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ABSTRACT
COMMUNICATION NETWORKS OF VISITORS TO RECREATION LOCATIONS
ALONG THE GREAT LAKES: IMPLICATIONS FOR
INCREASING TOURISM IN MICHIGAN
By

Cathlyn Eve Eckstein

This study examines communication networks of visitors in
travelling groups to recreation locations. Kinds and sources of
information are identified for before trip and upon arrival phases
of vacation travel. Several variables possibly influencing infor-
mation networking are examined.

Data was collected during summer 1982 at campgrounds and
resorts in the Frankfort area on Lake Michigan and the Tawas area
on Lake Huron in Michigan. Personal interviews and self-administered
questionnaires were conducted to determine which format was best
suited to collecting the data.

Results suggest information networking about recreation
opportunities is highly informal. Interpersonal communication by
visitors with their travelling group, family, friends and employees
at the place they are staying represent most frequently used
information sources. Kinds and sources of information are highly
influenced by the variables phase of trip, location and number of

visits. Implications for increasing tourism in Michigan are discussed.
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INTRODUCTION

Although water is an important factor in attracting visitors to
an area for waterbased activities, it also provides a strong attraction
for activities not physically related to the resource (Cheek and Field,
1977; McDonough, 1979). This would indicate that the Great Lakes have
potential for increasing the amount of tourism and associated outdoor
recreation occurring in Michigan. Maximizing the potential of the Great
Lakes resource base for recreation and tourism has become increasingly
important to Michigan with diversification of the state's economy. If
the tourism and recreation industries in Michigan wish to encourage
more use of the Great Lakes recreation resources as a viable economic
alternative towards alleviating a depressed economy, then they need to
become cognizant of where people are obtaining information about these
resources. The problem becomes one of determining the best mechanism
for encouragement of more recreational use of Michigan Great Lakes.

Both formal and informal communication channels are used to
transmit information. Formal channels are mass media channels, which
are all those means of transmitting messages involving a mass medium--
such as radio, television, film, newspapers, magazines, and so on.

Mass media channels enable a source of one or more individuals to
reach a large audience. Informal communication channels are inter-
personal channels, which are those that involve a face-to-face exchange
between two or more individuals (Rogers and Shoemaker, 1971).

The Michigan tourism industry devotes much of its energy to

1



mass media types of communication to attract in-state and out-of-state
tourists. An example of this is the present 'Say Yes to Michigan'
campaign--a ten million dollar investment in mass media communications
by the Michigan Travel Bureau to promote more tourism in the state.
However, the mass media approach to information accessing may not be
the most effective approach available.

There is general agreement that tourist information needs to be
targeted at the right markets or audiences. However, to effectively use
information to generate and manage tourism, the information needs to be
sent out through the channels that people use to get their information.
In order to do this, one must first realize that different kinds of
people respond to different channels as a result of different communi-
cation behavior. This means people are being selective in the channels
they use for different situations. Therefore, it is necessary to under-
stand the communication behavior of the particular audience that is
targeted. Potential visitors to a recreation site are no exception.
What channels are used by this group?

It seems that almost all people depend heavily on interpersonal
communication channels to receive information that is needed in making
important decisions. Knowing whom to obtain such information from
becomes a critical quality for individual effectiveness in today's
society (Rogers and Kincaid, 1981).

Communication networks are used by individuals for a wide range
of informational needs. By definition, a communication network consists
of inter-connected individuals who are linked by patterned flows of
information (Rogers and Kincaid, 1981). There are indications that
potential visitors to a recreation site, through interpersonal communi-

cation channels, use communication networks to find initial information



on recreation opporturnities as well as to aid them in the decision-making
process of choosing a recreation location. But it 1s presently unclear
how these communication networks operate in the tourism/recreation area
and how they tie into more formal communication systems.

Knowledge about communication networks concerning recreation
opportunities along the Great Lakes is crucial to those interests con-
cerned with disseminating information about these resources. This type
of knowledge makes it possible to tie informal information sources into
existing formal information systems, thus establishing a more complete
picture of the various communication links involved in information
dissemination. A study of information sources and communication net-
works of visitors to coastal areas Michigan will hopefully facilitate
the means for more effective communication with users of the Great lakes
by enabling government and commercial enterprises to target specific
audiences with the type of recreation information they need or want to

know.



PROBLEM JUSTIFICATION

When people choose a recreation vacation location they differen-
tially distribute themselves across sites. Not everyone goes to the
same place or even the same types of places. In the past two decades
much research has focused on identifying variables that explain the way
this self-distribution occurs. The traditional use of socioeconomic and
demographic variables such as age, income, sex and race furnish incom-
plete explanations of the extremely diverse behavior possibilities in
outdoor recreation participation (Stynes, Bevins and Brown, 1980;

Burch, 1969). Travel distance to a recreation site is another factor
which is used to explain recreation participation behavior. The gravity
model has been used in numerous studies to relate use of a particular
recreation site to distance traveled to the site, showing that use of

a particular site decreases as the distance traveled to that site
increases (Moeller and Echelberger, 1974). Yet these factors have only
partially explained participation variation in recreation. Age of
individuals and the social group with whom one participates have been
better able to explain the variation (Field and O'Leary, 1973;
Dottavio, O'Leary and Koth, 1980). Other literature recognizés that
social interaction is an important motivation for recreation partici-
pation (Knopp, 1972; Crandall, 1979; Burch, 1969; Crompton, 1981).
Still other factors found relevant in determining recreation participa-
tion behavior are differences in personality traits and perceptions of

environmental elements of a site (Driver and Knopf, 1977; Knopp, 1972).
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Another factor that would seem to be of some significance is information.

Information Sources in Outdoor Recreation Studies

Many recreation studies have included questions that ask where
visitors learned about the site they visited. The results indicate that
a majority of people receive information through interpersonal communi-
cation channels of friends or family. For example, in a visitor study
of reservoir users of Coulee Dam National Recreation Area in Washington,
50.7% learned about the site from family and friends (McDonough, 1979).
In another study on park familiarity of Lansing Michigan residents about
their city park system, approximately 42% learned about six different
parks through interpersonal channels of friends, family or acquaintances
(Spotts and Stynes, 1982a). A study evaluating off-road vehicle (ORV)
information and education programs in Michigan National Forests found
that 39% of ORV users received information through interpersonal channels
(Dorman and Fridgen, 1980). And finally, a 1980 visitor survey on
Michigan Travel Information Center users found that 457 used friends
and relatives as sources of information for trip planning.

These studies and others dealing with information use among
tourists have tended to only list different sources used. No systematic
inquiry was used to determine why tourists tend to rely more heavily on
some sources than others. As a step in this direction, Nolan (1976)
explored the use of the travel information system from the tourist's
point of view. Results of the study were based on a sample of resort
visitors and state visitors in Tennessee. In an overall ranking of
travel information sources used by resort and state visitors, the advice
of friends and relatives ranked highest, guidebooks ranked second, and

commercial tourist information and promotional publications ranked



third. The study goes beyond mere listing of information sources used
by tourists by investigating the credibility of these sources in the
tourist's point of view. Results of an overall ranking of travel informa-
tion source credibility by resort and state visitors indicated that
guidebooks ranked highest, official state or other government tourist
information ranked second and Automobile Club trip planning services
ranked third. The discrepancy between information use and credibility
indicates that those sources used most frequently by tourists are not

the most credible ones. Nolan attributes this lack of consistency to the
idea that people are likely to select their travel information sources
beyond personal communication on the basis of perceived utility, not
attributed credibility. 1In short, the tourist recognizes the bias and
promotional distortions in some travel information sources while finding
information offered by those sources to be useful.

These studies suggest that an important informal communication
network exists with respect to outdoor recreation. However, it is
unclear how these informal channels operate and how they tie into the
formal systems such as mass media and tourism literature. Although
these informal communication networks are unclear with respect to recrea-
tion and tourism, their importance is reflected in voluminous amounts of

research from areas outside this field.

Communication Network Research - An Overview

The theoretical significance of networks in affecting behavior
had its historical roots in literature of the German sociologist, George
Simmel in 1922 (1964). Simmel's concern was with how an individual's
"group affiliations" (links) in "social circles'" (networks) affect the

individual's behavior. It was rfot until 1934 that Moreno provided



methodological tools to measure network variables. He pioneered the
concept of sociometry, the means by which quantitative data about com-
munication patterns among individuals in a system are obtained. In his .
book, "Who Shall Survive?" (1934), Moreno applied sociometry in studies
of small groups and laid the groundwork for present-day network analysis.
Sociometric data was used to provide sociograms, which are graphic
presentations of communication patterns of individuals in a system.

The sociogram proved most useful for illustrating the structure
of a small system and tended to become chaotic when analyzing larger
systems. Methodological advances were made with the development of the
sociomatrix by Forsyth and Katz (1946) in order to make possible a more
detailed and orderly analysis of sociometric data. Another methodolo-
gical approach to complex network representation was devised by Levine
(1972) to depict interlocking directorates of major banks. Unidimen-
sional unfolded scaling was used to compress network information into a
spherical map.

Considerable progress was made with the techniques of sociometry
in the 1960's. The advent of computer-based analysis of behavioral data
made possible the use of large-scale surveys. In the 1970's, a
theoretical interest in communication structure or process involved in
networking brought a resurgence to network analysis research when
specific computer programs, such as NEGOPY and CONCOR, were developed
(See Rogers and Kincaid, 1981, Ch. 4).

Meanwhile, in the early 1950's, research was pioneered by
Jacobson and Seashore (1951) to analyze communications in formal organi-
zations. In this investigation and others following it, a major thrust
was to analyze the interpersonal communication flows among the members

of an organization in order to identify such things as dyads, cliques,



liaisons and bridges linking cliques, as well as other aspects of
communication structure (Weiss and Jacobson, 1955; Davis, 1953; Blau,
1962; Schwartz, 1968; Amend, 1971).

Another type of research concentrated on the concept of opinion
leadership, the degree to which an individual is able to informally
influence other peoples' attitudes or behavior. The opinion leader con-
cept was originated by Lazarsfeld and others (1948) in their study of a
presidential campaign in Erie, Ohio. They postulated a "two-step flow
of communications" in which information is transmitted from the media
to opinion leaders and from them to their followers. This supported the
idea that people rarely act on mass media information unless it is also
transmitted through interpersonal channels (Katz and Lazarsfeld, 1955;
Rogers, 1962). 1In fact, further research has shown that the more per-
sonal the communication, the more persuasive it is (Rogers and Shoemaker,
1971).

Early studies of opinion leaders concentrated on identifying
their traits, as distinctive from those of their followers. A synthesis
of several hundred opinion leadership studies was done by Rogers and
Shoemaker (1971) in which the following generalizations were made:

"Compared to followers, opinion leaders have greater mass

media exposure, more cosmopoliteness, greater change

agent contact, greater social participation, higher social

status and more innovativeness. Opinion leaders conform

more closely to a system's norms than their followers.

When the system's norms favor change, opinion leaders

are more innovative. . . "
In these studies, opinion leadership was measured by the number of socio-
metric choices received directly by an individual in a system.

These studies established who opinion leaders were and how they

differed from nonleaders, but were limited in scope because they told

nothing about the process through which ideas flowed from opinion leaders






to their followers. Breakthroughs occurred when scholars started
plotting sociograms of communication among members of a system in a
"whom to whom'" matrix (Forsyth and Katz, 1946). This facilitated
identification of cliques (subgroups) within the total system and of
specialized communication roles of individuals linking two or more
cliques. The focus of research shifted from the individual as the unit
of analysis to the network itself.

Results of network studies have shown that the most fundamental
principal of human communication is that the exchange of ideas most
frequently occurs between transceivers who are homophilous (similar)
(Rogers and Kincaid, 1981). This is because more effective communica-
tion occurs when transceivers share similar characteristics, common
meanings and mutual value position. For new ideas to diffuse, dyadic
communication must connect individuals who are somewhat heterophilous
(different) (Lauman, 1973). This concept can be referred to as the
"strength of weak ties', the basic proposition being that the information
exchange potential of dyadic communication is related to the degree of
heterophily between transceivers (Granovetter, 1973). In other words,
a new idea is communicated to more individuals when passed through
heterophilous (weak) links rather than homophilous (strong) links.
Granovetter relates the following example to clarify this statement:

"If one tells a rumor to all his close friends, and they
do likewise, many will hear the rumor a second and third
time, since those linked by strong ties tend to share
friends. If motivation to spread the rumor is dampened
a bit on each wave of retelling, then the rumor moving
through strong ties is much more likely to be limited. . .
than that going via weak ones."
The importance of heterophilous links in information transfer

is supported by a study done by Erbe (1962). He researched the dif-

fusion of information among a national sample of graduate students by
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looking at the influence of the range of social contacts and membership
in an informal group. Results indicated that information is more
diffused in departments whose students possess a wide range of social
contacts and membership in informal groups. In a more recent study on
how people find jobs, Granovetter (1974) found that the majority of job
information is passed through weak ties. Fifty-six percent found jobs
through personal contacts, and of this group 317 indicated the contact
was a family or social one and 697 named a work contact. Furthermore,
only 17% of those who found jobs through personal contacts had frequent
interaction with their contacts. Such is the strength of weak ties.

Other communication network studies have shown significant
findings in the role of information transfer. Kincaid (1972) found that
sources of family planning information was one of the factors directly
affecting family planning knowledge among migrants on the periphery of
Mexico City. He also found that the majority of migrants (83%) relied
upon their friends for information, while mass media played an insigni-
ficant role in disseminating family planning information. Coleman,
Katz and Menzel (1966) studied the adoption rate of a new drug among
physicians. They found that early adopters tend to be greatly in-
fluenced by media originating outside the community while late adopters
are more likely influenced by interpersonal source. Furthermore, they
found that information must be carried through commercial channels and
legitimization through colleagues and friends must take place before
doctors who were late adopters accepted the new drug. This study was
instrumental in pointing out that different communication channels and
information sources are utilized according to adopter categories in the

innovation process.
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Marketing Communication and the Consumer

Another relevant field deals with consumer purchasing decisions.
Studying consumer behavior involves the behavioral concept of information
seeking. Information-seeking receives a great deal of attention from
marketing researchers because consumers may be active rather than
passive participants in the marketing communication process. The amount
of perceived conflict (anxiety, risk, uncertainty, etc.) associated with
purchasing a product together with the attractiveness of the available
information sources will determine the extensiveness of the search
(Hansen, 1972). These factors are also important determinants of what
information the consumer will select when making purchasing decisions.
The attractiveness of the available information alternatives is parti-
cularly important and is influenced by three major factors: 1) the
effort needed to obtain the information; 2) the time pressure resulting
from postponing the choice; and 3) the likelihood that the information
will prove useful (Hansen, 1972).

Jefferson (1972) describes a study concerned with the extent to
which consumers search for information about consumer products through
interpersonal communication channels. Product ownership was found to
be a stimulus to buyers who use word-of-mouth communication. 1In other
words, those individuals owning a particular product may be sought by
a potential buyer for information needed in the decision to purchase
that product. The study also concluded that consumers often volunteer
product information to potential buyers through interpersonal communi-
cation channels. In this study, it is also shown that the trust-
worthiness and expertise of the communicator are particulary important.

Information selectivity is another important topic in communica-

tion theory of marketing. Studies of media habits, advertising
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recognition and recall have found selectivity occurs in exposure to
mass media, and studies dealing with personal influence have reported
selectivity in exposure to personal communication (Arndt, 1967).
Selectivity implies that people are biased in the material to which they
become exposed, read and understand and also in what they learn and
remember (Hansen, 1972). Bias in the material to which they become
exposed may also result from limited availability of informational
material, and this may be one of the major reasons for apparent consumer
selectivity in recreational opportunities.

Another area of research in the marketing field is concerned
with family consumption behavior. Most of this research has focused
on the family decision-making behavior, centering on the role structure
of the family and thus on husband/wife influence of power (Cox, 1975).
Some studies have indicated that power is fairly equally divided, though
generally slightly in favor of the husband, while other studies have
suggested that influence is not uniformly distributed throughout all
areas of family decision-making (Cox, 1975). A study done by Jenkins
(1978) supports the idea that dominance is not uniformly distributed
in the family vacation decision-making process. Results of the study
indicated that the dominance of either spouse in vacation decision-
making depended entirely upon the particular decision. Wives perceived
husbands to be dominant in decisions regarding information collection
about the trip, length of vacation, date of vacation, and amount of
money to spend. The wife and husband had equal influence in whether
to take the children, mode of transportation, kinds of activities, and
a selection of lodging and destination points. This study also explored
the influence of children in the vacation decision-making as perceived

by the parents. Children are perceived to exert considerable influence
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in vacation decision-making, with greatest influence exerted in deciding
upon the kinds of vacation activities for the family. Children also
exerted considerable influence in deciding upon destination points,
whether they would go on vacation and actual date of vacation. Both
spouses felt children had relatively little influence in deciding on
information collection about the trip. When asked to rank different
sources of information as to their importance in the family's vacation
planning, respondents (husband and wife teams) indicated either members
of the immediate family or close relatives as being the most important
sources of information about vacation alternatives. Friends of the
family and the American Automobile Association were also used frequently
in collecting various aspects of information on vacation possibilities.

A similar study by Myers (1974) on decision-making patterns of
travel consumers in the midwest supports Jenkin's study. The major
findings of Myer's research were that destination and lodging decisions
were found to most frequently be democratic between spouses. Myers
also found that patterns of decision-making between parents and children
are largely a function of age of the children, with increasing age
corresponding to greater influence in family decision-making. Close
to one half of the respondent families did allow children a full voice
in reaching the decision, but only six percent allowed children to
dominate the decision.

Another relatively ''mew'" research field closely related to
family decision-making patterns is that of communication networks about

recreation opportunities in outdoor recreation and tourism.
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Communication Networks in Outdoor Recreation and Tourism

Hodgson (1979) proposed a model of communication processes in
outdoor recreation experiences in which the ideas of innovation diffusion
of Rogers and Shoemaker (1971) are combined with Clawson and Knetch's
(1966) description of a recreation experience. Innovation diffusion
research has identified several steps in the innovation decision process
that may apply to recreation as well. These steps are knowledge, during
which the consumer becomes aware of the alternatives; persuasion, during
which the consumer forms attitudes about the alternatives; decision,
during which the consumer makes a choice among alternatives; and con-
firmation, when the consumer seeks reinforcement for the choice made
(Rogers and Shoemaker, 1971). Different communication channels and
information sources function at different stages in the receiver's
innovation decision process. Mass media channels are relatively more
important at the knowledge function whereas interpersonal channels are
relatively more important at the persuasion function. Continued
information seeking often occurs throughout the confirmation function
because the individual seeks to reinforce his/her decision. The out-
door recreation experience is described by Clawson and Knetch as a
series of stages: anticipation; travel to; on site experiences; travel
from; and recollection. Since consumer activities are different at
each stage, one would expect information needs to be different. 1In
addition, the anticipation stage presumes some sort of decision has
already been made. Therefore, these five stages should be preceded
by a decision stage during which the consumer makes choices among the
alternative recreational opportunities available.

Hodgson suggests that people use different information sources

at various phases in their recreation experiences similar to innovation
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diffusion. Both interpersonal and mass media sources operate at the
knowledge stage; mostly interpersonal sources are used at the decision
stage; and at the anticipation stage mass media sources become important.
It is unclear which communication channels are being used during the

time of travel to a location. During the onsite experience in inter-
personal sources are most important.

In addition to the use of interpersonal and mass media sources
in the various phases of the recreation experience, a recent study by
Cockrell (1981) on wild river recreationists suggests that personal
experience can also be an information source. It was found that social
influences determined variations in information sources of experienced
and inexperienced river runners. As individuals gained experience as
river runners, there is a shift in reliance on friends, family and
working companions as important information sources to personal
experiences and other experienced individuals.

Another study supporting personal experience as an information
source outside the recreation field was done by Jefferson (1972) on
new—-car buyers. He found that buyers of new cars with no previous
new-car buying experience relied more heavily on printed media than did
new-car buyers who had previous buying experience. Jefferson attri-
butes this to the observation that the consumer purchasing a new car
for the first time does not have information from personal experience
and must seek information from other sources to reduce uncertainty that
accompanies the decision to buy a car.

Information sources may vary not only according to the phase
of the recreational experience but also in terms of the type of person
engaged in that experience. In the tourism advertising area, the major

concern is at whom should the promotional effort be aimed and what and
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how it should be said to the prospective tourist. Several target
markets or segments emerge at which various promotional or advertising
strategies are aimed. 1In a study on advertising messages, Calantone
and others (1980) have identified five segments of the tourism market:
1) frequent visitors; 2) sightseers; 3) sports and relaxation; 4) young
nature buffs; and 5) representative subgroups (which are those indivi-
duals who could not be categorized into one of the other segments).
These segments were categorized according to principal benefits sought,
purpose of trip, and demographic and socioeconomic characteristics.

Each of these segments use different media sources and therefore require
different advertising and promotional tactics. The study found that
communication behavior of frequent visitors was such that this group
showed little interest in radio and magazines; the sports and relaxation
segment are heavy radio and T.V. users and will also get travel ideas
from newspapers and magazines; the communication behavior of young
nature buffs are unclear, and self-selective magazine or T.V. ads about
parks and nature are recommended as most effective for this group; and
finally, magazines are the common medium of the representative subgroup.
The study concludes by recommending that governmental agencies and
private enterprises interested in more effective use of tourism marketing
dollars should focus marketing and advertising programs at the 'sight-
seers" and "sports and relaxation'" segments. Also, the implications

of this study are that mass media communication strategies should be
used to target appropriate tourist segments for tourism promotion.
Although mass media plays a role in tourism promotion, the literature
reviewed in this section points out that its role is perhaps over-
estimated and that interpersonal or informal communication channels

represent potentially more effective means for tourism promotion.



-y



17

Past research has concentrated on mass media effects on behavior
while neglecting investigation into interpersonal communication channels.
This can partially be explained by the fact that mass media studies are
easily set up and carried out, complete with measurable and "tidy"
results. Methodologies for analyzing interpersonal communication
channels have yet to be fully developed. It is hoped that this study
will function as a methodological contribution in terms of effects of

interpersonal communication networking on behavior.



STUDY OBJECTIVES

To identify the kinds and sources of information about recreation
opportunities most frequently used by visitors to coastal areas in
Michigan. This includes both information received prior to the
trip and upon arrival in a coastal community.

To examine the influence of several variables (sex, recreation
location, age, number of visits, type of travelling group, role of
individual in the travelling group, and phase of trip) on the
relationship between kinds and sources of information used in
communication networks of visitors.

To perform a pilot study in which a variety of research instruments
are tested in order to determine the best method for yielding data
on communication networks and information sources of visitors to

Michigan coastal areas.
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METHODS AND PROCEDURES

Introduction

The study of communication networks requires approaches that
differ from traditional models of communication research. Traditional
models of communication rely on a source-to-receiver, or linear process
of communication. The results of this approach have been to break up
the communication process into a set of isolated variables which proved
useful for studying the effects of messages from the source on the
behavior of receivers (Rogers and Kincaid, 1981).

Recent theorizing and research in communication literature
suggest that actual communication processes are more complex than out-
lined by the component approach (linear model) to communication effects
on individuals. A network model is proposed by Rogers and Kincaid
(1981) in which the unit of analysis becomes the information-exchange
relationship that occurs in communication links rather than communi-
cation effects. Communication network analysis is an appropriate method
of research for identifying communication structure in a system, in
which relational data about communication flows are analyzed by using
some type of interpersonal relationships as the unit of analysis
(Rogers and Kincaid, 1981). As interpersonal communication flows become
patterned over time, a communication structure or network forms that can
be used to predict behavior. An important part of communication research
using network analysis is to identify this communication structure in

order to more fully understand the bigger picture of human interaction
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in a system.

Although communication networks are useful in some respects in
thinking about mass media effects, they are particularly pertinent when
dealing with the communication of new ideas and communication through
informal channels (Rogers and Kincaid, 1981; Darley and Beniger, 1982).
Given the way we think in general that people get information about
recreation opportunities through informal channels, network analysis
seems to be an appropriate approach to studying this problem. However,
the methods of network analysis with respect to informal communication
channels are still developmental in nature and can vary with the type
of network being studied (Rogers and Kincaid, 1981). Therefore, it
will be necessary to test a variety of methods and variables in the
study in order to best approach the study of communication networks

in the recreation/tourism area.

Study Design

This study was designed to research the communication networking
of visitors to shoreline areas of Michigan. A combination of personal
interviews and self-administered questionnaires were distributed to
individuals in travelling groups in order to determine the kinds and
source of information used by the groups both before the trip and upon
arrival to the recreation site. The travelling group can be considered
a type of small group, which is defined by Berelson and Steiner (1964)
as an aggregate of people (from 2-20) who associate together in face-
to-face relations over an extended period of time, and who are mutually
aware of their membership in the group. The travelling group, then, is
defined in this study as a small group of people who travel together

from a starting point to a recreation location and who continue to
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associate as a group upon arrival at that location. Thus, a travelling
group can incorporate people of various ages and relations to one
another (such as family or friends).

A pretest was conducted at one campground in both Frankfort and
Tawas during July, and a total of 47 questionnaires representing 13
travelling groups were administered. The questions from the pretest
were refined and a revised draft of the questionnaire was administered
during August. A total of 77 questionnaires representing 32 groups
was administered to campers and resorters at three contact locations
in the Frankfort area and four contact locations in the Tawas area.
All revised questionnaires were administered by the researcher and one
aid during a one week period in mid-August. Figure 1 gives the time

line followed of tasks performed for this study.

Study Area

Site Selection

Information networking starts even before the time an individual
or group decides to take a vacation trip. Formal mass media information
sources and/or informal interpersonal information sources may be utilized
by individuals for a variety of information needs both before taking
the trip and once the trip has begun. Although Clawson and Knetch
(1966) separate the recreational experience into five distinct stages
(discussed in an earlier section of this paper), there appears to be
two broad ways of looking at information networking for purposes of
this study. First, there are pre-trip sources used by visitors to
receive information about a vacation destination. Secondly, there are

information sources for visitors within the community providing or
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servicing the recreation opportunity.

Study sites were selected that would facilitate sampling visitors
to Michigan shoreline areas on a vacation trip about the kinds and
sources of recreation information they use both before the trip and upon
arrival to the recreation location. The primary factors in site selec-
tion were: 1) to find potential questionnaire participants who were
visiting a shoreline area on a vacation trip; and 2) to be able to
sample the entire group of visitors who had traveled together on the
trip (referred to as the '"travelling group" in the remainder of the
text). Study sites were also chosen that would provide an adequate
number of participants for sampling.

In considering these factors, two study sites were chosen for
sampling: the Frankfort area on Lake Michigan and the Tawas area on
Lake Huron (See Figure 2.). At each study site several contact locations
were chosen from available campgrounds and resorts at which to sample
visitors. The reason for including both campgrounds and resorts at each
study site was to determine if recreation location influences the kinds
and sources of information visitors use to find out about recreation

opportunities.

Site Description

The Frankfort and Tawas areas possess numerous features that
prompted their selection as study sites. First of all, each community
has a small population size permitting in-depth analysis by few
researchers. The population of Frankfort is 1,603 persons and the
population of the Tawas area is 1,967 persons in Tawas City and 2,584
persons in East Tawas (Michigan 1980 Census of Population). Although

Tawas City and East Tawas are two separate cities, they physicially



24

Cram EVOIx

ANTing 0rstGo ape e MC ¥

ALPI NA

03¢00a
acONa
canasaa | Cramrom0
a 'lﬁ l sra | reaveast
@ 260R0
sSaung € AOSCON- oGt vaw 03¢0
nSTEE won ’ Wb
wason | anq 03CLOLA .
cLane G ADWIN

MECOSTA | ,sapriis |wouano

TySCOLA
MONTCALW
cmar.of
L1
DA ] LY
e Sn.884%
ortama see
0Aas. AND
wa:.s o
vanm rara NunAY Kid
»
&
~
‘ ALlGan
na,ave (8. mOUN 18 #SUN ad.mINOW »arue
van BuRth
c00
* cass PLIPRIY ) onancn AN
" - e SO L Cthsmwe f

Figure 2. Location of Frankfort and Tawas



25

merge into each other and therefore are considered together as one study
site in this study. Furthermore, the small population sizes of each
community facilitates making comparisons between them.

An important reason for choosing these communities as study
sites is that they provide and service a large variety of waterbased
and nonwaterbased recreational opportunities. In the Frankfort area,
Sleeping Bear Dunes National Lakeshore is located a few miles north of
town accessed by highway M-22, and is a major recreational resource in
Michigan. The park provides numerous recreational activities including:
duneclimbs and hikes, woodland hikes, scenic drives, beaches and swim-
ming, canoeing, fishing and camping. Two major rivers flow into Lake
Michigan in this area--the Betsie River south of Frankfort and the
Platte River to the north (which forms the southern border of the
National Lakeshore). Several large inland lakes with public access
provide for additional waterbased activities. These are Crystal Lake,
Platte Lake and Little Platte Lake (See Figure 3.). And finally, the
Huron Manistee National Forest provides major tracts of forested lands
for public recreational use.

In the Tawas area, Tawas Point State Park is one of Michigan's
newest State Parks. It is located at the tip of Tawas Bay and provides
beaches, swimming, hiking and camping facilities. On Lake Huron all
forms of boating and other waterbased activities are available. The
Tawas area offers three campgrounds with 458 sites; two public fishing
docks; three charter boats and launching sites; the Michigan shore-to-
shore riding and hiking trail from Tawas to Empire and; thirty miles
of snowmobile and cross-country ski trails. Several fishing festivals
take place in the Tawas area throughout the year: king Salmon Derby

(July-October), Brown Trout Derby (April-May), and Perchville (February).
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Frankfort Area

Figure 3.
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Tawas Lake is an inland lake located a few miles northeast of Tawas.
From the lake the Tawas River flows through Tawas City into Lake Huron.
Also, the Huron National Forest and the AuSable River are located
north-northeast of Tawas (See Figure 4.).

Both of these shoreline areas possess an abundance of natural
resources providing recreation opportunities on a Great Lake or in
surrounding inland areas. Because of this, these two areas were chosen

as study sites for this research.

Contact Locations

Several contact locations were selected at which to sample
visitors to each shoreline area. 1In the Frankfort area, the Platte
River Campground was chosen for sampling campers. The campground con-
tains 200 sites with running water and no electrical hookups. It is
located at the southern end of Sleeping Bear Dunes National Lakeshore,
with the Platte River bordering the southernmost side of the campground.
Two resorts were selected on the basis of interviewer access to cus-
tomers. Chimney Corners Resort located on Crystal Drive (highway M-22)
between Frankfort and Sleeping Bear Dunes, and Crystal Mountain Resort
on M-115 near Thompsonville. At Chimney Corners Resort, sampling was
performed at the resort's private beach on Crystal Lake. Crystal
Mountain primarily services golfers in the summer months, so golfers
were sampled at the snack shop located by the golfing greens while they
waited to tee-off in their game (See Figure 5.).

In the Tawas area, campers were sampled at Tawas Point State
Park. This campground contains 200 sites with hot water facilities
and electrical hookups. Sampling was also conducted at two resorts

located on Lake Huron in Tawas City and at one resort on the lake in
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East Tawas. All three resorts had a small beach area for patrons.
Sampling was conducted at each resort's beach area (See Figure 6.).
Permission to sample visitors at each site was verbally obtained
from the owners/managers of the campground or resort facility, except
for Platte River Campground for which a letter addressed to the
Superintendant of Sleeping Bear Dunes was necessary to obtain permission

(See Appendix A.).

Research Instruments

Questionnaire Development

Preliminary work in questionnaire development was carried out
at Michigan State University and in the East Lansing and Lansing areas
before pretesting questionnaires in coastal areas of Northern Michigan.
Several steps were taken with questionnaire design. The first step
involved asking sociometric questions about recreation information to
students in classrooms at Michigan State University. From responses to
sociometric questions, questionnaires were designed and distributed to
community groups and individuals at various park locations in East
Lansing and Lansing. These questionnaires asked respondents to 'map"
out the steps of information gathering by filling in a series of boxes
with the kinds and sources of information used before taking a vacation
trip to a coastal area of Michigan. Respondents were also asked to
list what they felt to be the most important information sources upon
arrival to their destination area.

Data from the first few batches of mapping questionnaires pro-
vided evidence that individuals relied on other people they travelled

with for different kinds of information. Therefore, later batches of
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questionnaires were administered to groups of people who had travelled
together on a vacation trip, so that communication flows between these
individuals could be more readily established. Data from these question-
naires also indicated that the kinds of information and sources of
information used by individuals differed according to phase of trip.

The final step in developing questionnaires involved the use of
matrices to determine information flows, as well as the use of a separate
matrix for before trip and upon arrival phases of travel to clarify
differences in information use. The questionnaires were designed to:

1) determine the kinds and sources of information about recreational
resources received by visitors both before taking a trip and upon arrival
to a recreation location; 2) identify information networking occurring
between individuals in travelling groups in regards to kinds and sources
of information received; and 3) determine variables that may be useful

in network analysis including each respondent's age, sex, role in the
group, number of visits to the area, as well as the type of group and
location of group.

The questionnaires incorporated techniques used in personal
interviews and self-administered questionnaires. Several limitations
are associated with these techniques. The disadvantages of personal
interviews include: 1) interviewer bias; 2) high cost; 3) need for
extensive interviewer training; and 4) time consuming aspects of the
interview itself (Poister, 1978; Sommer and Sommer, 1980). On the
other hand, the advantages of personal interviews outweigh the disad-
vantages for purposes of this study. The advantages are: 1) allowance
for in-depth questioning, probing and clarification for complex subject
matters and 2) higher response rate than other types of surveys (Babbie,

1973; Poister, 1978). Disadvantages of self-administered questionnaires



33

include: 1) the problem of follow-ups; 2) higher non-respondent rates;
and 3) getting a recreationist to take leisure time to fill out the
questionnaire (Babbie, 1973; Poister, 1978).

Two formats are used in questionnaire design in this study.

One format is almost entirely personal interview, the respondent filling
out only a small portion of the questionnaire. The other format is
entirely self-administered questionnaires, with the interviewer present

to clarify instructions and other items on the questionnaire if necessary.
The reason for using two formats in questionnaire design is to determine
which of these formats is best suited for collecting data on the complex
subject matter under study here. Use of questionnaire formats and
specific wording on questionnaires are discussed in the section on
administration of questionnaires.

In recent years many researchers have pointed out the weaknesses
of using only one measurement strategy, and that more accurate and
unbiased information is obtained through the integration of multiple
research designs and data collection strategies (Webb et al., 1964;
Campbell, 1970; Sieber, 1973; Clark, 1977). Although this study ex-
hibits the very weakness of using only one measurement strategy, an
attempt to alleviate this problem is made by using different formats in

questionnaire design discussed above.

Pretesting the Questionnaires

In order to determine problems in the question format and survey
technique a questionnaire was pretested before final production. The
questionnaire was distributed by the researchers and two other trained
assistants at two sites--the Platte River Campground in Sleeping Bear

Dunes National Lakeshore (SBD) and the Tawas Point State Park in East



34

Tawas. The researcher and two trained assistants spent approximately
two and a half hours per site for two days sampling visitors. A total
of 29 questionnaires comprising 13 travelling groups was collected at
the Platte River Campground and 18 questionnaires comprising six
travelling groups was collected at Tawas Point State Park. The pretest
was set up as a self-administered questionnaire to be distributed to
all members of the travelling group ages 12 years and older.

Although the pretest sample was small, it provided insights into
necessary revisions of the questionnaire. First, the lower age limit
set for respondent inclusion was too low to produce reliable data on
such a complex subject matter. Therefore, the lower age limit for sub-
ject participation was increased to 16 years old in the next round of
questionnaires after pretesting. Another problem was that many subjects
had difficulty in filling out the matrices. This can partially be
attributed to the ambiguity of the questions concerning use of the
matrices. The questions asked: '"Before your trip to this location,
where did you get information about your destination?" and '"When you
arrive at your destination, where do you seek recreation information?"
The ambiguous wording of these questions confused respondents as to
which trip the questions referred to (for repeat visitors) and if the
words "location" and '"destination' referred to the place they were
staying or to the general area visited. Also, recall problems about
behavior on past trips were encountered by repeat visitors.

In an attempt to eliminate these problems, question structure
and design of questionnaire were altered. The questionnaire was split
into three different questionnaires based on frequency of visits.
Questions concerning use of the matrices were reworded to elicit infor-

mation about the most recent trip. Other minor revisions were made in
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matrix design to facilitate better comprehension and ease of use by
respondents. And finally, both personal interviews and self-administered
questionnaire formats were used in revised questionnaires to determine
which format is best suited for use in future research projects

concerned with similar subject matter.

Sampling Procedure

This study was designed to sample visitors at specific locations
in the Frankfort and Tawas areas. Sampling was performed during peak
visitation summer season to obtain a large enough sample size. Pre-
testing of questionnaires was done at the Platte River Campground on
July 16 and at Tawas State Park campground on July 17. The late after-
noon to early evening hours were felt to be the most productive times
of day to administer questionnaires because many campers returned to
the campground during this time after a day's activities elsewhere,
thereby enabling the interviewer to make the most possible number of
contacts with groups.

Questionnaires were distributed by two researchers during the
week of August 11-17. 1In the Frankfort area, questionnaires were dis-
tributed at the Platte River Campground on August 11 and 13 and at
Chimney Corners Resort and Crystal Mountain Resort on August 13. 1In
the Tawas area, questionnaires were distributed at Tawas State Park on
August 14-16 and at the resorts on August 16. Sampling took place
during the late afternoon and early evening hours at the campgrounds
and in the afternoon hours at resorts in order to facilitate optimal
contact with visitors.

It should be stressed here that purposive sampling was used in

this study rather than probability (random) sampling. This research
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represents a pilot study meant to facilitate exploratory examination

of data collected, and a high degree of precision or ability to gen-
eralize conclusions is not necessary. Therefore, this study uses chunk
sampling--the collection of cases readily available to the researcher,
to serve as exploratory analysis aimed at identifying research issues
rather than actually testing hypotheses (Poister, 1978). Although
chunks are the least desirable kinds of samples in terms of reliability

and sampling error, they are useful for purposes of this study.

Administration of Questionnaires

The following procedure was followed for questionnaire adminis-
tration. The interviewer introduced him/herself and briefly explained
the study and why the respondents' contributions were important. The
interviewer then asked if all members of the travelling group 16 years
of age and older would consent to filling out the questionnaire. If
consent was not given by all members of the travelling group who quali-
fied for participation, or if all members who qualified were not present
at the site, interviewer contact with the group was broken and another
group approached. If all group members qualified to participate in the
questionnaires gave their consent, the interviewer proceeded to ask two
filter questions to each respondent to determine if they were visitors
to the area and the numbers of previous visits made. (See Appendix B
for specific wording of Filter Questions.) Interviewer contact with
the group was broken if any respondents were not visitors to the area.

For each respondent, the number of visits made to the area
determined which of three types of questionnaires she/he was given.

All questionnaires were color coded to facilitate ease of distribution.

Table 1 gives the format option and color coding scheme for type of
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questionnaire.

Table 1

Format Option and Color Coding Scheme for type of Questionnaire

Type of Questionnaire Format Option Color Code

First Time Visitor Personal Interview Blue
Self Administered Questionnaire | Light Yellow

Second Time Visitor Personal Interview Dark Yellow
Self-Administered Questionnaire | White

Repeat Visitor Self Administered Questionnaire | Green

The interviewer had the choice of using either a personal interview
format or self-administered format with first and second time visitors.
But, only one format was used with first and second time visitors in any
one travelling group. In other words, either personal interviews or
self-administered questionnaires (but not both) were conducted with
these respondent types within the same group. This was done in order

to promote consistency of sampling techniques within groups to control
for interviewer bias.

In the self-administered format, matrices were used to determine
the kinds and sources of recreational information received both before
taking the trip and upon arrival to the shoreline area. Matrix rows
indicated kinds of information and columns indicated different sources
used. The respondents were asked to indicate which sources they used
for each kind of information. The personal interview format involved
the researcher filling out the matrices according to subject response

rather than having the subject fill out the matrices. (See Appendix B
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for specific wording of Personal Interview for Recent Visitors, Option
AA and Option BB.)

Different questionnaires were administered to first and second
time visitors. The only structural difference between questionnaires
was in the wording of the questions concerning use of the matrices.
(See Appendix B for specific wording of questionnaire for Recent Visitors
Option A and Option B.) The questions were worded slightly different
in order to promote uniformity in subject response about the most recent
trip so that group networking analysis could be accomplished.

A personal interview was conducted with all respondents who
were repeat visitors (making three or more visits to the area). The
format involved the researcher asking a series of open-ended questions.
(See Appendix B for specific wording of Personal Interview for Repeat
Visitors Option C.) These questions do not closely approximate those
asked to first and second time visitors because of possible recall and
non-response problems. Rather, the questionnaire asks open-ended ques-
tions in place of the matrices used for first and second time visitors
in an attempt to elicit comparable data for all respondents in a
travelling group.

All questionnaires included a self-administered section which
asked close and open-ended questions to elicit descriptive and behav-
ioral data. (See Appendix B for specific wording of Respondent
Characteristics.)

Groups chosen for sampling were randomly selected by the inter-
viewer at all contact sites. All participants were encouraged to
respond only to their own questionnaire and not ask for or give "help"
to any other group member present. Time for questionnaire completion

varied from ten to forty minutes depending upon the individual respondent
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and questionnaire format used.

Completed questionnaires were stapled together for each
travelling group sampled. The last step in the procedure involved the
interviewer filling out an Observer Record. The Observer Record identi-
fied the activity of the group at the time of interviewer contact, group
type, contact site location, and the first names and roles of all
respondents in the group. In groups where the roles of individuals were
not clear to the interviewer, she/he asked for this information. (See
Appendix B for specific wording of Observer Record.) Respondents were
then thanked for their cooperation and interviewer contact with the

group was broken.

Analysis Procedure for Questionnaires

Analysis was performed by hand tabulating all questions. Data
from the matrices and questions #2, #3, #4 and #7 on the Repeat Visitor
questionnaire was coded if necessary and put into frequency tables.
These tables were then used to analyze the kinds and sources of infor-
mation used before the trip and upon arrival. Frequencies were also
calculated for the variables age, sex, location, number of visits, type
of group and role in group, and used to determine the influence on
information networking occurring. Details on the procedures used to

calculate frequencies are given in the Results and Discussion section.

Limitations and Contributions

The limitations of nonaccurate subject responses to behavior
recall questions were discussed in the section on questionnaire develop-
ment. A number of other limitations are also present in this study.

During sampling, measures were taken to control for interviewer bias,
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but despite precautions a small amount of interviewer bias must be
accounted for. The researcher and aid conducted all on-site sampling.
The researcher spent half a day training the aid in procedures for
questionnaire administration and interviewing. This included dry run
practices as well as having the aid stand by and observe the researcher
administer questionnaires to three different groups. Although minor
differences existed in individual presentations between researcher and
aid, it is felt that interviewer training kept this bias to a minimum.

Since this study was designed to be exploratory in nature,
results were not intended to be representative of all visitors to
Michigan shoreline areas. Several factors limit its usefulness to the
Frankfort and Tawas areas. The number of groups sampled is too small
to make valid conclusions applicable to the larger population. Also,

a larger variety of contact locations is needed to obtain a represen-
tative sample. Only campgrounds and resorts were sampled and these
locations do not adequately represent the variety of recreation loca-
tions serving different recreational needs of visitors. Contraints of
time, budget and researcher availability prevented sampling at other
sites.

Another limitation is that the cross-sectional research design
of this study restricts applicability of results to the time period
when sampling was performed. Since data was generated in the summer
months, it does not provide insights as to possible variations in
information networking caused by seasonality of use of recreation
locations. And finally, results are biased in that only overnight
visitors were sampled. The possibility that information use may differ
for day users of a recreation location as opposed to overnight visitors

is not examined in this study. Despite all these limitations, this
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study offers several research contributions.

An important contribution is a methodological one. The study is
concerned with communication networking visitors used to find recreation
information. It is unique in that it uses the travelling group as the
unit of analysis to reveal the networking process rather than the indivi-
dual (which would not accomplish this task). Past research in this field
has elected to follow the latter method and therefore has not adequately
identified the process involved in information transfer. The researcher
believes this process to be vital in information utilization by visitors
and attempts to gain further insights by identifying communication net-
works between individuals that travel together as a group to a recreation
location.

It is believed that the data collected will be of use to those
interested in generating more tourism and recreation in the State of
Michigan. It will enable government and commercial enterprises to gain
preliminary ideas on where to tap into existing information systems and
how to do this in terms of who and what are perceived as credible sources
of information. They will therefore have a better idea on how to
effectively communicate with potential tourists in order to generate
more tourism. Communities such as Frankfort and Tawas will also be able
to provide the visitor with more and better information that will con-

tribute to a quality recreation or vacation experience.



RESULTS AND DISCUSSION

Introduction

The results section is divided into five sections which relate
and discuss results of the questionnaire. Section one looks at where
visitors first learned about the area they are visiting. Section two
discusses the kinds of information visitors receive both before a vaca-
tion trip and upon arrival to a recreation location. Section three
discusses the sources of information used by visitors in the pre-trip
and upon arrival stages of the vacation trip. Section four ties the
kinds of information received together with sources of this information.
The three most frequently used sources for each kind of information are
examined before the trip and upon arrival stages of vacation travel.

And finally, the last section attempts to determine information net-
working by examining several variables which might influence the kinds
and sources of information visitors use before the trip and upon arrival
to the recreation location. Information networking is operationalized
as the variations present between respondents in the kinds and sources
of information used. The following variables are used to examine
information networking: 1) sex; 2) location; 3) age; 4) number of
visits; 5) type of group; and 6) role in the group.

Before presenting results, the use of certain terminology should
be clarified in order to avoid misconceptions that might result. The

terminology "information received" is used purposely in text rather

42
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than "information sought" or "information used." What is being implied
here is that individuals do not necessarily actively seek out or even
use some of the information they find out. Rather, this information
can be passively acquired by the individual. Therefore, the term
"received" is used in regards to information because it embraces the
totality of active and passive measures taken by individuals.

Also important is that when asking the visitor to relate the
kinds of information she/he receives, the term "information" is left
to be self-defined by each respondent. In other words, information is
perceived on an individualistic basis and may be defined in slightly
different terms by each person. So, what one person perceives as being

"information" another person may not.

Where Visitors First Learn

Asking visitors where they first learn about the area they are
visiting gives information on the original sources used. The frequency
or percentage of respondents is calculated using a total of 77
respondents. Table 2 summarizes this information. Before discussing
results in Table 2, the distinction should be made between several
sources listed. As discussed earlier, the travelling group can be
comprised of individuals of different relations to one another as long
as these individuals travel together. Thus, the travelling group can
be any combination of family or friends. However, in this table and
all others following in the results section, the sources 'family" and
"friends" pertain to individuals who are not part of the travelling
group at the time of sampling. Another source requiring clarification

(not listed in Table 2 but encountered in a later part of this section)
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Table 2

Where Visitors First Learn (N=77)

Sources % Respongents
Travelling Group 33.8
Friends 24.6
Family 10.4
Trips taken as child 7.7
Passed through on previous trip 6.5
Michigan Tourist Associations (EMTA/WMTA) 4.0
Co-worker 2.6
Map 2.6
Organized Group 2.6
AAA Campguide 2.6
Vacation travel guide 2.6
Total 7 100.0

is "place staying."

This source refers to where visitors are staying
(i.e. lodging facilities) once they reach the recreation location they
are visiting.

Results of Table 2 indicate that the most frequently used source
is the travelling group (33.87%), the second is friends (24.6%) and the
third is family (10.4%Z). These three sources represent 68 percent of
the respondents. Adding to this another 16.8 percent that learned about
the area through other trips and work-related sources (trips as child,
7.7%; previous trips, 6.5%; and work sources, 2.67%) gives a total of
85.6 percent that used informal communication channels. 1In contrast,
only 14.4 percent learned about the area visited through formal communi-

cation channels (mass media). This suggests that informal channels play

a much more important role than formal channels in awareness of
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individuals that new places exist.

Kinds of Information

This section examines the kinds of information received by
visitors both before their trip and upon arrival to the recreation
location. The travelling group, rather than the individual, represents
the unit of analysis used to calculate percentages (unless stated
otherwise). This methodology rests on the premise that the travelling
group better represents the flow or networking of information than the
individual. If percentages were calculated using individuals as the
unit of analysis, the resulting data would not adequately reflect what
is happening to the group (in regards to kinds and sources of informa-
tion). Furthermore, only one individual is needed to bring information
to the group that can be used by everyone in that group. Therefore,
data presented in this section and subsequent sections uses the travel-
ling group as the unit of analysis for calculating frequencies of use.
A particular kind of source of information used by one or more individ-
uals . from the same group is counted as one travelling group in
calculations; no significance is attributed to more than one individual
in each group using the same kinds or sources of information (unless
stated otherwise).

Certain complications arise when dealing with data on respondents
who are repeat visitors (three or more visits) which should be discussed
before presenting results. Since repeat visitors were asked slightly
different questions than first or second time visitors, it is necessary
to discuss data obtained on repeat visitors separately from other visi-

tors. The only instance where data can be combined for first, second
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and repeat visitors is when examining kinds and sources of information
used upon arrival to the recreation area. No data was generated on the
kinds and sources of information used by repeat visitors before their
present trip. These respondents were asked only to recall 'new" and
"different'" activities engaged in upon arrival to the recreation loca-
tion. Since data were generated only for new activities or places
visited, two cases of non-response were obtained for groups comprised
solely of repeat visitors. Therefore, the exclusion of the repeat
visitor in frequency calculations for before trip data and the’ inclusion
of this group for upon arrival data results in different base numbers
for kinds and sources of information according to phase of trip. A
total of twenty-one respondent groups are represented in before trip
data (for combined Frankfort and Tawas areas) and thirty-two respondent
groups are represented in upon arrival data.

A separate section examines the kinds and sources of information
used by repeat visitors on their first few visits to the area, in order
to facilitate comparisons between repeat visitors and first and second
time visitors. A total of forty repeat visitors provides the unit of

analysis for combined Frankfort and Tawas areas.

Kinds of Information Received Before Trip

First and second time visitors were asked to indicate the kinds
of information they received before making their trip. Results for all
respondent groups (combined Frankfort and Tawas areas) are shown in
Table 3. (See Appendix C for separate results by area.) The kind of
information most frequently obtained by groups before taking a trip
was places to stay (85.7%), followed by recreational activities (817%),

and scenic areas and directions (57.1%). On the bottom end of the
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scale, little information on shopping, local residents and museums was
obtained. Interestingly enough, less than 15% of the respondents did

not obtain information on places to stay, which can be interpreted to
mean that the majority of groups do a certain amount of pre-trip planning
as to where they will be staying once they reach a trip destination. A
recent study done by the Michigan Travel Bureau (1982) supports this
suggestion. The study found that 82 percent of the respondents knew the
specific main destination of their trip and 63.2 percent knew where they
would stay at the main destination before leaving home. The former
Travel Bureau figure (827%) corresponds closely to the figure obtained

in this study (85.7%).

Table 3

Kinds of Information Received Before Trip, Combined
Frankfort and Tawas Areas (N=21)

™9

Kinds of Information of Respondent Groups

Places to stay 85.7
Recreational Activities 81.0
Scenic Areas 57.1
Directions to a place 57.1
Natural Environment 52.4
Community Events 42.9
Tourist Attractions 42.9
Places to eat 38.1
Shopping 23.8
Local Residents 19.0

Museums 14.3
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Kinds of Information Received Upon Arrival

The kinds of information groups receive upon arrival to a recrea-
tion area was determined in the same manner as before trip kinds of
information in the preceding section. Groups comprised solely of repeat
visitors are included in these calculations. Table 4 shows the results
of the kinds of information used by groups upon arrival to a recreation
location (for combined Frankfort and Tawas Areas). (See Appendix C for

separate results by area.)

Table 4

Kinds of Information Received Upon Arrival, Combined
Frankfort and Tawas Areas (N=32)

Kinds of Information % Respondent Groups
Recreation Activities 59.3
Places to Eat 53.1
Directions to a Place 46.9
Shopping 40.6
Community Events 31.3
Scenic Areas 31.3
Tourist Attractions 28.1
Natural Environment 25.0
Places to Stay 18.8
Museums 12.5
Local Residents 6.3

Results in Table 4 indicate the three kinds of information
Visitors most frequently receive upon arrival are information about
recreational activities (59.3%), places to eat (53.1%) and directions to
a place (46.9%Z). The least obtained kinds of information are on museums

(12.5%) and local residents (6.3%). This data shows that the majority
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of groups obtain some kind of information on recreation activities and
places to eat--these kinds of information being most important to

travelling groups upon arrival to the area they are visiting.

Comparisons Between Kinds of Information
Received Before Trip and Upon Arrival

The purpose of separating out the kinds of information visitors
receive according to phase of trip (before and upon arrival) is to
establish if people really do exhibit different information needs at
various phases in their vacation trip. The data in Tables 3 and 4 pro-
vides sufficient evidence to suggest that significant differences do
exist in the kinds of information obtained by visitors in pre-trip and
arrival stages of the trip. Before taking a trip, information on places
to stay, recreational activities, natural features of the area and
directions is most important. However, upon arrival at the recreation
location information use shifts. Information on recreation activities
maintains its importance, but places to eat and shopping become key
informational items while receiving information on places to stay greatly
decreases in importance (the majority of visitors having already pre-
planned where they will be staying before taking the trip).

It is also interesting to note the overall percentages of groups
receiving information upon arrival (Table 4) are considerably lower than
those percentages of groups receiving information before the trip (Table
3). This can be explained by the inclusion of repeat visitors and non-
response cases in Table 4. Overall percentages drop because these groups
may be seeking or receiving less information than first and second time
visitors who are not as familiar with the areas they are visiting. 1In

fact, the more familiar repeat visitors become (or think they become)
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with the area on each visit, the less additional information is sought

or obtained on subsequent visits.

Kinds of Information Received by Repeat Visitors

Results discussed so far indicate that repeat visitors receive
less additional kinds of new information upon arrival to a recreation
location than do first and second time visitors. But repeat visitors
were once unfamiliar with the areas. What were the informational needs
of this group when they first started visiting these areas? Did they
receive information similar to first and second time visitors already
examined? 1In order to sort this out, repeat visitors were asked about
the kinds of information most important to them on their first few trips
to the area. Table 5 shows these results (for combined Frankfort and
Tawas areas).1 Percentages for each kind of information were calculated
according to the number of repeat visitors (individuals) using a parti-
cular kind of information out of the total number of repeat visitors
(N=40). Frequencies in Table 5 are based on individuals, not groups,
because respondents are asked to recall behavior on previous trips and
the group they are presently travelling with cannot be assumed to be the
same group as those on previous trips. Therefore, the group cannot be

used as the unit of analysis here.

lIt is important to note that the kinds of information listed in
Table 5 represent both information received before the trip and upon
arrival for the first few trips. The reason for not asking the repeat
visitor about kinds of information received according to phase of the
trip is that severe recall problems would result in high non-response
or distortion of data.
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Table 5

Kinds of Information Received by Repeat Visitors
Combined Frankfort and Tawas Areas (N=40)

Kinds of Information % Respondents
Recreational Activities 67.5
General Information About Area 55.0
Scenic Areas 35.0
Places to Eat 32.5
Places to Stay 25.0
Tourist Attractions 15.0
Directions 12.5
Natural Environment 7.5
Shopping 7.5
Community Events 2.5
Entertainment 2.5

Information most frequently received was on recreation activities (67.5%)
followed by general information about the area (55%) and then scenic
areas (35%). The kinds of information received by repeat visitors on
their first few trips is similar to the kinds of information in Tables

3 and 4. In comparing Tables 3 and 4 with Table 5, a general pattern
emerges. Repeat visitors generally obtained the same kinds of informa-
tion on their first few trips as did first and second time visitors

sampled in this questionnaire.

Sources of Information

Table 6 shows the percentage of groups using various sources for
the different kinds of information received before their trip and upon

arrival. Frequencies of sources used by groups are calculated in the
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same manner as were frequencies for kinds of information received. This
section also compares sources used at the two phases of the trip for any
similarities and/or differences that may exist. Finally, sources used
by repeat visitors on their first few trips are examined for similari-
ties to and/or differences from eources used by first and second time

visitors and repeat visitors on their present trips.

Table 6

Sources of Information Before Trip, Combined
Frankfort and Tawas Areas (N=24)

Sources % Respondent Groups
Travelling Group 57.1
Friends 42.9
AAA 33.3
Map 23.8
Family 14.3
Travel Information Centers 14.3
Magazines 14.3
Newspapers 9.5
Chamber of Commerce 9.5
State Police 4.8
Radio 4.8
T.V. 4.8
Flyer 4.8
Bookstore 4.8
Vacation Travel Show 4.8
Place Staying 4.8

Sources of Information Before Trip

Table 6 shows the percentage of groups using various sources

for the different kinds of information received before their trip
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(combined Frankfort and Tawas areas). (See Appendix C for separate
results by area.)

The most frequently used source of information is the travelling
group (57.17%) followed by friends (42.9%) and AAA (33.3%). Although
sixteen different sources are represented in Table 6, over 56% of these
sources are used by less than 10% of the respondent groups. What is
important here is that most visitors are using other individuals they
travel with and friends as sources of information. Approximately 43%
of the groups represented in this table contain individuals who varied
as to number of visits to the area, combining first and second time
visitors and/or repeat visitors together in one group. Knowing this, it
is not surprising to find that the travelling group is the most fre-
quently used source of information--those individuals not familiar with
the area they are going to visit relying upon others in their group who
are more familiar with the area. The only formal information source
receiving frequent use by groups is the AAA.

When viewed in a different manner, this data suggests a hier-
archy of information sources being used by visitors. The travelling
group represents the primary level, in which most information is
obtained in a closely knit network where communication flows link
individuals together. All other sources outside the travelling group
represent the second level, in which information is obtained from a
loosely bound network of sources which are generally not linked to

one another by communication flows.

Source of Information Upon Arrival

Table 7 shows the sources of information visitors use upon

arrival to the recreation area (combined Frankfort and Tawas areas).
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(See Appendix C for separate results by area.) Data in this Table is

based on all respondent groups (including repeat visitors).

Table 7

Sources of Information Upon Arrival, Combined
Frankfort and Tawas Areas (N=32)

Sources % Respondent Groups
Place Staying 65.6
Drove/walked by 46.9
Travelling group 34.4
Chamber of Commerce 15.6
Local Visitor Center 12.5
Gas Stations 12.5
Local Residents 9.4
Restaurants 9.4
Radio 9.4
Merchant Shops 6.3
Newspapers 6.3
Local Police 3.1
T.V. 3.1

The most frequently used source of information is the place where visitors
are staying (65.6%), followed by driving/walking by (46.9%) and then the
travelling group (34.4%). These three sources represent very informal
means of obtaining information. Also important but not shown in Table

7 is how these sources are used. The majority of visitors listing

"place staying" as a source on their questionnaires also indicated word-
of -mouth communication with owners/employees as the method used to obtain
information (as opposed to using brochures or other available mass media

information). This suggests that visitors receive most of their
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information through interpersonal communication with other members of
their travelling group or with employees at the place they are staying.
Almost half the groups found information by driving or walking by a
place, which suggests that signs play an important role in transmitting
information.

The formal information sources Chamber of Commerce and local
visitor center were utilized respectively by 15.6 percent and 12.5 per-
cent of the groups, with visitors indicating they received mass media
types of information (such as maps and brochures) from these sources.
These percentages are lower than might be expected. The use of gas
stations as an information source ranked equal to local visitor centers!
However certain results of the Michigan Travel Bureau Study (1982)
conflict with those found in this study. The Travel Bureau Study found
that 23.2 percent of respondents used local visitor information centers
and 48.5 percent used TIC's (refer to Table 6 for figures on TIC's in
this study), representing substantially higher figures than ones
obtained in this study. A possible reason for this discrepancy is that
the Travel Bureau Study asked if respondents had ever used a TIC or
visitor information center for travel information, whereas this study
asked only if these sources were used on the present trip. Another
possibility is that many individuals confuse sources out of ignorance,
in that they may not know the difference between a local visitor infor-
mation center, a travel information center, or a Chamber of Commerce.
Therefore, non-accurate reporting of exact sources used by these
individuals may contribute to the large variations between frequencies
obtained in the two studies.

In conclusion results in Table 7 give strong evidence that the

most frequently used sources by groups upon arrival are informal omes.
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It was also hoped that these results might indicate the use of children
as information sources by other members of their travelling groups upon
arrival to a recreation location. However, the few numbers of children
sampled in this study does not permit this conclusion to be drawn. Had
this data enabled making this conclusion, it would have supported
results of previous studies done by Myers (1974) and Jenkins (1978)
indicating the role of children in family decision making in vacation

travel discussed earlier in this paper.

Comparisons Between Sources of Information
Before Trip and Upon Arrival

As with kinds of information received by visitors, sources are
separated according to phase of trip to establish any differences that
might exist. Once again, the phase of trip seems to strongly influence
kinds of sources used as well as their frequency of use by visitors
(as seen in Tables 6 and 7). This data offers strong support for
Hodgson's Study (1979) which proposes that people use different infor-
mation sources at various phases in their recreation experiences. Before
the trip the travelling group is the most frequently used source. Upon
arrival, the most frequently used source becomes the place visitors are
staying, whereas before the trip it was one of the least used sources.
This can be explained in terms of proximity of these sources to the
visitor at each phase of the trip. Before trip sources are mostly ones
within the respondent's area of permanent residence, with the exception
of the Chamber of Commerce and place staying sources. Use of these
two sources requires greater effort through active pursuit than other
before trip sources. Hence, they receive less use. But upon arrival

to the area these sources become immediately available to the visitor,
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and their use increases (67 for Chamber of Commerce and over 60% for
place staying).

When comparing frequencies obtained on the travelling group as
an information source before the trip and upon arrival, the use of this
source decreases over 23 percent upon arrival (dropping from the most
frequently used source before the trip to the third most frequently
used source upon arrival). An explanation for this lies in considera-
tion of the usefulness of expertise of the travelling group as an
information source. Before taking a trip, the travelling group may be
the most useful informative or convenient source of information. How-
ever, upon arrival to the recreation location other sources such as the
place staying or driving/walking around may be more informative,
resulting in more frequent use of these sources and less frequent use

of the travelling group.

Sources of Information Used by Repeat Visitors

Table 8 gives the percentage of repeat visitors using different
sources on their first few trips for combined Frankfort and Tawas areas.
The same procedures for calculating frequencies are used here as were
used for Table 5.

The sources receiving most use by repeat visitors are place
staying (70%), driving/walking by and the travelling group (20%) and
family, friends or the Chamber of Commerce (17.5%). The data presented
in Table 8 is quite similar to data in Tables 6 and 7. The same pat-
terning emerges with sources as with kinds of information. Data in
Table 8 also suggests that informal sources played an important role to
repeat visitors in providing them with information when they were new

to the area and unfamiliar with its resources.
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Table 8

Sources of Information Used by Repeat Visitors,
Combined Frankfort and Tawas Areas (N=40)

Source % Respondents
Place Staying 70.0
Travelling Group 20.0
Driving/Walking by 20.0
Family 17.5
Friends 17.5
Chamber of Commerce 17.5
AAA 5.0
Map 5.0
Mobile Travel Guide 5.0
Local Visitor Center 5.0
Travel Information Center 5.0
Merchant Shops 2.5
Newspapers 2.5
Magazines 2.5

Taking this one step further, these informal sources of family,
travelling group, driving/walking around, and place staying represent
homophilous links, with information being exchanged through strongly
connected individuals. The communication network literature reviewed
in this paper presented the idea that for new information to diffuse
dyadic communication must connect individuals who are somewhat hetero-
philous (Lauman, 1973). This concept further clarifies why percentages
of groups receiving information upon arrival to a recreation location
(Table 4) are lower than before trip percentages (Table 3). It was
noted earlier that repeat visitors (included only in upon arrival data)

may be seeking or obtaining less information than first or second time
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visitors. When examining the sources of information this idea is more
strongly supported in that repeat visitors are using the same sources
on subsequent visits, resulting in the transfer of less information with

repeated use of these homophilous communication links.

Sources Used for Kinds of Information

This section relates the various kinds of information received
by visitors with the sources of this information in the different
stages of travel. The three most frequently used sources for each
kind of information are determined for before trip and upon arrival
stages of the trip. Frequencies are determined by calculating the
number of respondent groups using a particular source into the summed
total respondent groups using all sources for each kind of information.
Any group is counted more than once in the summed total if that group
used two or more sources for one kind of information. The purpose of
calculating frequencies in this manner is to obtain relative percent-
ages of use on a scale from 07 to 100%. In cases where more than one
source is used by the same number of groups for a particular kind of
information, sources are weighted according to numbers of individuals.
The source :represented by groups containing more individuals receives
higher ranking than a source represented by the same number of groups

with fewer individuals.

Mos t Frequently Used Sources for
Xinds of Information Before Trip

Table 9 shows the three most frequently used sources for each
kind of information before the trip (for combined Frankfort and Tawas

areas)., (See Appendix B for separate results by area.) In the following
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table, the rows indicate kinds of information; the columns rank the
three most frequently used sources from highest (#1) to lowest (#3) and
also give the percentage (%) of groups using each source. In any box
listing two or more sources possessing the same frequencies of use (%),
the following procedure is used to weight sources: 1) the source
listed on top is used by more individuals (but the same number of
groups) as the source below it, and therefore receives a higher rating;
2) the sources with a slash (/) between them are equal in terms of
numbers of groups and numbers of individuals and are rated equally.

Table 9 indicates that the travelling group is the most fre-
quently used source for places to stay, places to eat, recreational
activities, community events (shared with TIC's), shopping, tourist
attractions, scenic areas, local residents (shared with four other
sources) and natural environment (shared with friends). The AAA is
most frequently used for information on museums and maps are most fre-
quently used for information on directions. However, the travelling
group is ranked second in use for these two kinds of information. The
use of mass media sources plays a minor role except for information on
shopping, tourist attractions and natural environment, where newspapers
and magazines rank second in use.

The general trend here is that the travelling group is most
frequently consulted as a source for almost all kinds of information
received before the trip. Furthermore, formal information sources
(AAA, TIC's, Chambers of Commerce) and mass media sources (newspapers,
magazines, radio, T.V.) are less frequently used by groups for infor-
mation. This data substantiates the idea that information networking
occurs on a highly informal level (mostly between homophilous links

of family, friends and other individuals going on the trip), and that
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heterophilous links of more formalized sources of information are not

heavily used before taking a vacation trip.

Most Frequently Used Sources for Kinds
of Information Upon Arrival

Table 10 shows the three most frequently used sources for each
kind of information received upon arrival to the recreation area. The
same procedures are used in calculations for the Table as were used for
Table 9. (For separate results by area, see Appendix C.)

Data in Table 10 shows that the place where the visitor is
staying is the most frequently used source for information on recrea-
tional activities, community events, tourist attractions, scenic areas,
museums (shared with three other sources), directions and natural
environment. This information source ranks second in use for places
to stay, places to eat, and shopping (shared with the travelling group).
Driving or walking by a place is the most frequently used source for
information on places to stay (shared with the travelling group and
local visitor centers), places to eat, shopping and museums (shared
with three other sources). Upon arrival to the area, the general trend
is that most visitors are receiving information from the place they
are staying, the travelling group, and by driving or walking around.
This indicates that owners/employees at lodging facilities (campgrounds,
resorts, etc.) play a very important role as sources of different kinds
of information for their customers. Gas stations, restaurants, local
shops and local residents are used as information sources on a more
infrequent basis. Finally, local visitor centers receive more use by
visitors as information sources than do Chambers of Commerce. It is

surprising how infrequently Chambers of Commerce are used when
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considering that providing information to visitors is one of the main
functions of this organization. Obviously, a wide gap exists between
visitors' behavior upon arrival to a recreation location and their use
of Chambers of Commerce as information sources. On the other hand,
the idea suggested earlier that low use of the Chamber could partially
be a result that visitors do not know the name of the source they are
using could mean that this source is being used more often than
credited for.

The most frequently used sources for different kinds of infor-
mation by repeat visitors on their first few trips is very similar to
sources used in Tables 9 and 10. Most frequently used sources by repeat
visitors for the different kinds of information received are the travel-
ling group, place staying and friends. (See Appendix C for these
results.) Thus, a similar pattern emerges with this data as was seen
with previous data on the repeat visitor in that the kinds and sources
of information and frequency of sources used correspond to those of

first and second time visitors.

Variables Influencing Information Networking

The last section of the results examines several variables which
might influence information networking of visitors. For both phases
of the trip (before and upon arrival), the kinds and sources of infor-
mation visitors use are examined according to six variables: 1) sex;
2) location; 3) age group; 4) number of visits; 5) type of group; and
6) role in group. Each variable is divided into two or more descrip-
tive categories used to explain information networking (the variations

present between respondents regarding the kinds and sources of
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network analysis.

Some of the categories
elaboration. The variable age

similar to those used in other

gorized initially according to

Table 11
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Table 11 summarizes the variable categories used in

for variables used in Table 11 require

group is categorized into age ranges

studies.

Numbers of visits are cate-

number of visits for all three categories.

Summary of Variable Categories

VARIABLE CATEGORIES

Sex

1.

2. Female

Male

Location

1.

2. Resort

Campground

Age Group
1. 16-25
2. 26-45
3. 46-64
4., 65+

Number of Visits

1. First Time Visitor
2. Second Time Visitor
3. Repeat Visitor

a. 3-4 yrs.
b. 5-7 yrs.
c. 8-16 yrs.
d. 17-38 yrs.

Type of Group

1
2
3.
4
5.

Family with children
Family no children
Friend

Mixed

Alone

Role in Group

1.

Individual's role

a. Mother/wife
b. Father/husband
c. Son

d. Daughter
e. Friend

Most influential (perceived)

a. Male
b. Female
c. Joint




66

However, subcategories under repeat visitor were determined according
to clustering of respondents occurring within the range of years.

Years are used rather than number of visits in order to facilitate more
accurate recall by the repeat visitor. The categories for type of group
were determined using the following criteria. Groups comprised of
husband and/or wife with children under age 26 were classified as
"family with children." Also included in this category is the extended
family spanning three or more age generations. A husband and/or wife
with children aged 26 years and over or married couples with no chil-
dren in the travelling group were classified as "family with children."
A family travelling with other unrelated individuals (friends) or two
or more unrelated families travelling together were classified as
"mixed." The unique case of one respondent group comprised of four
related families spanning three age generations was classified as
"mixed." And finally, for the role in group variable, subcategories

of "most influential" indicate whether the person perceived as most
influential in the group is male, female, or joint (equal influence

of all respondents). To determine who was perceived as most influ-
ential in the group, ratings for each individual (by him/herself and
all others in the group) were summed, and the respondent receiving the
highest score was thus classified.

Tables 12-15 summarize the variable categories used to examine
information networking before the trip and upon arrival to the recrea-
tion location. A total of 36 respondents comprising 21 groups provides
the base for calculating frequencies of before trip networking (Tables
12 and 13). A total of 77 respondents comprising 32 groups provides
the base for calculating frequencies of upon arrival networking (Tables

14 and 15). The reason for differences in base numbers here is that
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before trip networking does not include non-response cases (these cases
representing repeat visitors for which no data exists) and upon arrival
networking does include non-response cases so that resulting frequencies
are not distorted. The influence of each variable on the kinds and
sources of information is discussed in text succeeding Tables 12-15.

(See Appendix C for units of analysis used and percentages of respondents

for variable categories.)

Sex
Frequencies for variable categories were calculated using indivi-
dual respondents as the unit of analysis.

Kinds of Information Before Trip. Males most frequently receive

information on places to stay (80%), directions (53.3%) and recreational
activities/scenic areas (46.7%). Females most frequently receive infor-
mation on places to stay (71.4%), recreational activities (61.9%) and
tourist attractions/scenic areas (31.8%). When comparing categories a
much higher percentage of males are receiving information on places to
stay, directions and scenic areas, which seems to indicate male dominance
in regards to this kind of information. Females show much higher per-
centages for information on recreational activities, community events,
shopping, tourist attractions and museums, which seems to indicate
female dominance in regards to this kind of information. This suggests
that the variable sex influences the kinds of information received by
visitors before their trip, each sex exhibiting more influence or
dominance over the other regarding certain kinds of information received
before the trip.

Kinds of Information Upon Arrival. Males most frequently receive

information on recreational activities (51.4%) and places to eat and/or
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directions (29.7%). Females most frequently receive information on
places to eat (47.5%) and recreational activities/shopping (37.5%).

When comparing categories, a higher percentage of males receive infor-
mation on recreational activities whereas a higher percentage of females
receive information on places to stay and eat, community events,
shopping, museums and local residents. This suggests that the variable
sex also influences the kinds of information received upon arrival.

Most obvious variations are seen in percentages obtained for recreational
activities, places to eat and shopping, suggesting that this variable
most strongly influences these particular kinds of information.

Sources of Information Before Trip. Males most frequently use

the AAA, travelling group and maps (33.3%) as sources before the trip
whereas females most frequently use the travelling group (42.9%). When
comparing categories, the only large variations in percentages occur
with males much more frequently using maps and females more frequently
using the travelling group. All other sources show either small varia-
tions or approximately equal percentages between categories. This
suggests that the variable sex does not seem to influence sources used
by visitors before their trip.

Sources of Information Upon Arrival. Males most frequently

use the place staying (37.8%) and driving/walking by/travelling group
(21.6%) as sources upon arrival, whereas females most frequently use
driving/walking by/place staying (32.5%) and the travelling group
(17.5%). Although percentages vary between categories, the differences
are slight with exception to a substantially larger percentage of
females using the source driving/walking by. This suggests that the
variable sex does not seem to influence sources used by visitors upon

arrival to a recreation location.
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Location
Frequencies for variable categories were calculated using
respondent groups as the unit of analysis.

Kinds of Information Before Trip. Campers most frequently

receive information on directions/places to stay (84.6%), recreational
activities (76.9%) and scenic areas/natural environment (69.2%).
Visitors at resorts most frequently receive information on places to
stay (87.5%), recreational activities (75%) and places to eat (50%).
This suggests that location may influence the kinds of information
visitors use before their trip. When comparing categories, a much
higher percentage of campers receive information on community events,
tourist attractions, scenic areas, museums, directions, local residents
and natural environment; a much higher percentage of resorters receive
information on places to eat. The large variation in percentages
between categories not only confirms that the variable location strongly
influences kinds of information received but also suggests that campers
receive more pre-trip information (showing much higher frequencies than
resorters).

Kinds of Information Upon Arrival. Campers most frequently

receive information on recreational activities (77.8%) and directions
(61%) upon arrival to a recreation location whereas resorters most
frequently receive information on places to eat (64.3%) and shopping
(50%). When comparing categories, a much higher percentage of campers
receive information on places to stay, recreational activities, tourist
attractions, scenic areas, museums, directions and natural environment.
A much higher percentage of resorters receive information on places to
eat and shopping. This data not only suggests that location strongly

influences the kinds of information visitors receive upon arrival, but
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also that a dissimilarity of interests exists between campers and

resorters. The largest discrepancies in percentages between categories

are shown for recreational activities, scenic areas and directions, with

very high percentages of campers receiving this information compared

to very low percentages of resorters. This seems to indicate that

campers are very active in seeking out information on different activi-

ties while resorters are much more passive in this regard. General

observations of the researcher at contact sites confirm that campers

usually leave their sites during the day, while resorters tend to engage

in activities at the resort where they are staying. This data also

suggests preferences by campers for information on natural amenities

of the area they are visiting while resorters prefer information on

dining and shopping. What becomes important here is that tourism organi-

zations need to target information according to the needs and preferences
of the different tourist markets represented by campers and resorters
both before the trip and upon arrival to a recreation location.

Sources of Information Before Trip.

Both campers and resorters
most frequently use the travelling group and friends as sources of pre-

trip information. This would suggest that location does not highly

influence pre-trip sources used by visitors. However, some differences

are elicited when comparisons are made between categories. Although

frequencies do not vary much between sources used by both categories,

there are several sources used only by one category. Travel informa-

tion centers, newspapers and maps are used solely by campers. Before

jumping to conclusions, it should be stated here that the possibility

exists that small sample size has distorted this data. However, if

this data is representative of the larger population, it suggests that

before the trip campers can be targeted more effectively than resorters
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through promotional schemes using formal information sources and mass

media communication.

Sources of Information Upon Arrival. Campers most frequently

use place staying (77.8%), driving/walking by (38.9%) and the travelling

group (33.3%) as sources of information upon arrival to a recreation

location. Resorters most frequently use driving/walking by (57.1%),

place staying (42.9%), and the travelling group (35.7%). When comparing

campers and resorters, a much higher percentage of campers use the place
they are staying, local visitor centers, and gas stations, whereas a

much higher percentage of resorters use driving/walking by, Chamber of

Commerce and radio. Some of these results can be explained by referring

back to the kinds of information these groups use upon arrival to a

recreation location. Campers make higher use of the place staying

because they may perceive this source as very credible in terms of
receiving information on the natural amenities of the area whereas

resorters may not perceive the place they are staying to be as credible

in terms of this information. Furthermore, resorters are most inter-

ested in information on places to eat and shopping which explains why

this group uses driving/walking around much more frequently. (Table

10 indicates that driving/walking around was the most frequently used
source for these two kinds of information.) This data also suggests

that resorters rely more heavily on certain formal information sources

(Chamber of Commerce) and mass media sources. This is in direct con-

tradiction to kinds of sources used before the trip. Therefore, phase

of trip must be accounted for when trying to target tourist markets.
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Age Group

Frequencies for variable categories were calculated using indi-

vidual respondents as the unit of analysis. Over 70 percent of

respondents fall into the second age group category (26-45) while

approximately 30 percent comprise the remaining three categories (both

before trip and upon arrival). Small sample sizes in three categories

most likely distorts resulting frequencies. Therefore, conclusions

cannot be made about the influence of age on information networking of

visitors. But, intuitively speaking, it seems that age would at least

influence the kinds of information received by visitors because of

varying interests in different kinds of activities based primarily on

physiological differences due to aging processes. Therefore, possible

influence of this variable on information networking should be pursued

in more detail with future studies.

Number of Visits
Frequencies for variable categories were calculated using the

individual as the unit of analysis. Of the total numbers of respondents,

20.8 percent are first time visitors, 26 percent are second time

visitors and 53.2 percent are repeat visitors. 1In reality, second time

visitors are also repeat visitors, so combining the two categories

results in approximately 80 percent of all respondents being repeat

visitors. This means that four-fifths of the visitors to the Frankfort

and Tawas areas were already somewhat familiar with the area they were

visiting (having been there at least once before). The implications

of this are discussed below. Also, before discussing results, it should

be pointed out that two subcategories of repeat visitor (8-16 yrs. and

17-38 yrs.) contain sample sizes too small to permit meaningful
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interpretation of data. Therefore, these categories are not discussed

in the following text.

Kind of Information Before Trip. Both first and second time

visitors most frequently receive information on places to stay and
recreational activities. When comparing categories, higher percentages
of first time visitors receive all kinds of information. This suggests
that repeat visitation not only brings increased familiarity about an
area, but also results in decreased use (and possibly need) of different
kinds of information before the trip. 1In fact, the only kinds of infor-
mation not experiencing large decreases in use between first and second
time visitors (less than 107 decrease between categories) are recrea-
tional activities, scenic areas, and directions. This suggests that

not all information is completely learned or absorbed by visitors on
their first trip, and that continued information seeking is pursued to
learn more about the area before the next trip.

Kinds of Information Upon Arrival. First and second time

visitors most frequently receive information on recreational activities
and directions, followed by places to eat. Repeat visitors (''total"
colum) most frequently receive information on recreational activities
followed by places to eat. The percentage of repeat visitors receiving
directional information is almost negligible (2.47%) which suggests that
increasing familiarity with the area decreases the need for this type
of information. The kinds of information most frequently received by
subcategories of repeat visitors are recreational activities for the
first category (3-4 yrs.) and places to eat for the second category
(5-7 yrs.).

When comparing categories (using "total' repeat visitor cate-

gory), the general trend seems to be that repeat visitors much less
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frequently receive different kinds of information and receive fewer
kinds of new information than first and second time visitors. But
there are exceptions to this trend. The second subcategory of repeat
visitor (5-7 yrs.) shows frequencies approximately equal to or higher
than other categories for information on places to eat, recreational
activities and shopping. Also, second time visitors represent the
category most frequently receiving information on recreational activi-
ties, scenic areas, directions, local residents and natural environment.
Expected results would show the first time visitor most frequently
receiving all kinds of information as was the case with information
received before the trip. This discrepancy supports the earlier postu-
lation that continued information seeking occurs with subsequent trips.
However, visitation seems to influence the kinds of information received
upon arrival to a recreation location.

Sources of Information Before Trip. Most frequently used

sources of information by first time visitors are the travelling group
(56.3%) and maps (31.3%) while second time visitors most frequently use
the AAA (40%) and friends (30%). This suggests that visitation influ-
ences the kinds and frequencies of sources used. When comparing the
two categories, first time visitors most frequently use the travelling
group, travel information centers, Chamber of Commerce, magazines,
newspapers and maps. This suggests heavier use of formal information
sources and mass media communications by first time visitors. Thus,
the first time visitor represents the tourist market or segment most
receptive to formalized types of tourism promotion strategies.

Sources of Information Upon Arrival. First and second time

vigitors most frequently use the place they are staying as an informa-

tion source followed by driving/walking by. The repeat visitor ("total"
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column) most frequently uses driving/walking by followed by the travel-
ling group. Sources of information most frequently used by subcategories
of repeat visitors are the Chamber of Commerce for the subcategories

3-4 years and 5-7 years as well as driving/walking around for the sub-
category 5-7 years.

When comparing categories (using 'total' repeat visitor category)
highest percentages of first time visitors use driving/walking by, local
visitor centers and gas stations as information sources; highest
percentages of second time visitors use the place they are staying,
local residents, Chamber of Commerce, restaurants, radio and merchant
shops. No sources are used more frequently by the repeat visitor (total
column). However, the second subcategory of repeat visitors more
frequently uses the travelling group than any other category.

The following interpretation provides a possible explanation
for these results. First of all, the place staying receives most use
by first and second time visitors and less use by repeat visitors.
Obviously, the same source(s) can be used only so often before depleting
its usefulness in providing new information, thereby explaining decreasing
percentages in categories of increasing visitation. Another important
statistic is that lowest use is made of the travelling group as an
information source by first time visitors. The fact that almost all
first time visitors sampled were travelling together in uniform groups
(without individuals who were repeat visitors) possibly explains why
the travelling group is a less desirable information source than other
sources outside the group. Furthermore, the fact that repeat visitors
also tended to travel in uniform groups can be considered an asset in
this situation because it allows the use of other potentially informa-

tive individuals in the group for additional information. A final
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point to be made is that driving/walking around was frequently used as
an information source by all categories because it accomplishes a dual
function: 1) it represents a passive and easily accessible way to find
out new information; and 2) it also functions as a 'recreational
activity" for many individuals.

These findings offer strong support for Cockrell's research
(1981) discussed earlier. He found that as individuals gained expe-
rience as river runners there is a shift in reliance on friends, family
and working companions as important information sources to personal
experience and other experienced individuals. These findings also
apply to those in this study on level of visitation. As visitation to
a recreation location increases, there is a shift from reliance on the
place staying as an important information source to the travelling
group and personal experiences gained by driving or walking around the

area.

Type of Group

Frequencies for variable categories were determined using
respondent groups as the unit of analysis. The same problem of small
sample size occurs with several categories for this variable as were
encountered with variable categories for age. The first two categories
(family with children and family no children) comprise 75% of total
respondent groups while the other three categories combined comprise
the remaining 25%. Therefore, no substantive conclusions can be made
about the influence of this variable on information networking. How-
ever, Tables 12-15 indicate large variations in percentages between
categories for kinds and sources of information used before the trip

and upon arrival. This suggests possible influence of group type on
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information networking and may be worth analyzing in more detail in

future studies.

Role in Group

Frequencies for variable categories were determined using
individual respondents as the unit of analysis. Non-response cases

are not included in these calculations so that meaningful data is

For the variable category of individual role, over 807% of

obtained.
all respondents are represented in the mother/wife or father /husband

subcategories for upon arrival data and over 707 in these subcategories

for before trip data. Small sample sizes were obtained for the "son'",
"daughter" and "friend" subcategories. There are a few possibilities
as to why such large percentages are obtained in the first few sub-

First, most groups sampled were families (with or without

categories.
children), which explains low sample size for the '"friend" category.

Secondly, the lower age limit of 16 years for respondent inclusion was

too high to permit inclusion of almost all children in these groups;,

thereby resulting in low sample sizes for "son'" and "daughter'" sub-

The distribution of respondents in these subcategories

categories.
cannot be considered representative of the larger population due to
Therefore,

limitations imposed by small sample size of this study.
small sample sizes in several subcategories prohibit conclusions from
being made about the influence of the individual's role on information

However, the possible influence of mother/wife, father/

networking.
husband and friend categories are explored in the attempt to determine

if individual role should be examined in more detail.
In the "most influential" (perceived) category, 447% of respond-

ent groups rated male most influential, 197 rated females and 37%
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rated joint influence for before trip data (Tables 12 and 13). In upon
arrival data (Tables 14 and 15), 48% of respondent groups rated males
as most influential, 19% rated females and 337 rated joint influence.
Males represent the largest percentage of respondents who are perceived
as being most influential by the group. When coding the questionnaires,
the researcher noticed that the majority of husbands rated themselves
higher :tham their wives, whereas the majority of wives rated themselves
equal to or slightly lower than their husbands. This suggests that
individuals may not be very reliable judges of themselves in terms of
perceived influence and that self-ratings do not provide adequate
measure of actual influence. This suggestion is supported in a study
done on urban park familiarity (Spotts and Stynes, 1982b) in which
similar conclusions are reached regarding self-ratings about park

awareness.

Kinds of Information Before Trip. Respondents with the role

of mother/wife most frequently received information on places to stay
(64%), recreational activities (54.1%) and directions (50%). Respondents
with the role of father/husband most frequently received information on
places to stay (907%) and directions (507%). Respondents with the role

of friend most frequently received information on recreational activities
(85.7%) and places to stay (71.47%). When comparing categories, the
highest percentage of fathers/husbands received information on places

to stay; the highest percentage of mothers/wives received information

on tourist attractions; and the highest percentage of friends receive
information on community events, shopping, places to eat, recreational
activities and museums. This data suggests that the individual's role
influences the kinds of information she/he receives before the trip.

Most influential males most frequently received information
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on places to stay (85.7%), recreational activities (71.4%) and scenic

areas (57.1%7). Most influential females received information only on
places to stay and recreational activities (66.7%) and community events
and scenic areas (33.3%). Respondents with shared influence (joint)

most frequently received information on directions and places to stay

This suggests that respondents who are rated most influential

(66.7%) .
are dominant in regards to receiving certain kinds of information.

This data also suggests differences in the kinds of information re-
ceived by most influential individuals due to their sex or shared

influence.
Kinds of Information Upon Arrival. Respondents with the role

of mother/wife and father/husband most frequently received information

on first recreational activities and second, places to eat upon arrival.
When

This order is reversed for individuals with the role of friend.

comparing categories, a higher percentage of mothers/wives receive

information on places to stay and community events; higher percentages

of fathers/husbands receive information on tourist attractions and

natural environment; and a higher percentage of friends receive infor-
However, only large

mation on places to eat, shopping, and directions.

dif ferences in percentages between categories result with information
on places to stay, places to eat, and shopping. This suggests the

individual's role does not strongly influence the kinds of information

received upon arrival to a recreation location.
Most influential males most frequently receive information on

recreational activities (76.9%), females on places to eat (60%) and
individuals with shared influence on places to eat and shopping (66.7%).

When comparing subcategories, a higher percentage of males receive

information on recreational activities, places to stay and museums
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while the joint subcategory shows highest percentages for the remaining
Because this category is represented by more

kinds of information.
than one individual per group, higher percentages result for many kinds

This data suggests that the variable category most

of information.
influential exerts some degree of influence on the kinds of information

received upon arrival.

Sources of Information Before Trip. Respondents with the role

of mother/wife most frequently use the travelling group and friends
(28.6%) as information sources before their trip. Respondents with

the role father/husband most frequently use the AAA (50%); and friends

most frequently use the travelling group (71.4%).

When comparing categories, a higher percentage of mothers/wives
use TIC's, family, magazines and "other" category; a higher percentage

of fathers/husbands use the place staying and maps; and a higher per-

centage of friends are using the AAA, travelling group, Chamber of

Commerce, and newspapers. This suggests that the individual's role

in the group influences the sources used before the trip.

Most influential males most frequently use friends and maps
(42.9%Z) ; females show no preference between AAA, friends and family;

and groups with shared influence most frequently used the travelling

When comparing subcategories a higher percentage of

group (66.7%).
males use friends, maps, and "other'" category; a higher percentage of

females use family; and a higher percentage of respondents sharing

influence in groups use the travelling group, TIC's, Chamber of Commerce,

place staying, magazines and newspapers. This suggests that in groups

where influence is shared, a larger number of sources are used more
frequently than in groups where either males or females are most

influential. However, variations in percentages between categories
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are substantially large only for the sources travelling group and maps,
which suggests that the variable category most influential only slightly
influences the sources of information used before the trip.

Sources of Information Upon Arrival. Individuals in all three

role groups most frequently use the place staying as an information
source upon arrival. Also, frequencies differ only slightly between
categories. This data suggests that the individual's role in the group
does not influence the sources of information used upon arrival.

All three subcategories of most influential most frequently
use the place staying and driving/walking by as an information source.
The joint subcategory shows highest percentages for the different
sources used, and some variations between percentages exist between
the male and female subcategories. However, all these percentages are
generally low (except for place staying), which suggests that the
variable category most influential only slightly influences the sources

of information used upon arrival.

Summary of Variable Influence on Information Networking

Table 16 summarizes the results for all variables used to
examine information networking.

In general, Table 16 shows that the variables examined more
strongly influence the kinds of information visitors receive (before
the trip and upon arrival to a recreation location) than sources of
information used. Furthermore, the variables location and number of

visits are the most influential in regards to information networking.
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Table 16

Summary of Variable Influence on Information Networking,

Before Trip and Upon Arrival

BEFORE TRIP UPON ARRIVAL
KINDS OF SOURCES OF KINDS OF SOURCES OF
VARIABLE INFORMATION INFORMATION |INFORMATION |[INFORMATION
Not Not
Sex Influential Influential {Influential |[Influential
Somewhat
Location Influential Influential |Influential |Influential
Age Group Inconclusive| Inconclusive|Inconclusive|Inconclusive
Number of
Visits Influential Influential |Influential |Influential
Type of Group Inconclusive| Inconclusive|Inconclusive|Inconclusive
Role in Group
Individual's Somewhat Not
role Influential Influential [Influential |Influential
Somewhat Somewhat
Most Influential| Influential Influential |Influential |Influential




CONCLUSIONS AND SUGGESTIONS

Conclusions and Implications

Results of this study indicate that informal communication
channels are the primary means people use to receive information about
recreation opportunities, and that formal communication channels play a
minor role in accessing information. The travelling group, place where
visitors are staying, driving/walking around, family and friends repre-
sent the most important sources for a variety of informational needs.
The AAA is the only formal organization used frequently by individuals
for recreation information, and use of this source is primarily to
obtain maps and travel guides before taking a trip.

These results imply that the majority of visitors to Michigan
Shoreline areas do not actively seek out information from formalized
sources such as Chambers of Commerce, visitor centers, Travel Information
Centers, etc. Instead, many individuals play a more passive role in
that they make use of sources most accessible to them or else do not
seek information at all and let others in their travelling group
provide them with necessary information.

Results also indicate that kinds and sources of information
used by visitors are strongly influenced by phase of trip, number of
visits and location where the visitor is staying. The findings that
source use varies according to phase of trip is supported by Hodgson's
research (1979). Furthermore, this study found that source use changes

with increased visitation. As visitors become more familiar with an

87
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area through repeated visits, they rely more heavily on other potentially
informative members of their travelling groups and their own discoveries
as information sources. This coincides with Cockrell's findings (1981)
that as wild river recreationists gain experience as river runners,
information source use shifts to personal experience. Also important
is that repeat visitors less frequently receive new information than
first or second time visitors, which suggests that communication links
of visitors are primarily homophilous. According to Rogers and Kincaid
(1981) the exchange of ideas most frequently occurs between trans-
ceivers who are homophilous because more effective communication occurs.
However, Lauman (1973) found that for new ideas to diffuse, communica-
tion links must be heterophilous. Hence, less information use by repeat
visitors in this study may be explained by homophilous communication
links rather than heterophilous ones.

It was hoped that this research would provide insights as to
how to more effectively promote and manage tourism in Michigan. The
results of this study indicate that this is no easy task. The problem
becomes one of tying formal information systems into informal systems
in order to access the kinds of information potential visitors need or
want to know.

There are several possibilities as to how to accomplish this.
In order to promote tourism, people must first be made aware that a
place exists and then targeted to visit that place. This study suggests
that an individual's awareness of a place comes mostly from informal
sources such as family, friends and the group travelled with on a vaca-
tion trip. If people are not actively seeking out information about
possible places to visit from formal sources, then how can these sources

be used tocreate awareness of recreation opportunity? A possible
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answer to this is that formal organizations involved with tourism must
actively seek out tourist/recreationist markets and provide them with
information rather than the traditional role of providing information
only to those that seek it out. Much of mass media communications are
ineffective in terms of accessing the kinds of information people want
or in providing information perceived as "credible" or "useful" by
potential users. However, formal tourist-related organizations need
to make use of mass media in order to create initial awareness in
individuals as to their functions and information-providing capabilities.
Hopefully, creating an awareness about these sources will provide the
impetus for more use of them.

A second possibility lies in tapping ''weak ties'" or hetero-
philous links in communication networks. An individual's family, friends
and travelling group comprise interlocking personal networks, which are
networks where an individual interacts with a set of dyadic partners who
interact with each other (Rogers and Kincaid, 1981). Rogers and Kincaid
(1981) suggest that ingrown communication patterns in interlocking per-
sonal communication networks discourage the exchange of new information
with the environment beyond the personal network and that interlocking
networks facilitate '"the pooling of ignorance" among individual members.
This study has provided evidence that strongly supports the case that
visitors receive information through homophilous links. The literature
suggests that information is communicated to more individuals through
heterophilous links, not homophilous links of family, friends and the
travelling group, and that heterophilous links are more powerful than
homophilous links in transmitting new and different kinds of information.
Heterophilous links are represented by sources individuals use such as

the Chamber of Commerce, AAA, merchant shops in communities where



90

visitors are vacationing, employees at the visitors lodging place, any
religious social or recreational groups to which an individual belongs.
So, in order to tap into informal communication networks dealing with
recreation opportunities, organizations concerned with promoting tourism
must access information to an individual's weak ties or heterophilous
links. One way to accomplish this would be for tourism agencies to
access information to a variety of formal organizations to which indivi-
duals belong, such as service clubs, religious groups, and outdoor
oriented associations and clubs. Another way would be to provide
recreation information to outdoor recreation or sports magazines, whose
readers would potentially use this information. The important concept
here is that tourism agencies should target weak links of communication
networks with recreation information as a possible method of promoting
more tourism.

A third possibility lies in isolating specific tourist markets
at which to target appropriate promotional strategies. Although this
research has identified several variables which influence the kinds and
sources of information used by visitors, it is important to realize
that the application of these variables towards determining promotional
strategies for specific tourist segments can only be tentatively estab-
lished here because of the highly exploratory conditions of this study.
Since the variable phase of trip was seen to strongly influence the
kinds and sources of information used by visitors, tourism organiza-
tions should keep this in mind when planning promotional strategies.
Correct timing in distributing different kinds of information through
appropriate communication channels is the key to providing the kinds
of information people need or want to know at various phases of their

vacation trip.
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This study indicates that information on places to stay,
recreational activities, scenic areas and directions is most important
before taking a vacation trip. Furthermore, this type of information
should be made available at AAA's, Travel Information Centers and in
maps (for directional information) in order to facilitate maximum use.
Upon arrival to a recreation location information on recreational activi-
ties, places to eat, directions and shopping becomes most important to
visitors. This information is most frequently obtained from the place
where the visitor is staying and By driving or walking around. So, it
makes sense to focus on providing lodging facilities with this kind of
information.

Although results of this study indicate the importance of maps
as directional sources of information for before trip and upon arrival
stages of travel, maps are not easily accessible. In many areas gas
stations charge money for maps. On top of this, maps that are available
in the State are of general poor quality in regards to giving detailed
information on recreation opportunities. Michigan maps issued by AAA
and Chambers of Commerce do not usually indicate publicly owned
recreation lands such as national forests, State forests or Sleeping
Bear Dunes. Providing better quality maps in places such as Chambers,
AAA and gas stations is necessary in order to access a much used source
of information to more people who need it.

The variables location and number of visits would likely prove
most productive in identifying tourist markets at which to target
tourism promotion efforts. This study indicates that campers are more
xeceptive to mass media promotional schemes before taking a vacation
trip than resorters. Therefore, efforts should be made to access

campers with information on recreational activities, places to stay
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and directions through Travel Information Centers, newspapers and maps.
Upon arrival to a recreation location it is recommended that campers

be supplied with information on recreational activities, directions and
natural amenities of the area through the campground where they are
staying, local visitor centers and gas stations. On the other hand,
targeting resorters requires slightly different tactics. This group

is most receptive to information on shopping, places to eat and recrea-
tional activities which should be accessed through Chambers of Commerce,
radio, and the resort where they are staying.

The variable number of visits identifies other tourist markets
for which varying promotional schemes are appropriate. Data in this
study suggests that the first time visitor would be most receptive to
mass media types of promotion before the trip. This is because a
higher percentage of first time visitors use mass media sources than
second time visitors before taking a trip and would be more receptive
to information placed in Travel Information Centers, Chambers of Commerce,
magazines, newspapers and maps. Second time visitors would be more recep-
tive to using the AAA for information on places to stay, recreational
activities and directions. Upon arrival to recreation locations, first
and second time visitors are most interested in information on recrea-
tional activities, directions, and places to eat, which should be
provided at the place they are staying. The repeat visitor not only
receivés less information but relies most heavily on informal sources
of driving or walking around and the travelling group. The study done
by Calantone and others (1980) found that frequent visitors show little
dnterest in radio and magazines. Therefore, it is not recommended that
this group be targeted through formal communication channels.

Aside from the use of formal information sources, several
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possibilities exist for using informal communication channels to effec-
tively promote tourism. These possibilities are found within the local
communities that provide or service recreation opportunities for visitors.
Most important is how visitors are treated once they arrive in the
community. The adage "a good customer is a satisfied customer" also
applies to the visitor to a recreation location. A satisfied visitor
probably does more to promote an area as a good place to visit than
mass media efforts because of the potential to pass on information to

a large number of people through informal communication networks. The
visitor, then, becomes the vehicle by which an area is promoted for
tourism. Therefore, it becomes very important that the communities
servicing or providing recreation opportunities treat visitors as well
as possible so that they take back to friends and family a positive
image of the area visited.

There are also ways in which these communities can better pro-
vide for the informational needs of their visitors. Since the place
where visitors are staying represents the most frequently used source
of information, it makes sense to focus efforts here. Employees and
owners of lodging facilities (such as resorts, motels, campgrounds,
etc.) need to be highly informed about the variety of opportunities
available to visitors so that these establishments can provide the kinds
of information visitors need or want to know. Many employees presently
working in lodging industries are seasonal labor and not well informed
about the area. A worthwhile endeavor, then, would be for tourist-
related enterprises to organize educational workshops and training
sessions for their employees in order to make them more knowledgeable
sources of information to visitors.

Another result of this study giving insight as to how
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communication can better access information to visitors is that driving
or walking around is a frequently used information source by visitors.
This means that placement and information content of road signs is very
important in creating awareness and use of certain recreation opportuni-
ties. Most needed are directional and informative signs on recreational
facilities or opportunities such as campgrounds, public beach, scenic

views, etc.

Limitations and Research Directions

There are several limitations present in the data utilized in
this study. The first is that small sample size did not allow for
conclusive evidence of the influence of several variables on information
networking. This problem is not so crucial when considering that this
research was a pilot study meant to determine important issues and
methodologies for examination in future studies.

The second limitation is contained within the methodology of the
study. Problems were encountered with treating repeat visitors dif-
ferently than first or second timers. Different questionnaires were
administered to repeat visitors to avoid high non-response that could
have resulted had they been given the same questionnaire as first and
second timers. The realization came too late that non-responses would
have been an indication that less new information 1is received as a
result of increased visitation. Administering different questionnaires
to this group also did not allow for comparisons between other respond-
ents regarding kinds and sources of information before the trip.
Therefore, results are incomplete for before trip data because repeat
visitors are excluded. The fact that before trip data and upon arrival

data are based on different sample sizes could have caused resulting
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frequencies to be distorted.

An objective of this study has been to determine which format
in questionnaire administration is best suited to studying this subject
matter. There is no doubt that personal interviews represent the best
format. In the self-administered format, respondents experienced a
fair amount of difficulty in filling out matrices, whereas with personal
interviews this problem was not only eliminated, but less time was
necessary to complete questionnaires. Use of the personal interview
format would also enable lowering the age limit for respondent inclu-
sion. As was stated earlier, the lower age limit for respondent
inclusion (set at 16 years old) was too high to permit gathering data
on the majority of children in respondent groups. This problem can be
eliminated with the personal interview format. In future studies it
is therefore highly recommended that sole use be made of the personal
interview format for this subject matter to facilitate more accurate
response and examination of the role of children in travelling groups
as information sources.

Also suggested for future studies is that more work should be
done with the variables chosen to examine influence on networking.
Larger sample sizes are needed to obtain usable data on variables role
in group, type of group, and age group. Since the variable location
suggested a large degree of influence on networking, it might be
advisable for future studies to expand on the different kinds of
locations used. For example, this variable could include cottages,
motels, inns, private campgrounds, etc. in addition to public camp-
grounds and resorts used in this study.

As well as expanding examination of certain variables in this

study, it is recommended that some additional variables be studied.
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The variables seasonality and length of visit might prove influential
in determining information networking. To examine the effects of
seasonality on information networking the use of a more longitudinal
research design is suggested, in which sampling would be performed at
various intervals (i.e. once each season) throughout a one year period.
To examine the effects of length of visit, it is necessary to sample
groups at recreation locations that comprise a combination of day
visits, overnight visits, and visits of longer duration.

Finally, analysis procedures in this study were very simplistic
in that only descriptive data was generated to examine communication
networks. The use of frequencies does not establish statistical signi-
ficance nor distinguish relationships between variables. Suggestions
for future studies are to use computerized programs to analyze this
data, with special efforts to isolate the influence of variables on
information networking as well as to determine any correlations that

may exist between variables.
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APPENDIX A
Letter of Permission

July 29, 1982

Pete Peterson
Superintendant
Sleeping Bear Dunes
National Lakeshore
400 Main Street
Frankfort, MI 49635

Dear Mr. Peterson:

This letter is a written request for permission to conduct informal
interviews at the Platte River Campground in Sleeping Bear Dunes
National Lakeshore during the months of July, August, and possibly
September of 1982. These interviews are part of a Sea Grant research
project for the Department of Park and Recreation Resources at Michigan
State University.

The interviews will be very informal in nature. The participation by
campers in the interviewing process will be entirely voluntary. Only
those individuals willing to participate will be approached. Further-
more, the sampling procedure is neither systematic nor random, which
means that there will be no pressure to interview select campers over
others. The total number of samples taken will be small. An estimated
fifty interviews will be conducted over a four or five day period in
these months.

You should also be made aware of the fact that these interviews are
exploratory. The first year of this Sea Grant Project is devoted to
gathering information for the design of a formal research instrument
for the following year of the project (starting January, 1983). Next
year this formal research instrument will be distributed state-wide
and in surrounding states. If researchers working on this project
should need to conduct surveys next year in Sleeping Bear Dunes, they
will work through the proper channels to obtain permission.

I hope the present arrangement is satisfactory and that no problems
arise. Thank you very much.

Sincerely,
Cathy Eckstein
Research Assistant

CE:mjt
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FILTER OUESTIONS

l. Are you a visitor to this area? Yes No

STOP INTERVIEW

2. Is this your first visit to this area?

Yes No — > Have you made more than one
| other visit to this area?
Use SELF-ADMINISTERED N 2 Yes(3 or
QUESTIONNAIRE FOR l ﬂéisic% — 168 moie
RECENT VISITORS (OPTION A) oo SELF—ADMINIC | visits)

or | STERED QUESTION-

Use PERSONAL INTERVIEW 5?;??0;2?0???53TB INTERVIEW FOR
FOR RECENT VISITORS ) REPEAT VISITORS
(OPTION AA) or (OPTION C)

Use PERSONAL IN-
TERVIEW FOR RECENT
VISITORS(OPTION BB)

Use PERSONAL

Note: Interview or give questionnaires to all members of travelling group
16 years and older.

3. What is the main purpose of your trip? (Check one)

business
______—-—-i:::::::::::gg STOP INTERVIEW
accompanying someone

on business
visiting relatives and/or friends

outdoor recreation(specify)

other(specify)

4, 1Is this area a main destination of your trip or is it a stopover?
(Check one)

main destination
stopover
5. Are you staying overnight in the area?

Yes No

If yes, what type of lodging? (Check one)

hotel/motel/inn (circle) friends/relatives (circle)
resort/cottage/cabin (circle) other (specify)

public/private campground
(circle)
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PERSONAL INTERVIEW FOR RECENT VISITORS (OPTION AA)

1. Before your trip, what information did you get about this area?
PROBE if necessary to get started.
2. Where did you get this information from?

2a. From a person? Who?
2b. From literature? What kind?

3. PROBE - Did you get any additional information before taking this trip?

Interviewer fills in Chart 1 according to responses. Procedure: ask for one
type of information and then it's source(s) before going on to next type of
information.
4., When you arrived in this area, what information did you get?

PROBE if necessary.
5. Where did you get this information from?

S5a. From a person? Who?
5b. From literature? What kind?

6. PROBE - Did you get any additional information after vou arrived?

Interviewer fills in Chart 2 according to responses. Procedure: same as for
Chart 1.
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PERSONAL INTERVIEW FOR RECENT VISITORS (OPTION BB)

1. Before this trip, what information did you get about this area?
PROBE if necessarv to get started.
2. Where did you get this information from?

2a. From people? Who?
2b. From literature? What kind?

Interviewer fills in Chart 1 according to responses. Procedure: ask for one
type of information and then it's source(s) before going on to next type of
information.

3. On this trip, where did you get information when you arrived in this area?
PROBE if necessary to get started.
4. Where did you get this information from?

4a, From people? Who?
4b. From literature? What kind?

Interviewer fills out Chart 2 according to responses. Procedure: same as for
Chart 1.



ey

v
bt LU

WIMIOIJAUS (1140 ve

ojvay
1oqll O) vaiv aq) ey

Auid v 02 swu)rangg

L)

vale Jjuase

!..... 1330 1020

1399 0) sty

re—————

101

Bujdduye -
0D L) Jurensnd

L RTEYRELINT NS RFTZYEYYY

10p o) s¥ujyy

B &) G &S l'Ha e ;Elim. oW [Kiiee) {weX” T aim
Gl 2> 10me00 03u2) voyy fluewmy seqro 35) | goun wia 4123 vo aeyioue T Rt oai
30 20qmeny) -ewiojuj (eansy QIR Sugisani) [sroquan [Sujod ssuo wey) odja wo 3} oipesy A'L -snay -uloy -
1m0 w o3w nok dnoxg | Ajieey | 20qi0)epus)iy | pooupiiwd] punol iy IS ~
22008 HOLIVIBIOINT 40 S34AL

v

u_a q/epind |0

K2ojaeaip w, ufeavay -..!...._..a:v
edudan -
.-
1 yducd 20 dampory -

SANNIVYALLT Woud -

RN T @—

AdN

¢ ouud




102

1
ELURTH

|

WEWMINIJAUS [EINIBY

1

sfcao]

10411 o) ®a1v 2 Iwyy
e e———

82v1d v 03 suoji.ea)g
e ——

ssaje Jjuade

ULIIIVIIIT 20)200)

1330 0) sBujpy)

—

Sujpddoye

81ueAd LIjunueod

e

!

€2]131A133F [TUOjIeAIdaL

10p 03 sWuy)

Ivs o) sadeyy

B <

8430

Bl &=

wdoys 3l0dg

o]

SuojaIedg sen

-

susineieny

=
sujdeas ase
nok ®dwyy

STIT TSR]

= 8
323u9) #310we0)
1031074 92307

Jo 2eqmeey)

de3s 03 sadeyy

oypey

sausp) ey
1307

8311904
[LELY)

ouoy

$30uN08

NOIIVMWOIND 3O S3dAL

1 eved

19 quuyfopInd AR ) - )

A1uaa0ajp w, 49128611 20 enondagel - Q1

2odudenou - N
dvw - ¥
Japidwed 20 sunyioay - g

SAMIAVYEALT) bodd -

10ds)A Aapoue - A
eko|dwy - 3

213044 HOUY -

E
=

Add

€ ouvud




103

QUESTIONNAIRE FOR RECENT VISITORS (OPTION A)

How did you first learn about this area?

Go to page 2 for this question.

Please 1list all the people in your group by their first name, including yourself.
Then rate each of them in terms of their influence on the decision of the group
to come to this area. (Circle the correct number for each person you list).

Didn't Influenced Influenced Influenced Entirely
Influence very little somewhat very much theirx
at all Decision
Yourself: 1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5

Go to page 3 for this question.

Do people ever ask you for informationm about recreation opportunities?

Yes No

Do you enjoy talking to others about your trips? Check the one that applies to you.

Yes, I look for opportunities to tell people about my trips.

Yes, occasionally when somebody asks.
I will talk about the trip but only reluctantly.
I try to avoid talking about my trips.

What is your age?

What is your sex?
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QUESTIONNAIRE FOR RECENT VISITORS (OPTION 3)

How did you first learm about this area?

Go to page 2 for this question.

Please list all the people in your group by their first name, including yourself.
Then rate each of them in terms of their influence on the decision of the group
to come to this area. (Circle the correct number for each person you list).

Didn't Influenced Influenced Influenced Entirely
Influence very little somewhat very much their
at all Decision
Yourself: 1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 5
1 2 3 4 S
1 2 3 4 5
1 2 3 4 5

Go to page 3 for this question.

Do people ever ask you for information about recreation opportunities?

Yes No

Do you enjoy talking to others about your trips? Check the one that applies to you.

Yes, I look for opportunities to tell people about my trips.
Yes, occasionally when somebody asks.
I will talk about the trip but only reluctantly.

What is your age?

What is your sex?

I try to avoid talking about my trips.
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PERSONAL INTERVIEW FOR REPEAT VISITORS (OPTION C)

How did you iirst learn about the (Frankiort) area?

Tawas)

How long have you been coming to the (Frankfort) area?

(Tawas)

How familiar do vou rfeel you are with this area? (Circle one)

extremely very somewhat not very not at all
familiar familiar familiar tamiliar familiar

In general, are you the type of person that looks for new things to do or
places to go, or do you like to do the same things and go back to the same
places?

like to do same things, go back to same places

like to do different things, go to different places

other(specify)

When you arrived in the area on this trip, have you been tfinding out about
new things to do or places to go that vou didn't already know about?
Yes No (Go to question 7)

5a. like what?

5b. PROBE. Did/Will vou (go there) (visit this place) (do........ )

Opportunity(from 5a): Yes RYe]

On this visit to the area, what were the sources of information you used to
find out about these new things to do or places to go? (Refer to opportuni-
ties in question 5 for this question.)

a. source:

information:

b. source:

information:

C. source:

information:
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On vour first few visits to the area, what were the three most important sources
of information you used to tind out about things to do or places to go?

a. source:

information:

b. source:

information:

Ce. source:

information:
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RESPONDENT CHARACTERISTICS

Please list all the people in vour group by their first name, including vourself.
Then rate each of them in terms of their influence on the decision of the group
(Circle the correct number for each person you list).

to come to this area.

Yourself:

Didn't
Influence
at all

1

1

Influenced
very little

1o 1~

[}

"~

Influenced Influenced Entirely

somewhat very much their
Decision
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5
3 4 5

Do people ever ask you for information about recreation opportunities?

Yes No

Do you enjoy talking to others about your trips?

Check the one that applies to you.

Yes, I look for opportunities to tell people about my trips.

Yes, occasionally when somebody asks.

I will talk about the trip but only reluctantly.

I try to avoid talking about my trips.

What is your age?

What is your sex?
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APPENDIX C

Supplementary Tables

Table Cl1

Where First Learned, Tawas Area

(N=37)

Total

SOURCES 7% Respondents
Travelling Group 37.8
Friends 13.5
Family 10.8
Trips taken as child 8.1
Passed through on previous trip 5.4
Organized Group 5.4
AAA Campguide 5.4
Vacation guide 5.4
Map 2.7
EMTA 2.7
Co-worker 2.7
100.0




113

Table C2

Where First Learned, Frankfort Area (N=40)

SOURCES % Respondents
Friends 35.0
Travelling group 30.0
Family 10.0
Trips taken as child 7.5
Passed through on previous trip 7.5
WMTA 5.0
Map 2.5
Co-worker 2.5
Total 100.0
Table C3

Kinds of Information Received Before Trip, Tawas Area (N=12)

Kinds of % of Respondent
Information Groups
Places to stay 91.7
Recreational activities 75.0
Scenic areas 50.0
Natural environment 50.0
Community Events 41.6
Directions to a place 41.6
Tourist atrractions 41.6
Places to eat 33.3
Local residents 16.7
Shopping 16.7
Museums 8.3
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Table C4

Kinds of Information Received Before Trip, Frankford Area (N=9)

Kinds of % of Respondent
Information Groups
Places to stay 77.7
Recreational Activities 77.7
Directions to a place 77.7
Scenic Areas 66.6
Natural environment 55.6
Places to eat 44 .4
Tourist attractions 44 .4
Community events 44.5
Shopping 33.3
Local residents 22.2
Museums 22.2
Table C5

Kinds of Information Received Upon Arrival,
Tawas Area (N=15)

[

kinds of 7 Respondent
Information Groups
Places to eat 66.7
Recreational activities 53.3
Shopping 46.7
Directions to a place 46.7
Scenic Areas 26.7
Natural environment 26.7
Tourist attractions 20.0
Places to stay 13.3
Community events 13.3
Local residents 6.7
Museums 6.7
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Table C6

Kinds of Information Received Upon Arrival,
Frankfort Area (N=17)

Kinds of % Respondent
Information Groups
Recreational activities 64.7
Community events 47.1
Directions to a place 47.1
Places to eat 41.2
Shopping 35.3
Tourist Attractions 35.3
Scenic areas 35.3
Places to stay 23.5
Natural environment 23.5
Museums 17.6
Local residents 5.9
Table C7

Sources of Information Before Trip, Tawas Area (N=12)

~ % Respondent

Sources Groups
ravelling Group 50.0

Friends 41.7
AAA 33.3
Magazines 25.0
Chamber of Commerce 16.7
Travel Information Center 16.7
Map T T T T T T T T T T 8.3
Radio 8.3
T.V. 8.3
Flyer 8.3
Bookstore 8.3
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Table C8

Sources of Information Before Trip, Frankfort Area (N=9)

% Respondent

Sources Groups
Travelling group 66.7
Friends 44 .4
Map 44 .4
AAA 33.3
Newspaper 22.2
Family 11.1
Travel Information Center 11.1
State Police 11.1
Vacation travel show 11.1
Place staying 11.1

T

able C9

Sources of Information Upon Arrival, Tawas Area (N=15)

% Respondent

Sources Groups
Place staying 66.7
Drove/walked by 66.7
Travelling Group 26.7
Chamber of Commerce 13.3
Local residents 13.3

Local police
Gas stations
Radio

T.V.
Newspaper

Local visitor center
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Table C1l0

Sources of Information Upon Arrival, Frankfort Area (N=17)

% Respondent

Sources Groups

Place Staying 64.7
Travelling group 41.2
Drove/walked by 29.4
Chamber of Commerce 17.6
Gas Stations 17.6
Local Visitor Center 17.6
Local Merchant Shops 11.8
Restaurants 11.8
Radio 11.8
Local residents 5.9
Newspapers 5.9




118

*A*L/OTPEY
0°0T /011/dag-aeal/aaqueyd |0 0T sauTzedew/SpuaT iy JUSWUOITAUS TBANIEBN
\AAS
€ ee saurzesew S3uepTsal [EBo07]
/011/spuetad
L°9T ATTwei/Ioqueyd [€°€€ yvv SuoTIV3ITQ
OIL
0° 00T VvV sunasny
(AT A% ATTwey/1aquey)d (0°SC dnoiy -aeil sea1e JTU3DS
OIL/VVV
00z Iaqueyd/ - din Aeil (0°0% YV SUOT3IOBIIIL ISTANOT
oIl
0°0Z 0°00T dnoxn ‘ae1] Burddoys
0°0Z spustai [0°0% dnoxy a1l sjuaa® K3Tunumo)
011
L 910383009 #°GT Spuatid |1°€¢ dnoi9 ABI] | SOTITATIOV [BUOTIEBDI09Y
/saurzedeu/ATTue] 9T VYV
00T I2queyd |00z OIL/VVV |0°0% ~dnoxy eIl 3e9 03 seadeld
TTT Iaqueyd |/ 9T spuaTad [z°zz dnoiy *ae1] Aels 031 sadeTd
JIL yvv
% e % cit % T# NOILVWYOINT
SAONN0S QAINVE 40 me:u

o1y seme] ‘dfil 210J9¢ UOTIBWIOJUI JO SPUTY

T10

103 ‘(g-T) poduey ‘sedinog pas) ATIusnbaig ISOR

3Tqel



119

L°9T VYV | €°€€ spuatag | 0°0S dno19 Bur[[2ABI] [3USWUOITAUD
TeanieN

0°0S dnoay BuTT[2ABIL/VVV | S3IUapTSaa
1e207
T°1T OIL/SPUSTAd | £'L¢ | Gnoan BUFITPABAL | %' Y “dey | suor3oeara

Burdels @oeyd/edrT0d 23e3§

0°0S dnoay BuT[[2ABIL/VVYV sunasny
L°9T DIL/SPuUstad | £°99 dno19 BUT[[ABI] | SEaly OTU2DS

19T OIL/SPUSTid | £ €€ Iodedsmou/-di19 *ABI] [SUOTIOBIITY
3STaInOL
€ et IodedsmoN | £°99 dnoay SurlreAeiy Burddoys

0°6¢ Iadedsmou/DIL S3uoAD
/spu@taj/dnoiy 3uraAeI] A3 Tunumo)

[moys *Ae13 uOTIEOERA

111 |/01l/aededsmau/vvv | 2°2Z spuataj/dnoay 3ur[oABL] | SOTFITATIOY
Bur4e3s aoerd TRUOTIBDID09Y

0°0C 1adedsmau/yvyv | 0°0% dnoan Sur[loAeil EEE)
3urfe3ls a20e[d 03 s20B[d

€8 ArTwey | oSz VvV | €°€€ dnoxy SurlreAell Keas
Burde3s ade[d 03 SadeTd
% (33 % [43 % T# NOILVWIOANT
40 SANIX

SH0¥N0S ADMINVY

B91y 3I103jueig ‘dFal 91039¢ UOTIBWIOJUI JO SPUTY I0J (g-[) pauey sadinog pasq ArIusnbaig ISOR

CT0 °19el




120

193Ud) 'S'A [B20T
G*ZT|/oTpea/90TT0d TE20T |0°6T S3UapPTSaL T8I0 JUBWUOITAUD TBANIBN
£q paTem/ar01Q Burde3s 20eTd
0°0S 9or10d BO0T S3UapIsal [B00]
/ I2quey)
T°11 °or[od [eo0T/Iaqueyd |z z¢ S3UapTSol [B00T |9°GG Butkeas aoe(d SUOTI091T(Q
0°00T Kq payTem/anr0iq Sunasny|
0°62 Kq payTem/ano1q |0°GL Butke3is aoeld SE9IB OTUDDS
0°5¢ s3uapTsal | 005 Burke3s aoeTd SUOTIDOBIIIY ISTINO]
Ted0T/AQiTEM 2A01Q
Jueanelsoy
€8 /s3uapTsa1 Ted0T (£°9T 3urfeas 20814 |[0°0S £q payTes/an01Q 8urddoys
uorieds sen/ din-aei]
0°0S BurAe3s aoeTd sjusA® L3Tunumo)
aadedsmay|
I93U8) 103TSTA
1L 1e007T/19quey) (g°0f dnoxn BuroABIL |G°8E BurAe3ls 20BTd| SOTITATIOY [BUOTIEBDIDDY
/A" 1/AQi1Es/ 30010
Jueinelsay
i) /@91710d TB20T (8°0€ Burke3is adeld [Z°'9% £q payTem/a2r01(| Jea 03 sade[d
dnoay *aeal
€ €t I93U20 103ITSTA Le3g
[eoo1/8urdeis aoeld 03 sad®B[d.
£q pavTem/2n01(
% e % (43 %4 T# NOILVWIOANT
J0 SANIY|

SADYNOS AIANVY

®21y Seme], ‘TBATI1Y uod UOTIBWIOJUT JO SPUTY I0J °(g-T) pavuey sadanog pasf AT3uenbaig ISOK

€10 2198l




121

0°sz SUOT3IBIS SEBY JUSWUOITAUS TEINIEN
/doys 310dg/dnoay
*ae1]/3urdeis adeld
0°001 dnoxn Buy[reAeil S3uUdpFsal [B007]
T56 doyg 3x0ods [€°/7 SuoTiels SEBY 7°9¢ Burkels aoe[d SUOTID2aT(
/dnoay Burrreaea]
€ €c | dan-Aeir/durkeas ooeld sunasny
193Ud) *STA TEI0T
L°9T 193Ua) "STA 18901 | £°99 Burke3s a20eTd seale OFUL0§
/dnoxy BuryreAei]
Jueanelsay/4q
T°T1T | pedTem/@a0aq |z°2Z dnoxy BuryresBil 0°¢E Burfeis a20eTd SUOT3IOBIIIBR ISTINOL
193ua) *STA
1E207/12quEy)
[EA¢ 1aqueyd/4q [0°sz Burke3s ooeTd | S°LE dnox Bur(aABIL Burddoys
paYTeM/ar01Q
0°0T Sjuaptsay [B20T | 0°0€ o9 S3udA® A3 Tunumio)
/*33D 103TSTA TBO0T *ae1l/3urdeis 20BTd
/doys 310dg/aaquey)
¢*Z1 {130°sTA TBOOT [£°9T dnoxy Jur[aael] ErEE SurAels o90e[d |SOTITATIOBR [BUOTIEBDID9Y
0°0Z |3urde3s @oe1d [0°0€ dnox BurreAei]l 0°0% £q paTem/aa01Q Je9 03 Sadeld
0°6e 193U9> 103TSTA | 0°0S dno13 Bur[[eABA] Ke3s 03 sadeTd
Ted01/4q MTem/an01Qq
% £ % (43 % T# NOILVWYOANT
J0 SANIX

SEDUNO0S AMINVY

©91y 3I10Juelg ‘[BATIIY uod) UOTIBWIOJUI JO SPUFY 103 (g-) Pauey sadinog pasn A[3uenbaizg IsoR

%10 319eL




122

9°€T aaquey) | £°22 dnoa3 Buryreaeil H*9¢ 3urAe3s 20BTd UOTIPWIOJU] TEBIDUI)
€ EE dno1d SuT[[PABIL | £°99 Spu9Tig JUDWUOITAUD [BANIEN
1791 Butke3s ooeld | 9°8¢ | °PINY [PABIAL [FQOW SUOT3091T(

/aaquey)/spuatad
' 12 SpuaTid| 9°8¢ £q_pax1es/2r01d | 0°0S Burde3s ade(d Seale OTU9OS
€4l VYV/ 19queyd 6°C% 3urdeis 20B[4 SUOT3IOBIIIR ISTINOL

/4&q_payTem/an0ap/ATTuRy

€ €C Surde3s 2oBTd | £°99 Aq payrem/ar0aq Burddoys
0°00L SpuaTig SJUPAg A3 Funumo)
0°00T £q paves/anoiq JuawuT eI I2IUG
8" HT G'8T ATTuey | £°99 BuTAels 9oB[J | SOTITATIOE [BUOTIBIIOAY
©°GT | £q pedTem/aa01d| 0°€Z dnoi8 BurT[oA®BIl | 8°€G Butrke3s aoe[d Je9 03 S90B[d
0°0T ~ Butke3s aoe[qd 0702 Toquey)/den Ke3s o3 saoeld

/*d19*Ae1]/SPUDT I
% £ % # % T# NOIIVWIOANI
40 SANTA

S40¥N0S AMANVY

UOTIBWIOJUI JO SPUTY 103 ‘(g-T) Pouey ‘SI0ITSTA Ieadey £q sadanog pesn AT3uenbaii Iso

STO @T19BlL




LITERATURE CITED



123

Table C16

Units of Analysis and Percentage of Respondents, Before
Trip and Upon Arrival, For Variable Categories

UNIT OF BEFORE TRIP UPON ARRIVAL
ANALYSIS % Respondents|Z Respondents
(N=36) N=77)
Individ- % Respondent |7 Respondent
VARIABLE CATEGORIES ual Groups Groups(N=21)| Groups(N=32)
SEX
Males v 41.6 (N=15) [48.1 (N=37)
Females 58.3 (N-21) [51.9 (N=40)
LOCATION
Campground v’ 61.9 (N=13) |56.3 (N=18)
Resort 38.1 (N= 8) |43.7 (N=14)
AGE GROUP
16-25 years 11.1 (N= 4) |10.4 (N= 8)
26-45 years v/' 72.2 (N=26) |70.1 (N=54)
46-64 years 11.1 (N= 4) {13.0 (N=10)
65 + years 5.6 = 2) 6.5 (N= 5)
NUMBER OF VISITS
First 44.4 (N=16) | 20.8 (N=16)
Second v’ 56.1 (N=20) |26.0 (N=20)
Repeat (total) | -— 53.2 (N=41)
T 3-4 years [~ T~ R T16.9 ~@=13) ]
5-7 years V/ 16.9 (N=13)
8-16 years 7.7 (N=6)
17-38 years 11.7 (N= 9)
TYPE OF GROUP
Family with children 42.9 (N= 9) |46.9 (N=15)
Family no children »// 23.8 (N=5) | 28.1 (N=9)
Friends 14.3 (N= 3) 9.4 (N= 3)
Mixed 9.5 (N= 2) 9.4 (N= 3)
Alone 9.5 (N= 2) 6.3 (N= 2)
ROLE IN GROUP* (N=34) (N=66)
Individual's Role
Mother /wife 41.2 (N=14) | 40.9 (N=27)
Father /husband V/, 29.4 (N=10) | 39.4 (N=26)
Son .0 (N= 0) 1.5 (N=1)
Daughter 8.8 (N= 3) 4.5 (N= 3)
Friend 20.6 (N= 7) {19.7 (N= 9)
~ Most Influential | |~ " T~ ~ N=16) ~ [ ~ w=27)" ~ ]
Male V/ 43.8 (N=7) | 48.1 (N=13)
Female 18.8 (N= 3) | 18.5 (N= 5)
Joint 37.5 (N= 6) | 33.4 (N=9)

*Role in Group variable uses different base numbers to

calculate per-

centages because '"individual's role'" subcategory does not include
respondents travelling alone and both subcategories do not include

non-response cases.
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