Forest Service
Independent Resources Enterprise Team, Columbia River Gorge Commission, the four
Treaty Tribes of the CRGNSA, and a representative from academia (the author).
The Committee met intermittently until February of 2012 when the Committee
committed to meet monthly to facilitate the completion of the recreation strategy. At that
time other land management agencies (LMAs) were also invited to participate, including

Washington Department of Natural Resources, Washington and Oregon Department of
Transportation, US Fish and Wildlife Service and the National Park Service (Lewis and
Clark National Historic Trail).
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The Team identified four common recreation-related issues faced by land
management agencies in the Gorge. These issues became the basis of the Team’s goals
and outcomes:


Growing demand for new recreation sites and emerging new uses.



Increased impacts to natural and cultural resources from growing demand and
unmanaged recreation use (i.e. crowding and illegal trails).



Decreased budgets and agency capacity to meet current and future demand.



Increased dependency of local and regional economy on recreation resources.
Eventually, the Team identified a specific vision, goals and outcomes for this effort.

Project Vision Statement: To develop an Interagency Recreation Strategy that builds
capacity, improves efficiency and creates citizen stewards.
Goals:


Create a common vision amongst public land managers for natural resource-based
public recreation in the Columbia River Gorge;



clarify roles and identify the strengths and focus areas of each agency;



practice working collaboratively toward sustainability;



identify management strategies to address increases in demand, unmanaged
recreation and the capacity needed to provide for current and expected demand;
and



increase citizen stewardship through education (increasing the public’s
understanding of the impacts unmanaged recreation has on sensitive resources,
agency capacity and future recreation development opportunities).

To achieve these goals, the team invested in a multi-phase effort. This initial phase
assessed natural resource-based recreation in the Gorge and developed the management
strategies and deliverables summarized above, within the framework of the existing
regional plan provided by the Management Plan for the CRGNSA. This work is a
necessary, foundational component for any future regional recreation planning process

and management efforts.
As noted previously, it is unique that federal, state, and local agencies are empowered
to sit in the same room and work together to solve a recreation capacity problem at a local
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level. In this case, the capacity to manage the problem of growing recreation in high use

settings was threatened by an inability of the existing agencies to manage as one entity.

Agency Capacity to Manage
Over the past 15 years, resource managers within the CRGNSA (across all agencies)
have had their capacity to manage existing recreation sites significantly reduced,
primarily from increasing use, growing facilities and tighter budgets. Many of the
developed recreation sites are between 80-100% of capacity during the summer months,
and most developed sites are at maximum capacity between 40-70% of capacity during
the early/late summer, fall and spring months. The perception of crowding by visitors is
relatively low in the CRGNSA, however visitors to the developed high use settings
reported more crowding than other areas in the Gorge. Traffic and pedestrian congestion
is concentrated in specific settings, and visitors can experience as much as a 30- to 45minute wait to find parking at Multnomah Falls during busy weekends in the summer
months. Access to the Columbia River in general is constrained by a lack of safe and legal

parking along the major traffic corridors and across railroad tracks. The lack of safe and
legal access has resulted in several areas where unauthorized parking and trespassing
across the railroad is occurring by recreationists, particularly for fishing and
windsurfing/kite boarding.
Between 2002 and 2012, the Army Corp of Engineers Bonneville and The Dalles
Dam projects reported a 40% reduction in their budget, which resulted in a 30% reduction
in staff. Similarly, Oregon Recreation and Parks Department absorbed a 20% reduction
from the 2009-2011 biennium to the 2011-2013 biennium and lost 40 seasonal work
months in the 2011-2013 biennium. Over the course of the last 5 years, Washington (state)
budget reductions have resulted in significant budget and staff reductions for Washington
Parks and Recreation Commission. The USFS National Scenic Area recreation budget
has increased 14% between 2002 and 2012; however, staffing has decreased 37% as a
result of higher fixed costs.

The USFS has also added approximately 40,000 acres of national forest lands during
the past 25 years. Additionally, new recreation sites and trails that require management
and maintenance have been added to the inventory under these budget conditions. Over
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the past decade, Washington State Parks has added several large day use and overnight
recreation sites, and Washington State Parks has plans for a new trail system in one area.
The Forest Service has added numerous recreation opportunities, including boat launch
areas, trails and trailheads, and day use areas.
Another issue of concern is a bourgeoning interest in local community entities (nongovernmental) to develop additional recreation opportunities within the Gorge. As
Mowen, Trauntvein, Potwarka, Pitas, and Duray (2016) stated, there has been “persistent
budget austerity” (p.14) among recreation and park agencies. With this austerity has come
a general acceptance of non-governmental and local businesses to pick up that slack.
While it may seem logical for a local business to build capacity through adding additional
recreation opportunities in the Gorge, enhancing Gorge economies and protecting natural
and cultural resources provide constant challenges for recreation managers — as was
noted earlier in this paper. Outdoor recreation and tourism are recognized by local
communities as key components to the economy in the Gorge. The challenge is in

understanding and developing a sustainable method of increasing the economic viability
of increasing (or decreasing) recreation opportunities in the Gorge.
In 2008, several non-governmental organizations and businesses held the “Columbia
Gorge Future Forum”. The Forum was a community visioning event that identified
strategies to build a dynamic local economy by enhancing tourism experience for visitors
by providing more visitor amenities, including kiosks, restrooms and campgrounds.
Participants expressed the desire of communities to capitalize on the unique Gorge
resources to promote tourism in the Gorge. Tourism in the Gorge relies on the world-class
scenery and recreation opportunities the Gorge offers. This pressure to increase economic
impacts while reducing social impacts will require frequent and sustained communication
with the myriad of land agencies in the Gorge.
In addition, a number of efforts are currently underway to develop new opportunities
for recreation and to draw more visitors to the Gorge to enhance Gorge economies —

which may not necessarily be a goal shared by recreation managers. The following are a
few examples:
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1. A Towns to Trail which envisions a new multi-purpose trail connecting several

communities within the Gorge.
2. Chinook Trail, a high elevation loop trail through the Gorge.
3. Connect Cascade Locks trail plan which would connect nearby hiking and
proposed mountain biking trails to the community of Cascade Locks.
4. National Water Trail designation of the Lower Columbia Water Trail which
stretches from Bonneville Dam to the Pacific Ocean.
5. The Infinity Loop, a scenic drive through the Gorge and around Mt. Hood. The
loop would offer visitors year-round world-class recreation and other amenities.
The list above is not entirely comprehensive, as new and innovative proposals are
presented to Gorge agency managers on a monthly basis. Thus, the Interagency Team
sought to work together as one unified entity to focus on recreation use in a more holistic
manner. While outdoor recreation use is positive, it is a healthy activity for people of all
ages, and it certainly is one of the key economic drivers in the Gorge, there comes a point
where recreation must be planned for spatially and temporally. To help mitigate the

overuse of the developed high use areas, the Team developed a strategy of moderate
growth in recreation management. The strategy is not designed to halt recreation
development, or to slow big ideas about recreation in the Gorge, it is designed as a way
of thinking before acting, across all agencies. The strategic effort includes some very
practical ideas as well as lofty aspirations. The Team believes these goals, strategies and
actions are the first steps to help recreation managers deal with the complex issues of
balancing the demand for more recreation opportunities and tourism while protecting the
recreation experience and cultural and natural resources. To fully resolve these complex
issues, the Team recognizes that a more robust public planning effort would need to take
place.
The Team also notes that the CRGNSA Management Plan and other land
management plans, policies and guidelines remain as the framework for all new
development. This loosely defined framework is an important tool for balancing the

protection of natural resources, recreation demand, economic development and quality
life goals of the Act. The Report does not attempt to set new goals for the region, but does
propose interim strategies to deal with these issues.
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The strategies are organized by goals, followed by recommended actions.


Create a common vision for recreation in the Columbia River Gorge.
o Strategy: ensure the existing regional plan is clearly understood by all
stakeholders and develop an interagency vision for regional recreation.



Clarify roles and identify the strengths and focus areas of each agency.
o Strategy: meet with agencies to clearly define roles, strengths, and
opportunities to leverage collective strengths through enhanced
partnerships.



Practice working collaboratively toward recreation sustainability.
o Strategy: improve communication and interagency collaboration through
regular meetings, explore agreements and grant opportunities, and
consider an annual recreation summit to address recreation demand and
resource impacts.



Develop management strategies to address increasing demand, unmanaged

recreation, and the capacity needs to meet current and future demand.
o Strategies: address demand and unmanaged recreation through early
engagement; map critical resources, existing and proposed recreation, and
unmanaged recreation areas to provide context for management and
planning efforts; formalize a stakeholder engagement process for added
collaboration; and explore a trail master plan to address demand,
management and unauthorized use. Strategies to build capacity include
partnership and grant opportunities and developing a clearing house of
volunteers.


Increase citizen stewardship.
o Strategies: foster existing partnerships and volunteers while growing new
relationships; develop a communications strategy to actively educate
recreation users and improve stewardship.

87

INTERNATIONAL LEISURE REVIEW
Future Efforts

Potential next steps for this effort include convening a larger audience of
stakeholders to implement communication strategies, building support for improved
resource protection and recreation experience, and providing better information to foster
stewardship and responsible use of CRGNSA landscapes. The responsibility falls on all
resource managers and recreation users to be good stewards of the CRGNSA. The
Interagency Team hopes that this paper and the description of the implementation of the
strategies it contains will help to ensure the CRGNSA remains the world-class recreation
destination it is today.
The issues identified focus on natural resource-based recreation outside of urban
areas. It should be noted a formal public engagement process was not conducted during
the development of this report. The intent of the paper is to serve as a working document
that provides context for future recreation planning efforts and identifies interim strategies
that can be implemented in the short term until a more robust public planning effort can
be completed. It is clear that implementing many of the interim strategies should involve

other recreation stakeholders, such as CRGNSA communities and chambers of commerce,
county, port, and city recreation departments, private recreation organizations and special
interest groups, private recreation providers (outfitters and guides), trail organizations,
residents and other stakeholders with an interest in recreation.

Conclusion and Implications
This paper presents a planning process that is very applied, and uses practical,
innovative methods designed to assist managers in decision-making.

The focus was on

managing visitor growth in an area with limited additional capacity.

A strong emphasis

was placed on understanding stakeholder perceptions—filling a gap that is often ignored
or under-represented in outdoor recreation literature.
Using a committee approach, consumer-driven, innovative proposals were presented
to resource managers and presented to the entire committee on a monthly basis. This

allowed new and timely issues to be discussed as the issues were being experienced on
the ground. Through this innovative process, several priority management issue were
accepted, and some rejected. Important through the process was that the management
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plan was seen as a guideline, or a base document.

This allowed the committee to

compare proposed actions with what was set in the management plan.
Finally, it is worth noting that the committee continues to meet monthly, encouraging
all stakeholders to express ideas and suggestions for the management of recreation in the
Gorge. This reminds us all that recreation planning must be innovative and must remain
flexible in its approach. The recreating public will continue to develop and introduce
new and exciting recreation challenges for managers, and management can only react
appropriately by embracing new and innovative management processes.
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Abstract
This article is a call for public historians to re-evaluate their understanding of
nostalgia and to embrace its attributes to engage a wide range of people with the
past in different ways as contributors, co-creators, and consumers, within the
museum context. It argues that if there is innovation in the way the past is thought
about, collected, and interpreted, by embracing nostalgia, it is possible to offer new
perspectives on well-covered historical topics and to enhance the experience of
engaging with public history in all its forms (Hunt, 2013). This can only be positive
because without the general public in Britain engaging with history as consumers it
has little meaning and its survival is threatened. Perhaps most importantly it
highlights the need for universities and museums to work collaboratively to better
represent the past in the public context.

Keywords: Nostalgia, museums, representation, interpretation

***
Introduction
In 2013, I submitted my PhD thesis Scholarly and Public Histories: A Case Study of
Lincolnshire, Agriculture, and Museums (Hunt, 2013). A central tenant of the thesis was
the argument that nostalgia currently keeps academic, popular, and public histories quite
separate from one another, as academic historians are critical of the use of nostalgia in
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presenting the past, whereas popular histories are often steeped in nostalgia, as are
historical narratives presented in museums. I argued that nostalgia and nostalgic sources
should not be viewed as problematic by historians, but embraced simply as another type
of historical source. Popular histories, rich in nostalgia and often reliant on memories,
should also be considered more favourably by academics as they serve to engage people
with historical narratives as both contributors and consumers. The inclusion of nostalgic
sources, such as memoirs and oral histories, in historical narratives can also result in the
production of new or relative histories (Southgate, 1996), which enrich the historical past
presented to us, and open up fresh debates on well-covered topics. Nor is nostalgia
problematic in museums as it helps visitors relate to, and understand, the stories presented
to them. Nostalgia can also motivate people to donate objects to museums, and therefore
have an active role in shaping how the past is represented within museums. Once again
this serves to produce a more complex narrative for the visitor that can broaden our
understanding of the past.
Finally, I argued that those involved with academic, popular, and museum histories
should work collaboratively to explore ways of incorporating nostalgic sources into
historical narratives to develop new interpretations of the past. I also suggested that they
should work in partnership to move away from the traditional museological ‘nostalgia
debate’ and to resolve the issues that currently affect how the past is presented in museums
(Hunt, 2013).
Whilst I felt that this was solid academic work, I did not intend to publish this
element of the thesis; I had other chapters that could be published more easily, and I was
weary from years of research on the same subject. But more than this, I had an internal
conflict; whilst academically and professionally I believed in the value of what I had
written and the potential of nostalgia to help us better represent and understand the past,
personally I agreed with Henry Rollins who often speaks about not being nostalgic for
his own past. One particular comment from an interview with him in early 2016 resonated
with me as someone who does not tend to look back but lives in the ‘now’ and thinks
about the future: ‘I don’t want to be 22 anymore. I mean, there [are] people I miss…but I
don’t want it to be 1980 again. 2016 suits me just fine’ (Goggins, 2016). Then 2016
‘happened’, to use a phrase that featured over and over again in the media during that
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twelve-month period. This was a year of what seemed like an unprecedented number of
deaths of people who had formed my generation’s sphere of cultural reference points and
identity, and made us think about our own mortality (Hughes & Gray, 2016). I found
myself in disbelief at the deaths of David Bowie and Prince. Then finally in December,
just after Christmas, my favourite space princess/general, Carrie Fisher, died (Buncombe,
2016), and I spent hours thinking about how much I loved, and still love, Star Wars and
how Princess Leia was a fairly good role model for girls in the 1970s and 80s (despite her
love for a certain notorious smuggler and the golden bikini in Return of the Jedi). And
then it hit me; I was experiencing nostalgia as understood in my thesis. I did not long for
a return to the past or experience a devastating sense of loss, but I was undergoing an
emotional and cognitive response to things going on in the world around me, and this
response was helping me make sense of the losses of important figures in popular culture,
and perhaps that helped me understand how I became who I am today and how those
limited aspects of culture helped shape me as I grew up.

I quickly came to the

conclusion that I actually was nostalgic in terms of my own life and my conflict was
resolved. I looked to see if the debate around nostalgia had moved on in the academic and
museum contexts, and found that it hadn’t and is still pertinent in 2018, and so I decided
to update and publish my ideas on nostalgia.
This article focuses on the museological aspects of the thesis and is a call for public
historians to re-evaluate their understanding of nostalgia, embrace its positive aspects to
engage people with the past in different ways, to accept that there are other issues that
impact on the representation of the past, and to think about ways of resolving these issues
(Hunt, 2013).

Literature review
Defining and Understanding Nostalgia
The term nostalgia has strong negative connotations associated with it, which have
prevailed until relatively recently. The word is ‘pseudo-Greek, or nostalgically Greek’
(Boym, 2007, p.7), derived from nostos (‘to return home’) and algia (‘painful condition’)
(Davis, 1979, p.1; see also Boym, 2007; Pickering & Keightley, 2006), and was coined
by the Swiss Physician Johannes Hofer in 1688 in relation to ‘extreme homesickness’, or
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melancholia, witnessed in mercenary soldiers at the time (Davis, 1979). The word
nostalgia, then, was originally medical rather than philosophical, literary, or political
(Boym, 2007). In fact, nostalgia was considered a psychiatric disorder that whilst curable
(Boym, 2007), could be debilitating or even fatal from the seventeenth century until the
end of the nineteenth century (Batcho, 1998).
During the mid-twentieth century, the original meaning and context of the term
nostalgia changed and it became recognised as a sentimental ‘yearning for the past’
(Davis, 1979; Pascal, Sprott & Muehling, 2002; Pickering & Keightley, 2006) rather than
for a place (Boym, 2007; Pickering & Keightley, 2006), not just on a personal level
(Spalding, 2002) but also a societal one (Davis, 1979), particularly in relation to
consumerism (Baer, 2001; Davis, 1979; Pascal et al., 2002). It also remained to be
understood negatively as the antithesis to progress, a ‘backwards-looking stance’ of sorts
(Pickering & Keightley, 2006, p.920), as ‘reactionary, sentimental or melancholic’, and
‘a response to the experience of loss endemic in modernity and late modernity’ (Pickering
& Keightley, 2006, p.919). The notion of nostalgia, being a yearning for the past either
by individuals or groups, developed further during the twentieth century as it came to be
understood as the desire for an idealised, or mythical, version of a period in time or
historical event at the expense of the present, which has only intensified as social and
cultural changes have accelerated (Pickering & Keightley, 2006).
By the late twentieth century nostalgia had become synonymous with the so-called
‘heritage debate’ as it was used as ‘a critical tool to interrogate the articulation of the past
in the present, and in particular, to investigate sentimentality inflected mediated
representations of the past’ (Pickering & Keightley, 2006, p.922; see also Brisbane &
Wood, 1996). During the 1980s and early 1990s, Chase (1986), Chase and Shaw (1989),
and Lowenthal (1985; 1989) all argued extensively that nostalgia should be regarded
negatively by historians because of its role in creating an imagined, or mythical, bygone
age that did not reflect the unpleasant realties and life in the past. At the same time, their
contemporary Hewison (1987) critiqued the heritage industry, arguing that in terms of
public history the past was presented in nostalgic packages which only served to trivialise
and sanitise it. Whilst these arguments were largely accepted, they were also challenged;
in Theatres of Memory: Past and Present in Contemporary Culture, Samuel (1996) stated
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that nostalgia was treated by the critics of heritage in the 1980s and 1990s as ‘a
contemporary equivalent of what Marxists used to call “false consciousness” and
existentialists “bad faith”’ (p.17), suggesting that this critical tool was used to emphasise
aspects of nostalgia perceived to be negative by academics such as Chase (1986), Chase
and Shaw (1989), Hewison (1987), and Lowenthal (1985; 1989). This focus on the
negative also suggests a lack of appreciation for the development of a multifaceted
understanding of nostalgia and in the ‘complex set of processes involved in publicly
representing, consuming and understanding the past’ (Pickering & Keightley, 2006,
p.927-928). Nor did these critiques recognise the power of nostalgia to democratise the
past and enrich our understanding of it, as lauded by Samuel (1996) and championed by
oral history projects, social history museums, and local history groups.
My thesis (Hunt, 2013) argued that nostalgia is a far more complex process than
suggested by earlier critiques, and that whilst it has led to accepted and over-simplified
historical narratives being widely adopted, it also offers a way to refute these claims.
Whilst it is acknowledged that Chase (1986), Chase and Shaw (1989), Lowenthal (1985;
1989), and Hewison’s (1987) debates were pertinent in the 1980s and the early 1990s, I
sought to reassess these arguments for the twenty-first century, and argued that nostalgia
is not necessarily problematic in relation to the representation of the past, as often
assumed. To achieve this, I re-examined the perceived problem in light of more twentyfirst century interpretations of nostalgia, which have led to more complex and less
negative explanations by historians and sociologists.
Much like historians such as Samuel (1996), sociologists Pickering and Keightley
(2006) have explored the way in which nostalgia has become strongly associated with
individual and collective social and cultural memory, and its functions as ‘a way of
attempting to explain how memories are generated, altered, shared and legitimated with
particular sociocultural environments’ (p.922; see also Boym, 2007). In 2007, writer,
theorist, and media artist Boym (2007) described nostalgia as ‘an historical emotion’ (p.8),
suggesting further evolution in the understanding of the term. This interpretation of
nostalgia appealed to me and offered part of the conceptual framework for my research.
I believe nostalgia represents an emotion, or cognitive process, that people engage in to
make sense of the world in which they live (Pickering & Keightley, 2006); and the ‘past
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(however defined) provides a perspective on the present, a means to understand and make
sense of it’ (Brisbane & Wood, 1996, p.5). In academic, popular, and public histories, I
understand nostalgia to be the way in which people create or build a connection with the
historical narratives presented to them in various media (Pickering & Keightley, 2006).
My thesis (Hunt, 2013) argued that nostalgia is not as problematic in British public
history today because it has become a vehicle for engagement with the past for a large
proportion of the population of the country. Nostalgia has, in fact, led to people from a
diverse range of backgrounds to become both major contributors to, and consumers of,
history. The consumption of the past has become a leisure pursuit in Britain, with
television programmes such as Who Do You Think You Are? (BBC 2018) inspiring
people to engage in genealogical research (that often involves visiting museum and
archives), and museums being reimagined as places of ‘educative leisure’ more akin to
theme parks than places to consume ‘high culture’ (Hanquinet and Savage, 2012, p. 1).
The positive impact of nostalgia as motivation for engaging with public histories is not
only have new contributors have been able to offer diverse perspectives on the past
through collection methods such as oral history (Riley & Harvey, 2007), which is often
criticised for its nostalgic leanings; but the desire to consume a nostalgic past as part of a
leisure experience in a museum context has ensured the continuation of historical
narratives that might otherwise be lost. It also allows for the co-creation of museum
narratives by those engaging with the past as museum visitors, which can result in a more
meaningful or pleasurable experience for individuals and groups (Anton et al, 2017),
naturally leading on to more engagement (Lin, 2007). Therefore museum professionals
now need to move forward from debates surrounding the pitfalls of nostalgia in public
history to acknowledge and resolve other factors that influence the representation of the
past, such as the impact of the subjective nature of museum donation and collection, the
specialist knowledge gap, and the external political influences on the representation of
the past in museums.

Methodology
The hypothesis relating to museology and nostalgia that was tested in this study was
that whilst nostalgic museological myths exist, they are not as problematic museologists
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might assume (Hunt, 2013). This is because nostalgia can be considered as a motivational
factor in people engaging with the past as contributors and consumers, and as therefore
having a positive effect on the representation of the past. Museologists are presented with
far greater challenges than that of the impact of nostalgia on the representation of the past:
the subjective nature of donation and collection, a focus on professional skills at the
expense of subject knowledge, and external political agendas.
In order to test this hypothesis I asked ‘what is the impact of nostalgia on how
Lincolnshire’s modern agricultural history is represented in the county’s museums? (the
subject context of the thesis) , in the sample group of museums. Context for this aspect
of the research was provided through secondary research exploring the development of
antiquarian, social history, and folk life museums. This research proved invaluable in
understanding how museums represent the past and what historical and cultural factors
influence this representation. It was also considered why these types of museums had
come to present a partial, mythical, and consumable past steeped in nostalgia to their
visitors. Qualitative interviews with museum managers were undertaken to establish what
factors impacted on the representation of the past in museums. This provided detail about
other significant challenges that the managers had to deal with in trying to represent
Lincolnshire’s agricultural history.

Results and Discussion
The impact of nostalgia on the representation of the past in museums
It became apparent during the qualitative interviews that participants in the research
did not consider nostalgia as a problem; in fact it was a tool by which they could draw
visitors to their sites, particularly for events. However, the nature of donation and
collection, gaps in subject knowledge, and external political factors, appeared to be more
relevant to their everyday work. A reassessment of the significance of the nostalgia in
museums followed alongside an evaluation of the impact of current issues around
donation and collection, subject knowledge and professional skills, and political agendas.
This reassessment has led to the assertion that actually nostalgia is not as ‘dangerous’ as
Chase (1986) once proclaimed it to be, or remains to be the central cause of what
Lowenthal (1985; 1989) and Hewison (1987) viewed as a mythological and
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unrepresentative past presented to the public sphere, because it is not the most influential
factor impacting on the representation of the past. There were issues with the donation
and collection of objects that had a far greater impact on the representation of the past in
museums. The logistical problems caused by the desperate giving and collecting of
objects in order to preserve what Evans (1970) termed as a prior culture that was on the
verge of disappearance were still being dealt with 40 years later, leaving museum
professionals unable to accept and store large or fragile objects. A lack of detailed
knowledge about agricultural history in Lincolnshire had left gaps and duplications in
collections. This had resulted in a lack of exploration of donation and collection as a
creative, narrative building, process. This selectivity and subjectivity combined with
other external forces such as survival in the material record, the desirability of objects,
and public demand mean that the past can never be ‘truly’ reproduced in the museum
environment. The past can only be represented and interpreted, and the narrative that is
presented is based on objects that people have donated to the museum because they have
ascribed meaning and importance to them. Subjectivity is also created by the selection of
particular objects by professionals from donors and collections to represent the aspects of
history they deem important. This is not necessarily problematic in itself, but there is a
need to understand this process if we are to understand how museums represent the past;
an aspect of museology that is currently under-explored (Hunt, 2013). This is also an
important consideration in relation the visitor experience because those objects are central
to the creation of the experience and to the creation of their personal narratives, so if they
are not representative of many people’s experience of the past, they might not ascribe
significant value to the experience they had in the museum and therefore not engage as
deeply when there or chose not to engage again (Anton et al, 2017).
The research concluded that the shift from Curator to Manger from the 1990s
onwards impacted more on the representation of the past in museums than nostalgia.
There was a shift in museum practice in the 1990s, which resulted in the focus on the
importance of professional management skills rather than academic knowledge (Hunt,
2013). This shift was driven by the rise of the New Museology and external political
factors as museums shifted in focus from collections to the visitor (Ross, 2004). This shift
resulted in a detachment from the core activity and aim of the museum as an institution;
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to collect and represent a particular historical theme as determined by the museum’s
mission statement (Hunt, 2013). The museum professionals interviewed for the research
were highly qualified and effective managers, but they did not necessarily have the
specialist subject knowledge to create complex historical narratives through object
collection and interpretation. It can be argued that this was typical of the museum sector
at the time, and still is today, where the focus was, and is, on developing museum
management rather than specialist knowledge, as demonstrated by the number of museum
management qualifications on offer in the UK (a search of museum courses available in
Britain in September 2012 using a postgraduate degrees search engine revealed that there
were 32 universities in the UK offering 83 museum studies and museology degree courses
and the same search in June 2018 revealed 16 universities offering 30 degrees:
http://www.postgraduatesearch.com/postgraduate/museum-studies-andmuseology/uk/study/postgraduate-browse.htm#ixzz27IfSJH9b, which reflects shrinkage
in both sectors). It is undeniable that in the past museums were not necessarily managed
effectively, leading to a range of problems across the sector including poorly documented
collections, ineffective use of resources, questionable interpretation, and a poor visitor
experience, but in developing this area of the sector it could be argued that there has been
a loss of specialist knowledge, which has left museums vulnerable to the subjective nature
of donation and collection and external political influences; both of which have impacted
on the representation of the past. None of the museums that took part in the research had
strong links with academic historians and were therefore suitable to explore the need for
collaborative practice.
The research also revealed that impact of political agendas from the 1990s onwards
on the representation of the past in museums has been far more extensive than that of
nostalgia. This disappearance of ‘the Curator’ and emergence of ‘the Manager’ and the
‘Agent for Social Change’ in museums, as mentioned before, began in the 1980s under
Margaret Thatcher’s Conservative Government, and continued from 1997 under New
Labour (Kawashima, 1997). Blair’s New Labour ideals of inclusion led to museum
professionals and academics focussing on audience development rather than on the
quality of the representation of the past through collections and interpretation. Therefore,
the body of academic work and knowledge relating to engaging a wide range of people
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with the past has been explored extensively, particularly by the Leicester School of
Museum Studies (examples of important publications are: Hooper-Greenhill, 2000;
Research Centre for Museums and Galleries, 2000; Sandell, 1998).

I believe that the

academic and professional debates about audiences as visitors are exhausted at this point
in time, and do not include them in my discussions. However, the museum audience as a
contributor, and indeed author of the past, and the discourse around why people donate
objects to museums are considered.

The most recent external factor and political

agenda to impact on museums is the Conservative Government’s austerity policy, which
has equated to public spending not increasing in the decade following the 2008 global
financial crisis (Watts, 2017). It would appear this has left museums more vulnerable than
ever before.
As I explored these issues I also looked for possible solutions to them. There is a
wealth of literature and practical case studies looking at the positive impact of community
engagement to cope with the challenges covered here, so this article focuses on the
potential for professional and academic collaborations. In 2013 Museums and universities
in Lincolnshire were not working together on collaborative projects to address the
negative impact of the issues identified in this research at the point in time when the thesis
was produced.

In fact, in January 2013, only one collaborative project could be

identified: National Trust Libraries: Pilot Project at Belton. The project, a collaboration
between the National Trust and the University of Cambridge’s Centre for Material Text,
examined the Italian books held in Belton’s library. The collections were analysed and
two discursive workshops were held for curators and academics in 2013. In order to
communicate with the general public, an exhibition was hosted at Belton, which explored
the relationship between the ‘book and place’ (Centre for Material Texts, University of
Cambridge, 2009). It should be noted that whilst this project was furthering the
understanding of the representation of the past through collections, the public were not
contributing to the narrative created here, but were able to consume the results of the
project through the exhibition. However, just to the south of Lincolnshire in
Cambridgeshire, archaeology students at University Centre Peterborough were working
with their tutors and representatives from heritage organisations in the region to provide
subject expertise in conservation and preservation heritage projects, proving that
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collaboration could help to solve key issues in the heritage sector (in this case a gap in
skills and knowledge) (University Centre Peterborough Archaeology Team Meeting,
personal communication, December 18, 2012).

These findings led me to assert that nostalgia is not the most negative force in
presenting a partial, mythical, or palatable past in the museum context (Chase, 1986;
Chase and Shaw 1989 & Lowenthal 1985 and 1989), but the real issues lie in the
subjective nature of donation and collection of material remains, the levels of subject
knowledge held by professionals in the sector, and external political influences on
museums (Hunt, 2013). I also suggested a potential solution to the problems highlighted
by my research; the innovation of collaborative working. It is hoped that this call for
action will promote discussions between academics, museum professionals, and the
public about the future of both written and physical representations of the past and how
they might be developed to encompass different, or relative (Southgate, 1996), histories
in museums. This is not yet a discussion that these groups are fully engaging with in
Britain, and has the potential to refocus debates around the representation of the past and
to change academic and museum practice. Collaboration in turn could lead to more
rounded and complex representations of the past in historical narratives and museum
collections and interpretation.
The thesis, and indeed this article, questioned the legitimacy of the nostalgia debate
in twenty-first-century British public history. It argued that nostalgia has helped to engage
people with museums, by donating objects to collections, visiting exhibitions and events,
and volunteering. Therefore, I assert that the real area for debate between academics and
museum professionals is no longer on the perceived dangers of nostalgia in relation to
how the past is retold, but on the nature of museum donation and collection, the
knowledge gap in the sector, and the external political influences on museums (Hunt,
2013).

Conclusion
Nostalgia has had very little impact on museological narratives on agricultural
history in the county’s museums. This does not mean that nostalgia was not a motivating
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factor in people making donations and visiting museums, and it was clearly part of the
expected, modern, museum experience. Nor does it mean that nostalgia was omitted from
museological narratives; it had become an embedded part of museology. But it was not
the most significant factor impacting on how the past is presented in the museums studied
in this thesis. Nostalgia has the power to enhance historical narratives. It does this as it
is a process by which people engage with and make sense of the past, and allows the
formation of personal narratives through this connection (Goldman & Papson, 1994). In
the museum context, nostalgia was found to influence the desire to consume the past by
museum audiences had ensured the continuation of historical narratives that might
otherwise be lost.
Whilst it was established that nostalgia was not problematic as once considered in
museum contexts, it was demonstrated that there were other factors that influenced the
representation of the past to a greater extent. Professionals were still dealing with the
mass donation and collection of agricultural objects in the 1960s and 1970s. This meant
that the impact of museum donation and collection, and in particular the exploration of
who drives what is held in museum collections (the public in the form of the donor or the
museum professional), had not been fully considered. The research argued that whilst
museums in Lincolnshire could not enter into this debate until their collections were
managed effectively, there was the potential to develop more balanced relationships
through collaborative working.
The shift in museum practice in the 1990s, which resulted in the focus on the
importance of professional management skills rather than academic knowledge and the
external political influences on museum staff, was also found to be more influential on
the representation of the past than nostalgia. The museum professionals interviewed were
highly-qualified and effective managers, but they did not necessarily have the specialist
subject knowledge to create complex historical narratives through object collection and
interpretation. They had also come under increased pressure to maintain and increase
visitor numbers and to engage with new audiences in recent years. Recent research by
students on the Masters degree in Cultural and Heritage Management at the University of
Lincoln suggests that these pressures have increased inexorably in the county as the
Conservative Government’s commitment to Austerity has resulted in increasing cuts and
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the expectation by Local Authorities that museums will become self-sufficient has
continued to ravage museums (University of Lincoln Dissertation Meetings, Personal
Communication, May 29 2018), and the Museums Association website contains article
after article about local authority museums services across Britain being cut (Museums
Association, 2018).

Employing more staff is not feasible in light of continued financial

pressure, but collaborative working may offer the opportunity to remedy this issue.
Universities can offer the specialist historical knowledge needed to create new narratives,
and the public may offer specific experience and knowledge that can aid in ensuring these
narratives offer different stories, opposing viewpoints, and points of debate. In fact, there
has been a shift in this between the production of the thesis in 2013 and today in
Lincolnshire with students from across the University of Lincoln, but particularly the
Lincoln International Business School and the School of History and Heritage, working
with the county’s museums and heritage sites on a regular basis, as volunteers or interns,
and as professional consultants on live projects (University of Lincoln, Personal
Communication, 4 June, 2018). This has led to the conclusion that academics and
museum professionals now need to move away from debates solely surrounding the
pitfalls of nostalgia that have dominated discussions on representation for the last three
decades in academic and public history in order to examine the other key factors
highlighted in this article and their influence on how the past is presented in narrative and
object form. They also need to seek solutions to the problems faced by museums through
collaborative working. Collaborative exploration of these issues will develop theoretical
and practical approaches in representing the past in both disciplines, and will offer the
public new perspectives, and more complex narratives, on well-established historical
themes.

Whilst the bulk of this research was completed in 2013, little has changed in

the historical and museological narratives around nostalgia, and the dissemination of this
work seeks to prompt debate and innovation in thinking and practice.
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Abstract
This study examined the perceptions of outdoor recreation users at the Timberline
Lodge Recreation Complex (TLRC), a national historic landmark in Oregon’s
Mount Hood National Forest. The primary purpose of this study was to investigate
the multiple facets of customer satisfaction, crowding, and conflict in relation to two
specifically segmented recreational user groups: 1) snow users and 2) lodge users.
These two different user segments were determined to possess independent
satisfaction, crowding, conflict, socio-demographic, trip characteristic, and group
characteristic trends. Overall, a series of statistical analyses determined that lodge
users were more satisfied and perceived less crowding and conflict than snow users.
The utilization of market segmentation within a diverse population of users proved
to be invaluable in this study. By examining the TLRC users through the lens of
various market segments, this study was able to provide a deeper understanding of
visitor use management. This innovative method for segmenting recreationists in
multifaceted recreation settings may allow resource managers to provide a higher
quality of service and experience for their customers. Holistically viewing this area
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as a recreation complex as opposed to individual management zones (e.g., silos)
further demonstrated the application of innovative and collaborative visitor use
management and research.

Keywords: Management innovation, market segmentation, outdoor recreation,
satisfaction, visitor use management

***
Introduction
This study focused on an innovative method for understanding outdoor recreation
visitor use management at Mount Hood, Oregon. Mount Hood is a highly developed
outdoor recreation complex with multiple outdoor recreation activities occurring
simultaneously. Located in Northwest Oregon (USDA Forest Service Region 6), the
Mount Hood National Forest provides recreation users a wide array of resources and
opportunities that attract visitors from around the world. According to the National Visitor
Use Monitoring data from the year 2004, the average recreation user on the Mount Hood
National Forest was a middle-aged white male (Kocis et al., 2004). The most commonly
sought-out recreation activities on the forest consisted of viewing natural features,
viewing historical sites, driving for pleasure and downhill skiing (Kocis et al., 2004).
While there are many attractions throughout the Mount Hood National Forest, the
Timberline Lodge (a National Historic Landmark) is by far the most popular and
legendary site. Boasting over one million annual visitors and a diversified arrangement
of both recreation users and resources, the Timberline Lodge is an outdoor recreation
epicenter (Kocis et al., 2004).
National Forest managers have stressed the importance of activity segmentation in
order to determine which activities are being sought after and the corresponding
perceptions of unique user segments. Therefore, the purpose of this study was to better
understand this complex recreation destination, specifically investigating visitor's
perceptions of conflict, crowding, activity segmentation, and satisfaction through the lens
of market segmentation. The following research questions were investigated:
R1: What does the sample of users look like at the TLRC?
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R2: What are the socio-demographic, trip characteristic, and group characteristic
differences between snow users and lodge users?
R3: Are there significant differences in satisfaction levels between snow users and
lodge users?
R4: Are there significant differences in perceived crowding and conflict levels
between snow users and lodge users?

Market Segmentation
Kotler and Armstrong (2013) postulated that segmentation is the foundation upon
which the marketing industry was built. Marketing professionals realized early on that
certain participants were unique in reference to their individual attractions and desires.
Accordingly, a need to segregate clientele into representative groups who possess
analogous traits was necessary (Kotler & Armstrong, 2013). Based upon the four Ps of
the marketing mix (i.e., product, promotion, price and place), the identification of market
segments is fundamental to the effectiveness of management strategies (Havitz,
Dimanche, & Bogle, 1994). Translating this cornerstone marketing principal into the
realm of outdoor recreation could allow recreation resource managers to achieve one of
their primary goals — to provide visitors with a high-grade experience.
Recreation user perceptions can also be efficiently employed as a segmentation
instrument for public natural resource managers (Andereck & Caldwell, 1994). Moreover,
it is imperative that resource managers separate visitors into homogeneous groups
(Donnelly, Vaske, DeRuiter, & King, 1996). One technique for providing this experience
is that of market segmentation, where users’ demands for a service are directly based upon
the quality of the given service. This homogeneous group segmentation technique
provides management the opportunity to better understand their visitors by placing users
into various groups or categories based upon similar characteristics.
Recreation researchers have conducted several studies focusing on the effectiveness
of market segmentation. For instance, Absher and Lee (1981) conducted a study which
determined that both experience and visitor characteristics had a significant effect on
visitor perceptions of crowding in National Park settings. Westover (1984) found that
both the gender and age of recreation visitors could be an effective indicator regarding
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perceptions of safety. Further, Andereck and Caldwell (1994) determined that public zoo
visitors could be segmented by trip characteristics, motivations, and socio-demographic
characteristics and that zoo managers could utilize market segmentation for applied
marketing purposes.
More recently, Burns (2000) and Burns and Graefe (2005) examined the customer
satisfaction levels of multiple outdoor recreation user segments. In general, it was found
that the majority of users possessed a high level of overall satisfaction. The author found
a correlation between users’ primary activities (e.g., camping, day-use, or boat ramp use)
and overall satisfaction. Further, when various user segments were compared against
satisfaction levels, it was found that campers were consistently more satisfied than all
other user segments. Findings of this nature can be valuable to recreation resource
managers as they are able to target specific users segments to more effectively implement
effective visitor use management policies and regulations.

Methodology
Study Area
The Mount Hood National Forest is considered an urban forest because of its relative
proximity to the city of Portland, Oregon. Bordered on its northern side by the Columbia
River Gorge, the Mount Hood National Forest encompasses over 60 miles, and one
million acres of forested land, lakes, and mountain peaks. The Mount Hood National
Forest contains more than 170 developed recreation sites in addition to nearly 300,000
acres of federally designated wilderness area and old growth forest (Brown & Reed, 2009).
Based on the aforementioned qualities, outdoor recreation users from all over the West
Coast of the United States and Canada partake in the abundant natural resources, beauty,
and outdoor recreation activities that the Mount Hood National Forest has to offer.
The flagship feature of the Mount Hood National Forest is the iconic Mount Hood.
Reaching 11,239 feet, Mount Hood is Oregon's tallest peak, and the fourth largest peak
in the Cascade Mountain Range. It is a volcanic mountain and home to 12 glaciers, which
makes it a year-round destination for both winter and summer recreation users alike.
Estimates suggest that nearly 10,000 users attempt to summit Mount Hood every year,
making it one of the most climbed mountains in the world (Chuprinko, 2012). Climbing
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routes are spread out over all 12 of the glaciers and range in difficulty from beginner to
advanced. In addition to mountaineering, Mount Hood boasts over 300 inches of annual
snowfall and is home to three major ski resorts: Mount Hood Meadows, Mount Hood Ski
Bowl and the Timberline Lodge ski area.
The Timberline Lodge ski area encompasses nearly 1,415 acres of skiable terrain,
and is the only ski area in the United States which provides lift accessible ski terrain
during all 12 months of the year. Utilizing the constant snow pack provided by the Palmer
Glacier as well as state of the art snowmaking and management technology, the
Timberline Lodge ski area is able to continue operation into the warm summer months.
Due to these unique features, skiers and snowboarders from around the world pursue this
coveted resource in order to train, recreate, and enjoy this anomaly of a ski resort. The
focal point of the Timberline Lodge ski area, and this study, is the Timberline Lodge. This
extremely popular site and its surrounding recreation opportunities host upwards of one
million annual visitors and is managed by a unique blend of private, public, and nonprofit entities. All of these stakeholders play a critical role in the innovative manner in
which Timberline Lodge ski area is managed.
The focus of this study includes all of the recreation facilities and activity segments
that surround the Timberline Lodge. For the purpose of this study, this area and the
activity segments that encompass it are referred to as the Timberline Lodge Recreation
Complex (TLRC). The TLRC is an intricate area made up of the Timberline Lodge,
Wy’East day lodge, one ski hill, three parking areas, one federally designated wilderness
access point, one main loop road, and a wide array of scenic view points and general
recreation areas (Figure 1).
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Figure 1: Timberline Lodge Recreation Complex facilities map

Data Collection
On-site face-to-face survey interviews were employed in order to gather data from
recreation users throughout the three primary parking areas at the TLRC between the
months of May and August of 2011. The entire TLRC encompasses a total of four square
miles within the Mount Hood National Forest and provides an abundance of individual
recreation sites and activities. In order to ensure a diverse and representative sample, the
survey area was divided into three distinct geographical sectors. The locations of these
sectors and the specific survey sites were selected in coordination with USDA Forest
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Service needs. To gather a diverse and representative sample, a systematic sampling plan
was developed in consultation with natural resource managers and local stakeholders to
coincide data collection with peak use periods (Vaske, 2008).
A paper survey was administered by trained research assistants who approached
potential respondents, described the purpose of the study, and solicited respondents to
participate in the study. The survey was read aloud and took between 10 and 15 minutes
to complete. For systematic sampling purposes, interviewers contacted every third person
or party observed and requested their participation (Vaske, 2008). Only consenting adults
(18 years of age or older) were eligible to participate. Upon completion of the survey,
respondents were thanked for their time and asked if they had any other questions. In total,
972 surveys were attempted, yielding 805 completed surveys and an 83% response rate.

Results
All data were analyzed using Statistical Package for the Social Sciences (SPSS)
version 24.0. To address research question R1, frequencies, measures of central tendencies,
and valid percentages were used. To address research question R2, cross tabulation
procedures were applied through the use of Pearson’s Chi-Square test to assess the
significant difference among distinct market segments. To address research questions R3
and R4, a series of independent samples t-tests were applied to determine significant
differences between market segments.
R1: What does the sample of users look like at the TLRC?
A demographic profile of all users at the TLRC was created in order to adequately
portray the multi-faceted nature of the visitors and provide a framework for further
analysis. A battery of socio-demographic, trip characteristic, and group characteristic
items were investigated. These variables consisted of gender, age, annual household
income, education level, race/ethnicity, group composition, trip longevity, and trip type.
These individual variables were chosen based upon the work of previous researchers
pertaining to satisfaction and market segmentation discussed within the literature (Absher,
Howat, Crilley, & Milne, 1996; Burns, 2000; Burns, Graefe, & Absher, 2003; Crompton
& MacKay, 1989; Farmer, 2004; Jaten & Driver, 1998).
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The majority of respondents were male (68.6%), and the greatest proportion of users
(72%) were between the ages of 21 and 50. Regarding reported income, slightly less than
one-half of users (47%) indicated that they earned between $50,000 and $149,000 per
year. The vast majority (97.8%) of visitors indicated that they were white. The sociodemographic findings pertaining to gender, age, annual household income, and
race/ethnicity were consistent with general trends of traditional recreation users in the
Pacific Northwest (Covelli, Burns & Graefe, 2006). Moreover, previous recreation
literature has found that the average Mount Hood National Forests recreation users were
middle-aged, white males who reported high levels of income (Kocis et al., 2004).
Analysis into education levels revealed that a large proportion of respondents (43.7%)
possessed a technical school degree or 2-year college degree. An additional 38.5% of
visitors stated that they had earned a Bachelor’s degree. These findings are unique, as
traditional snow users typically possess higher levels of education (Carmichael, 1996).
Most of the respondents (96.7%) were from the United States and just a small percentage
of users (3.3%) were visiting the TLRC from a country outside of the United States
(mostly from Canada).
Next, group characteristic data pertaining to the general group composition of TLRC
users were analyzed. The greatest proportion of the sample (83.8%) noted recreating at
the TLRC with a group composition of family and friends (42%) or just friends (41.8%).
A final examination into trip characteristics revealed that the majority of users (65.1%) at
the TLRC were repeat visitors. The largest representative sample (46.3%) noted first
visiting the TLRC in the year 2005 or later, followed by those who had first visited
between 1996 and 2004 (32.3%). Analysis of the number of annual days recreating at the
TLRC indicated that the largest proportion of users (31.7%) recreated 22 or more days
per year. The presence of consistent repeat visitation is typical for specialized ski areas of
this nature (Greer, 1990; Williams & Lattey, 1994). The TLRC, specifically the ski area,
capitalizes on its’ summer ski facilities which appeared to provide a loyal customer base.
These findings revealed a traditional user segment that optimized a non-traditional facility.
Further trip characteristic analysis depicted a user segment of primarily day trip users
(77.4%) recreating for extended periods of time. Day trip respondents reported an average
stay time of 2.35 hours. General admission ski and snowboard lift tickets were issued for
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a duration of six hours, making this a popular category amongst snow users.
In summary, this broad analysis of the entire TLRC sample determined that typical
users were middle-aged white males who reported earning moderate levels of annual
household income and possessed below average levels of education. Further, TLRC users
typically recreated in smaller groups of adults consisting of either friends or family and
friends, and tended to be repeating day trip visitors who were relatively new to the TLRC
facility yet recreated on a rather frequent basis.
Due to the multifaceted nature of the TLRC, a wide variety of recreation activities
often take place simultaneously. For this study, TLRC users were presented with a broad
list of possible activities. These users were then asked to indicate which of those activities
they partook in on that specific day, and of those, which was their primary activity.
Respondents were then categorized based on their primary activity response, and placed
into one of two segmented user groups: 1) snow users or 2) lodge users. Snow users were
classified as any TLRC users who participated in snow based activities. Subsequently,
lodge users were categorized as any TLRC user who engaged in activities that revolved
around the Timberline Lodge. Out of the entire sample, just under three-fourths of
respondents (74.7%) reported that their primary activity was snow use, while the
remainder of the sample (25.3%) indicated that lodge use was their primary activity.
R2: What are the socio-demographic, trip characteristic, and group characteristic
differences between snow users and lodge users?
This section details an overall analysis of socio-demographic, group characteristics,
and trip characteristic variants of segmented TLRC users. Cross tabulation analysis was
applied through the use of Pearson’s Chi-Square test to compare the overall significant
differences that existed between these two unique user groups. Findings were reported in
the form of frequencies, valid percentages, Pearson’s Chi-Square values, and degrees of
freedom. As noted above, TLRC users were asked a variety of socio-demographic
questions pertaining to gender, age, annual household income, education level and
race/ethnicity. The results of the cross tabulation analysis revealed that thirteen of the
fifteen items were statistically significant (Table 1).
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Table 1: Results of cross-tabulations for socio-demographic profile of segmented users
Socio-Demographic Variables

Snow

Lodge

Users

Users

Valid

Valid

Percent

Percent
x2=46.244

Gender
Male

76.3

48.9

df=1

Female

23.7

51.1

p<.001

16-20

18.4

1.1

x2=139.886

21-30

38.0

11.2

df=3

31-50

36.5

52.8

p<.001

51 and older

7.1

34.8

$25,000 or less

19.7

5.0

x2=33.139

$25,000 - $49,000

21.3

10.0

df=3

$50,000 - $149,000

42.9

57.1

p<.001

$150,000 or more

16.1

27.9

51.0

31.5

x2=22.029

35.2

44.9

df=2

13.8

23.6

p<.001

Age

Household
Income

Education
Level
Tech school/2 year
college or less
Bachelor’s degree
Master’s degree or
higher

x2=.296

Race/Ethnicity
White
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Non-White

1.8

1.2

From another
country

p=.604

x2=38.428

a

Yes

3.3

16.8

df=1

No

96.7

83.2

p<.001

Note. Percentages may not equal 100 because of rounding.
a

Because n<30, we can only infer that these instances are true
With respect to gender distribution (x2=46.244, df=1, p<.001), the analysis

determined that over three-fourths of snow users (76.3%) were male, while just 48.9% of
the lodge user were male. The respondents’ age categories also varied significantly
between segmented groups (x2=139.886, df=3, p<.001). Snow users between the ages of
21 and 30 represented 38% of the sample, followed closely by visitors between the ages
of 31 and 50 (36.5%). Conversely, lodge users tended to be older, as over one-half of
respondents (52.8%) were between the ages of 31 and 50, and slightly more than onethird of visitors (34.8%) indicated that they were age 51 or older.
Next, TLRC visitors were asked to report their annual household income before
taxes in the year of 2011. Snow users indicated that their annual household income was
lower (x2=33.139, df=3, p<.001) than that of their lodge user counterparts. Lodge users
who earned $150,000 or more per year accounted for over one-quarter of the sample
(27.9%), whereas snow users in the same category represented only 16.1% of the sample.
Amongst the income category of $49,000 or less, snow users consisted of 41% of this
category while only 15% of lodge users fell into this income category.
Respondents were asked to report the highest level of education they had achieved.
Lodge users typically possessed higher education levels compared to snow users
(x2=22.029, df=2, p<.001). Over one-half of the snow user population (51%) reported
possessing a technical school, two-year college degree, or less, while 31.5% of lodge
users fell into the same category. Moreover, just under one-half of lodge users (44.9%)
indicated they had obtained a Bachelor’s degree, opposed to just over one-third of the
snow user population (35.2%). Concerning race/ethnicity, the vast majority of both snow
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users (98.2%) and lodge users (98.8%) reported that they were of white. Respondents in
the lodge user category were more likely to be from another country (16.8%) than those
in the snow use category (3.3%; x2=38.428, df=1, p<.001).
In an analysis of group characteristics, TLRC users were asked to report on a battery
of variables pertaining to the composition of their individual group (Table 2). A
significant difference was noted in the group types of the respondents (x2=126.814, df=3,
p<.001). Lodge users were most likely to be recreating in groups consisting of friends
and family (73.7%), compared to just 29.4% of snow users. Conversely, the majority of
snow users (59.4%) were found to be recreating in groups of friends, while just 11.2% of
lodge users fell into this same segment.

Table 2: Results of cross-tabulations for group characteristic profile of segmented users
Group Characteristic Variables

Snow Users

Lodge Users

Valid Percent

Valid Percent

Alone

8.0

4.5

x2=126.814

Friends

54.9

11.2

df=3

Family and Friends

29.4

73.7

p<.001

Organized/Commercial

7.8

10.6

1

12.1

5.6

x2=18.797

2

32.5

48.3

df=3

3-4

35.5

25.6

p<.001

5 or more

19.8

20.6

Mean

2.63

2.61

0

76.2

74.6

x2=.494

1

7.4

7.1

df=4

Group Composition

Number of Adults

in group

Number of children
(16 and under) in group
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2

8.0

8.3

3-4

3.6

4.1

5 or more

4.8

5.9

Mean

.53

.59

p=.974

Note. Percentages may not equal 100 because of rounding.

Group characteristics were further analyzed to ascertain the proportion of adults and
children in each segmented user group. Significant differences were noted in the numbers
of adults in the groups (x2=18.797, df=3, p<.001). Snow users (12.1%) were twice as
likely as lodge users (5.6%) to visit the TLRC alone. Snow users were also more likely
to recreate in groups of three to four (35.5%) as opposed to lodge users (25.5%). Nearly
half of the lodge users (48.3%) reported recreating in groups of two, compared to 32.5%
of snow users. There was no significant difference between the numbers of children per
group between snow users and lodge users. Each market segment indicated recreating
with children in their group approximately 25% of the time.
TLRC users were also asked a series of questions pertaining to the characteristics of
their specific trip (Table 3). Analysis of first-time visitors versus repeat visitors, when
stratified across segmented user groups, was found to be significant (x2= 186.939, df=1,
p<.001). Over three-fourths (77.1%) of lodge users were found to be first-time visitors,
while conversely, 79.3% of snow users indicated that they were repeat visitors. Repeat
visitors were then further analyzed in an effort to present a more accurate and detailed
market segment. The year of first visit variable found that snow users (M=2001) were
typically newer to the TLRC facility compared to lodge users (M=1994) (x2= 12.817,
df=3, p<.01). Additional analysis into the number of days recreating at the TLRC
determined that the division between these user segments was significant (x2= 99.324,
df=4, p<.001). Over one-third (34.2%) of snow users indicated that they recreated at the
TLRC 22 or more days per year (M=25.65 days), whereas 50% of lodge users noted
recreating only one day per year (M=6.0 days).

Table 3: Results of cross-tabulations for trip characteristics profile of segmented users
Trip Characteristic Variables

Snow Users

Lodge Users
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Valid Percent

Valid Percent

First Visit

20.7

77.1

x2=186.939

Repeat Visitor

79.3

22.9

df=1

First Visit vs. Repeat Visitor

p<.001
Year of First Visit

Prior to 1985

9.1

23.7

x2=12.817

1986 to 1995

9.1

18.4

df=3

1996 to 2004

31.6

23.7

p<.01

2005 or later

50.2

34.2

Mean

2001

1994

1 day

4.5

50.0

x2=99.324

2-7 days

19.8

37.5

df=4

8-14 days

23.3

6.2

p<.001

15-21 days

18.2

---

22 or more days

34.2

6.2

Mean

25.65

6.0

Overnight

24.8

17.2

x2=4.315

Day trip

75.2

82.8

df=1

Days Recreating at TLRC

Type of Visit

p=.038
Overnight Trip:
Number of Nights
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1 night

28.5

53.6

x2=11.603

2 nights

26.8

32.1

df=3

3-6 nights

22.0

14.3

p<.01

7 or more nights

22.8

---

Mean

5.87

1.71
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Day Trip:
Number of Hours

1-2 hours

4.0

68.3

x2=273.466

3-5 hours

37.8

28.3

df=3

6 hours

37.8

2.8

p<.001

7 or more hours

20.5

<1

Mean

6.22

2.28

Note. Percentages may not equal 100 because of rounding.
The final trip characteristic analyses pertained to the duration of a TLRC users’ stay
(Table 3). Recreation users were asked to indicate whether their trip was a day visit or an
overnight visit to the TLRC. Respondents were then asked to report on either the number
of hours recreating on site or the number of nights on site. Snow users (24.8%) were more
likely to be overnight visitors than lodge users (17.2%) (x2= 4.315, df=1, p=.038).
Additional examination into overnight trip longevity determined that snow users
remained at the TLRC for longer periods of time (M=5.87 nights) compared to lodge
users (M=1.71 nights) (x2= 11.603, df=3, p< .01). With regard to day trip duration, snow
users once again reported longer visits (M=6.22 hours) in contrast to lodge users (M=2.28
hours) (x2= 273.466, df=3, p<.001). It should be noted that over two-thirds of lodge users
(68.6%) indicated that their stay lasted between one and two hours on average.
Regarding socio-demographics, trip characteristics, and group characteristics, many
differences were noted across the two user segments. Typically, snow users were younger
white males who recreated in larger groups of friends multiple times per year and
possessed lower levels of both income and education. Conversely, lodge users tended to
be older white males and females (even distribution), who recreated in smaller groups of
family and friends, far fewer times per year, and possessed higher levels of both income
and education. The juxtaposition of these two user segments provides management
insight into the diverse and complex nature of recreation visitor use management at the
TLRC.
R3: Are there significant differences in satisfaction levels between snow users and lodge
users?
An analysis into the corresponding satisfaction levels of the snow users and lodge
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users, was conducted to determine if a significant difference in satisfaction levels existed.
A series of independent samples t-tests were conducted comparing a single item overall
satisfaction variable, four service quality items, and nine trip experience items across a
dependent user segmentation variable. The result of the independent t-tests illustrated that
there were significant differences in overall satisfaction levels between snow users and
lodge users, as nine out of the fifteen items were found to be significant.
The first independent t-test gauged differences in the overall satisfaction for snow
users and lodge users. The results showed there was a significant difference in the overall
satisfaction ratings (t= 2.833, p<.001). Lodge users (M= 9.37) reported higher overall
satisfaction scores than snow users (M=8.99) (Table 4). Next, an independent samples ttest was conducted to examine the differences in the mean scores of five service quality
items based upon user segments. The analysis revealed that differences in all five of the
service quality items were significant (Table 4). Lodge users demonstrated higher mean
scores (M= 4.91 to 4.64) than snow users (M= 4.83 to 4.29).

Table 4: Results of independent sample t-test for satisfaction items by user segments
Satisfaction Items

Lodge Users

Snow Users
Mean

t

Overall satisfactiona

9.37

8.99

2.833***

Health and cleanlinessb

4.78

4.49

4.285***

Safety and securityb

4.78

4.60

3.049***

4.64

4.29

4.294***

4.80

4.54

3.646***

4.91

4.83

2.125***

b

Condition of facilities

Responsiveness of staff
Recreation settingb

b

a

Response scale: 1 = Least Satisfied and 10 = Most Satisfied

b

Response scale: 1= Awful and 5 = Excellent

*significant at .05 level, **significant at .01 level, ***significant at .001 level

For the final measure of recreation satisfaction, respondents reported on a battery of
trip experience items. An independent samples t-test was used to determine if there were
differences in the mean scores of nine items based on segmented user groupings. The
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analysis determined that three out of the nine trip experience attributes were significantly
different, and that mean scores were once again higher for lodge users (Table 5). Lodge
users indicated that they were more satisfied with the variables I thoroughly enjoyed my
visit to the TLRC (t= 1.108, p<.05) and my trip to the TLRC was well worth the money I
spent to take it (t= 2.387, p<.001) than snow users. The item I was disappointed with some
aspects of my visit to the TLRC (t= 2.764, p< .001) was also agreed with more strongly
by snow users, suggesting they were more disappointed than lodge users with certain
aspects of their visit to the TLRC.

Table 5: Results of independent sample t-test for trip experience items by user segments
Satisfaction Items

Lodge

Snow

Users

Users
Mean

t-value

I thoroughly enjoyed my visit to the TLRCa

4.79

4.74

1.108**

My trip to the TLRC was well worth the money I spent to take

4.56

4.40

2.387***

The availability of parking was acceptablea

4.35

4.27

1.070

I was disappointed with some aspects of my visit to the

1.42

1.65

2.764***

The condition of the parking lot area was acceptablea

4.25

4.16

1.102

There is a good balance between social and biological values

4.21

4.11

1.168

The condition of the roads was acceptablea

4.39

4.24

1.696

The TLRC and its surroundings are in good

4.51

4.39

1.791

4.30

4.20

1.187

ita

TLRCa

in the managementa

conditiona
The availability of maps and signage was adequatea
a

Response scale: 1 = Strongly Disagree and 5 = Strongly Agree
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*significant at .05 level, **significant at .01 level, ***significant at .001 level
R4: Are there significant differences in perceived crowding and conflict levels between
snow users and lodge users?
Finally, reported crowding and conflict levels were examined between snow users
and lodge users. An independent samples t-test was used to compare a single item overall
crowding variable and seven crowding and conflict trip experience items across a
dependent user segmentation variable (Table 6). Analysis of the overall crowding
indicator suggested that snow users (M= 4.09) felt more crowded than lodge users (M=
3.41) (Table 6).
The second assessment of crowding and conflict focused on seven separate trip
experience items. A series of independent samples t-test analyses revealed that four of the
seven trip experience items were significantly different (Table 6). The crowding and
conflict variables consisted of both positively and negatively worded statements. Most of
the variables were positive, where a higher mean score indicated stronger agreement. The
others variables were negative, where a lower mean score suggested stronger agreement.
On all significantly different items, snow users expressed higher levels of perceived
crowding than lodge users. For example, snow users (M=4.35) indicated a higher level of
perceived crowding than lodge users (M=4.55) regarding the variable I had the
opportunity to recreate without feeling crowded (t= -2.908, p< .01). Additional items that
snow users perceived higher levels of crowding on included: I avoided some places
because there were too many people there (t= 3.330, p< .001), the number of people here
reduced my enjoyment (t= 2.286, p= .047), and the behavior of other people at the TLRC
interfered with the quality of my experience (t= 1.368, p= .015). These analyses were
consistent with the findings of the overall crowding single item indicator.

Table 6: Comparison of crowding and conflict items by user segments
Crowding and Conflict Items

Snow

Lodge

Users

Users
Mean

Overall crowdinga
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4.09

t-value
3.41

4.174
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I had the opportunity to recreate without feeling crowdedb
I could find places to recreate without conflict from other
visitorsb
Recreation activities here were not compatibleb
I avoided some places because there were too many people
thereb
The number of people here reduced my enjoymentb

4.35

4.55

-2.908**

4.39

4.46

-.922

1.65

1.65

-.022

1.98

1.62

3.330***

1.98

1.73

2.286*

1.53

1.41

1.368**

3.77

3.71

.538

The behavior of other people at the TLRC
interfered with the quality of my experienceb
The other people here increased my enjoymentb
a

Response scale: 1 = Not at all Crowded and 9 = Extremely Crowded

b

Response scale: 1 = Strongly Disagree and 5 = Strongly Agree

*significant at .05 level, **significant at .01 level, ***significant at .001 level

Discussion
The first significant study finding pertained to the various levels of satisfaction
amongst user groups. Snow users had a propensity to rate satisfaction items lower than
lodge users, particularly with regard to facility and service items. Based on this notion,
recreation managers should focus management efforts specifically on snow users as a
whole and attempt to establish cost-effective mechanisms to provide increased services
to this user segment. The TLRC is first and foremost a ski area, therefore, this coveted
user group should remain the focus of all management objectives.
Next, instances of perceived crowding and conflict between independent user
segments within the TLRC were found. Snow users had a propensity to rate crowding and
conflict items higher than lodge users. The researchers believe that the rationale behind
this may have been based on the presence of first-time visitors versus repeat visitors
(Burns et al., 2003) as well as instances of inner and outer group animosity (Thapa, 1996;
Thapa & Graefe, 1998). In this study, snow users were more likely to be repeat visitors.
Focusing on the fact that repeat visitors tended to rate crowding and conflict items (as
well as satisfaction items) lower, recreation managers face the daunting task of decreasing
perceptions of crowding and conflict amongst their core constituency.
Further, the literature suggests that traditional user groups (e.g., skiers) tend to clash
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with coming-of-age user groups (e.g., snowboarders) (Thapa, 1996; Thapa & Graefe,
1998). Facility and activity segmentation of any kind can provide multiple benefits for
multifaceted recreation areas. One example would be to designate one side of the
mountain for ski use only, and the other side for snowboard use only. Granted, this is a
rather extreme example, a more nuanced form of spatial or temporal segmentation could
further aid in the desired outcome. The literature also suggests that outer group animosity
(e.g., skiers vs. mountaineers) can be a source of conflict within a recreation site. For
instance, the study authors witnessed multiple instances of skiers intentionally
antagonizing mountaineers hiking in designated wilderness areas. A relatively simple
management solution could be administered to avoid these types of encounters such as
physical barriers separating the individual areas or a penalty system that monetarily fines
abusers.
Finally, conflict and crowding was found to exist throughout the TLRC. As noted in
discussions with resource managers, the original infrastructure of the Timberline Lodge
was not designed to handle an excess of one million annual visitors. The facility may soon
exceed its user carrying capacity, and it will be up to resource managers to regulate the
site accordingly. A trade-off between the consistent revenue flow of new customers and
the satisfaction levels (Burns, Graefe & Absher, 2005) of existing customers may need to
be addressed. The literature suggests that complex areas similar to the TLRC have been
successfully regulated and managed in the past. Areas such as the Austrian village of
Lech and Deer Valley, Utah, set possible management examples with their unique policies
of limiting the maximum number of skiers on any day to a predetermined level (Hudson,
1996).

Conclusions
The findings from this study offer recreation resource managers innovative and more
nuanced insights into the differing recreation user segments using the TLRC. Because of
the evolving nature of the ski industry in general, recreation areas that were once focused
on one specific activity are now finding that they must diversify their activities in order
to survive within an evolving four-season model (Greer, 1990). This diversification has
led, in many instances, to elevated levels of conflict, crowding, and reduced satisfaction
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levels. The utilization of market segmentation within a diverse population of users proved
to be invaluable. By examining the TLRC users through the lens of various market
segments, this study was able to provide a deeper understanding of visitor use
management. This innovative method for segmenting recreationists in multifaceted
recreation settings may allow resource managers to provide a higher quality of service
and experience for their customers. Holistically viewing this area as a recreation complex
as opposed to individual management zones (e.g., silos) further demonstrated the
application of innovative and collaborative visitor use management and research.

Recommendations for Future Research
Customer satisfaction has been researched within the realm of advertising,
marketing, business, outdoor recreation, and more. Based on the complex nature of
customer satisfaction, it continually proves difficult to assess. This study was built upon
the frameworks of past customer service researchers such as Absher et al. (1996), Burns
(2000), MacKay and Crompton (1988), and Parasuraman, Zeithaml, and Berry (1985;
1988), and serves to further their work. The goal of future studies should be to expand
this useful framework, and further advance this field.
One overall satisfaction indicator, five service quality items, nine trip experience
items, one overall perceived crowding item, and seven crowding and conflict items were
examined in this study. Future studies should look into these same attributes at similar
recreation complexes to determine if these same items are found to be adequate indicators
of service quality. Moreover, the use of a multiple item satisfaction indicator should be
used in an attempt to compare the effectiveness of both single and multiple item
satisfaction indicators.
It should be noted that all users in this study were generally satisfied. Moving
forward, resource managers and researchers should consider conducting more qualitativeoriented research. Mixed-methods research (e.g., quantitative and qualitative) can aid in
further understanding the nuanced differences and opinions between and within market
segments. The authors further suggest a qualitative follow-up with snow users to
understand what exactly could be done to improve their satisfaction and overall
experience quality.
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Regarding the TLRC itself, a seasonal study analyzing users at the height of each of
the four seasons would be optimal. This seasonal analysis could provide researchers with
a well-rounded view of the TLRC and all of its users. The TLRC is unique in the fact that
it is a constantly evolving facility. Year-round data collection could potentially shed light
onto the summer trends that were discovered throughout this study. The utilization of
market segmentation within this study proved to be invaluable. Two different user
segments were found to possess independent satisfaction, crowding, conflict, sociodemographic, trip characteristic, and group characteristic trends. Future research should
consider utilizing similar market segmentation strategies within an outdoor recreation
context to replicate and enhance the foundations established in this study.

Acknowledgement
This work was supported by the US National Institute of Food and Agriculture,
Forest Service (Region 6) and West Virginia University

REFERENCES
Absher, J. D., Howat, G., Crilley, G. & Milne, I. (1996). Toward customer service:
Market segment differences for sports and leisure centers. Australian Leisure, 7(1), 2528.
Absher, J. D. & Lee, R. G. (1981). Density as an incomplete cause of crowding in
backcountry settings. Leisure Sciences, 4(3), 231-247.
Andereck, K. L., & Caldwell, L. L. (1994). Variable selection in tourism market
segmentation models. Journal of Travel Research, 33(2), 40-46.
Brown, G. G. & Reed, P. (2009). Public participation GIS: A new method for use in
national forest planning. Forest science, 55(2), 166-182.
Burns, R. C. (2000). Methodological issues associated with customer satisfaction
measurement and market segmentation at water-based recreation areas (Unpublished
doctoral dissertation). The Pennsylvania State University, State College, Pennsylvania.
Burns, R. C. & Graefe, A. R. (2005). Customer satisfaction at water-based outdoor
recreation settings: Understanding differences across market segments. Journal of
129

INTERNATIONAL LEISURE REVIEW
Applied Leisure and Recreation Research, 21(1), 101-122.
Burns, R. C., Graefe, A. R. & Absher, J. D. (2003). Alternative measurement
approaches to recreational customer satisfaction: Satisfaction-only versus gap scores.
Leisure Sciences, 25(4), 363-380.
Carmichael, B. A. (1996). Conjoint analysis of downhill skiers used to improve data
collection for market segmentation. Journal of Travel and Tourism Marketing, 5(3), 187206.
Chuprinko, T. L. (2012). Perceptions of crowding, conflict and motivations: A
comparison of mountaineers on Mount Hood and Mount Baker (Unpublished master’s
thesis). West Virginia University, Morgantown, West Virginia.
Covelli, E. L., Burns R. C. & Graefe, A. R. (2006). Using the paradigm of
constraints to understand non-traditional forest recreation use: Racial and ethnic
minorities’ participation rates (Unpublished master’s thesis). West Virginia University,
Morgantown, West Virginia.
Crompton, J. L. & MacKay, K. J. (1989). Users’ perceptions of the relative
importance of service quality dimensions in selected public recreation programs. Leisure
Sciences, 11(4), 367-375.
Donnelly, M. P., Vaske. J. J., DeRuiter, D. S. & King, T. B. (1996). Person-occasion
segmentation of state park visitors. Journal of Park and Recreation Administration, 14(2),
95-106.
Farmer, S. H. (2004). An examination of service quality indicators as a predictor of
customer satisfaction for U.S. Forest Service recreationists (Unpublished master’s thesis).
University of Florida, Gainesville, Florida.
Greer, S. (1990). Snow Business. Leisure Management, 10(2), 34-35.
Havitz, M. E., Dimanche, F. & Bogle, T. (1994). Segmenting the adult fitness market
using involvement profiles. Journal of Park and Recreation Administration, 12(3), 35-56.
Hudson, S. (1996). The ‘greening’ of ski resorts: A necessity for sustainable tourism,
or a marketing opportunity for skiing communities? Journal of Vacation Marketing, 2(2),
176-185.
Jaten, A. & Driver, B. L. (1998). Meaningful measures for quality recreation
management. Journal of Park and Recreation Administration, 16(3), 43-57.
130

M. D. FERGUSON, R. C. BURNS AND D. SMALDONE
Kocis, S. M., English, D. B. K, Zarnoch, S. J., Arnold, R., Warren, L. & Ruka, C.
(2004). National visitor use monitoring results: Mount Hood National Forest. Retrieved
March

10,

2012,

from:

http://www.fs.fed.us/recreation/programs/nvum/reports/year4/R6_F6_
mounthood_final.htm
Kotler, P., & Armstrong, G. (2013). Principles of marketing (16th ed.). Boston:
Pearson.
MacKay, K. J., & Crompton, J. L. (1988). A conceptual model of consumer
evaluation of recreation service quality. Leisure Sciences, 7(1), 40-49.
Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1985). A conceptual model of
service quality and its implications for future research. Journal of Marketing, 49(4), 4150.
Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1988). SERVQUAL: A multi-item
scale for measuring consumer perceptions of service quality. Journal of Retailing, 64(1),
12-40.
Thapa, B. (1996). The role of tolerance in recreation conflict: The case of adult
skiers and snowboarders (Unpublished master’s thesis). The Pennsylvania State
University, State College, Pennsylvania.
Thapa, B. & Graefe, A. R. (1998). Level of skill and its relationship to conflict and
tolerance among adult skiers and snowboarders. Paper presented at the National
Recreation and Park Association Leisure Research Symposium, Miami Beach, Florida.
Vaske, J. J. (2008). Survey research and analysis: Applications in parks, recreation
and human dimensions. State College, PA: Venture Publishing.
Westover, T. N. (1984). Perceptions of crime and conflict in urban parks and forests.
(Unpublished doctoral dissertation). Michigan State University, East Lansing, Michigan.
Williams, P. W. & Lattey, C. (1994). Skiing constraints for women. Journal of Travel
Research, 33(2), 21-25.

***
Corresponding Author: Ferguson, Michael D.
Email: Michael.Ferguson@unh.edu
131

INFORMATION FOR CONTRIBUTORS
The International Leisure Review invites papers on all aspects of leisure,
recreation, and related issues from authors throughout the world. The Journal
aims to publish studies of theoretical, applied and professional interest.
Contributions may be in the form of original articles reporting the author’s
research, reviews of a topic or issue, or case studies. Proposals for sets of papers
addressing a common theme or issue are also encouraged. Instructions for
presentation are provided below. Manuscripts and other proposals, and books
for review should be sent to the Guest Editor, Dr. Stephen Anderson and Dr.
Cari Autry, at the address below.
Material will be considered for publication on the understanding that such
material is original and unpublished work, not currently under review by any
other journal or publisher, or already accepted for publication elsewhere. The
author warrants that the material submitted does not infringe copyright of any
other work. The author shall be responsible for all statements made in the
material submitted.
Authors must submit by email, word processed in double-line spacing,
justified and in Times 12 font, preferably in Microsoft Word, conforming to the
general style described in the Publication Manual of the American
Psychological Association (5th ed., 2001). Manuscripts should normally be of
4000-7000 words.
Articles should include the following components, each to begin on a new
page, in this sequence: title page; abstract and key words; text;
acknowledgments; references; tables – each table, complete with title and
footnotes, on a separate page; legend for illustrations. The page number should
appear in the upper right-hand corner of each page, following the title page.
The title page should contain the title, which should be brief but
informative; name(s) of author(s): first name, middle name or initial, and last
name, with the highest academic degree(s) and principal position, title, and/or
affiliation; name of department(s) and/or institution(s), if any, to which the
work should be attributed; name, postal and email address of author responsible
for correspondence about the material; the source(s) of support in the form of
grants or equipment.
Abstract and keywords: The second page should carry an abstract of not
more than 200 words indicating the purpose of the study or investigation, the
basic procedures used, the main findings and the principal conclusions,
emphasizing new and important aspects. Below the abstract authors should
state 3 to 10 keywords or short phases that will assist indexers in cross-indexing
the article.
132

The text should usually be divided into sections with into sections with
headings (e.g., Introduction, Method, Results, Discussion, and Conclusion).
References: note especially the proper style (APA) for references, both in
the text and references lists.
Tables should be numbered consecutively, each given a brief title, and
presented in the APA style. Each table should be cited in the text in consecutive
order. Tables should be used only when necessary to clarify important points in
the text.
Figures and illustrations should be provided as black and white prints or
drawn in solid black ink on good quality white paper. Indicate approximate
location in the text.
Review of manuscripts: The anonymous review process will be assisted if
authors submit initial copies of their manuscripts with all author-identified
passages and references removed. Please inform the editor-in-chief if such
material has been edited-out of the copy submitted.
Upon acceptance of the article for publication, authors should submit by email
the final copy of the work with any revisions.
Dr. Stephen Anderson, Guest Editor, International Leisure Review
Email: stepande@fiu.edu
Dr. Cari Autry, Guest Editor, International Leisure Review
Email: cari.autry@fiu.edu

133

