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ABST RACT
The identification of demographic and behavioristic characteristics
of summer visitors to Cherokee, North Carolina, which would provide a
basis for marketing decisions, was undertaken in this research. A survey
of visitors was conducted in Cherokee during the summer season to
determine characteristics of the visitors.
Data were collected with a self-administered questionnaire that was
distributed at sixteen businesses which proportionately represented craft
shops, motels, restaurants, campgrounds, amusement attractions, and
cultural attractions.

Distribution points, dates, and times were

randomly selected. Analysis of the data revealed behavioral and
demographic characteristics of the summer visitor and behavioral
influences on demographic segments.

The strongest influences on visitors' decisions to visit Cherokee
were appreciation of nature and cultural and educational attractions.
Reasons in the interpersonal satisfaction and practicality categories
had the least influence on decisions to visit Cherokee. Demographically,

the typical visitors were in the twenties or thirties age ranges, were
traveling in a group of four with children under twelve, had completed

one year of college, and had an annual income above $17,000. Also, the
typical visitor stayed one or two nights, had visited previously, and
planned to visit again. These data indicate operators of businesses in
the Cherokee area should promote natural beauty and cultural and
educational attractions to families with these demographic characteristics.
iii
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An effective technique for revealing general behavioral influences
and demographic characteristics of visitors could be further developed
with refinement of the questionnaire and method of distribution.

Such

procedures should be beneficial to operators of tourist-related businesses
when making marketing decisions.
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CHAPTE R I
I NT RODUCTION
The rapidly growing travel industry is a multibillion dollar
business annually in the United States. The eleven-state Southern
region attracted a quarter of the nation's 1976 overnight travelers on
trips outside their home region and collected a proportionate amount of
the $76 billion Americans spent on domestic trips. Of the Southern
states, North Carolina ranks fourth in tourist revenue behind Florida,
Virginia, and Georgia (1). The mountains and coast of North Carolina
receive more travelers than the urbanized piedmont, and in certain areas
tourism is the major industry (1).
Tourism is the number one factor affecting the economy of the
Qualla Indian Boundary in Western North Carolina, better known as the
Cherokee Indian Reservation. Located at the southern entrance of both
the Great Smoky Mountains National Park and the Blue Ridge Parkway, this
home of 8,000 Eastern Cherokees attracted over ten million visitors in
1977 (2).

Knowledge of which segments of the travel market are most likely to
patronize an establishment or visit a particular vacation area is of

crucial importance to the operators of travel-related businesses. These

segments may be defined demographically and behaviorally (3). A
demographic description involves counting and classifying travelers by
such data as age, income and education, while a behavioral description
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emphasizes the reasons for traveling and why a particular location was
chosen for a visit (4,5) .
Purpose of the Study
The purpose of this research was to identify the demographic and
behavioristic characteristics of summer visitors to Cherokee, thereby
providing a factual basis for future decision making .

For this study,

the summer visitor was defined as someone traveling to Cherokee from a
distance of at least twenty-five miles, between June 21 and August 20,
who was a patron of at least one of these businesses: motels,
campgrounds, restaurants, craft and souvenir shops, amusement attractions,
or cultural attractions .

The period of June 21 through August 20 is

generally recognized as the height of the summer season in Cherokee.
The objectives of this study were to:
1 . Provide a demographic description of the 1978 summer visitors
to Cherokee;
2 . Provide a behavioristic description of the visitors' reasons
for coming to Cherokee;

3. Provide a basis for marketing decisions for operators of
tourist-related businesses in Cherokee .

With these descriptions, operators of tourist-related businesses

in the Cherokee area may make marketing decisions on the basis of fact,
rather than relying solely on intuition .

Understanding who potential

customers are, why a particular location was selected, and what benefits

are expected from the selection puts operators in a better position to
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please customers. The Travel and Tourism Director of North Carolina
indicated that no such study had been conducted in the state previously
and that this study should be of considerable value to operators in
Cherokee (6).

CHAPTE R I I
REV IEW O F L ITE RATU RE
In 1976 tourists in North Carolina spent more than $1. 2 billion,
and a wide range of businesses benefited directly from the tourist
dollar. North Carolina ranks fourth in tourist revenue collected out of
eleven Southern states (1).
The U.S. Industrial Outlook for 1978 predicted that pleasure travel
will increase at a healthy rate. This is particularly good news for
firms developing a marketing strategy aimed specifically at the pleasure
traveler. Growth of travel throughout the South is seen even more likely
as energy becomes more costly (7). The U.S. Commerce Department also
indicates that travel will continually increase and by the year 2000
will be the major U.S. industry ( 8).
Travel on the Increase
Tourism, travel and recreation are the fastest growing aspect of
the U.S. economy. There are several factors, which describe the

general population, that have contributed to the increase (9).

Personal income has increased yearly even though inflation has

slowed the rate of real growth. Disposable income, one of the keys to

travel's growth, has also increased. As a percent of personal income,

disposable income averaged 22% in 1975 and is projected to approach 30%
by 1980. Other factors affect the amount of travel also, but few people
will travel without the means to do so (9).
4
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Americans have become increasingly mobile.

The average family has

at least two cars and logs over 20,000 miles yearly.

The availability

of highways and the convenience of the automobile have made many
vacation and recreation areas accessible to most of the population (9).
Over 80% of the American population now live in an urbanized area.
The pressure and desire to escape, even for a day or two, are strong
motivators for travel.

More and more people are traveling because of

the pleasure associated with it, as well as the status and prestige (9).
Studies have shown that as one's educational level increases so does
the desire to travel (9). Travelers are twice as likely to have completed
some years of college as the general public.

The National Travel Survey

revealed that 45% of all travelers have completed some college, compared
to only 2 2% of the total population (10).

The educational level of the

population increases each year and a proportional increase in the amount
of travel can be expected (9).
The American worker has more leisure time and in larger blocks than
ever before. Many companies are experimenting with thirty-five hour

weeks, four-day weeks, extended vacations and more three-day weekends.
With more leisure time, in bigger blocks of time, more travel is
possible (9).

Television and advertising also have stimulated a desire to travel.

Prior to television, images of other peoples and places were restricted
to descriptions from other travelers, photographs, or books.

Television

and its advertising have brought new places and peoples to life in
virtually every American home and heightened the desire to experience
the 11new 11 and 11different 11 first-hand (9).
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An increasingly affluent society and changing lifestyles have
produced a younger generation accustomed to traveling. College students
expect to travel at Christmas, Spring break, and in the summers.
Because of better transportation, more mature attitudes, and larger
disposable incomes, college students have contributed significantly to
the increase in travel. Couples are marrying later, delaying the start
of a family longer, and giving themselves more time to travel (9).
Authorities on mental health have long promoted a philosophy that
recreation, travel and vacations are necessary for one to have good
mental health and perform to the best of his abilities. Industrial
psychologists and marketing experts seemingly have succeeded in
convincing most of today' s society that they deserve a vacation and
should plan for one (9).
Recent demographic studies have revealed that the age groups most
likely to travel will be the fastest growing segments of the U.S.
population. Those in the prime years of 25-6 4 account for 60% of all
travelers but make up only 44% of the population. This group will
comprise nearly one-half the U.S. population

by

1985 (10).

Why People Travel
The preceding list of factors which have contributed to the growth

of tourism seemingly supports A. H. Maslow's hierarchy of human needs

theory. The first needs man satisfies are physiological needs, such as
hunger or thirst. Next are the security and safety needs of people,

such as shelter. Only after these two need levels are satisfied will
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the individual be concerned with the higher three levels of needs: social
belonging, self-esteem, and self-actualization. Demographic data indicate
Americans have met the first two levels of needs, so traveling and
vacationing must help fulfill need levels near the top of the hierarchy.
Certainly there are tremendous differences from one person to the next
in what is needed to fulfill or help fulfill the self-actualization level.
Therefore, a myriad of motivators for travel must exist (4).
Authors and researchers did not agree upon the main reasons for
traveling. Thomas (4) mentioned eighteen motivations for travel under
three broad categories: education and cultural motives, relaxation and
pleasure motives, and ethnic motives. Other classifications of reasons
for traveling were: physical relaxation, sports; cultural, education,
historic; interpersonal, escape from boredom; and status, prestige,
esteem and personal development (9).
Lundberg equated reasons for travel with the traveler's personality
and values (4). A number of studies consistently showed that the
traveler classifies reasons for travel in terms of experiences enjoyed

or disliked. In descending order of importance these reasons were:
beautiful scenery, natural attractions, to meet congenial people,

outstanding food, recreational facilities, reasonable prices, good
climate, and historical family ties (9).
Whatever the psychological or sociological reasons for traveling,
the urge to travel seems to be set off by instinctual needs and overlaid
by learned and culturally determined values.

What the traveler says

are h is motivations for traveling may be only reflections of deeper
needs which he himself does not understand, nor wish to express (4).
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Tourism and the Market
The U.S. Department of Commerce sees the most important implication
from the projected growth of tourism as the need for planning. Tourism
will occur with or without planning as people move into the higher
levels of need satisfaction (8).

Regardless of economic conditions,

people will use part of their disposable income for travel, because
people want to travel (11). Very little coordinated short- or long
range tourism planning has taken place in the United States.

Increasing

tourism will have a major impact on environmental policy, land-use and
other societal values.

Planning is necessary to ease crowding and

prevent damage to the natural environment.

Tourism is too important an

industry to permit it to develop without planning and policy
direction (8).
One of the elements of planning in tourism is identifying the
market.
If the recreation business manager, or employees of the
business, do not understand why that particular location or
facility was selected, or why it was selected instead of
another, or what the traveler expects to receive in terms of
satisfaction and personal benefit, they may well be shooting
at a target they cannot see and do not understand. (9)
The business of pleasing customers means understanding their
preferences. The cost of determining what people like and what they
feel seems to be worth the investment (12).

The results of research may

be surprising, sometimes against management's opinion, and difficult to
accept.
The importance of determining who prospects are and where they
originate cannot be overstated (13).

Answers to "who" and "where"
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bas ically determ ine the d irect ion of market ing and promot ional strategy;
accurate answers determ ine the success or fa ilure of advert is ing and
promot ional efforts. More often than not, market ing strateg ies are
der ived from intu it ion. Although intu ition is valuable, it has been
proven erroneous by factual data almost as often as it has been proven
correct. There is a need for factual market informat ion that may be
used for developing a market ing plan. W ithin the general travel ing
publ ic certa in segments may be identified as the best prospect groups
for an establ ishment and they may be defined both demograph ically and
behav iorally (3).

Segment ing a market can strengthen a market ing program in several

ways.

F iner adjustments can be made in making a product or serv ice

des irable for a certain market segment. A segment's needs may be
compared to what the competition offers so that marketing opportunit ies
are more eas ily ident ified, and promot ional budgets can be allocated
more effectively (14).
Markets may be segmented geograph ically, demographically,

psychographically, or by volume of use.

Recent studies have shown tha t

these types of market segmentation are handicapped in predicting

behav ior, because they rely on descriptive factors rather than causal
factors.

Perhaps a more effective method of segmenting markets is benefit

segmentat ion, which identif ies market segments by causal factors. The
benefits wh ich people are seeking in consuming a given product are the
bas ic reasons for the existence of true market segments.

Benefits

sought determine behavior much more accurately than demographics or
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volume segmentation. However, demographic data are still useful.

Once

a market is classified into segments by the benefits sought, each segment
may then be contrasted with the other segments in terms of demographics
or volume of consumption. Thus, a reasonably deep understanding of each
segment is possible (15).

C HA PTER III
P ROCEDURE
Knowledge of the demographic and behavioral characteristics of
tourists can assist operators of tourist-related businesses in
developing a marketing plan. A procedure was developed to survey

Cherokee's summer visitors and identify their demographic and behavioral
characteristics. Steps in the procedure included: designing the
questionnaire, determining the sample size, selecting distribution
dates and points, distributing questionnaires, and analyzing the data.
Design of Questionnaire
A questionnaire was designed to determine behavioral influences and
collect demographic data. The original three-page questionnaire
included an introductory note which explained who was conducting the
research and why it was being conducted and gave instructions for
completing the self-administered questionnaire.
The questionnaire was pretested for bias, clarity, and completeness

with a junior and senior advertising research class at the University of
Tennessee. It was revised and pretested again with both freshman and

senior classes in the Tourism, Food and Lodging Program at the University.
After the second pretest, the questionnaire was tested again, in
Cherokee.
The final pretest indicated that a shorter questionnaire, duplicated

on the front and back of a single page, would be preferable to three
11
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single pages.

The questionnaire was condensed so that the instructions

and questions could be duplicated on the front and back of one page.
Questionnaires were duplicated on a different color of paper for each of
the six types of operations distributing questionnaires. A half-page
cover letter was attached to each questionnaire which explained the
source and purpose of the survey (see Appendix A).
The behavioral section of the questionnaire listed various reasons
for visiting Cherokee and provided a space for respondents to indicate
how much influence each reason had on their decision to visit Cherokee.
The degree of influence was indicated by the numbers three, two and one,
representing strong, some or no influence, respectively.
An open-end question was included to permit additional reasons to
be expressed that may have been omitted in the listing.

Related reasons

on the list were grouped together to form five general reason categories:
interpersonal satisfaction, appreciation of nature, physical satisfaction,
cultural and educational, and practicality. The demographic section
included questions on the number of persons traveling together, ages,
income, education and length of stay. A final, open-end question asked

for suggestions for improving Cherokee as a vacation area.
Sample Size

Typical sample sizes for human studies of regional and special groups

depend on the number of subgroup analyses. If few or no subgroups are
analyzed, a sample of 200 to 500 was suggested. If many subgroups are

analyzed the sample may be greater than 1000 (5). In this study five
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general reason categories were to be analyzed individually, so a usable
return of at least 500 was determined to be appropriate.
Distribution Dates and Points
One day was selected at random between June 15 and June 20 to
pretest the questionnaire in Cherokee. Two days between June 21 and
July 20 and two days between July 21 and August 20 were selected by a
table of random numbers as distribution dates. The hour to begin
distributing questionnaires on each date was also randomly selected.
Four distribution dates and varied beginning times helped produce a
more representative sample of summer visitors without unrealistic
demands on the establishments distributing questionnaires.
Questionnaires were distributed at motels, campgrounds, restaurants,
craft and souvenir shops, amusement attractions, and cultural attractions.
Distribution points were randomly selected to represent these types of
operations in the proportions they occurred to each other as listed in
the directory published by the Cherokee Tribal Travel and Promotion
Office ( 2).

Prior to the pretest, the researcher con tacted the manager of each

randomly selected operation, explained the purpose of the survey, and

asked for cooperation and par ticipation in the project. Alternates were
randomly selected for all types of operations and contacted as necessary
until the desired number of participating operations were obtained.
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Distribution and Collection of Questionnaires
The researcher explained how to distribute the questionnaires to at
least one employee from each of the sixteen distribution points prior to
the pretest. Written instructions (see Appendix A) for distributing the
questionnaires, the questionnaires, and a sealed collection box were
left at each distribution point.

For the pretest, each operation

received twenty questionnaires, except amusement and cultural attractions
which received ten each. Amusement attractions and cultural attractions
are such small proportions of the total number of businesses, and so
diversified, that two operations for each of these types of operations
were selected with each operation distributing half the questionnaires
for the type of operation represented.
The response rate in the pretest determined the number of
questionnaires to be distributed on subsequent dates. A pretest response
rate of 54% indicated 230 questionnaires should be distributed to assure
a return of 1 25 questionnaires on each of the four distribution dates.
Four such returns would produce a total sample of 500. Thirty
additional questionnaires were dis tributed on each da te as a safe ty

margin.

An associate of the researcher telephoned a contact person at each

distribution point on the day before the questionnaires were to be

distributed. The researcher collected the completed questionnaires and
distributed questionnaires for the next date during the time period
between distribution dates.
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Analysis of the Data
After the completed quest ionnaires for each date were collected, the
responses were numerically coded and entered on computer disk files.
The data were grouped and counted by a prepackaged computer program
which produced a percentage d istribut ion for responses to the reasons
and demograph ic quest ions. A mean response was calculated for each of
the f ive general reason categories.

Percentages and means were

calculated on the data collectively and by combinat ions of the data
from the two earliest dates and the two latest dates.

Demographic

cross tabulations by percentage distribution were calculated for each of
the f ive general reason categories.

CHAPTER IV
RESULTS AND DISCUSSION
Fifty-three percent of the 1,040 questionnaires distributed were
returned.

Responses to the questionnaires indicated that Cherokee is a

well-liked vacation area:
• 87% of the 1978 summer visitors surveyed plan a return visit to
Cherokee;

• 65% of the visitors surveyed have been to Cherokee at least once
before;
• 71% of the visitors surveyed rated Cherokee as an excellent or
above average vacation spot.
Responses also revealed demographic characteristics of Cherokee's summer
visitors and behavioral influences on their decisions to visit Cherokee.
Behavioral Influences
Comparing the mean response for reasons in each of the five general
reason categories of behavioral influences showed the appreciation of

nature category, with a mean response of 2.2, to be the highest, and the
practicality category, with a mean response of 1.5, to be the lowest
(Table 1).

By placing these means on either end of a continuum and

dividing the difference between them into three equal parts, a scale was
developed to determine the degree of influence each reason category had
on the visitors' decisions to visit Cherokee (Figure l).
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TA BLE 1
MEA N RESPONSE S FOR REASON CATEGORIES BY DATES
Reason Categori
Appreciation o f Nature
Culture and Education
Physical Satisfaction
Interpersonal
Practicality

1.50
1ittle or no
influence

All Dates
2.2
2. 1
1. 7

Dates 1 and 2
2.2
2. 1
1. 7

1. 7

1.6
1.6

1.6
1. 5

1. 73

Dates 3 and 4
2.2
2. 1
1.5
1.5

2.20

l.96
I

some
influence

I

strong
influence

Figure 1 . Scale used to determine the degree o f influence by each
reason category on the decision to visit Cherokee .
Means falling between 1.50 and 1.73 were considered to show little
or no influence by a general reason category; means between 1.73 and
1.96 were considered to show some influence; and means between 1.96 and
2.20 were considered to show a strong influence.
Only the two general reason categories o f appreciation of nature
and culture and education indicated a strong influence on the visitors'
decisions to visit Cherokee. The other three categories indicated

little or no influence. The results were the same when the means for
the responses to the general reason categories for the two early dates
and the two later dates were compared (Table 1).

Based on these results,

visitors seemed to come to Cherokee for the same general reasons during
both the early and late summer season. The other reason categories may
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have influenced some people's decisions, but did not have the degree of
influence that appreciation of nature and culture and education had.
The responses to specific reasons in each of the five general

reason categories were tabulated to show the percent of respondents who
indicated each degree of influence on their decision (Table 2).

Responses

to specific reasons in the appreciation of nature category indicated that
mountain scenery had the strongest influence on decisions to visit
Cherokee.

It was the most frequently indicated strong influence, by

76% of those surveyed, of all the specific reasons in any general reason
category. The second most important influence for visiting Cherokee was
the desire to see the native plants and shrubs.

More people indicated

that natural recreation possibilities were a strong influence than
wanting to see a bear; but a combination of all the respondents showing
any degree of influence indicated that the desire to see bears
influenced more people to come to Cherokee than did the natural
recreation offerings.
In the culture and education category 54% of the respondents
indica ted tha t the desire to see Indians was a s trong influence on the
decision to visit Cherokee.

Forty-eight percent of the respondents

indicated that the desire to provide a good experience for their
children was a strong influence, followed closely by 47% of the

respondents who indicated the desire to learn more about the life and
history of the Cherokees was a strong influence.

Forty-three percent of

the respondents indicated the desire to see craftsmen at work as a
strong influence. Although only about one-half as many strong responses
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TABLE 2
PE RCENTAGE D ISTR IB UT IO N O F RESPO NSES TO REASO NS
FO R V IS IT I NG CHE ROKEE (N=550)

Appreciation of Nature
to see bears
plants and shrubs
natural recreation
mountain scenery

Degree of Influence Indicated
Strong Some None No Reseonse
27
49
35
76

38
30
24
17

33
19
37
7

2
2
4
1

54
26
21
47
43
48

27
30
27
33
35
15

18
41
49
18
19
35

1
4
3
2
3
3

Physical Satisfaction
climate
foods
commercial recreation

32
5
27

37
14
20

30

77

48

2
4
5

I nterpersona1
visit friends and relatives
less crowded
curiosity
meet people
shop for crafts, souvenirs
near lots of people

10
39
18
26
4

11

7
20
26
21
36

76
67
32
57
35
82

3
3
4
3
4

35
19
8
22
4

45
54

4
5

Culture and Education
to see Indians
mountain people
local music and dancing
life and history of Cherokees
to see craftsmen
provide experience for children

Practicality
reasonable cost
convenient stop
cigarette prices
comfortable drive
business in area

16
22
10
20
7

10

77

55
84

6

5

4

6
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were credited to learning about mountain people or local music and
dancing as the other reasons, these two reasons were credited with
strong or some influence by nearly one-half of the respondents.
Contributing the most influence in the physical satisfaction
category was enjoyment of the climate with 69% of the respondents
marking it strong or some influence. The availability of commercial
recreation influenced 47% of the respondents' decisions to visit
Cherokee. The desire to try the foods available in the Cherokee area
had the least influence on deciding to visit the area.
In the interpersonal satisfaction category, curiosity and shopping
were the most influential reasons for visiting Cherokee with more than
60% of the respondents marking either reason as strong or some influence.
Two-thirds or more of the respondents indicated that visiting friends or
relatives, less crowding than other vacation areas, and the nearness to
a lot of people were no influence on the decision to visit Cherokee.
Fifty-seven percent of the responding visitors indicated that the desire
to meet people was also not an influence.
The general reason category of practicality had the least influence

on the respondents' decisions for visiting Cherokee.

Less than one-half

of the respondents indicated that these reasons, except for cost,

influenced their decision to visit Cherokee . One-half of the respondents
marked cost to be either strong or some influence on their decision.
About 40% of the respondents indicated that their decision was influenced
by Cherokee being a convenient stop on the way to another destination or
a comfortable drive from their home.

21
Several reasons were given for visiting Cherokee that were not
included on the questionnaire (Table 3). The reason most frequently
expressed was to see the outdoor drama "Unto These Hil l s.

11

Al though

this reason, along with some of the other reasons, could have been a
part of the reason "to learn about the l ife and history of the
Cherokees," perhaps it shoul d have been included on the questionnaire
along with friendliness of the l ocal peopl e and having Indican ancestors.
Several of the other reasons were implied by a l ess specific reason on
the questionnaire such as "natural recreation possibilities," or

"Cherokee is a convenient stop on the way to another place."
TAB LE 3

SUMMA RY O F A D D IT IONAL REASONS FO R V I S IT ING C HE ROKEE
Reason
To see "Unto These Hi11s
Friendliness of l ocal people
Had Cherokee ancestors
To camp in the Smokies
Cool water; water activities
Nostal gia (return visits)
To hear "Singing in the Smokies" (gospel music)
Nearness to gemstone areas
For our honeymoon
Have a summer cottage here
Interest in a traditional Indian craft
Wil dl ife photography
Horseback riding
To visit the Museum of the Cherokee Indian
To visit Oconal uftee Indian Vill age
11

Frequency
18

11

8

7
7
6
4
4
2
2
2
1
1
1
1
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There were reasons in each of the general categories that attracted
visitors to Cherokee.

By identifying the reasons related to a type of

operation and, then, maintaining, improving, and promoting features
producing these reasons, operators of businesses should be better able
to please customers and increase their volume of business. Combining the
suggestions visitors made for improving Cherokee (Table 4, Appendix B)
and the reasons influencing their decisions to visit Cherokee (Table 2,
p. 19) should provide operators with indications of what customers seek.
For example, reasons relating to Indian culture were a strong
influence for visiting Cherokee, but many visitors indicated a
dissatisfaction with the quality and authenticity of the items available
in the shops.

By concentrating on the quality and type of items for

sale, operators should be able to better please their customers.
Similarly, requiring authentic Cherokee costumes for employees and using
authentic Cherokee patterns and designs in the decor of a business would
lend more credibility to an establishment. Respondents also indicated
that more recreation and entertainment activities were needed,
especially Indian activities. Possibilities for capi talizing on these
suggestions are to provide more opportunities to see traditional
craftsmen at work and to schedule and promote traditional Indian
activities, like stickball, more frequently.

In the appreciation of nature category, mountain scenery and the
desire to see native plants and shrubs were the strongest influences.
Combining these reasons with the visitors' comments about the atmosphere
of the downtown area and over-commercialization would suggest modifying
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businesses to harmonize with the natural surroundings through more
subdued colors and landscaping.
One of the least frequently indicated behavioral influences was to
try the foods available in the area, and there were twenty-five
suggestions from visitors about restaurants. These data imply that
specialty restaurants might be well-received, especially if traditional
foods of the area were available.
Demographic Characteristics
The combination of the most frequently occurring demographic
characteristics (Table 5, Appendix B) produced a composite description
of a typical group of visitors. The average number of people traveling
together was 4.3. The most frequently occurring party size was three or
four with 40% of the groups falling into this category. The most
frequently occurring ages for visitors were between 30 and 39, followed
by those under twelve, teenagers, the twenties, forties, and fifties.
Relatively few visitors were over the age of sixty.
Only 10% of the visitors were from areas within one hundred miles

of Cherokee. One-third of the visitors were from a radius of 100 to
249 miles and one-third from a radius of 250 to 499 miles. Slightly

more than one-fifth traveled farther than 500 mil es to visit Cherokee.
More than two-thirds of the visitors surveyed were from nine
states:

Georgia, Florida, North Carolina, Alabama, Ohio, Tennessee,

South Carolina, Virginia, or Kentucky.

Georgia and Florida visitors

were nearly one-fourth of all respondents.

The average number of years of school completed was 13.5 years.

24

Slightly more than one-half of the respondents completed thirteen or
more years of school. Only 5% of the respondents had nine or less years
of education.
The most frequently indicated income was the $17,000 to $22,999
annual income range with 29% of the respondents in this category. A
fourth of the respondents had family incomes larger than $ 23,000. Only
14% of the respondents made less than $13,000 per year.
Visitors estimated their travel groups would spend an average of
$201 during their stay in Cherokee. The most frequently quoted amounts
were between $51 and $150. Twenty-six percent of the respondents
indicated this range of spending.
The average length of stay was three days and three nights. The
most frequently indicated categories were one day, with 3 2% of the
respondents staying one day, and one night, with 23% staying one night.
Two-thirds of the visitors had visited Cherokee previously and 87%
indicated they planned to visit again.
Based on these demographic data, a composite description of a

typical group of tourists visiting Cherokee in the summer of 1978 was
developed. The typical visitor traveled from an area between 100 and
500 miles from Cherokee in the southeastern or south central United

States with three other people. Ages of the party members were most

likely to be combinations of two couples in their thirties or twenties,
or a couple in their thirties or forties with two children under
twelve or with one child under twelve and one teenager. The typical
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respondent had completed at least one year of college and had a family
income above $17, 000.

Staying either one or two days and nights, the

typical group spent around $200. The group rated Cherokee as an above
average vacation area and will, most likely, return again.
Promotional activities geared to families sharing these
characteristics should be most effective.

Because appreciation of nature

and the cultural and educational offerings were strong influences on
respondents' decisions to visit Cherokee, and the fact that two-thirds
had visited Cherokee previously indicated that these reasons have strong
return-visit appeal.

Enhancing current attractions and adding more

attractions that are compatible with these desired qualities, while
making them appealing to a typical group of visitors, would seem to be
the logical marketing approach for the future.
Comparison of Early and Late Demographics
The size of the group traveling together appeared to be 10% larger
in the latter part of the summer (Table 5, Appendix B). There were more
children under twelve in the travel groups during the latter part of the
summer.

The thirties age groups was the most frequently occurring age

range during both the earlier and later part of the summer, but the
proportion of visitors in their thirties increased in the latter part of
the summer while the proportion of visitors in their twenties and
forties decreased.

The proportion of visitors in their fifties or older

remained fairly constant.
Visitors seemed to travel farther to Cherokee in the latter part of
the summer.

During the early summer, one-fifth were from areas 500 or

26
more miles away, but this number increased to one-fourth during the
later summer.
Nine states were the homes of more than two-thirds of the visitors
in each portion of the summer. The main differences between the earlier
and later parts of the summer were the increased number of visitors from
Florida and Georgia and the decreased number from Alabama, South
Carolina, and Kentucky during the second portion of the summer.
The average years of education increased slightly in the latter
part of the summer. Approximately 7% more of the respondents in the
second part of the survey period had completed thirteen or more years of
school as compared to the first part of the summer.
Family income was higher for respondents during the latter part of
the summer. Forty-nine percent of the respondents had family incomes
of more than $17,000 in the early part of the summer, whereas 61% of the
latter respondents had incomes greater than $17,000.
The respondents in the later part of the survey spent about $17 more
than their counterparts in the early summer.

But, the most frequently

indicated spending range for bo th par ts of the survey period was the $51
to $150 range.

Respondents during the early part of the summer appeared to stay the

same number of days and nights as those during the later part of the

summer. The early respondents were not as critical of Cherokee as the
later respondents. Slightly more than one-third of the early
respondents rated Cherokee excellent, while slightly less than one-fourth
of the later respondents rated it excellent.
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The proportion of visitors who had visited Cherokee at least once
before was somewhat smaller during the later part of the summer.

But a

slightly larger proportion of the later visitors indicated they planned
a future visit.
A comparison of the demographic characteristics by dates does show
some differences between the early visitor and later visitor, but the
differences may not be significant enough for operators of businesses
to consider. There seemed to be a slight shift in age to the thirties,
and visitors traveled slightly farther, although from the same states
during the later part of the summer. The number traveling together was
also slightly larger, as was the estimated spending, educational level,
and family income of the later visitor.

Later respondents were more

critical of Cherokee, perhaps due to the higher percentage of respondents
who completed some college. Estimated spending might have been higher
due to the increase in party size.

It may not be worth the operator's

effort and expense to change products or services for each portion of
the summer.

Being aware of the differences and alerting employees to the

changes and planning for the summer market as a whole may well be

sufficient.

Behavioral Influences by Demographics
The majority of the respondents in all demographic segments were
influenced by appreciation of nature (Table 6, Appendix B). As the size
of the party increased, so did the percentage of respondents influenced
by the reasons in this category. The home states of visitors showing
the most influence by appreciation of nature were Tennessee and Kentucky
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while North Carolina visitors were influenced the least.

Slightly more

of the respondents with nine years or less education were influenced by
the opportunity to appreciate natural beauty than those in the other
educational levels. The percent of respondents influenced by these
reasons seemed to increase as family income and estimated spending
increased. There was a similar trend as the length of stay in days and
nights increased. As the overall rating dropped, so did the percent of
respondents influenced. Only 1% more of those who had visited Cherokee
previously were influenced by appreciation of nature than those who had
not visited previously. But, 13% more of those planning a future visit
were influenced by appreciation of nature than those who did not plan
to visit again.
The majority of respondents in each demographic segment indicated
that cultural and educational opportunities were an influence on their
decision to visit Cherokee (Table 6, Appendix B). The larger the number
of persons traveling together, the higher the percent of respondents
showing an influence by cultural and educational opportunities. The age
groups showing the mos t influence were those in their thir ties and
groups with children under twelve.

No general trend was shown in the

radius segments, but more Virginia, Tennessee, and Kentucky residents
were influenced

by

from other states.

cultural and educational reasons than respondents

Respondents from North Carolina, Georgia, and South

Carolina indicated the least influence.

There was little difference in

the number influenced by educational levels, while an increase in family
income and estimated spending showed an increase in the percent of
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respondents influenced. A similar relationship was indicated as
travelers stayed l onger .

The majority of those who rated Cherokee

average or above were infl uenced by cultural and educational reasons.
Whether or not a visitor had been to Cherokee previously did not seem to
affect the percent of respondents influenced by this reason category.
Thirteen percent more of the visitors planning a future visit showed an
influence by cultural and educational opportunities than did those not
planning a future visit.
Less than one-half the respondents in most demographic segments
indicated that reasons in the physical satisfaction category influenced
their decision to visit Cherokee (Table 6, Appendix B ). Those segments
which indicated the highest percent of respondents influenced were those
from within a radius of 250 miles, Georgia, Tennessee and South Carolina
respondents, those at the ninth grade or lower educational level, those
spending more than $300 and those staying longer than three days or
nights .

Fifty-one percent of those rating Cherokee excellent, or who

had visited previously, indicated physical satisfaction was an influence
to visi t Cherokee .

Interpersonal satisfaction appeared to be a behavioristic influence

on only two demographic segments (Table 6, Appendix B ). Those planning
to spend more than $ 300, or stay longer than seven days or nights
indicated an influence by interpersonal reasons.
The majority of respondents in all demographic segments indicated
that practical considerations had no influence on their decision to
visit Cherokee (Table 6, Appendix B ). Those visitors traveling to
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Chero kee from a radius o f 100 miles were the segment having the
greatest percentage of respondents influenced by practicality.
Respondents from the states o f Georgia and South Carolina were the
segments with the next highest percentage o f visitors in fluenced by
practical considerations.
The examination of the behavioral in fluence of each general reason
category on the various demographic segments revealed that natural
beauty, and culture and education were universally appealing to all
segments of the market. Physical satis faction in fluenced a more select
group, that is, those within a radius o f 250 miles in the states o f
Georgia, Tennessee, and South Carolina with less than a ninth grade
education. Analysis of the interpersonal in fluences re flected an impact
on buyer behavior, such as estimated spending and length o f stay. The
influence o f practicality was limited to those within a radius of 100
miles, particularly visitors from Georgia and South Carolina. The
analysis o f the influence o f each general reason category on demographic
segments provided a better understanding o f who visits Cherokee and why
those travele rs chose to v is i t Che rokee.

Overall, the survey did measure what it was designed to measure .

With further re finement of the questionnaire and simpli fication o f the
distribution method, a technique for determining general behavioral
influences and identi fying prominent demographic segments o f a market
could be developed. The use of such a technique should be bene ficial
to businesses in a vacation area similar to Cherokee when making
marketing decisions.

CHAPTE R V
SUMMA RY
Tourists travel for many reasons and, due to the increasing amount
of travel in the United States, it is important for operators of
tourist-related businesses to know who their potential customers are and
why a particular destination was selected. Cherokee, North Carolina, is
a popular vacation area and tourism is the number one factor affecting
the economy of the Cherokee area.
The purpose of this research was to determine behavioral and
demographic characteristics of Cherokee ' s summer visitors.

These

characteristics may be used as a basis for marketing decisions.
A questionnaire was developed to reveal behavioral influences on
visitors • decisions to come to Cherokee and demographic characteristic s
of the summer visitor.

Distribution points were selected at random to

represent six types of operations: craft shops, motels, campgrounds,
restaurants, cultural attractions and amusement attractions.

Four dates

and times were selected a t random to dis tribu te 1,040 ques tionnaires.
The self-administered questionnaire had a return of 550, a 53%

return rate.

Da ta from the questionnaires were grouped and tabulated by

computer to reveal the behavioral influences of five general reason

categories and the demographic characteristics of visitors.

The reasons having the most influence on visitors' decisions to
come to Cherokee were to appreciate the natural beauty of the area and to
take advantage of the cultural and educational attractions.
31

The most
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prominent demo graphic segments of Cherokee 1 s summer market were v i sitors
traveling from an area between 100 and 500 m i les from Cherokee i n the
southeastern or south central United States.

Visitors were most l i kely

to be in the age groups of the twent ies or th irties, with children,
and traveling in a group of four.

Typical respondents had completed one

year of college and had a family income above $1 7,000.

The typical group

traveling together stayed one or two days and nights, had v isited before,
and planned to visit again. Operators of businesses in the Cherokee
area should, then, promote natural beauty and cultural or educational
attractions to families with these demograph ic characteristics.
A comparison of the late summer visitor to the early summer visi tor
revealed slight demographic differences between the two, but the
differences may not be significant to operators of businesses in the
area. The greatest differences were an increased educat i onal level,
higher family income, a larger travel group, and a more critical
evaluation of Cherokee by the v i sitors completing questionnaires dur ing
the later part of the survey period. Operators may find it more
economical and practical to appeal to the market as a whole rather than
to d ifferentiate between early and late summer visitors.

An analysis of the influence of the five general reason categor ies

by demographic segments revealed that appreciat ion of nature and cultural
and educational reasons had un i versal appeal.

Interpersonal reasons had

a greater influence on buyer behavior than on any specific demograph ic
segment. Physical satisfaction influenced those respondents from a
radius of 250 miles in the states of Georgia, Tennessee, and So uth
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Carolina with an educational level less than ninth grade. Practical
considerations influenced mostly those within a 100 mile radius in
Georgia and South Carolina. Using these data may lead operators to use
a slightly different promotional approach with potential visitors from
Georgia, Tennessee, and South Carolina.
By refining the questionnaire and simplifying the distribution
method, an effective technique for revealing general behavioral
influences and demographic characteristics of visitors may be developed.
Such a technique should be beneficial to operators of tourist-related
businesses in making marketing decisions.
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APPE NDI XES

APPE N D I X A
QUEST ION NA I RE, I NST RUCT IONS

CHE ROKEE C HAMBER O F COMME RCE
and
THE UN IVE RS ITY O F TE NNESSEE, K NOXV I L LE
H I, V I S ITO R ! Welcome to Cherokee !
As part of the requirements for the Master of Science de gree, a Univers i ty
of Tennessee student is conducting a survey of Cherokee's summer visitors .
Will you please take a few minutes to complete the attached questionnaire ?
The information gathered about you and your family in the survey w i ll be
useful to the operators of facilities in the Cherokee area . Learning
about you�the visitor�will help them make Cherokee a more enjoyable
vacation area for future visitors.
Since you will not be identified in any way, your responses will be
completely confidential.
THA NK YOU for your time and cooperation !
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V I S I TOR I NFORMAT I ON QUESTI ONNA I RE
A.

L i s ted be l ow are s ome reas ons for vi s i ti ng Cherokee . Bes i de each
reason a re the n umbe rs 1 , 2 , and 3. The numbe rs re presen t how much
i n fl uence each rea son had on you r deci s i on to vi s i t Cherokee .
3 means the reason was a s trong i nfl uence ;
th e reason had s ome i n fl uence ;
l means the reas on had no i nfl uence .
P l ease ci rc l e the n umbe r tha t rep resents how much i nfl uence each o f
t h e re asons h a d on y o u r deci s i on t o vi s i t Cherokee . Fo r exampl e , i f
the fo l l owi n g reason had no i nfl uence on your deci s i on to vi s i t
Che rokee , your res p ons e wou l d l ook l i ke th i s :
3 2 � - - - to swi m i n the mote l poo l

£. means

***
3

3

3

3

3
3
3

3

3
3
3
3
3
3
3

3

3

3

3
3

3
3
3
3

OVER

2
2
2
2
2
2
2
2
2
2
2
2
2

2
2
2
2
2

2
2
2
2

2
2

* * * * * *

*

*

***

* *

*

* * * * * * * * * * * *

*

*

**

*

- - - to vi s i t fri ends o r re l a ti ves
- - - to enj oy the c l i mate
- - - reasonabl e cos t to come a nd vi s i t
- - - to see bea rs o r o the r wi l d a n i ma l s
--- l es s crowded than o th e r vaca ti on a reas
--- to try the foods ava i l a b l e h e re
---Cherokee i s a conve n i en t s top on the way to anoth e r p l ace
--- to s ee the thi n gs o th e r peop l e h a ve tol d you about
- - - to mee t peop l e from o ther p l aces
- --comme rci a l recrea ti o n a l fa c i l i ti es ( amus eme n t pa rks , wate r
s l i des , e tc . )
- - - to see the I ndi ans
- - - to see mou n ta i n p l a n ts and s h ru bbery
- - -na tural re crea ti on a l pos s i b i l i ti es ( h i k i n g , fi s h i ng , e tc . )
-- - to s hop for cra fts o r souven i rs
--- l ow ci gare tte pri ces
- - - to l ea rn about mounta i n peop l e
- - - to be near l o ts o f peop l e
-- -mus i c and danci ng o f the l oc a l peop l e
- - - to l ea rn abou t the l i fe and h i s tory o f the Cherokees
- - - comfortab l e dri vi ng d i s tance from my h ome
- --moun ta i n s cenery
---had b us i nes s i n th e a rea
-- -to see mou n ta i n o r I n di an cra ftsmen a t work
- - - to p rovi de a good experi ence fo r your c h i l d ren

PLEASE SEE OTHE R S I DE

OVER
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I f you have o th e r reasons for vi s i ti n g Cherokee , p l ea s e tel l b ri efly
what they a re a n d how much i n fl uence they had on you r deci s i on to vi s i t
Cherokee :
3

2

3 2
3 2
B . P l ease answer the fol l ow i ng q ues ti ons about you and th o s e tra ve l i ng wi th
you .
l . How ma ny of the peop l e trave l i ng i n yo ur gro u p fa l l i n to ea ch of
these age groups ( i nc l ude yours e l f ) ?
__1 2 and u nder
__40 to 49
1 3 to 1 9
50 to 59
20 to 29
60 to 69
70 or o v e r
30 to 39
2 . Where i s y o u r home ?
S tate___________
Ci ty o r town
3 . H ow l on g do you p l an to s tay i n Cherokee?
__day ( s ) and __n i g h t ( s )
4 . I nc l udi n g food and l odgi n g , about how much do yo u th i nk yo u r trave l
g roup wi l l have s pe n t duri ng you r vi s i t?
----dol 1 a rs
5 . How many years o f s choo l d i d you h a ppen to compl e te ? ( c i rc l e l a s t
yea r compl eted )
1 2 3 4 5 6 7 8 9 1 0 1 1 1 2 l 2 3 4 5 o r more
E l ementa ry a nd H i gh Schoo l
Col l ege
6 . I n wh i ch of th e fo l l ow i n g ranges does your fami ly ye a r l y i ncome fal l ?
__bel ow $ 1 3 , 000
��$ 1 7 , 000 to $22 , 999
__$ 1 3 , 00 1 to $ 1 6 , 999
__mo re than $2 3 , 000
7 . Gen e ral l y s peak i ng , how wo u l d you rate Chero kee as a va ca t i o n s po t
i n compa ri s on wi th other va ca ti on a reas ?
__Average
__Very good
__Excel l en t
Poor
__B e l ow average
8. What i mp rovemen ts , i f any , do you th i nk wou l d ma ke Ch erokee a
mo re enj oya b l e vaca ti on s po t ?

9 . Have you vi s i ted Cherokee before ? _____yes
no
1 0 . Do you th i n k you w i l l vi s i t Cherokee agai n ? _____yes
no
THANK YOU ! PLEAS E PLACE THE COMPLETED QUES T I ONNA I R E IN THE COL L ECT I ON
BOX NEAR THE E X I T . I F YOU DO NOT S E E THE BO X , ASK THE CAS H I E R O R CLERK
WHERE THE BOX IS LOCATE D .
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CHEROKEE CHAMBER O F COMMERCE
and

THE UNIVERSITY OF TENNESSEE

VISITOR INFORMATION QUESTIONNAIRE
Instructions to operators
1. Questionnaires will be distributed on the following dates, beginning
at the time listed for each date :
June 19, 9 :00 a.m.
June 29, 4 :00 p.m.
July 15, 3 :00 p.m.
August 1, 1 :00 p.m.
August 10, 12 noon
If all the questionnaires have not been distribu ted at the end of
the business day, continue dis tribution on the following day until
all copies of the questionnaire have been distributed.
2. Place the collection box near the exit so that i t can be easily seen.
3. Appoint one person, if possible, to distribute the questionnaire and
give the employee these instructions :
a. Ask each adult, or one adult in each group of visitors traveling
together, if his orher home is more than 25 miles from Cherokee.
b.
c.

If the patron's home is more than 25 miles away, ask if he or she
has comp l e ted a Visi tor Information Questionnaire on this visi t
to Cherokee.
If the patron has no t comple ted a ques tionnaire, ask him or her
to comple te one. Point out the location of the collec tion box.

d. Con tinue until all questionnaires have been distribu ted.

4. Collection boxes will be sealed to assure the confidentiality of the
respondents' answers. The comp leted ques tionnaires will be picked
up within two days after each d istribu tion date.

APPEN D I X B
TABLES

TABLE 4
SUMMA RY O F RESPO N DE NTS ' SUG GESTIONS FO R IMP ROVEME NTS
Category/Typical Comments
Frequency of Related Comments
Downtown Area
66
Atmosphere (18)
- Community needs a central Indian theme
- Looks too honky tonk�garrish�novelty
store look�a revised store front plan
throughout the town would help. W i nter
Park, Florida, did it, so can Cherokee.
- This particular area has too much of a
carnival atmosphere
- Anything you can do to upgrade it will
be an improvement over this or give it
back to the Indians
Traffic Control (14 )
- Better roads, less traffic
Traffic signals for pedestrians crossing
on main street
- Traffic control�re-time signals or
assign local monitor to prevent long
backup on 19-S
Parking (11)
- Improved parking facilities
Cleanliness (9)
- Needs to be cleaner
- Less litter ! An idea would be more
trash facilities in popular areas
Informa tion (7)
- More directional signs, large enough
to read and further from the inter
section to give adequate time to change
lanes and turn
- Lack of directions to location of
interesting areas and scenery
- Tourist booth or information center at
the entrance into Cherokee
Rest Areas ( 7 )
More restrooms and water coolers in main
part of Cherokee
- Public bathrooms cleaner
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TABLE 4 (continued)

Frequency of Re lated Comments
Category/Typica l Comments
Shopping
43
Diversity of Shops (15)
- Some areas are nothing more than junk
shops�needs more diversity and genera l
upgrading of merchandise
- More variety in downtown area, which is
now one long so uvenir shop ! (dish barns,
more c lothing stores, towe ls, sheets,
etc. , dr ug store, camping s upp lies)
Avai labi lity of Indian Crafts (13)
- Less j unk in shops�more origina l Indian
craft work�jewe lry, beadwork, leather
work, etc .
- Fewer j unk shops, more q ua l ity
merchandise with more q ua l ity crafts
associated with the area
Misce l laneous (8)
- More p laces to shop (3)
- I wish a l l the stores stayed open later (3)
- Some c lerks co u l d be nicer and more
hospitab le
- Ai rconditioned ma l l or p l aza
Imported Items (7)
- Stop w ith so much overseas j unk�more
Indian artic les yo u can afford
- Sho u ld be a city in Japan since a l l the
craft shops are s upp lied with their goods
Recrea tion and Entertainment
- More things to do and places to go (16)
There sho u l d be more Ind ian activities
in town ( 8)
More nat ura l activities ( 4)
Need a few more night spots (3)
More for chi ldren (2)
More free exhibits (1)
Less begging, more q ua lity attractions (1)
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Commercia lization
- Much less commercia lization of Cherokee
peop le and the Smoky Mo untain area. Get
rid of the "side show 11 q ua l ity of m uch
of the town
Keep Cherokee as nat ura l with prim itive
s urro undings as possib le�rough f i n i sh, not
finished l umber, etc .
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TABLE 4 (continued )
Category/Typical Comments
Frequency o f Related Comments
Commercialization (continued)
- Less exploitation o f the Indians (those
Indians all dressed up posing for
pictures )
- No more additions to the neon jungle
Restaurants
- Better places to eat (10 )
More restaurants (6 )
Need more chain restaurants (4 )
A good quality Indian owned and run
restaurant featuring Indian and
Southern cooking. This could be done
very taste fully and not over
commercialized. It should not
include waitresses in short, skimpy
leather dresses (3 )
More family restaurants (1 )
Restaurants open a fter drama (1 )
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Prices
- You should lower your prices so even the
average family can come, be com fortable
and enjoy and stay longer (11 )
Cottages and motels are too high when you
have a large family ( 4 )
Found the eating very poor for prices
charged (3 )
Be able to see things without getting
gouged for a buck everytime you turn
around (1 )
For children, I think the prices are
unfair�you 're having to pay to get 3 year
old children in the sights (1 )
Our motel was a shame for $20� I feel as i f
I got ripped-off (1 )
Gas stations need to lower their parts
prices (1 )

22

Camping
- Needs better camping areas (10 )
(cleaner, more shade, security, space for
ground tents, quieter, closer to Cherokee )
- Enough campgrounds to accommodate
people without overcrowding (4 )

14
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TABLE 4 (continued)
Category/Typical Comments
None
�--Leave well enough alone

Frequency of Related Comments
14

Motels
- The motels could be cleaner and more
accommodating (7)
- More motels ( 4)
- More motels on top of the hill�like
in the Swiss Alps (1)
Authenticity
- Cherokee itself is much too commercialized
and has a lot of unauthentic souvenirs and
Indian displays, i.e., dancing similar to
the Western Indians. It should be more
authentic.
- If Indian men are going to pose, have them
pose in Cherokee costume, not Sioux. I
don't care if that's what the tourists
expect, it's up to you to educate them�if
you don't, who will ?
- Less people and less junkie stuff on sale.
It spoils the whole area. First time I
visited here I slept in an Indian's home
it was great fun
- Enhance cultural offerings of the Cherokee
people.
- Control and do away with nonauthentic Indian
dress, etc., downtown.
- Remove the carnival atmosphere and return
to true Indian culture village
- Put some pride of heritage back into the
Cherokees here and don't let them despise
what is theirs
- Get rid of the tourist trap garbage . This
is too much like what ruins the Black Hills.
Indian culture is so rich�this is what
should be demonstrated�come to Minneapolis
and see our Indian Cultural Center�you'll
see what I mean

Bears
- Free the bears by all means. Please do not
keep them in cages and on leashes.

12

8

8
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TABLE 4 (continued )
Frequency of Related Comments
Category/Typical Comments
8
Complaints
- Greatly improve Frontierland or reduce
price. Make sure that they have ice
and other sufficient refreshments
- Indian Hills Motel raised their rate
from $ 24 to $38 for 2 people because
of the 4th of July coming. We didn't
appreciate being taken so we went to
another mote1.
- The museum was good but too many
exhibits were out of order or lights
missing
- Guides at Indian Village could be
friendlier and more involved with
their presentation
- Fix those seats at the mountains ide
theater so you can pay attention to
the play and not keep sliding out of
the seat
- Put portable mikes on players in "Unto
These Hills " play
- Provide children ' s rates for Unto
These Hi11s. Our family of 6 @ $5/
person = too much.
- Get a good manager fo r the Boundary
Tree Lodge
II

11

Alcohol
- Sale of alcoholic beverages should be
allowed (5 )
I think that all tourist information
from this are�should include informa
tion containing the ridiculous liquor
laws imposed by the religious groups
i n this area (1 )

Miscellaneous
- A special equipped mobile unit to
transport sick visitors out of
Reservation�since Cherokee won' t admit
non- Indians
- If they had more churches
- At least one gas station, open al l night
- Put a smile on the Indians

6

4
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TABLE 5
MEANS AND PERCE NTAGE D ISTR IBUT ION O F RESPONSES BY
DEMOG RAPH IC SEGMENTS

Party size :
1 or 2
3 or 4
5 or more
MEAN PARTY S I ZE
Ages 1 2 and under:
none in party
1 in party
2 in party
3 or more in party
Ages 13 to 19:
none in party
1 in party
2 in party
3 or more in party
Ages 20 to 29:
none in party
1 in party
2 in party
3 or more in party
Ages 30 to 39:
none in party
1 in party
2 in party
3 or more in party
Ages 40 to 49:
none in party
1 in party
2 in party
3 or more in party
Ages 50 to 59 :
none in party
1 in party
2 in party
3 or more in party

( N =550)
All Dates

(N= 284)
Dates 1 and 2

(N=266)
Dates 3 and 4

25%
40
34
4.3

28%
40
31
4. l

21%
40
38
4.5

43%
22
23
12

47%
23
19
12

39%
22
27
12

6 2%
23
9
6

6 2%
24
9
5

61%
23
9
8

63%
17
14
6

6 2%
18
14
6

65%
15
14
5

5 2%
20
24
5

54%
22
21

50%
17
28
6

66%
16
13
5

63%
18
14
6

68%
15
13
4

76%

76%
10
12
2

77%
12

11

1l
2

3

9

2
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TABLE 5 (cont inued)

Ages 60 to 69:
none in party
1 in party
2 in party
3 or more in party
Ages 70 or above:
none in party
1 in party
2 in party
3 or more in party
Rad ius:
less than 100 m iles
100 to 249 miles
250 to 499 miles
500 miles or more
States:
Georg ia
Florida
North Caro 1 ina
Alabama
Ohio
Tennessee
South Carolina
V irg inia
Kentucky
All others
Education:
9 years or less
10 to 1 2 years
13 years or more
MEAN YEA RS O F EDUCAT I O N
Fam ily income:
less than $13,000
$13,000 to $16,999
$17,000 to $ 22,999
more than $23,000

( N=550)
All Dates

(N= 2 8 4)
Dates 1 and 2

( N= 266)
Dates 3 and 4

86%
7
5

87%
7
4

8 4%
8
6

9 2%
5
1
2

93%
4
0
3

91%
5
2
1

1 0%

11%
35
32
21

9%
31
34
24

9%

15%
13
9
8
6

3

33
33
22

12%
12
10
9
7
6
6

3

10

10

2

5
27

10
7
7
7
5
6
28

5%
40
55
13.5

5%
44
51
13. 4

6%
36
58
13.6

1 4%
23
29
26

16%
28
27
22

13%
18
31
30

6

6

5
6
4
26
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TAB LE 5 (continued)

Estimated spending :
$50 or less
$51 to $150
$151 to $300
$301 or more
MEA N S PE N DING
Days stayed :
none
1
2
3
4 to 7
more t han 7
MEA N NO. DAYS STAYE D
Nights stayed :
none
1
2
3
4 to 7
more than 7
MEA N NO . N I G HTS STAYED
Overall rating :
excellent
above average
average
below average
poor
Visited before :
yes
no
Plan future visit :
yes
no

( N=550)
All Dates

( N= 284)
Dates 1 and 2

(N=266)
Dates 3 and 4

20%
26
23
18
$ 201

23%
25
23
18
$19 2

18%
27
24
17
$209

1%
32
23
15
15
6
3

1%
33
21
17
12

0%
31
26
12
18
3
3

1%
23
22
8
12
4
3

1%
23
22

7

3

7

1%
24
23
8
14
4
3

29%
42
22
2
2

35%
38
20
1

24%
46
23
2

65%
34

67%
31

63%
36

87%
8

86%
7

8 8%

10
5
3

3

3

8

TAB L E 6
PERCENTAG E OF RES PO N DE NTS I N D EMOG RAPH I C S EGM ENTS I N F LU ENCE D BY
GENERAL R EASO N CAT EGOR I ES
Demograehic Charac teri s tic
Party size :
1 or 2
3 or 4
5 or more
Ages of par ty members :
1 or 2 members aged 12 or
1 or 2 members aged 13 to
1 or 2 members aged 20 to
1 or 2 members aged 30 to
1 or 2 members aged 40 to
1 or 2 members aged 50 to
1 or 2 members aged 60 or
Radius :
less than 100 miles
100 to 249 mil es
250 to 499 miles
500 or more miles
S ta tes:
Georgia
Florida
Nor th Carolina
Alabama
Ohio
Tennessee
South Carolina
Virginia
Ken tucky

Apprec iation Cul tural and
Physical
of Na ture
Educa tional Sa tisfaction

under
19
29
39
49
59
over

In tereersonal Practical

71
76
78

59
69
76

43
47
48

39
39
40

35
34
32

78
75
79
76
74
74
71

73
71
69
73
68
70
71

47
48
47
46
48
50
48

38
42
40
36
39
43
43

33
34
33
33
34
40
33

73

73

63
73

66
72

53
54
39
44

41
43
36
39

46
36
28
34

74
80
67

66
72
64
72
69
73
66
76
73

54
45
49
48
40
51
56
45
49

40
39
42
43
35
43
40
45
40

43
34
37
30
31
35
43
25
32

77

77

77

72
83

72

79
82

u,

TABLE 6 (continued)
Demograehic Characteri stic
Education :
9 years or les s
10 to 12 years
13 years or more
Family income :
les s than $13, 000
$ 13, 000- $ 16, 999
$ 17, 000-$2 2, 999
$23, 000 or more
Es ti mated spending :
les s than $50
$51 to $150
$ 151 to $ 300
more than $ 300
Days stayed :
1
2
3
4 to 7
more than 7
Nights stayed :
1
2
3
4 to 7
more than 7

Appreciation Cultural and
Physi cal
of Nature · · · Edu ca ti ona 1 · · · Sa ti s faction Intereersonal P ractical
80
74
76

71
69
69

58
47
46

49
42
37

38
34
33

72
75
77
76

62
70
71
72

45
51
47
43

39
41
41
35

38
34
34
31

73
74
79
79

60
70
74
75

39
43
47
60

35
33
41
53

34
32
34
40

72
76
76
81
80

67
73
70
75
66

42
43
51
58
53

38
36
38
46
53

32
30
33
41
41

71
77
78
83
77

70
72
74

43
46
52
60
51

36
38
44
49
53

32
32
41
42
41

77

64

u,
N

TAB LE 6 (cont inued )
Demograehic Characterist ic
Overa11 rating :
excellent
above average
average
below average
poor
Visited before:
yes
no
Plan future vis it :
yes
no

Phys ical
Appreciation Cultu ra 1 and
of Na ture
Educa ti aria 1 Satisfact ion

Interpersonal Practical

77

77

73
69
51

71
61
49
38

51
47
46
22
26

45
41
34
17
26

36
34
34
33
20

75
76

70
68

51
38

40
38

36
28

77

71
58

49
31

41
31

35
31

78

64

u,

w
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