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Executive Summary 

Topline 

 Tourists spent an estimated 7.5 million days/nights in the 12 Pennsylvania 

Heritage Areas (HAs) in 2014, purchasing $2 billion worth of goods and services. 

Including secondary effects, the total contribution of heritage visitor spending to the 

state economy was 25,708 jobs and $798 million in labor income. 

Overview 

This report summarizes the results of qualitative and quantitative research 

conducted in five HAs that were studied by the research team. The report also provides 

an overall estimate of the economic impact of heritage-related visitation to all 12 HAs.  

Extensive qualitative research was conducted with stakeholders of each of the 

five study HAs to help understand key challenges and issues.  A comprehensive 

quantitative survey was also administered within the five study HAs from May through 

December, 2014. A total of 3,524 usable questionnaires were collected. Visitors 

completed the survey via paper and online questionnaires. This survey provided 

beneficial demographic and visitor information for the research in addition to necessary 

estimates on purchases such as lodging, food, and attractions.  

Findings  

The research indicates that the five study HAs contribute positive economic 

benefits to their local geographic regions.  The operations of each HA and the visitation 

attributed to HA attractions are detailed in the analysis in two ways:                   

1) HA organizational expenditures and the work of HA staff facilitate economic 

development projects in their regions.  This involvement increases the economic impact 
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within each local region. This also enhances the economic value of HAs as they may 

utilize technical expertise to promote economic development with partners. For 

example, the five HAs documented specific examples of economic development 

success, including more than 151 new tourism-related businesses that have started 

operations in the past 5-10 years. These businesses provide evidence that the HAs play 

a role in their areas that yields beneficial economic and social returns. 

2) Heritage visitation to a local region was defined and attributed to each HA and 

its partners. Heritage-specific visitors were quantified via the research survey when 

respondents indicated that a visit to a heritage attraction or event was indeed the 

primary reason for their visit. Heritage visitation provides substantial economic benefits 

for the local geographic region. Highlights of the economic impact of heritage-defined 

visitation in each of five study HA areas are detailed below in Table A: 

                                                  Table A 
                       2014 Heritage-Defined Visitor 
                     Economic Impact of 5 Study Heritage Areas 
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2014 Spending Impact 

 

        

Non-Local or Overnight Visitors   Heritage Areas   

  
Allegheny 

Ridge 
Lincoln 
Highway 

National 
Road 

Route 6 
Susquehanna 

Gateway 

Visitors (# of Party 
days/nights) 

344,903 1,034,486 626,045 4,336,559 209,535 

Heritage Visitor Spending 
(000's) 

$65,606 258,873 151,750 1,056,641 62,251 

Direct Effect           

Jobs 564 2,603 1,667 9,641 568 

Labor Income (000's) $14,164 $53,628 $30,318 $216,916 $12,117 

Value Added (GDP) (000's) $19,534 $82,316 $48,862 $318,603 $195,01 

Output (000's) $33,386 $147,854 $90,403 $558,669 $34,326 

Total Effect           

Jobs  699 3,260 2,050 12,271 735 

Labor Income (000's) $20,914 $78,396 $45,873 $316,157 $19,152 

Value Added (GDP) (000's) $31,137 $126,814 $75,890 $499,413 $32,470 

Output (000's) $52,300 $225,530 $137,340 $891,101 $56,282 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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As an example, the shaded area in Table A above illustrates the economic 

impact on one select HA from this study, Allegheny Ridge. Specifically, visitors spent an 

estimated 344,903 party days/nights in the HA, spending nearly $66 million in 2014. 

Further, direct heritage-defined visitor spending supported 564 jobs within Allegheny 

Ridge. Adding secondary effects, the total jobs supported were 699. Jobs include full 

and part time jobs, consistent with employment estimates of the Bureau of Labor 

Statistics. Similarly, Table A illustrates findings for labor income, value added (GDP), 

and total output (sales). For example, labor income is measured as income which 

includes wages and salaries, payroll benefits, and income of sole proprietors. The 

spending of heritage-defined visitors in 2014 directly affected Allegheny Ridge salaries 

and small business owner income by $14 million, which increased to nearly $21 million 

when including secondary multiplier effects.  

Allegheny Ridge direct heritage-visitation spending contributed nearly $20 million 

to its regional GDP. Including the secondary multiplier effects, the contribution increases 

to more than $31 million.  GDP or value added includes labor income as well as profits 

and rents and indirect business taxes. Value added is the preferred measure of the 

contribution of an activity or industry to gross regional product as it measures the value 

added by that activity/industry net of the costs of all non-labor inputs to production.  

Output represents the value of industry production or sales.  For example 

manufacturers would define output as sales plus/minus change in inventory. The output 

of service sector production is equal to its sales.  Output in the retail trade sector are 

only the retail margins on retail sales and therefore exclude the cost of goods sold. 

Allegheny Ridge direct heritage-visitation spending contributed more than $33 million to 
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the regional output. Including the secondary multiplier effects, the economic benefit 

increases to more than $52 million.   

The intangible economic benefits detailed in the qualitative findings include 

sustaining the culture and heritage of an area, as well as partnering with tourism 

promotion agencies (TPAs) to attract tourist dollars. HAs also work with local Chambers 

of Commerce to attract businesses and promote economic development in rural areas 

of Pennsylvania.  

In addition to the five study HAs, the research team also used visitation estimates 

provided by all 12 Pennsylvania HAs to develop an estimate of heritage-visitation 

economic effect on jobs, income, and value added statewide, as noted in Table B: 

                                                       Table B 
2014 Heritage-Defined Visitor 

Economic Impact of all 12 Pennsylvania Heritage Areas 
 

 

 

 

 

 

 

 

 

Based on this additional data, Table B above illustrates the economic impact on 

of all 12 HAs statewide. Specifically, visitor parties spent an estimated 7.5 million 

days/nights in the 12 HAs in 2014, spending an estimated $2 billion. Further, the direct 

Statewide Model - Visitor Spending  
Impact/Non-Residents All 12 Heritage Areas 

 
Pennsylvania 

Visitors (Party days/nights) 7,539,755 

Heritage Visitor Spending (000's) $2,089,077 

Direct Effect   

Jobs 19,333 

Labor Income (000's) $477,881 

Value Added (GDP) (000's) $709,062 

Output (000's) $1,208,247 

Total Effect   

Jobs  25,708 

Labor Income (000's) $798,114 

Value Added (GDP) (000's) $1,263,295 

Output (000's) $2,147,091 

Source: Survey data of visitors to 5 study heritage areas, 2014; 3,524 total respondents,     
  extrapolated using visitation data from the remaining 7 non-study heritage areas 
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impact of heritage-visitor spending to the state economy was 19,333 jobs and $477.9 

million in labor income. Including secondary effects, the total contribution of visitor 

spending to the state economy was 25,708 jobs, $798 million in labor income, and 

nearly $1.3 billion in value added effects. By comparison, a recent research report on 

the total Pennsylvania travel and tourism-related economic activity supported 478,888 

jobs in total (direct and indirect jobs) in PA in 2013. The stateôs travel and tourism sector 

was directly responsible for an estimated $15.3 billion of the stateôs 2013 Gross 

Domestic Product (GDP) (Tourism Economics, 2014). By comparison, this report 

estimates 2014 HA visitation was directly responsible for $709 million.  

Based on the visitors sampled at the five study HAs, approximately 70% of visitor 

spending and associated economic effects would be lost to the regions in the absence 

of specific heritage anchor attractions. The importance of these individual attractions is 

underlined by a finding of the quantitative research indicating low awareness of the 

concept of a ñheritage areaò as well as the existence of the overall HA Program. The 

data indicates that 67% of respondents were not aware of the PA program, and that a 

majority of respondents were not aware of each individual HAðwith the exception of 

Lincoln Highway, where 60% of respondents indicated that they were aware of the HA.  

This research suggests that the HA program, although a component of the larger 

statewide tourism industry, supports a substantial number of jobs across the state 

particularly within the restaurant, amusement, and retail industries, despite limited 

awareness of the specific HA program. To frame this impact, including direct and 

indirect effects, heritage tourism supported more than 25,000 jobs in 2014, more than 

the population of the city of Johnstown of 20,978 (U.S. Census, 2010).  
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Heritage defined visitors were responsible for more than $158.7 million in state 

and local tax revenues in 2014. State and local tax revenue includes employee 

contributions, household taxes (income, real estate, etc.) and corporate profit taxes.  

The operations of HAs provide nominal economic benefits for their local region 

through salaries, grants and special projects; however, the administration of grant 

revenue from Federal, State, or local funding agencies results in a significant effect on 

the regional income and value added multipliers.  

Recommendations 

Based on the findings of the qualitative and quantitative research, this report 

recommends nine actions to improve aspects of the HA program. These include a 

summit meeting between HA staffs and key DCNR leaders to develop a statewide 

roadmap for the future of the HA program, the adoption of a common visitor survey 

procedure for all HAs based on the methods used in this study, suggested refinements 

to the DCNR partnership grants program and enhancements to the mini grants 

program, consideration of a more marketable name for the program, and ways of 

improving relationships with local partners and stakeholders.  The report also 

recommends enhancements to the ways HAs help preserve a sense of place within 

their regions and new efforts to encourage nature tourism. Finally, the report 

recommends ways to enhance the effectiveness of each specific HA.       
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Introduction 

This report summarizes the results of visitor surveys and economic impact 

analyses for five Pennsylvania Heritage Areas (HAs). In addition, the report provides an 

overall estimate of the economic impact of heritage-related visitation to all 12 HAs in the 

Commonwealth. 

By way of background, the Department of Conservation and Natural Resources 

has authorized 12 HAs throughout the Commonwealth (Mahoney, 2014). They are 

geographic regions or corridors that span two or more counties. These areas contain 

historic, recreational, natural and scenic resources that collectively exemplify the 

heritage of Pennsylvania (DCNR, 2015). Through regional partnerships and grassroots 

planning strategies, these resources are identified, protected, enhanced and promoted 

to strengthen regional economies through increased tourism, new jobs and new 

investment opportunities. The overarching goal is to ensure that the legacy of our 

Commonwealth--and the natural, educational and recreational values inherent in it-- are 

preserved for future generations.   

The HA program was first established in 1988 and funded directly from the state 

budget.  In 1996, the management and coordination of the HA program shifted 

responsibility to the Department of Conservation and Natural Resources where it 

currently remains (Mahoney, 2014).   

There are 12 HAs in the Commonwealth. Of these, five have also been 

designated as National Heritage Areas (noted with an asterisk below): 

1) Oil Region Heritage Area*        8) Susquehanna Gateway Heritage Area 

2) Lumber Heritage Region        9) Allegheny Ridge Heritage Area 

1 



  

2 
 

3) PA Route 6 Heritage Corridor          10) Lincoln Highway Heritage Corridor 

4) Endless Mountains         11) Rivers of Steel National Heritage Area* 

5) Lackawanna Heritage Valley*         12) National Road Heritage Corridor  

6) Delaware & Lehigh National Heritage Corridor* 

7) Schuylkill River National Heritage Area* 

Figure 1 below depicts the location of each of the 12 HAs. The five study HAs 

that are the focus of this report are highlighted in red and are located along the northern 

tier of the state (PA Route 6), in the far southwestern corner (National Road), in the 

south central area (Allegheny Ridge), along the southern tier (Lincoln Highway), and in 

the southeast (Susquehanna Gateway) (DCNR, 2015). 

                                                            Figure 1 
Pennsylvaniaôs 12 Heritage Areas 

 

 

It is important to note that each of Pennsylvaniaôs HAs represents a distinct 

Source: PA Department of Conservation and Natural Resources Heritage Area website, 2015 
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program.  Just as cities like Pittsburgh, Lancaster and Williamsport have different 

histories and cultural traditions so do Pennsylvaniaôs 12 HAs.  There is no single over-

arching definition of an HA, nor is there a shared thematic or programmatic emphasis.  

The HAs share many similar or comparable programs, but each has its own distinctive 

focus, management style and priorities. 

Pennsylvania HA revenues are generated primarily in the form of annual DCNR 

partnership grants, other awarded grants, and fundraising efforts initiated by the 

organization. Additional annual funding for HAs is provided through arrangements with 

municipal or state government entities. In addition, five of Pennsylvaniaôs HAs have 

received a national designation and subsequent funding from the National Park Service 

(NPS). 

Over the course of nearly three decades, the focus of HA programs has gradually 

shifted away from initiatives focused predominately on cities, to regional efforts that 

center on:  a) conservation of natural areas and the relationship of conservation 

programs to economic development, b) tourism (particularly nature tourism), c) 

preserving a sense of placeðsustaining local pride by planning a implementing special 

events and heritage projects, d) community education, and e) the preservation of 

historic buildings and artifacts (Mahoney, 2014). 

HAs are not membership organizations.  Any non-profit organization, business, 

government agency or individual citizen that is located or resides within the designated 

HA may be considered as part of the HAôs constituency.  Effective membership, 

however, comes not from geography, but from participation, either through voluntary 

action, contributions, board membership or collaboration on a specific project. 
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This project builds on two previous Pennsylvania research studies to analyze 

how the Commonwealthôs HAs impact the state economy. These studies employed both 

qualitative and quantitative data collection approaches.   

 A qualitative approach was used successfully in a recent study that focused on 

case studies of three tourism promotion agencies in different geographic areas of the 

Commonwealth (Holoviak, 2012). 

 A quantitative approach was used in a 2010 study of Pennsylvaniaôs HAs to 

gather information about visitors titled ñThe Economic Impact of Pennsylvaniaôs 

Heritage Areasò (Unpublished, 2010). The information collected in this study included 

the duration of the visitorsô stay in the HA, the number of people in the travel party, and 

the home zip code of the traveling party. The 2010 analysis used data from the surveys 

to measure the economic impact of visitor spending in Pennsylvania HAs. The analysis 

paired the survey data with visitation statistics for specific sites within each HA and fed 

them into an economic impact model called the Money Generation Model (MGMII). 

 According to the 2010 study, Pennsylvania HA visitors spent more than $299 

million. This spending directly supported more than 4,300 jobs and contributed more 

than $95 million in local personal income. The findings of the 2010 analysis provide a 

baseline this report will use for comparison purposes. 

   ñThe Economic Impact of National Heritage Areas, a Case Study Analysis of Six 

National Heritage Area Sites in the Northeast Region of the United States and 

Projections on the National Impact of All National Heritage Areas,ò (Tripp Umbach/ 

National Park Service, 2013) also helped guide the qualitative interview methodology for 
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this research, as it also included two HAs in Pennsylvania -- Rivers of Steel and the 

Delaware and Lehigh National Heritage Corridor. 

Goals and Objectives 

The Center for Rural Pennsylvania (CfRPA) and DCNR commissioned this report 

to quantify the economic significance of the annual expenditures (operations and 

grants) and heritage tourism-related visitor spending within five of Pennsylvaniaôs HAs 

and the state overall.  

The primary goal of the study is to provide an analysis of the economic and non-

economic impact of Pennsylvaniaôs HAs. The analysis utilizes data and information from 

five of the 12 HAs as a sample from which the economic impact of HAs throughout the 

Commonwealth can be projected. The conclusions are designed to provide a clear and 

timely understanding of the issue for DCNR administrators and local constituents, as 

well as Commonwealth policymakers. Based on the overall goal, the researchers 

pursued the following research objectives: 

1) Qualitative 

To gain an understanding of the role played by each HA and how it relates to 

non-economic community impact in the region. 

a) Nature of relationship with local partnersé 

b) éand with other local stakeholders 

c) Perceived effectiveness of HAs in performing their mission 

d) Discussing an ongoing protocol for measuring economic impact 
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2) Quantitative 

To quantify the key drivers of economic value that HAs add to their local 

investment areas, and the Commonwealth as a whole in terms of: 

a) Direct Visitation Impact 

1) To develop an estimate of the number of heritage-visitors, segmented by 

the type of visitor  

2) To develop an estimate of the dollar value heritage visitors generate  

b) Operational Impacts  

1) To develop an estimate of the dollars generated by an HAôs  

     organizational spending and staff 

 c) Grant and Funding Support Impacts  

1) To estimate the relative value of HA-related state funding within the 

region. This also includes the educational aspect of HAs and the role that 

the staff has in catalyzing economic development opportunities in the 

regions which they operate. 

Methodology 

 The five study HAs were selected jointly by representatives of CfRPA, DCNR and 

Heritage PA, a resource network and advocacy group for Pennsylvaniaôs officially-

designated state and national HA that is dedicated to advancing the heritage 

development movement in the Commonwealth, and whose membership includes 

executive directors of all five HAs (DCNR, 2015). The selection process included 

consultation with leaders of all the groups during several telephone conference calls.   

In making the selections, all of the participating agencies agreed on several points:      
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a) that the five HAs should represent a diverse geographical range within the 

Commonwealth; b) that the executive directors of the study HAs should be willing and 

enthusiastic participants; c) that the study HAs should not include those that participated 

in a previous study of national HAs in Pennsylvania (Tripp Umbach/National Park 

Service, 2013). It was felt by all those participating in the meetings that there was little 

to be gained from gathering data from HAs that had so recently participated in a similar 

study. 

 Building upon the research foundation noted in the Introduction section, the 

research team employed a two-level approach to the methodology for this project, 

qualitative and quantitative. Following is a more detailed explanation of how these 

approaches were employed: 

Qualitative analysis 

The research team held conversations with a wide variety of individuals in 

each of the five selected HAs in order to gain a greater understanding of the role 

played by each HA and how it relates to non-economic community impact in the 

region. The research team examined four main areas of activity:  

a) Nature of relationship with local partners 

 To assess the quality-of-life impact of HA programs by discussions with tourism 

attractions, hospitality industry, recreation-sites, historical preservation 

organizations, and local funding groups. 

 b) Nature of relationships with other local stakeholders 

 To understand the impact of the HA programs from the point of view of the local 

businesses, community leaders, and elected officials. 
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c) Perceived effectiveness of HAs in performing their mission 

To gauge opinions about preservation efforts, business creation, job creation, as 

well as community impact such as housing values or population growth areas. 

d)  Develop an ongoing protocol for measuring economic impact 

To discuss ways DHA staff, partners, and constituents can develop standard 

operating procedures on future economic impact measurement within their 

investment areas. 

 The selection of individuals to be interviewed by David Primm and William 

Lafe was carried out by the executive directors of the five study HAs. Selections 

were based on criteria discussed at a meeting of HA executive directors 

(4/29/14) as well as monthly telephone conference calls that were a regular 

feature of the research process. These conference calls involving all the 

participating executive directors served as open-ended forums in which any topic 

or issue could be discussed.  The purpose was to enable free-ranging discussion 

on topics of interest and concern to the executive directors of the study HAs. The 

complete Project Work Guide is included as Appendix A.  

 The research was conducted in a variety of settings and consisted of both 

one-on-one interviews and small focus groups. Over the course of four months, 

the research team spoke with 91 individuals who were involved with the HAs 

either as employees, partners, or constituents. All of the individual interviewees 

are detailed in Appendix B.  

Quantitative analysis 

In order to estimate the number and different types of heritage-visitors, 
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and the dollar value of spending during their visit, the research team employed 

two types of surveys that were administered at HA anchor sites, selected 

attractions, and events, among the five study HAs. The surveys were 

administered over an eight-month period during the spring, summer and fall of 

2014 beginning in May and ending in December.  

 The survey instrument was developed in a collaborative process that 

included major stakeholders of the project. The process began with the research 

team developing a draft questionnaire in March 2014 that addressed each of the 

key data requirements outlined in the approved research proposal, and which 

incorporated best practices from other economic impact studies the research 

team had been involved with in the past. Over the course of the next two months, 

the research team solicited feedback from representatives of CfRPA, DCNR, as 

well as each of the five study HAs. Once the paper questionnaire instrument was 

completed, an identical online version was created using Qualtrics, the approved 

online and mobile research vendor approved by the University of Pittsburghôs 

Internal Review Board (IRB). 

 Paper surveys were distributed to visitors by volunteers during spring, 

summer and fall of 2014. Visitors were encouraged to complete a simple paper 

questionnaire instrument (Appendix C). The questionnaire also included 

questions derived from the 2010 Pennsylvania Heritage Area Study. To 

encourage response, a $200 gift card was awarded to a randomly-selected 

survey participant from each of the five HAs involved in the study. A 

questionnaire was designed for local officials in each of the five HAs with a 
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unique identify for each area, although all survey questions were identical across 

each of the five HAs. The researchers monitored the distribution of the 

questionnaires during their visits to the HAs. 

       Data collection supervisors were selected by the executive directors of each 

HA, and worked with a range of anchor sites scattered throughout each area. 

The anchors sites were also chosen by the executive directors of each HA based 

upon their knowledge of the local tourism environment.  The number of sites 

varied by HA, with the largest number of anchor attractions being located in the 

largest HA, PA Route 6. The executive directors and data collection supervisors 

decided upon the number of paper questionnaires (and online survey invitations, 

discussed below) that each anchor site would receive, based on their judgment 

of the number of visitors that each site would receive during the study period. 

Volunteers were recruited by the data collection supervisors at each of the 

anchor sites. A typical volunteer was a paid or unpaid staff member of the 

attraction. Most of the data collection was via the passive collection method 

whereby visitors to the site were advised about the survey, and then chose to 

complete either the paper or online version. Many anchor attractions using this 

method placed the survey instrument near high traffic locations such as the 

reception desk or visitor guest book. A minority of the data collection was 

performed by either volunteers or data collection supervisors as a visitor intercept 

at the anchor attraction sites. This method was used during high-profile events at 

anchor attractions that were identified by the executive directors and the data 

collection supervisors. In this situation, data collection supervisors or volunteers 
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would approach visitors and ask them to complete either the paper or online 

instrument. The same instruments were used in both passive and intercept 

methods. 

 Online surveys were also available for visitors who did not want to fill out a 

paper survey. This option used an internet-based version of the paper 

questionnaire instrument noted above hosted on a secure site by a vendor 

approved by the University of Pittsburgh known as Qualtrics. Attractive invitation 

cards were distributed to participants passively at stations as well as during 

intercepts by the data collection coordinators for those who did not have time to 

participate at the time of their visit. These participants were incentivized to 

complete the questionnaire because they were also eligible to win the $200 gift 

card (Appendix C). Five winners were chosen at random from each of the HAs 

and received their gift cards upon completion of the project. 

 As the paper questionnaire instruments were collected throughout the 

Commonwealth, executive directors of each HA would mail packages of the  

questionnaires to the research team at the University of Pittsburgh at Johnstown. 

Under the protocol approved by CfRPA and the University of Pittsburgh IRB, a 

team of seven Pitt-Johnstown students tabulated the paper questionnaires over a 

several month time frame. Simultaneously, online questionnaires were being 

collected using the Qualtrics site over the same time period. To maximize the 

time frame of the study, the research team was able to continue to add both 

paper and online responses through the end of December, 2014. 
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 Once the paper and online data were tabulated, the research team 

merged the two sets of data using Microsoft Excel. The research team then 

transferred this data to a more sophisticated research tool, IBMôs SPSS 

(Statistical Package for the Social Sciences) for detailed analysis. SPSS allowed 

the research team to investigate many different measures including the total 

number of respondents, their awareness of HAs, their perceptions, and key 

demographic data. SPSS was also particularly useful in cross-tabulating sets of 

data to examine relationships between different variables (such as the spending 

habits of overnight visitors versus those from the local area).  

 This statistical analysis also allowed for a degree of control over the 

duplication of paper versus online questionnaire respondents. However, since 

the survey was billed as an anonymous enterprise, no unique identifier 

information about respondents was recorded unless they voluntarily provided 

their telephone number for a chance to win the $200 gift card. The analysis 

identified one telephone number match between a paper and online 

questionnaire respondent (.05 percent of the sample), but the records were not 

thrown out because the research team believed the respondent(s) could have 

been unique individuals within a party traveling together. One respondent may 

have chosen to complete the paper questionnaire while another decided to take 

the survey online. 

 One surprise that emerged from this paper and online methodology was 

the relatively low proportion of online responses. As Chart 1 below indicates, 

93% of all completed questionnaires were of the traditional paper type, with only 
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7% being completed online. The research team believes there are two possible 

explanations for this outcome. First, the demographics of the sample skew older 

(the largest single segment is 55-64, representing 25% of respondents) as 

indicated in the following pages, suggesting that there may be less of an 

inclination for this population to use the smart phone technology required to scan 

the online invitation cardôs QR code or enter the URL address in a web browser. 

Second, the summer of 2014 included a number of highly publicized ñhacksò of 

major retail databases, including Home Depot. These incidents may have 

discouraged potential respondents from using the online questionnaire out of fear 

for the security of their information. 

  

 

  

The combined number of paper and online questionnaires that were 

deemed usable by the research team totaled 3,524. Data collection varied 

considerably by HA with the National Road area being most successful in 

providing completed questionnaires for the research teamôs use, followed closely 
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Chart 1 
Number of Completed Questionnaires 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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by PA Route 6. A more detailed accounting of the number of competed, usable 

questionnaires by HA is provided in Chart 2 below: 

 

  

The 3,524 usable questionnaires in the sample represented a response 

rate of 0.0243% of the total estimated visitors from across all five HAs of 

14,555,743. The total number of usable questionnaires was less than the 2010 

study- 4,078- but that project surveyed visitors in eight HAs whereas the current 

project studied only five HAs. Therefore, when compared to the 2010 HA study, 

average responses per HA were higher in this study with 705 questionnaires per 

HA versus an average of 510 per HA in the 2010 study (Unpublished, 2010). 

 Using the sample error estimate online calculator provided by Decision 

Support Systems, LP, a respected national marketing research consulting firm, 

this response rate yields an estimated error rate of approximately +/-1.7%. This 

error estimate is based upon a sample proportion of 50% and a confidence 

interval of 95%, and is calculated using a method that is most appropriate for a 

random sample. Since the sample for this study is a convenience sample and not 
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Chart 2 
Number of Completed, Usable Questionnaires 

by Heritage Area 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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random, the error rate would be higher, but this provides a rough estimate of the 

range of error. 

  

The sample included respondents from 1,678 different zip codes from 

throughout the U.S. (as depicted in the GIS map featured in Figure 2 below) 

representing visitors from 46 states. In addition, the sample included visitors from 

16 foreign countries from as close as Canada to as distant as Australia, New 

Zealand, Japan, Colombia, and Venezuela, to European nations such as Austria, 

Denmark, England, France, Germany, Ireland, Italy, the Netherlands, Spain and 

Sweden. The number of respondents varies by dot on the map. For example, 

one dot in the zip code for Anchorage could equal one respondent. One dot for 

Philadelphia could equal 50 respondents. 

Figure 2 
Home Zip Codes of Sample Respondents 

 

 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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 The sample also included 240 different destination zip codes located 

throughout the Commonwealth, as depicted in the GIS map featured in Figure 3 

below. This compares with data collected at 106 sites in the 2010 study 

(Unpublished, 2010). The locations are primarily located within the boundaries of 

the five study HAs. As noted above, the number of respondents varies by dot on 

the map. For example, one dot in the zip code for the Friendship Hill historic site 

in the National Road could equal 20 respondents while one dot for Fallingwater, 

also in the National Road, could equal hundreds of respondents. 

Figure 3 
Destination Zip Codes of Sample Respondents 

     

 

Economic Impact & Contribution 

The research study quantified the impact and contribution derived from 

two areas associated with an HA, organizational spending and heritage-defined 

visitor spending.  

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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a) The organizational spending analysis was completed with data provided 

from the HAs. The research team developed an estimate of the dollars generated 

by organizational spending of each of the five HAs by collecting essential pieces 

of data during visits with the executive directors of each area. This essential data 

included HA salaries, organizational expenditures, grant dollars attributed to the 

organization, and money spent on capital projects. The organizational spending 

analysis is completed for each HA individually.     

b) Heritage area visitation was quantified from visitor survey data and 

spending estimates collected for this research. Additional data, including annual 

visitation data to heritage attractions, were provided by the HA organizations in 

cooperation with the research team.  

The economic impact and contribution analysis of HA organizational 

spending and heritage visitor spending was conducted with IMPLAN data sets 

and software. IMPLAN uses county and zip-code level data to estimate the 

indirect and induced multiplier effects of spending in terms of sales, income and 

employment. This method of quantifying economic impact is consistent with 

visitor economic impact studies, most notably conducted annually for the NPS.   

c) The research team projected the annual economic impact of heritage 

tourists visiting all 12 Pennsylvania HAs.  

a) Organizational Spending Impacts of a Heritage Area 

The annual budget of the study HAs were assigned to one of the 

440 IMPLAN sectors. This process is referred to as budget assignment, a 

Bill-of-Goods approach used to determine which set of industries are 
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directly impacted by HA organization demand. The economic impact 

model is then able to look at the production function of each directly 

impacted industry to determine additional rounds of spending that will 

occur as these industries purchase additional local inputs in order to meet 

the initial demand. 

The research methods and details for calculating the organizational 

spending impacts of an HA follow. 

¶ Each of the five study HAs provided an annual budget 

expenditures over a two year period (2013-2014). These 

expenditures represent direct inputs into the modeling 

framework and drive all operational economic impact results. 

¶ The next step assigned each line item of a HAôs budget to one 

of 440 IMPLAN sectors associated with IMPLAN V3 software 

and associated data sets. Once each budgetary line item was 

assigned to an IMPLAN sector, the budget was aggregated to 

serve as the direct inputs within the IMPLAN model. With the 

exception of employee compensation, all HA expenditures 

represent purchases of final goods or contracted services. 

IMPLANôs Industry Change event is used to model purchases of 

final goods and services. Employee Compensation (salaries and 

wages) is assigned to IMPLANôs Labor Income category.  

¶ In cases where the budget line item description was too broad 

to assign an IMPLAN sector, estimates associated with the 
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broader line items intent were used to distribute spending. This 

procedure was repeated for each finalized budget provided by 

the HAs. For example, expenses for fundraising events and 

activities were applied to IMPLAN code 377, advertising related 

services, as these events essentially seek to promote the 

organization locally and raise private donation dollars.  

In addition, the budget categories affected by this procedure 

constitute less than 5% of total HA organizational spending. 

Thus, the technique should not overly bias impact results. 

Considered altogether, this procedure provides a reasonable 

way to approximate industry assignment in the absence of more 

detailed information. 

¶ Of the five HA operational budgets, the National Road HA 

demonstrated economic activity via partnering and 

administering large grant awards for regional partner 

organizations. Outside of this difference, HA organization 

budgets were similar in terms of operational expenditures and 

salary and wages commensurate with the number of paid 

employees.  

¶ Because HAs did not provide information about the location of 

industries from which it makes purchases, it is difficult to know 

how much of its demand is directed to local firms and how much 

is directed to firms outside the region. Accordingly, IMPLANôs 



  

20 
 

Local Purchase Percentage (LPP) in all Industry Change Events 

was set at a level equal to the Regional Purchase Coefficient 

(RPC) for that particular industry.  

 The RPC estimates what percent of commodity demand is 

available for purchase from local suppliers. The regional RPCs 

were set according to IMPLANôs econometric method. Although 

purchases made outside the region represent a leakage in the 

model, and thus reduce the total economic impact, the 

technique adds realism to the modeling endeavor.  

¶ Last, in cases where an Industry Change Event is associated 

with a specific manufactured commodity, the research team 

applied retail purchase margins to avoid over-estimating the 

degree to which the commodity is manufactured locally. For 

retail purchases, only a portion of the transaction remains with 

the local area, estimated by the model software (IMPLAN, 2015)  

¶ Without further information about specific wage rates for each 

impacted industry no further adjustments were made to Industry 

Change Events. Instead, the model estimated average 

compensation in these sectors. 

 The following example illustrates the technical methods of the 

organizational spending impacts of an HA. As Allegheny Ridge makes 

payments for building maintenance to local contractors, the local 

contractors will spend a portion of these payments at local establishments 
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to provide services and engage in household consumption. In this 

example, the initial round of final demand spending occurs as Allegheny 

Ridge disburses payments to the local contractors. This is known as the 

Direct Effect and represents all economic activity supported directly by  

HA expenditures. 

 Additional rounds of spending will also occur as the local contractor 

spends part of their payment to repair items such as HVAC. As they do, 

home improvement stores will be required to increase spending to meet 

demand. This, in turn, will spur additional production by a variety of 

manufacturing industries that supply inputs to the manufacturing process. 

This is known as the Indirect Effect and represents the sum of all local 

supply chain transactions that occur as companies increase spending to 

meet demand originating from the local contractor. 

 Finally, the local contractors are also likely to spend a portion of 

their payment on household consumption. As they do, grocery stores and 

food manufacturers will be required to increase spending to meet this 

demand. This is known as the Induced Effect and represents all local 

economic activity that occurs as households spend additional income 

attributable to HA payments, wages or contracts. 

 Figure 4 below provides a graphic illustration of how these factors 

interact in the model. 
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       Figure 4 
            Illustration of Heritage Area Impact 

   
 
 
   
 
 
 
 
 
 

       

   

 

 

  

b) Individual Heritage Area-defined visitation impact and contribution 

         Visitor expenditures are best viewed as the initial monetary activity 

that stimulates the production process and initiates realistic measurement 

of economic benefit or impact (Frechtling, 1994). For example, visitor 

spending at a local restaurant requires additional spending within the local 

economy in order to purchase and prepare the food. Collecting visitation 

data is a challenge for Pennsylvaniaôs HAs and other state and national 

heritage regions in general (Stynes and Sun, 2004) 

  Several data types were used in order to generate economic impact 

estimates, including HA visitation estimates, visitor types, visitor 

expenditures, and multipliers at the regional and state level.   

  The large size and ambiguous borders of HAs contributed to the 

difficulties associated with collecting visitor data. Some of the areasô 

    Source: Economic Impact Model of Heritage Area Organization Spending, Primm, 2015 
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geographic boundaries typically follow non-defined economic or political 

boundaries such as a county or state line. For example, PA Route 6 

extends across multiple counties throughout northern Pennsylvania in a 

narrow corridor. Similar geographic circumstances exist for National Road 

and Lincoln Highway. Allegheny Ridge encompasses multiple counties, but 

in many cases, only portions of the zip code defined region are included as 

part of the geographic investment area (see Appendix E), an area defined 

by an HA that relates to the organizationôs funding, volunteerism, and a 

wide-range of community projects.  

Survey data collection across vast geographic areas is often time 

consuming and cost prohibitive for the limited resources available to HAs. 

This research was fortunate to receive sufficient funding to conduct 

primary surveys among visitors to quantify visitor spending input variables. 

The survey utilized for this research project can be integrated with future 

tourism and visitor related economic impact research efforts throughout 

Pennsylvania.        

Data Sources and assumptions  

The visitor survey conducted as part of the research among the five 

study HAs followed an information protocol including:  

¶ Made certain that the study HA executive directors provided 

a comprehensive list of ñattractionsò or regional ñanchor 

sites.ò Attractions and anchor site partners represented a 
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geographic or mission-based significance and were selected 

by the HAs. 

¶ Defined the heritage visitor through qualitative and 

quantitative research. Heritage visitors were quantified from 

the research survey.   

¶ Aggregated the most recent annual visitation counts from a 

sample of attractions and events within the HA most 

representative of the organizationôs mission. HA executive 

directors selected the sites based on guidance provided from 

the research team. 

¶ Developed and executed a comprehensive visitor survey, in 

which the research team identified specific variables that are 

utilized in tourism economic impact research. (See Appendix 

C for survey questionnaire design).  The economic impact 

variables included: Visitor Estimates and Definition, Trip 

Purpose, Number of visitors per travel party, Visitor 

segments, Average length of stay for an overnight visitor, 

and Visitor expenditures. Details of the economic impact 

variables follow: 

Visitor Estimates & Definition 

HA executive directors provided a comprehensive list of 

ñattractionsò or regional ñanchor sitesò that embody the work and mission 

of the HA. These sites were used to begin quantifying the heritage-defined 
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annual visitation baseline estimate.  Additional research was conducted 

with the HAs, and on their behalf when necessary, to aggregate the most 

recent annual visitation counts from a sample of attractions and events 

within the HA most representative of the organizationôs mission.   

Next, through a comprehensive visitor survey (Appendix C), the 

research team identified specific variables most frequently impacting the 

total visitation counts utilized in tourism economic impact research.  

Trip Purpose 

Attributing visitation to an attraction, region, county, or state to the 

presence or existence of a heritage-defined attraction is a challenge. Not 

all visitation to a region is for such purposes. Many visits are conducted for 

business or personal vacations that relate little to the work of HAs or their 

missions. The survey and qualitative research conducted among the five 

study HAs provided the research team with the following necessary data 

points to conservatively define heritage visitation. Previous research 

estimated that about two-thirds of the spending by HA visitors would be 

lost to the local region in the absence of these facilities and programs. 

(Stynes and Sun, 2004). 

As noted in Table 1 below, the quantitative survey found that 

National Road recorded the highest percentage of visitors reporting that 

the attraction where they completed the survey was the primary reason 

they visited the HA. PA Route 6 was lowest among the study HAs.  
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           Table 1 
                   Trip Purpose by Heritage Area 

 

 

 

 

 

 

 

Number of visitors per travel party 

It is essential for the quantitative analysis to translate visitation 

counts provided by each of the heritage attractions, events, and sites from 

total visitation counts to visitation estimates per party. For the purpose of 

estimating spending averages per day/night, the travel party was treated 

as the spending unit. Party size calculations were analyzed for each HA, 

and are outlined in Table 2 below: 

     Table 2 
     Average Number of Visitors Per Travel Party 

Heritage Area 
Average Number of Visitors 

Per Party 

Allegheny Ridge 3.13 

Lincoln Highway 3.05 

National Road 3.54 

Route 6 4.06 

Susquehanna Gateway 3.98 

Overall Average 3.91 

 

Heritage Area Visit to Heritage Attraction Was 
Primary Purpose of Trip 

Allegheny Ridge 64% 

Lincoln Highway 74% 

National Road 82% 

Route 6 58% 

Susquehanna Gateway 66% 

Overall Average  69% 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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 Ranges of 1 to a maximum of 21 members per party were 

collected. A total party number cap of 21 was established to be consistent 

with the methodology of the 2010 HA study (Unpublished, 2010) and 

minimize the impact of large group tours. The number of parties and the 

duration of their visit was calculated for the entire sample and by HA. 

  Given the attempts to refine the visitor definition, the research team 

suggests this spending model presents a comprehensive and conservative 

quantification of heritage-defined visitors travelling to the region and their 

effect on economic impact and contribution.  

Visitor Segments 

  The research methodology classified visitor segments into four 

unique spending patterns that were common with the 2010 HA study: 

1) Local day users are defined as those day visitors living within 60 miles 

of the facility, attraction, or event where the completed survey was 

collected. The 60 mile distance was consistent with a NPS Visitor Spending 

study (Cullinane, Huber, and Koontz, 2014). Given the geographic 

irregularities, it is possible for a visitor to travel more than 60 miles yet still 

reside within the geographic boundaries of a single HA. One example 

would be a visitor from Gettysburg touring the grounds of Fort Ligonier in 

Ligonier, PA. Despite remaining in the HA, the visitorôs spending patterns 

would relate more to that of a visitor traveling from outside of the 

geographic region, therefore, visitors travelling more than 60 miles beyond 
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the attraction from which they completed the survey were defined as non-

local, regardless of their location of residence within or beyond the HA. 

2) Non-local day visitors are defined as those visitors living beyond 60 

miles of the facility, attraction, or event where the completed survey was 

collected. 

3) Overnight-Hotel/Motel visitors are defined as those visiting a heritage 

attraction, site, or facility for multiple days, including an overnight stay. 

These visitors spend their overnight stays at either a hotel, motel, or bed & 

breakfast, quantified within the visitor survey. 

4) Overnight-Other visitors are defined as those visiting a heritage 

attraction, site, or facility for multiple days, including an overnight stay. 

These visitors spend their overnight stays at either a campground, 

campsite, private residence, or with friends and family.  

 The visitor segment percentages by HA are noted in Table 3 below. 

 Table 3 
     Visitor Segments by Type to Heritage Areas 

      
 
 
 
 
 
 

 

 

 

 

 

Visitor 
Segment 

Allegheny 
Ridge 

Lincoln 
Highway 

National 
Road Route 6 

Susquehanna 
Gateway 

Overall  Visitor 
Average   

Local Day 24% 33% 29% 12% 22% 24% 

Non-local 
Day 

6% 11% 11% 9% 6% 9% 

Overnight- 
Motel 

21% 27% 34% 31% 49% 32% 

Overnightï 
Other 

49% 29% 27% 48% 23% 35% 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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Average length of stay for an overnight visit 

In order to include overnight visitors and properly allocate the 

average daily spending amounts, it was necessary to calculate the 

average length of stay for overnight visitor groups within each HA.  

Spending estimates by visitor group and industry segment type 

Spending estimates by category of industry type (for example, Hotels or 

Restaurants) were collected by way of the visitor survey. Breakouts across 

visitor spending segments were calculated for the entire sample and for 

each HA as noted in Table 4 below. The characteristics between visitorsô 

daily spending by party varies, primarily with the largest amount spent on 

hotel or motel accommodations.  

         Table 4 
Average Daily Per Party Spending by Heritage Area                                        

& Visitor Segment  
 

 

 

 

 

 

 

 

IMPLAN industry multipliers and Regional Purchase Coefficient 

Multipliers were provided from input-output models estimated with 

IMPLAN. Only the margins from retail purchases were included to guard 

against over-estimating the degree to which the service, industry, or 

Visitor Segment 
Allegheny 

Ridge 
Lincoln 

Highway 
National 

Road 
PA 

Route 6 
Susquehanna 

Gateway 

Overall  
Visitor 

Average   

Local Day $108.41 $114.05 $87.48 $130.14 $114.80 $110.98 

Non-local Day $121.86 $107.34 $139.63 $134.12 $208.86 $142.36 

Overnight - Motel $283.20 $331.10 $320.76 $328.78 $376.66 $328.10 

Overnight - Other $162.55 $209.19 $192.80 $215.56 $175.83 $191.19 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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commodity is manufactured locally. Visitors typically do not make 

purchases directly from manufacturing firms (for example a factory or a 

farm). Instead, they are likely to make purchases at retail or wholesale 

establishments (restaurants). For retail purchases only a portion of the 

transaction remains with the local retailer (known as the retail margin).  

 Without further information about specific industry spending, no 

further adjustments were made to the Industry Change Events. Instead, 

the IMPLAN model estimated average compensation in these sectors. 

Accordingly, the Local Purchase Percentage (LPP) in all Industry Change 

Events was set equal to the econometric Regional Purchase Coefficient 

(RPC) for that particular industry. All regional model trade flows, as well as 

the state analysis model, utilize econometric RPCôs calculated by IMPLAN 

for consistency. 

Economic Impact and Contribution 

Traditionally, economic impact has been reserved to describe a 

change in regional output that is attributable to a change in exogenous 

final demand, a change in final demand that originates outside the region. 

In this analysis, visitor economic impact refers to results that do not 

include the LocalïDay visitor segment. Economic contribution includes all 

visitor segments. 

 Essentially, for the five regional models developed this report, 

visitors from beyond 60 miles of the research region were considered as 

originating outside the local region, therefore all economic impact 
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references do not include the LocalïDay visitor segment. Spending by 

local day visitors is excluded because if local visitors choose not to visit an 

HA attraction, they would still likely spend a similar amount of money 

within the local economy at another attraction or event (Stynes, 2007).  

 The term contribution analysis is often used when describing 

changes in regional output that are attributable to intermediate demand or 

sources of final demand that originate within the region. This report utilizes 

total visitor spending, local and non-local visitors, when referring to 

economic contributions. Note the statewide analysis of all 12 HAs 

economic impact was only completed utilizing visitors not residing in 

Pennsylvania. 

In general, the equations for estimating impact and contribution at 

an HA attraction, site, or event was,  

Economic impacts =  

Visitation counts / visitors per party * Heritage trip purpose = Party 

nights/days (not including LocalïDay) * Spending per night/day * 

Multiplier of its tourism region 

Economic contributions =  

Visitation counts / visitors per party * Heritage trip purpose = Party 

nights/days (including LocalïDay) * Spending per night/day * 

Multiplier of its tourism region  
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Geographic Considerations 

Analysis at the local level was modeled according to the specific 

geographic ñinvestmentò areas of each HA. The geographic investment 

area was defined by the HAs, shared with the research team, and 

comprised of counties and zip codes bordering the HA.  

 Analysis at the state level was modeled with the Pennsylvania 

State Total IMPLAN data file.  

c) Economic Impact: Total PA Heritage Area Program (projection) 

Qualitative interviews suggested that not every visitor travelling to 

regional attractions or events could warrant the term ñheritageò visitor; 

therefore not every out-of-state visitor to these attractions could be a 

heritage-defined visitor. The research estimated conservatively those out- 

of-state heritage visitorôs annual economic impact on Pennsylvania.  

¶ The process begins with annual visitation estimates for each HA. 

Each HA only selected the most recent available annual visitation 

(2014 or 2013) from specific anchor sites most representative of 

their mission, partnerships, and collaborators.  

¶ The statewide analysis of HA visitation economic impact projections 

only included the proportion of visitor's residing outside of PA (37% 

of the total sample). Out-of-state visitors represent fresh dollars for 

Pennsylvania.  
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¶ A visitor segment type (day or overnight) was applied to the 

estimated number of out-of-state visitors .Visitor segment types 

were calculated from the total sample of out-of-state respondents. 

¶ The impact analysis only included the percentage of out of state 

visitors that indicated a heritage attraction, site, or event was their 

primary reason for visit.  

¶ Visitation data was then adjusted to visitor parties.  

¶ Finally, overnight visitation spending is tabulated by including the 

average number of nights an overnight group remained in 

Pennsylvania. 

¶ This conservative calculation projected 7.5 million out-of-state party 

days/nights primarily attributed to HAs and their heritage defined 

partners, attractions, and events.  

¶ The estimated 7.5 million heritage visitor party days/nights 

accounted for more than $2 billion of visitor related expenditures, 

approximately an average of $277 per party day/night.  

 

IMPLAN definitions 

A Bill-of-Goods approach refers to a method of budget 

assignment used to determine which set of industries are directly 

impacted by HA organization demand. The annual budget of the study 

HAs were assigned to one of the 440 IMPLAN sectors. 
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Jobs are calculated as total revenue (output) divided by the output 

per worker for a given industry. Total employment is the sum of 

employment generated by direct, indirect and induced spending. Jobs are 

not full time equivalents but include full and part time jobs, consistent with 

employment estimates of the Bureau of Labor Statistics.  

 Gross Domestic Product (GDP) is calculated as the proportion of 

total revenue (output) that is paid to the components of value added, such 

as employee compensation, proprietor income, taxes on production, and 

profits. The contribution to GDP of a particular business or program would 

then be the total Value-Added associated with that business or program.  

Value added is the preferred measure of the contribution of an activity or 

industry to gross domestic product as it measures the value added by that 

activity/industry net of the costs of all non-labor inputs to production. 

 Industry Change Event. An industry change event is an ideal tool 

for modeling changes in final demand because it spreads the initial 

payment across the industryôs entire production function. By using an 

industry change event to model a final demand payment, the model 

initiates all rounds of spending that would be expected to occur in the real 

world and the entire payment is accounted for in the results table. 

 Labor Income Change. A labor income change is an ideal tool for 

modeling changes in labor income. It makes adjustments for payroll taxes 

and then applies the remainder of the payment to household savings and 

consumption. 
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 Local Purchase Percentage (LPP).  This measure is the percent 

of direct spending that occurs within the local study area. 

Retail Margins. Final demand customers typically do not make 

purchases directly from manufacturing firms. Instead, they are likely to 

make purchases at retail or wholesale establishments. For retail 

purchases only a portion of the transaction remains with the local retailer 

(known as the retail margin). The remainder of the transaction flows to 

manufacturing, transportation or wholesale firms that may or may not exist 

in the study area. Wholesale margins that accrue to Pennsylvania firms 

would be included at the state level, but excluded when estimating 

impacts on local regions. 

 Regional Purchase Coefficient (RPC). The regional purchase 

coefficient is the percent of indirect and induced spending that is 

purchased within the local study area. IMPLANôs econometric methods 

were utilized.  

 Total Output. Total output represents the gross value of all 

financial transactions that occur in a region over a given time. It is often 

reported by industry. Total output differs from Gross Domestic Product 

(GDP) in that it includes the value of all intermediate and final goods and 

services. GDP only includes the value of final goods and services. 

Limitations of the analysis 

Limitations exist in all tourism research. Considering possible errors 

and inconsistencies in use estimates at different facilities and limited 



  

36 
 

information about use patterns, the total visit estimates shared with the 

research team are approximations. 

The economic impact of HA visitation was based upon 

methodology observed in previous research. One challenge was 

attributing visitation to an attraction, region, county, or state to the 

presence or existence of a heritage attraction. Not all visitation to a region 

is for such purposes. Many visits are conducted for business or other 

personal vacations that relate little to the work of HAs or their missions. 

The heritage-visitor definition continues to be a challenge within the field. 

The research methodology attempted to quantify the difference of a 

heritage visit. This was done with the classification questions (see 

Question 6 and Question 7 in Appendix C) within the visitor survey.  

Another challenge is the potential of travelling parties visiting 

multiple attractions per day resulting in over-allocation of daily visitor party 

spending within the HA. The quantitative survey provided the research 

team with data on the occurrence of multiple heritage area attraction visits 

within a specific HA and even to a bordering HA, however, it did not 

quantify the daily occurrence or frequency of this effect. The model 

discounted local heritage area spending for visitor parties travelling 

beyond the HA during the same visit. This data was collected from 

Question 6 of the research survey (Appendix C).  

Limitations of the survey may also include recall of spending. The 

survey attempts to ease the process for visitors by providing multiple 
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choice ranges. The spending averages themselves present an average of 

estimated per party daily spending and not exact amounts recorded at the 

point of sale.  

Additional limitations of an input/output model, such as IMPLAN, 

include the accuracy of leakage measures, the emphasis on short-term 

effects, and the absence of supply constraints. 

Results 

Qualitative 

Using the qualitative methodology noted above, the research team gathered 

opinions, attitudes and insights from at least 91 individuals across the five study HAs. 

Our findings are organized according to the four objectives of the project outlined 

earlier: 

A) Nature of Relationship with Local Partnerséand with   B) Other Local Stakeholders 

In order to examine local partnerships, the research team conducted qualitative 

interviews with regional partners and stakeholders selected by the HAs. The research 

team provided the executive directors of each of the five study HAs a project work guide 

(Appendix A) listing examples of the types of organizations to consider for their 

respective interviewees.  

The research teamôs analysis sought to define consistencies and nuances of HA 

partnerships with regional stakeholders. In fact, even though these two groups are 

mentioned separately in the objectives section above, the team found through 

qualitative research that the groups are really interchangeable (for example, a heritage 

attraction that is an HA anchor site is also a key stakeholder for the HA). The results did 
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not reveal a distinction between partners or stakeholders. Qualitative interviews with 

local stakeholders confirmed that HAs were actively engaged with local partner 

organizations. The scope of partnerships ranged from regional offices of the NPS, local 

historical organizations, and the local business community.  

Some consistencies and patterns across the five areas in our study group were 

noted. The nature of HA partnerships depended on the organizational focus or needs of 

the HA such as fundraising, promotion, conservation, and/or preservation. HAs often 

sought technical assistance, funding opportunities, or cross promotional marketing 

opportunities with NPS or local tourism agencies. HAs typically served the role of 

technical advisor or facilitator on behalf of local businesses, conservation groups, or 

historical societies.  

Table 5 below illustrates the classification type of partner or stakeholder interviewed 

by the research team. These types include: 

¶ NPS or National Forest Service (NFS) representatives were included where an 

NPS or NFS regional office was located within the HAôs region.  

¶ Heritage tourism attractions/sites and event partners draw visitors to the region, 

and therefore, were included wherever possible. 

¶ Conservation, trails and greenways representatives were invited by several HAs 

because these preservation partners help retain the unique and culturally 

significant places and spaces that attract visitors and residents.  

¶ Representatives from the business community were also often identified as 

partners because they provide the products and services that enhance the 

visitors stay and make the community more attractive for return visits and 

relocating.  

¶ Tourism promotion and/or visitor organization representatives were also included 

by some HAs because these groups often work closely with HAs to market the 

local region. 
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¶ Board members of the study HAs were often included as valued local partners 

due to their influence and talent. Board member engagement and active 

participation is essential. 

¶ Local government officials were identified as partners by all HAs. However, the 

research teamôs analysis of qualitative research indicated local government 

officials familiarity or knowledge of the HA purpose varied among our study 

group.  

¶ Representatives from heritage associations, museum, and/or arts organizations 

were also invited by all five of the HAs because these organizations often serve 

as magnets for heritage tourism within each area. 

¶ HA staff members and local academics and consultants were also included, in 

the case of Allegheny Ridge.  

Table 5 
Summary of Partner and Local Stakeholder Interviewees  

Source: Research team qualitative data gathering, 2014 

Note #1:  Totals may not add due to multiple classifications of an individual stakeholder 
          Note #2:  HAs were asked to select 10 representatives to be interviewed. The research team  
                                             accommodated additional interviews, especially when associated with a focus group format.  
 
 

 Allegheny 
Ridge 

Lincoln 
Highway 

National  
Road 

PA  
Route 6 

Susquehanna 
Gateway 

Partners and Local 
Stakeholder Types 

Count % Count % Count % Count % Count % 

National Park 
Service or National 

Forest Service 
1 5% 1 10% 1 8% 1 4% 0 0% 

Attraction or site 2 10% 3 30% 2 17% 1 4% 0 0% 

Conservation, trails, 
greenways 

5 25% 1 10% 0 0% 0 0% 5 19% 

Local Business 
Community 

0 0% 3 30% 2 17% 5 22% 4 15% 

Tourism & Visitor 
Organization 

1 5% 2 20% 0 0% 6 26% 3 12% 

Board member 1 5% 5 50% 3 25% 0 0% 5 19% 

Local government 
(elected, planner, or 

developer) 
7 35% 2 20% 4 33% 6 26% 9 35% 

Heritage 
association, 

museum, arts 
2 10% 1 4% 2 17% 5 22% 1 4% 

Staff member 2 10% 1 10% 0 0% 1 4% 3 12% 

Academic or 
consultant 

2 10% 0 0% 0 0% 0 0% 0 0% 

 Total 20 115% 10 184% 12 117% 23 109% 26 115% 
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HA partners comprise two general definitions, those providing technical support 

and funding (for example DCNR, regional tourism organizations, and other state funded 

organizations) and those seeking technical support and funding (for example local 

museums, arts and cultural organizations, and local businesses). Beyond the general 

partner definitions of supporter or supported, the nature of partner relationships were 

consistent among the HAs. The nature of partner relationships included promotion, 

fundraising, preservation, and conservation, all of which contribute to the economic 

benefits of HAs either through operational spending or heritage related visitor spending 

within the region.  

 Promotion/Education ï HAs and their partners developed marketing ideas and 

implemented plans to educate visitors about attractions or events. One example from 

our research was the Route 6 partnership with the Crawford County Tourism promotion 

agency to advertise sites along the corridor in Crawford County.  

 Fundraising ï included HAs receiving funds from partners and HAs partnering 

with organizations to facilitate or attract funding. The primary funding source for most  

HAs was DCNR.  Additional funders included private donors, businesses, and public 

agencies. In terms of facilitating funds, HAs provided technical assistance for grant 

development such as the example of National Road and the funding of the Sheepskin 

Trail Feasibility Study.  

 Preservation ï HAs worked with local historical and heritage organizations to 

preserve culturally and historically significant places and spaces. The Lumber Museum 

in PA Route 6 exemplified this as well as numerous projects in the Susquehanna 

Gateway including bridge lighting and Zimmerman Center for Heritage. 
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 Conservation ï worked with public (Conservation Landscape Initiatives Program 

of DCNR) and private organizations on conservation efforts to restore or improve 

natural spaces for recreation and beauty. An example of this collaboration is the 

Pittsburgh-to-Harrisburg Main Line Canal Greenway coordinated by Allegheny Ridge, 

which includes a large environmental conservation component.   

C) Perceived Effectiveness of HAs in Performing Their Mission 

To address this objective, the research team collected qualitative data, particularly as it 

related to how each HA understood and supported the five mission statements of the 

statewide program noted below (Mohoney, 2014).  

1. Conservation of Natural Areas. ñTo conserve trails, waterways, open spaces 

and points of natural beauty as the focus of outdoor recreation attractions and 

economic development opportunities.ò  

2. Tourism.  ñTo promote attractions that appeal to visitors, both from within the 

HA itself as well as beyond its borders.ò 

3. Preserving a Sense of Place. ñTo promote and sustain local pride by 

assisting grassroots organizations plan and implement heritage-related projects.ò  

4.  Community Education.  ñTo increase local awareness of attractions, 

museums, natural areas and community events that highlight historical or cultural 

events.ò 

5. Preservation of Historical Artifacts and Buildings. ñTo preserve historical 

artifacts and buildings.ò 

 To summarize the feedback from the 91 stakeholders interviewed in the 

qualitative data gathering, the research team also found that all five study HAs 
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understood and supported the mission statements noted above. However, that there is 

wide divergence among the HAs in regard to specific program objectives.  A number of 

factors account for this divergence, location (rural vs. urban or semi-urban), 

demographics (variations in education and income levels), leadership style, geography 

(size of the HA) and the range of natural and historical attractions (major attractions vs. 

less well-known attractions).  Each of these factors has impacted the organizational 

style and the choice of priorities. A more specific summary of findings for each mission 

statement area follows:  

1) Conservation of Natural Areas 

a. Allegheny Ridge has evolved over the years to focus much of its programmatic efforts 

on the conservation of natural areas that have environmental significance.  Its signature 

project is the Pittsburgh to Harrisburg Main Line Canal Greenway, a swath of land 

roughly two miles wide and 320 miles long. The Greenway is not a single unimpeded 

trail, but rather a grouping of land and water trails that follow the path of the historic 

Pennsylvania Main Line Canal.  In developing the Greenway, Allegheny Ridge has 

worked closely with local partner organizations and stakeholders as well as county 

planning officials to promote outdoor recreation and to encourage appropriate use of 

natural areas that can contribute to community growth. Blairsvilleôs River Town Village, 

a small development near the Conemaugh River, is a prime example of the linkage 

between conservation and community development. 

b. Lincoln Highway collaborates with DCNR and Trout Unlimited to conserve and 

promote the Laurel Highlands Trout Trail.  This program, though still in a developmental 

stage, has, according to a representative of Trout Unlimited, strong potential for tourism 
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development.  

c. National Road oversees two conservation-related projects, a) the construction of the 

Sheepskin Trail, a 34-mile hiking trail that, when completed, will connect the Great 

Allegheny Passage to the W. Va. Mon River Trails; b) Mon River Town Programð

helping local communities organize economic development initiatives that make use of 

the Monongahela River. In both of these projects, there is extensive collaboration with 

local citizen groups. 

d. PA Route 6 serves as an organizational mortar that links several organizations in the 

region: PA Wilds, Lumber Heritage Area, and Allegheny National Forest.  The primary 

objective of this collaboration, called the PA Route Six Alliance, is to promote tourism. 

There have been, however, significant conservation projects such as the Lyman 

Reservoir, which have involved participation by local citizens and small businesses that 

rely on tourism. 

e. Susquehanna Gateway promotes the preservation, conservation and interpretation of 

the Susquehanna River's cultural and natural heritage.  It collaborates with several other 

local environmental and historical preservation organizations (Rivertownes PA, and the 

Conservation Society of York County) as well as several small towns (Marietta, 

Columbia and Wrightsville that border the river) and it uses local volunteers in 

organizing river-related events. A key project is the Lower Susquehanna Water Trail, 21 

interpretive panels that explain the rivers history and usage. 

2) Tourism 

Based on our interviews with HA representatives, partners and stakeholders, HAs 

generally seem to attract three kinds of tourists:  
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Outdoor activists,  ages 25-62. Interested in hiking, boating, rock climbing, camping, 

fishing and related activities. According to the TPA representatives interviewed by the 

research team, this segment of the tourism industry has significant growth potential.  

Traditionalists,  ages 50 and up. People who enjoy sightseeing in small towns, staying 

at B & Bôs, nature watching (particularly for the fall foliage) and low-challenge hiking.  

Traditionalists are often interested in antiques and restaurants that have local charm.  

Families, mixed ages. Tend to stay for a weekend or a few days.  Activity choices 

combine the outdoors and traditionalist tourism. Camping and picnicking are typical 

activities. 

Based on our interactions with staff and local stakeholders, all five study HAs 

seek to connect regional assets to visitor destinations.  All five recognize that tourism is 

an important driver of economic development--jobs, new businesses, tax revenue, 

lodging, special events, meals, etc.  The study HAs, however, utilize different 

approaches to tourism development: 

a. Allegheny Ridge and Susquehanna Gateway place a high priority on participation by 

local residents in nature-related activities. Traditional tourism marketing is left to the 

tourism promotion agencies. 

b. Lincoln Highway is, in effect, a tourism/preservationist organization.  Its efforts to 

support the restoration of a number of highly unusual roadside displays and tourist 

attractions have been successful in capturing a moment in historyðthe era of the family 

automobile vacation. In recent years, Lincoln Highway, in collaboration with the Laurel 

Highlands Visitors Bureau, has initiated efforts to promote the Laurel Highlands Trout 

Trail--ten high quality streams located in picturesque woodland areas.  
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c. National Road has, within its boundaries, several high quality, high impact tourist 

attractions: Fallingwater, Ohiopyle State Park and Fort Necessity, all of which are 

promoted by the Laurel Highlands Visitors Bureau. Small-scale festivals and other 

attractions in the western part of the Heritage Area have, according to the National 

Road Executive Director, limited potential for tourism development, although the 

Whiskey Rebellion Festival in Washington, PA may be an exception as it has shown 

growth over several years.  

d. PA Route 6 collaborates with the Allegheny National Forest, the Lumber Heritage 

Area, and various county-based Convention and Visitors Bureaus to form the PA Route 

Six Alliance.  This entity promotes a wide range of tourist attractionsðoutdoor nature-

based activities as well as the traditional appeal of events in small towns. (Pymatuning 

Reservoir, Presque Isle State Park and the Kinuzua Skywalk are popular attractions.)  

3) Preserving a Sense of Place 

Preserving a sense of place refers to programs (usually in small towns) that help 

maintain hometown pride through volunteer activities that preserve local traditions, 

special events and celebrations.  

a. For Allegheny Ridge and Susquehanna Gateway, a sense of place is the link 

between conservation and developmentðthe effort to promote the use of trails and 

waterways by local residents as the basis for community renewal. 

b. Lincoln Highway has contributed to preserving a sense of place along the 220-mile 

highway by providing mini-grants and planning advice for the construction and 

emplacement of various roadside exhibits. As an example, The Mountain Playhouse in 

Jennerstown was able to purchase updated theater seats as a result of a mini-grant. 
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The theater and other tourism-related organizations along the corridor have also 

benefited from Lincoln Highwayôs advice in regard to organizational governance and 

long-term viability. The key sense of place project for Lincoln Highway is the Lincoln 

Highway Experience, a restored 18th century building that has been converted into a 

Lincoln Highway Museum (near Ligonier, PA) with a wide range of exhibits and a first 

rate video. 

c. National Road has used mini-grants to help local communities plan and develop 

projects. Its current collaboration with the Mon River Town Program through which 

economic development projects are identified, analyzed and planned is an example that 

relates to pride of place as well as economic development. 

d. PA Route 6 manages a Heritage Communities Program through which some 20 

communities have received small grants to develop plans for local projects. In some 

cases, they were able to secure significant additional project grants. The value of the 

program is a stimulus for local citizens to take responsibility for the future of their own 

communities. 

4) Community Education 

All five study HAs are engaged in the dissemination of information in regard to their 

programs. This involves organizing volunteers, planning committees, collaboration with 

local organizations and government officials as well as the dissemination of printed 

information.  National Road has developed learning tools for pre-school, 3rd and 4th 

grades to infuse local history into the classroom. 

 

 



  

47 
 

5) Preservation of Historic Artifacts and Buildings 

All five of the study HAs have committed financial as well as volunteer resources to the 

preservation of historic buildings and sites throughout their history. The process of 

restoring historic buildings and sites, however, is often complicated and costly because 

of the need for experts from various fields:  historians, engineers, architects, planners 

and local officials.  Recent examples of successful restorations include the Zimmerman 

Center for Heritage of Susquehanna Gateway (formerly an 18th century residence), the 

Sheetz Center for Entrepreneurial Excellence of Allegheny Ridge (formerly a 

department store in downtown Altoona), and the Lincoln Highway Experience, an 18th 

century residence that has been converted to a Lincoln Highway museum.  The Kinzua 

Skywalk, a spectacular historical restoration project, is a 600-foot walkway over the 

Kinzua gorge. Completed in 2011, it attracts thousands of visitors each year and as 

such is an important economic generator and tourism center.  Designed and 

constructed with funds from the Pennsylvania General Assembly awarded through 

DCNR, it serves today as an increasingly popular tourist attraction in PA Route Six.  

 Based on research team interviews, it seems that recent historical restoration 

projects carried out by the five study HAs have value as administrative offices, 

information centers for tourists, and meeting/convening centers, but rarely, as an 

effective economic development strategy for PAôs rural communities (The Kinzua 

Skywalk is an exception to this finding, but the Skywalk was not developed or 

coordinated by PA Route 6). However, when partnered with effective tourism promotion 

strategies executed by the TPAs, the historic restoration program can fill a preservation/ 

developmental niche in a way that benefits the regional economy.   
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D) Discussing an ongoing protocol for measuring economic impact 

During the many interviews the research team conducted across the Commonwealth, it 

was clear that there was no consistent pattern in the collection of data on economic 

impact. The team did find that executive directors and staff at each of the five study HAs 

appeared to be satisfied with the paper and online questionnaires provided by the 

research team as part of this project, and all five areas were actively involved in 

collecting data using these techniques.  

Quantitative: Overall 

Tabulation of the 3,524 usable questionnaires yielded the following sample profile: 

- Demographics 

   - Gender 

     Sample respondents skewed toward females by a 60/40 proportion, as  

   noted in Chart 3 below. 

 

   

 

 

 

Female 
60% 

Male 
40% 

Chart 3 

Respondent Gender 
"What is your gender?" 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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   - Household Income 

     The sample skewed fairly upscale with the single largest segment of    

    respondents (25%) reporting household income of $50-75,000, and 68% of all  

              respondents reporting income of more than $50,000, as noted in Chart 4: 

 

 

  

       - Age 

  The sample skewed older with the largest single segment of respondents         

reporting an age of 55-64, as noted in Chart 5 below. A minority (35%) of  

 respondents reported their age within the 25-54 demographic often used by   

 marketers to target consumers. 

     

  

9% 

23% 
25% 

20% 
23% 

0%

10%

20%

30%

Less than
$25k

$25-50k $50-75k $75-100k $100k+

Chart 4 

Respondent Household Income 
"Which best describes your total household income?" 

6% 

12% 
15% 

20% 
25% 

22% 

0%

10%

20%

30%

18-24 25-34 35-45 45-54 55-64 65+

Chart 5 

Respondent Age 
"Which best describes your age?" 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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  - Education 

  The sample skewed toward higher levels of education with nearly a third 

 of respondents (30%) reporting the attainment of a bachelorôs degree. Overall, 

 a majority (55%) had at least a bachelorôs degree, as detailed in Chart 6 below.  

       

 

 The 2010 HA study did not include references to the demographic measures  

 noted above, so no comparison could be made between the two studies. 

- Awareness of Heritage Program and Areas 

   - The Pennsylvania Heritage Program 

  Only one-third (33%) of respondents reported that they were aware of the 

 Pennsylvania HA program, as noted in Chart 7 below: 

 

 

29% 

17% 

30% 
25% 

0%

10%

20%

30%

40%

Some high
school/trade

school

High school
grad

Bachelor's
degree

Master's
degree+

Chart 6 

Respondent Education Level 
"Which best describes your education?" 

No 
67% 

Yes 
33% 

Chart 7 

Awareness of PA Heritage Area Program 
"Have you ever heard of the PA Heritage Areas Program?" 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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In the 2010 HA study, 44% of respondents reported that they were either ñnot      

familiarò or ñnot sureò about the existence of the HA program. 

   - Awareness of Individual HAs: 

 Lincoln Highway enjoyed the highest awareness of all five study HAs with 

60% of respondents reporting that they were aware of the area before their 

visit. It was also the only HA where more than 50% of respondents reported 

awareness prior to their visit, as illustrated in Chart 8 below. 

      

 

 

- Nature of Visits/Attitudes 

 - First time visitors 

  More than one-third (39%) of respondents indicated that this was their first 

trip to the HA where they completed the questionnaire, as indicated Chart 9 

below: 

44% 

60% 

37% 

44% 

25% 

56% 

40% 

63% 

56% 

75% 

0% 10% 20% 30% 40% 50% 60% 70% 80%

Allegheny Ridge

Lincoln Highway

National Road

PA Route 6

Susquehanna Gateway

Chart 8 

Awareneness of Heritage Area 
"Were you aware of the_____Heritage Area before this visit?" 

Yes

No

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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 This percentage of first-time visitors was exactly the same as reported in the    

 2010 HA study at 39%. 

- Sources of Information  

  ñWord of Mouthò was the overwhelming source (58%) of information about 

the attraction where respondents completed their questionnaires. ñThe Internetò 

was the second most-cited source with 17% of total respondent mentions, 

followed by traditional media like newspapers, magazines, billboards, TV, and 

radio, all with single digit responses. Perhaps surprisingly, ñsocial networksò 

represented only 6% of total mentions, although some respondents may have 

included this medium within the other category of ñthe Internet,ò as depicted in 

Chart 10 below. 

No 
61% 

Yes 
39% 

Chart 9 

First Trip to This Area? 
"Is this your first trip to this area?" 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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  This measure was not reported in the 2010 HA study. 

  - Primary reasons for visit  

 ñSeeing heritage attractionsò was the top reason (39%) cited by 

respondents for visiting the HA where they received their questionnaire. 

ñOutdoor recreationò was also a strong lure for visitors with 22% of respondents 

reporting it was the reason they visited the HA. A list of reasons is noted in 

Chart 11 below. 

 

 

 

58% 

17% 

6% 

6% 

6% 

3% 
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1% 

0% 20% 40% 60% 80%
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Internet
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Billboard
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Radio

Chart 10 

Source of Attraction Information? 
"How did you hear about the attraction you are visiting today?" 

  

39% 
22% 

19% 
13% 

8% 
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See heritage attractions

For outdoor recreation

I live here

Visiting friends/family

Just passing through

Chart 11 

Primary Reason for Visiting 
"What is your primary reason for being in this area?"  

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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 The survey also asked respondents to identify if the attraction they visited 

was their primary reason for visiting. These results differed slightly from the 2010 

HA study which reported that 62% of respondents said the attraction they were 

visiting was the primary reason for their trip to the HA. 

- Visitor satisfaction and Likelihood to Visit Again 

More than 90% (91%) reported that they were ñveryò or ñsomewhat satisfiedò with 

their visit as noted in Chart 12 below, while nearly as many (89%) said they were 

ñveryò or ñsomewhat likelyò to return in the future, noted in Chart 13 below.      

 

 

 

 

 

 

 

 

 

 

 

 

 

Neither of the measures noted above were reported in the 2010 HA study. 

 

 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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Chart 12 

Satisfaction With Visit 
"Overall, how satisfied have you been with your visit to the __Heritage Area?" 
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Chart 13 
Likelihood To Visit Again 

"How likely would you be to come back to the ___Heritage Area?" 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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Quantitative: Economic Impact 

Background 

HA visitation provides a significant economic impact to a regionôs economy. 

(Stynes and Sun, 2004). Attraction of tourists to a region is not the primary function of 

HAs although their work is very much interconnected with local tourism promotion 

organizations and partners. Tourism and the promotion of sustainable economic 

development associated with tourism varies among the HAs studied in this report. 

Collecting accurate visitation estimates to the HAs is a challenge, as noted in 

previous research and this studyôs limitations. The quantification of visitor numbers 

utilized visitation data provided by the staff of each HA and their partners. The visitation 

counts did not include every attraction, site, or event located within boundaries of an HA 

to avoid overestimating total visitation.  

Qualitative interviews suggested that not every visitor travelling to regional 

attractions or events could warrant the term ñheritageò visitor. For this reason, the 

survey attempted to capture this variable of economic impact/contribution by asking, in 

question number 7 in the questionnaire, ñwas one or more of these attractions the 

primary reason for your trip to our area?ò (Appendix C). As Chart 14 below indicates, 

heritage attractions were the primary reason for visiting each HA for a majority of 

respondents, but the proportion varied from a high of 82% for National Road to a low of 

58% for PA Route 6. 
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Finally, qualitative interviews also identified another unique aspect of HA 

visitation estimates. It is possible, and more likely in some HAs, for visitors to shuffle 

between HAs during a single visit. This is often noted among the areas that share 

borders or tourism promotion organizations. This nuance of HA visitors was accounted 

for by discounting visitors that indicated within the survey that they were visiting 

attractions beyond the HA local region which they completed the survey. This data was 

collected via question number 6 on the questionnaire that asked for a list of three or 

more facilities/attractions respondents visited in addition to the site where they received 

the survey (Appendix C). 

As Chart 15 below illustrates, over 90% of visitors for three of the five study HAs 

reported that their visit was strictly within HA geographic borders while two (National 

Road and Lincoln Highway), recorded a larger percentage of visitor who reported that 

they also crossed over the geographic border of the HA to visit another HA during their 

trip. The research team believes this is due to the unique nature of these two HAs, and 

to two major attractions in particular that received cross-visitorship (Flight 93 in Lincoln 

64% 
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70% 
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18% 

42% 
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Chart 14 
Primary Reason for Visit 

"Was one or more of these attractions the primary reason for you trip to our area?" 

Yes

No

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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Highway, which received many visits from National Road visitors, and Fallingwater in 

the National Road, which received many visits from travelers who reported that they had 

also visited Pittsburgh during their trip. 

 

 

In terms of total visitation data, Table 6 below indicates that PA Route 6 enjoyed 

the largest number of total and overnight party days/nights, based largely upon its 

unique geographic nature, including distance from Pennsylvaniaôs most populous metro 

areas and stretching from one end of the Commonwealth to the other, often requiring 

multiple nights to arrive to and traverse PA Route 6 during their visit. 

 Table 6  
                  Annual Visitor Types and Duration of Visit 

 
 

 

 

 

 

 

94% 

88% 

85% 

96% 

98% 

6% 

12% 

15% 

4% 

2% 

0% 50% 100%

Allegheny Ridge
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Chart 15 
Visitation Beyond Heritage Area Borders 

Comparison of results of "Please lis a few of the facilities/attractions you have visited/or 
will visit during your stay in our area" 

Visited attractions in
HA only on trip

Visited attractions
outside HA on trip

  Heritage Areas 

  
Allegheny 

Ridge 
Lincoln 
Highway 

National 
Road 

PA  
Route 6 

Susquehanna 
Gateway 

Local Day Party  33,182 185,171 133,588 160,964 19,190 

Non-local Party  8,296 61,724 49,289 118,512 5,234 

Overnight -                      
Motel Party  

81,877 399,968 263,123 1,161,491 125,658 

Overnight -                     
Other Party  

254,730 572,794 313,633 3,056,555 78,643 

Total # of Party 
Days/Nights 

378,085 1,219,657 759,633 4,497,522 228,725 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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Table 7 below illustrates that the majority of spending for day visitors was 

concentrated in restaurants and bars, amusements (admissions and activities),  and 

retail purchase categories, while the majority of spending for overnight visitors staying at 

a hotel, motel, or B&B were attributed to lodging expenditures. The data in Table 7 is 

based upon the annual visitor count data provided by HAs, applied to visitor type by 

segment percentages calculated through survey. 

Table 7 
         Percent of Average Spending Categories by Visitor Type ï Total Sample   

 

 
 

 

To estimate the economic impact of each of these tourism-related spending 

categories, the research team matched the data collected in the paper and online 

surveys with the following IMPLAN industry activity sectors as noted in Table 8 below: 

            Table 8 

    IMPLAN Economic Model Industry Sectors 
 

IMPLAN 

Sector Sector Name Spending Type 

324 Retail stores ς Food and beverage Groceries 

326 Retail stores ς Gasoline stations Gas & oil 

329 Retail stores ς General merchandise Retail Purchases 

336 Transit and ground passenger transportation Local transportation 

410 Other amusement and recreation industries Amusements 

411 Hotels and motels, including casinos Motel, hotel, B&B 

412 Other lodging accommodations Camping fees 

413 Food service and drinking place Restaurants & bars 

 
 
Visitor Type 

Motel, 
hotel, 
B&B 

Camping 
fees 

Restaurants 
& bars 

Amusements Groceries 
Gas & 

oil 
Local 

transport 
Retail 

purchases 

Local ï   
Day 

0% 0% 32% 29% 6% 13% 0% 19% 

Non Local- 
Day 

0% 0% 30% 30% 5% 13% 1% 20% 

Overnight -
Hotel/Motel 

34% 0% 22% 16% 3% 8% 1% 16% 

Overnight - 
Other 

0% 5% 30% 22% 8% 12% 2% 20% 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 

   Source: IMPLAN Group, LLC, 2015 
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In terms of different types of visitors, PA Route 6 received the greatest proportion 

of overnight visitors, as noted in Chart 16 below, with 79% of respondents reporting that 

they were overnight guests. Nearly half of the PA Route 6 and Allegheny Ridge visitors 

represented overnight guests staying at a camp, a private residence, or with friends. 

Approximately one-third of visitors to Lincoln Highway and National Road anchor sites 

were local day visitors. Visitor segment type correlates to the total amount spent per day 

by a heritage-defined visitor party.  

 

 

 

Economic Impact: 5 Study Areas 

The economic impact of heritage-defined visitation provides substantial economic 

benefits for the local region and state. Heritage tourism is a key segment of 

Pennsylvania's overall tourism economy, and in particular the five study HAs. 

As noted in Table 9 below, we estimate that the five study HAs attracted a range 

of total visitor spending from $64.5 million in Susquehanna Gateway to $1.1 billion in PA 

24% 33% 29% 
12% 

22% 

6% 
11% 11% 

9% 
6% 

21% 

27% 34% 

31% 

49% 

49% 
29% 27% 

48% 

23% 
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20%
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Allegheny Ridge Lincoln Highway National Road Route 6 Susquehanna
Gateway

Chart 16 
Visitor Type by Segment 

Local Day Party Visits Non-local Day Party Visits

Overnight - Motel Party Visits Overnight - Other Party Visits

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 



  

60 
 

Route 6 across the industry segments, ranging from hotel stays to retail purchases. 

Total jobs supported ranges from 764 in Susquehanna Gateway to 12,529 in PA Route 

6, and total output ranges from $58.32 million in Susquehanna Gateway to $909 million 

in PA Route 6. Given the significantly larger visitation estimates provided by PA Route 

6, it is not surprising their heritage-visitation impact is substantially greater than the 

other participating HAs. 

                                                      Table 9  
           Heritage Visitor Contribution Results for 5 Study Heritage Areas 

 
 Spending Impact Heritage Areas 

  
Allegheny 

Ridge 
Lincoln 
Highway 

National 
Road 

Route 6 
Susquehanna 

Gateway 

Visitors (# of Party 
days/nights) 

378,085 1,219,657 759,633 4,497,523 228,724 

Heritage Visitor Spending 
(000's) 

$69,203 $279,991 $163,436 $1,077,590 $64,454 

Direct Effect           

Jobs 599 2,827 1,816 9,846 590 

Labor Income (000's) $15,013 $58,138 $32,792 $221,485 $12,584 

Value Added (GDP) (000's) $20,671 $88,776 $52,600 $324,874 $20,168 

Output (000's) $35,332 $159,547 $97,596 $569,675 $35,527 

Total Effect           

Jobs 741 3,537 2,230 12,529 764 

Labor Income (000's) $22,155 $84,894 $49,593 $322,712 $19,873 

Value Added (GDP) (000's) $32,952 $136,849 $81,804 $509,309 $33,612 

Output (000's) $55,352 $243,492 $148,317 $908,800 $58,297 
 

 

Table 9 demonstrates how heritage visitors contribute substantial economic 

benefit to their local region. The regional contribution noted in Table 9 represents the 

benefit of all visitor party spending.  

The research team also looked at regional impacts to measure the likely loss in 

economic activity within the local region in the absence of the heritage area identified 

attraction, event, or park. This analysis excludes spending by local residents and 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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focuses on dollars entering the region from the outside (spending of visitors from the 

immediate vicinity of the attraction visited (60 miles) was excluded). As Table 10 below 

indicates, outside visitors to the five study HAs (either non-local day visitors or overnight 

visitors) attract annual spending ranging from $62.3 million for Susquehanna Gateway 

to $1.06 billion for PA Route 6.  

Table 10 
                 Non-Local, Heritage Visitor Impact Results for 5 Study Heritage Areas 

Spending Impact 

 

        

Non-Local or Overnight Visitors   Heritage Areas   

  
Allegheny 

Ridge 
Lincoln 
Highway 

National 
Road 

Route 6 
Susquehanna 

Gateway 

Visitors (Party 
days/nights) 

344,903 1,034,486 626,045 4,336,559 209,535 

Heritage Visitor 
Spending (000's) 

$65,606 $258,873 $151,750 $1,056,641 $62,251 

Direct Effect           

Jobs 564 2,603 1,667 9,641 568 

Labor Income (000's) $14,164 $53,628 $30,318 $216,916 $12,117 

Value Added (GDP) 
(000's) 

$19,534 $82,316 $48,862 $318,603 $195,01 

Output (000's) $33,386 $147,854 $90,403 $558,669 $34,326 

Total Effect           

Jobs  699 3,260 2,050 12,271 735 

Labor Income (000's) $20,914 $78,396 $45,873 $316,157 $19,152 

Value Added (GDP) 
(000's) 

$31,137 $126,814 $75,890 $499,413 $32,470 

Output (000's) $52,300 $225,530 $137,340 $891,101 $56,282 

 

Total jobs supported ranges from 735 in Susquehanna Gateway to 12,271 in PA 

Route 6, and total output ranges from $56.2 million in Susquehanna Gateway to $891 

million in PA Route 6.   

Table 11 below illustrates the aggregate regional multipliers utilized for per party 

spending. Aggregate event multipliers are the cumulative result of the individual industry 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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multipliers impacted by tourism spending. For example, for every four jobs directly 

supported by heritage visitor spending another indirect job is supported annually. The 

research team allocated visitor spending amounts to the corresponding IMPLAN code 

within IMPLAN V3 software. The model utilized 2012 Pennsylvania data sets with the 

event year adjusted to 2014 to correspond with the survey data.  

Table 11 
Regional Impact Aggregate Event Multipliers - Visitor Party Spending 

 

  
Allegheny 

Ridge 
Lincoln 

Highway 
National 

Road 
Route 

6 
Susquehanna 

Gateway 

Jobs 1.24 1.25 1.23 1.27 1.29 

Labor Income ($000's) 1.48 1.46 1.51 1.46 1.58 
Value Added (GDP) ($000's) 1.59 1.54 1.56 1.57 1.67 

Output ($000's) 1.57 1.53 1.52 1.60 1.64 

 

 

Findings from the 2010 HA study aggregated spending and job impact across all 

eight of its study HAs that included The eight regions were Allegheny Ridge, Lincoln 

Highway, National Road, PA Route 6 and Susquehanna Gateway, in addition to 

Delaware & Lehigh, Lumber Heritage, and the Oil Region (the research team believes 

that . In an attempt to draw comparison, we highlight the results of the 2010 study 

(Unpublished, 2010) below.  

          2010 HA Impact Study (8 HAs)  

  Total visitor spending:                            $301 million  

  Total job impact:                    6,030  

  Total value added:                                     $247 million  

 

 

In the economic impact and economic contribution analyses, total heritage visitor 

spending is reported as well as the direct and total (direct and secondary) effects of 

spending in terms of jobs, income, value added, and output (sales) at a regional level. 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 

Source: Economic Impact ƻŦ tŜƴƴǎȅƭǾŀƴƛŀΩǎ IŜǊƛǘŀƎŜ !ǊŜŀǎΣ нлмл 
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Jobs are not full time equivalents but include full and part time jobs, consistent 

with employment estimates of the Bureau of Labor Statistics. Output represents the 

sales of businesses in the region with the exception that sales in the retail trade sector 

are only the retail margins on retail sales and therefore exclude the cost of goods sold. 

Income is measured as labor income which includes wages and salaries, payroll 

benefits, and income of sole proprietors. Value added includes labor income as well as 

profits and rents and indirect business taxes. The research team believes value added 

is a preferred measure of the contribution of an activity or industry to gross state product 

because it measures the value added by that activity/industry net of the costs of all non-

labor inputs to production.  

Visitor spending is fueled by the effects of visitor counts provided by the HAs of 

attractions, events, and parks identified as representative of the organizationôs mission 

and identity within the region. Visitation estimates provided by PA Route 6 represent the 

organizationôs close partnerships within the expansive rural geographic region in which 

state parks and tourism promotion agencies collaborate on strategies to connect the 

visitors travel through the corridor. PA Route 6 visitation included many of state park 

partnerships including visitation to some heavily visited state parks including Presque 

Isle and Pymatuming.  

Lincoln Highway visitation includes key anchor attractions such as Gettysburg 

Visitorôs Center and Idlewild Park at the bookends of the corridor. Flight 93 and Linn 

Run State Park are two additional visitor attractions identified as key partners in visitor 

attraction to Lincoln Highway.  
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Fallingwater and Ohiopyle State Park provide National Road with two unique and 

powerful attractions within the HA.  

The economic impact of individual HA organizations provide a nominal economic 

benefit to the local economy. Evidence from interviews with HAs and their partners 

suggest HAs work diligently to extend every DCNR dollar invested. This was also made 

evident to the research team through the review of the operating budgets. Direct efforts 

of the HA organization include fundraising with private donors and funding agreements 

with local government. The indirect and induced impacts associated with HA spending 

and payrolls provide additional nominal economic benefits for the local economy, as 

noted in Table 12 below. Each HAs operational expenditures and regional impact were 

analyzed individually.  

Table 12 
Detailed Operational Economic Effects of the 5 Individual Study Heritage Areas 

 

 

Operational Impact - Allegheny Ridge 
   Local Geographic Investment Area - 

FY 2014 Budget 
    Impact Type Jobs Income GDP Output 

Direct Effect 4 $222,642 $241,933 $263,436 

Indirect Effect 0 $5,735 $9,113 $14,893 

Induced Effect 1 $41,742 $73,612 $117,925 

Total Effect 5 $270,119 $324,658 $396,254 

Event Multiplier 1.28 1.21 1.34 1.50 

 

Operational Impact - Lincoln Highway 
   Local Geographic Investment Area - 

FY 2013 Budget 
    Impact Type Jobs Income GDP Output 

Direct Effect 2 $100,763 $111,985 $127,774 

Indirect Effect 0 $2,677 $4,747 $8,721 

Induced Effect 1 $21,895 $40,042 $67,856 

Total Effect 3 $125,335 $156,774 $204,351 

Event Multiplier 1.30 1.24 1.40 1.60 
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Operational Impact - National Road 
   Local Geographic Investment Area - 

FY 2014 Budget 
    Impact Type Jobs Income GDP Output 

Direct Effect 5 $185,589 $163,916 $255,600 

Indirect Effect 0 $14,740 $29,137 $50,501 

Induced Effect 1 $42,228 $75,915 $129,322 

Total Effect 6 $242,557 $268,968 $435,423 

Event Multiplier 1.31 1.31 1.64 1.70 

 
Operational Impact - PA Route 6 

   Local Geographic Investment Area - 
FY 2014 Budget 

    Impact Type Jobs Income GDP Output 

Direct Effect 3 $105,005 $112,988 $131,481 

Indirect Effect 0 $3,203 $5,709 $10,737 

Induced Effect 1 $24,033 $44,212 $77,583 

Total Effect 3* $132,241 $162,909 $219,801 

Event Multiplier 1.32 1.26 1.44 1.67 

*Note, Totals may not add due to rounding, 
         

Operational Impact - Susquehanna Gateway 
  Local Geographic Investment Area - 

FY 2013 Budget 
    Impact Type Jobs Income GDP Output 

Direct Effect 5 $278,150 $305,522 $335,564 

Indirect Effect 0 $7,273 $11,949 $20,405 

Induced Effect 2 $68,546 $127,948 $210,900 

Total Effect 7 $353,969 $445,419 $566,869 

Event Multiplier 1.40 1.27 1.46 1.69 

  

Direct effects represent spending by employees of the HA organization and direct 

spending by the organization within the local geographic investment region.  

 Of the five HA operational expenditure budgets analyzed, National Road 

demonstrated substantial economic activity partnering with regional organizations and 

administering grant awards. More than $140,000 of the National Road FY 2014 

expenditures represented payments to organizations in the form of grant award 

administration. The grant funds were used to complete a feasibility study regarding a 

shuttle and transit service facilitating visitor transportation through the National Road 

and planning stage funding for the Sheepskin Trail, construction of the 1.4 miles from 

Source: Survey of visitors to 5 study heritage areas, 2014; 3,524 total respondents 
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the West Virginia line through Point Marion Borough. The spending of these dollars 

provided the research team an ideal opportunity to illustrate the effects of grant award 

funding and the increased economic effect of a HA within the local economy. Table 12 

above illustrated the increased effect of grant expenditures on National Roadôs GDP 

(Value Added) event multiplier (1.64) compared to the four other HAs of our study 

group.  

The ability and opportunity for HAs to facilitate and partner on larger economic 

development planning and execution grants increases the economic impact within the 

local region. This activity also enhances the economic value of HAs as they may utilize 

technical expertise to promote economic development with partners.  

Lincoln Highway had a successful history of administering grants awarded by 

DCNR from 1996 through 2013. During that time an approximate total of $1.6 million 

was administered to partner organizations within the six-county corridor. The size and 

frequency of DCNR grants has decreased during the past several years. Based on 

interviews with Lincoln Highwayôs staff, the HA has received approximately $50,000 in 

grants to administer each of the last three years (Herbert Interview). DCNR has 

encouraged HA organizations to capitalize on technical expertise to pursue non-DCNR 

grant sources.   

The intangible economic benefits of HAs include sustaining the culture and 

heritage of an area, as well as partnering with TPAs to attract tourist dollars, and local 

Chambers to attract businesses and promote economic development in rural areas of 

Pennsylvania.  

Economic Impact: Total PA Heritage Area Program (projection) 
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All 12 of Pennsylvaniaôs HAs collectively work together to support tourism and its 

related economic impact.  However, quantifying visitation to HAs at the statewide level 

is very challenging.  To address this challenge, the heritage-defined visitor spending 

impact calculation began with visitation data provided by the HAs and their partners. 

The visitation counts did not include every attraction, site, event, or park located within 

boundaries of an HA to avoid overestimating total heritage related visitation.  

The total number of heritage-related visitors shared with the research team was 

estimated at approximately 38 million, as noted in Table 13 below. 

                                                               Table 13 
Visitation Estimates by Heritage Area 

 

Heritage Area 
Annual Visitation 

Estimates 

Allegheny Ridge 676,177 

Delaware & Lehigh 1,741,115 

Endless Mountains 345,583 

Lackawanna Heritage Valley 525,092 

Lincoln Highway 2,312,736 

Lumber Heritage 4,346,634 

National Road 1,988,656 

Oil Region 226,665 

Rivers of Steel 2,523,431 

Route 6 9,236,882 

Schuylkill River 13,787,361 

Susquehanna Gateway 526,000 

Total  38,236,332 

 

 

Qualitative interviews suggested that not every visitor travelling to regional 

attractions or events could warrant the term ñheritageò visitor therefore not every out-of-

state visitor to these attractions could be a heritage-defined visitor. The research survey 

allowed the research team to temper the raw estimate, 38.2 million total visitors, to an 

Source: All data provided by staffs at each heritage area, 2014 
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estimate of those that can be conservatively counted as out-of-state heritage visitors 

spending money in Pennsylvania.  

The conservative calculation projected 7.5 million out-of-state party days/nights 

primarily attributed to HAs and their heritage defined partners, attractions, and events.  

The estimated 7.5 million heritage visitor party days/nights accounted for more than $2 

billion of visitor related expenditures, approximately an average of $277 per party 

day/night. Margins are applied for retail purchases to account for only the portion of a 

transaction remaining with the local retailer (known as the retail margin). The research 

team then adjusted the amounts in each IMPLAN sector for regional availability or local 

purchase percentage (LPP), the percent of direct spending that occurs within the local 

study area. The IMPLAN econometric RPC model was utilized for the state analysis, 

corresponding with the regional RPC method.  

Overnight visitor parties staying at motels spent the most on average, 

approximately $341 per day/night of their party visit, as noted in Table 14 below.  A 

small portion, approximately 5% of the Day Trip visitors not residing in Pennsylvania, 

were classified as óLocalò, within the 60 mile radius of the HA site where the survey was 

completed. These out-of-state residents live in towns bordering the Pennsylvania 

border. Prominent examples that emerged in the quantitative research included 

Cumberland, MD (for National Road, towns in northeast Ohio and northwest New 

Jersey for PA Route 6). 
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Table 14 
Per Party Spending ï Out of State Visitors 

 

Type of Visitor 

Total Per Party 

Spending 

Average 

Motel, 

hotel, 

B&B 

Camping 

fees 

Restaurants 

& bars Amusements Groceries 

Gas & 

oil 

Local 

transport 

Retail 

purchases 

Local Day $88.40 0% 0% 32% 29% 6% 13% 0% 19% 

Non-local Day $144.23 0% 0% 30% 30% 5% 13% 1% 20% 

Overnight - 

Motel 
$341.37 34% 0% 22% 16% 3% 8% 1% 16% 

Overnight ï 

Other 
$223.84 0% 5% 30% 22% 8% 12% 2% 20% 

 

 

Based on this data, the estimated direct contribution of visitor spending to the 

state economy was 19,333 jobs, $477.8 million in labor income, and $709 million in 

value added effects, as noted in Tables 15 and 16 below. Including secondary effects, 

the total contribution of visitor spending to the state economy was 25,708 jobs, $798 

million in labor income, and nearly $1.3 billion in value added effects. 

 

Table 15 
Overall Annual Visitor Impact Results for All 12 Pennsylvania Heritage Areas 

 

    

          

Statewide Model 
Spending - Impact/Non-Residents 

12 Pennsylvania 
Heritage Areas       

  
      

Visitors (Party days/nights) 7,539,755       

Heritage Visitor Spending (000's) $2,089,077       

Direct Effect         

Jobs 19,333       

Labor Income (000's) $477,881       

Value Added (GDP) (000's) $709,062       

Output (000's) $1,208,247       

Total Effect         

Jobs  25,708       

Labor Income (000's) $798,114       

Value Added (GDP) ($000's) $1,263,295       

Output ($000's) $2,147,091       

Sources: Survey of visitors to 5 study heritage areas, 2014; Visitation estimates from heritage area staffs, 2014 

Sources: Survey of visitors to 5 study heritage areas, 2014;                                                                                                               

Visitation estimates from heritage area staffs, 2014 
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Table 16 
Detailed Impact Results for All 12 Pennsylvania Heritage Areas 

 

 

 

 

 

         

 

 

 

 

         

 

 

The heritage-defined visitation aggregate multipliers used to develop the impact 

estimates are provided below in Table 17 below. The indirect effects are calculated 

to represent how $1 of direct spending redistributes through the PA economy. 

 

Table 17 
      Heritage Visitor Impact Results ï Statewide Visitation  

Aggregate Multipliers 

Sector 

Jobs 

Labor 
Income 

(Millions) 

Value 
Added (GDP) 

(Millions) 
Output 

(Millions) 

Direct Effects 
    

Restaurants and bars 7,926 $174,606 $240,446 460,153 

Other amusement and recreation 
industries 

6,214 $150,228 $199,111 326,430 

Hotels, motels, and B&Bs 2,294 $69,292 $155,447 251,074 

Retail establishments 1,491 $39,207 $59,087 82,335 

Grocery and convenience stores 507 $14,182 $18,959 28,172 

Transit and ground transportation 
services 

353 $10,175 $9,141 16,640 

Gas stations 311 $9,620 $14,066 $21,018 

Camping and other accommodations 235 $10,566 $12,802 $22,422 

Total 19,333 $477,881 $709,062 $1,208,247 

Secondary Effects 6,375 $320,233 $554,233 $938,844 

Total Effects 25,708 $798,114 $1,263,295 $2,147,091 

  
 

Jobs Event Multiplier 1.33 

Labor Income Event Multiplier 1.67 

Value Added Event Multiplier 1.78 

Output Event Multiplier 1.78 

 

 

A recently published report for the entire Pennsylvania tourism industry estimated 

traveler spending generated $68.4 billion in total economic activity throughout all 

Note: Rounding totals may not add exactly 
Sources: Survey of visitors to 5 study heritage areas, 2014; Visitation estimates from heritage area staffs, 2014 

Source: IMPLAN software and analysis, 2015 



  

71 
 

industries in Pennsylvania in 2013 (Tourism Economics, 2014). According to this report, 

travel and tourism-related economic activity supported 478,888 jobs in total (direct and 

indirect jobs) in PA in 2013, representing 6.5% of total employment.  

The stateôs travel and tourism sector was directly responsible for an estimated 

$15.3 billion of the stateôs 2013 Gross Domestic Product (GDP). Comparably, the HA 

value added effect was directly responsible for $709 million in 2014.  

This research and the conservative definition of heritage visitation suggests 

heritage tourism, a sub-component of the larger statewide tourism industry, supports a 

substantial number of jobs across the state particularly within the restaurant, 

amusement, and retail industries. To put this impact into perspective, heritage tourism 

employs nearly 23,000 jobs, including direct and indirect effects. That number is greater 

than the population of the City of Johnstown of 20,978 (U.S. Census, 2010).  

Heritage-defined visitors were responsible for more than $126.5 million in state 

and local tax revenues in 2014. State and local tax revenue includes employee 

contributions, household taxes (income, real estate, etc.) and corporate profits taxes.  

New Business Development 

In addition to the economic impact findings outlined above, the CfRPA 

encouraged the research team to look at new tourism-related business start-ups within 

the five study HAs. In response to this request, the research team worked with the 

executive directors of the HAs to identify a list of new business startups. Following are 

the listings provided by each HA. 

Allegheny Ridge: According to Executive Director Jane Sheffield, at least 70 tourism-

related new businesses began operations within the HA during the past 5-10 years. 
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The new businesses range from a hot dog stand (Tonyôs Dog House in 

Avonmore) to restaurants, a chocolate shop, galleries and a raft rental businesses (Coal 

Tubinô in Johnstown) and are located throughout the area as noted in Table 18 below.  

Table 18 
New Tourism-Related Businesses Startups in the Allegheny Ridge HA 

 

New business Name Location New business Name Location 

The Olde Salt Restaurant 
Feiling's Farm Market 
Tonyôs Dog House 
Heritage Inn 
Rockhoppers  
Twisted Thistle 
Cocoôs Coffee Shop 
Rivertown Pub  
Red Rose Baskets 
The Canvas Art and Gift Shop 
Simple Gatherings Gift Shop              
Maryôs d®j¨ vu                                               
This, That & More                                    
Market Street Resale Shop                    
Scoopôs Ice Cream Parlor                             
The Koffee Shoppe                                 
Crumpets Tea Shop                                 
Founders Gallery & Gifts                      
Lehoskyôs Curiosity Shop                           
Karst Conservancy Education Ctr. 
ARTWORKS Gallery  
Asiagoôs Tuscan Italian Restaurant 
B & L Wine Cellars 
Coal Tubinô Raft Rentals 
Flood City Cafe 
Grande Halle  
Hey Day Diner 
JRôs Caf® 
Johnstown Tomahawkôs Hockey  
Press Bistro 
Quaker Steak & Lube 
Slim Adams Bakery 
Bill Sellôs BOLD Restaurant 
Bombshell Vintiques 
DiVersity Salon 
Altoonaôs My Girl Bridal & Formal 

Saltsburg 
Avonmore 
Avonmore 
Apollo  
Apollo  
Leechburg  
Leechburg  
Leechburg 
Freeport 
Freeport 
Freeport 
Blairsville 
Blairsville 
Blairsville                                                  
Blairsville 
Blairsville 
Blairsville                                                     
Blairsville 
Blairsville                                                  
Blairsville 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Johnstown 
Altoona 
Altoona 
Altoona 
Altoona 

Bloom Yoga 
Soul Platter (restaurant)Dining 
Car Café (PSU) 
321 Gallery                                           
Bandito Burrito 
JEMS Funky Consignments & 
More Ozzieôs Sandwich Shop 
Radiance Day Spa 
Dutch Hill Chocolates 
FINDS 
Calico Cat Gifts 
Cherylôs Critter Cuts 
Playtime Pottery, LLC 
Allegheny Street Coffee Co. 
Roxanneôs Renaissance 
Kevin Charles Clothing 
The Mimosa Courtyard Inn 
Allegheny Street B&B 
Thompsonôs Pharmacy 
Delightful Ewe Yarn Shop 
All Capture Flash Photography 
Front Street Deli 
Lindseyôs Cupcakes 
Allegheny Creamery and Crepe 
Carmelinaôs  
New & Used Unique Home Décor 
Honey Creek Bill & Beak 
Natureôs Harmony 
Snowflakeôs 
Fine Points Screen Printing 
Mifflin County Huskies 
Merchandise 
Bittersweet Studios 
Bliss Skate & Bike 
Smithôs Sub House 

Altoona 
Altoona 
Altoona 
Altoona 
Hollidaysburg 
Hollidaysburg 
 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
 
Hollidaysburg 
Hollidaysburg 
Hollidaysburg 
Huntingdon 
Huntingdon 
Lewistown 
Lewistown 
Lewistown 
Lewistown 
Lewistown 

 

Lincoln Highway: According to Executive Director Olga Herbert, at least 31 tourism-

related new businesses began operations within the HA during the past 5-10 years. The 

new businesses range from a new cinema (in Latrobe) to bakeries, coffee 

Source: All information provided by staffs at each of the 5 study heritage areas 
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shops and even retail store specializing in alpaca products (in Bedford) and are well 

distributed across the corridor as illustrated in Table 19 below.  

Table 19 
New Tourism-Related Businesses Startups in Lincoln Highway HA 

 
New business Name Location New business Name Location 

Sundawg Café 
Chef Markôs Palate 
The Pier 
Lapp Family Market 
Latrobe Family Cinema 
Jaffreôs 
Springhill Suites 
Steel Wheel Grille 
Conte Design 
Batter Up Cakes 
Black Bunny 
Thistledown at Seger House B & B 
Country Cupboard 
The Lincoln Cafe 
Diner @ the Gulf Station  
Millstone Inn 

Greensburg 
Latrobe 
Latrobe 
Latrobe 
Latrobe 
Youngstown 
Youngstown 
Ligonier 
Ligonier 
Ligonier 
Ligonier 
Ligonier 
Laughlintown 
Buckstown 
Reels Corner 
Schellsburg 

Seasoned Grille 
Horn óo Plenty 
Everything Tea 
Debôs Vintage and Variety 
Briar Valley Winery 
Unique Stitches 
Beverlyôs Touch of Class 
1758 Fair Trade 
Locality 
Alpaca Shop 
Finely Bee Antiques 
Birdôs Nest Farm and Caf® 
HeBrews Coffee 
Union Hotel and Restaurant 
Barndollar House B & B 

Schellsburg 
Wolfsburg 
Bedford 
Bedford 
Bedford 
Bedford 
Bedford 
Bedford 
Bedford 
Bedford 
Bedford 
Bedford 
Bedford 
Everett 
Everett 

 

National Road: According to Executive Director Donna Holdorf, at least 24 tourism-

related new businesses began operations within the HA during the past 5-10 years. 

The new businesses range from a casino (at Nemacolin Woodlands Resort) to 

new B&Bs and restaurants, antique stores, and even a pet resort (in Farmington). The 

businesses are well distributed throughout the region as noted in Table 20 below.  

Table 20 
New Tourism-Related Businesses Startups in National Road HA 

 

New business Name Location New business Name Location 

Simply Sweet Boutique 
Maywood Grille 
Hartzell House B & B 
Fernwalk Guest House 
The Thompson House Restaurant 
Comfort Inn & Suites 
Olive Garden 
El Patron Restaurant  
Liberty Bell Antiques  
Yesterdayôs Today Antiques 
Sonnyôs Sports Bar and Restaurant 
Shogun Hibachi 
The Food Bar 

Scenery Hill 
Chalk Hill 
Addison 
Addison 
Addison 
Brownsville 
Uniontown 
Uniontown  
Uniontown  
Uniontown 
Uniontown 
Uniontown 
Brownsville 

Sweetieôs Cinnamon House 
Joeôs Dogs 
Ohiopyle Bakery 
Firefly Chocolates 
Sunoco Gas Station 
Route 40 Diner 
Nemacolin Wooflands Pet Resort & Spa 
Hearts in the Attic Shop 
Fallôs Market (expansion) 
Historic Summit Inn (expansion) 
Nemacolin Woodlands (Lady Luck 
Casino) 

Scenery Hill 
Farmington 
Ohiopyle 
Ohiopyle 
Farmington 
Brownsville 
Farmington 
Washington 
Ohiopyle 
Farmington 
Farmington 

Source: All information provided by staffs at each of the 5 study heritage areas 

Source: All information provided by staffs at each of the 5 study heritage areas 
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PA Route 6: According to Executive Director Terri Dennison, at least 18 tourism-related 

new businesses began operations within the HA during the past 5-10 years. 

The new businesses range from a new Comfort Inn hotel (in Edinboro) to an 

outfitters operation (Froggy Bottom Outfitters in Port Allegany), and two wineries. The 

businesses are distributed across the entire corridor as illustrated in Table 21 below.  

Table 21 
New Tourism-Related Businesses Startups in the PA Route 6 HA 

 
New business Name Location New business Name Location 

Comfort Inn 
Cobblestone Inn 
GiGiôs Route 6 Diner 
Painted Finch Gallery 
CJ Spirits 
Mansion District Inn 
PA Wilds Executive Suites 
Rose Boutique 
Cooperôs Generation 

Edinboro 
Corry 
Corry 
Corry 
Kane 
Smethport 
Smethport 
Smethport  
Port Allegany 

Froggy Bottom Outfitters 
Potter County Artisan Center 
Mountain Mama Merchantile 
Alleghany River Campground 
Card Creek Winery 
Crystal Spheres 
Popôs Culture Shoppe 
Grovedale Winery 
The Cooperage 

Port Allegany 
Coudersport 
Coudersport 
Roulette 
Roulette 
Genesee 
Wellsboro 
Wyalusing 
Honesdale 

 

Susquehanna Gateway:  According to Executive Director Mark Plattsô staff, at least 

eight new tourism-related businesses began operations within the HA during the past 5-

10 years. 

The new businesses range from a major new factory tour (Turkey Hill Experience 

in Columbia) to art galleries and even a new brew pub (Kettleworks, also in Columbia). 

The new businesses are distributed in three main locations in the region as illustrated in 

Table 22 below.  

Table 22 
New Tourism-Related Businesses Startups in the Susquehanna Gateway HA 

 
Garth Gallery and Cafe  
Turkey Hill Experience 
Chiques Outfitters 
Kettleworks Brew Pub 

Columbia  
Columbia 
Columbia and Marietta  
Columbia  

Bootleg Antiques 
Burning Bridge Tavern 
Half Nuts Popcorn 
John Wright Restaurant (expansion) 

Columbia 
Wrightsville 
Wrightsville 
Wrightsville 

 

 

Source: All information provided by staffs at each of the 5 study heritage areas 

Source: All information provided by staffs at each of the 5 study heritage areas 
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Conclusions 

Qualitative 

Based on extensive interviews with HA staff, partners and stakeholders in the 

five study HAs, the research team observed the following; 

Organizational challenges 

All five of the study HAs were extremely active in their respective communities as 

planners, partners and advisors. Executive directors and their small staffs manage a 

broad range of responsibilities and maintain relationships with a very wide variety of 

constituents. 

However, the research team believes the HA Program can be viewed, in general, 

as an endeavor in a state of flux.  There are opportunities for projects that have 

economic impact, but funding for these projects is extremely difficult to obtain. 

In light of the current financial status of the Commonwealth and the tendency of 

foundations to identify specific, often narrow, areas of focus, it does not seem likely, in 

the research teamôs view, that the financial dilemma of the HA organizations will have a 

solution at any time in the near future. 

Given this challenging funding situation, the research team believes there is a  

need for entrepreneurial and well-connected leadership in each HA.  Effective 

leadership in todayôs climate requires that both the executive director and the board of 

directors are committed to developing contacts that have funding potential: foundations, 

corporations and individuals.  The latter is particularly important in rural or semi-rural 

areas where few institutional sources of funds are available. Also, executive directors 

are expected to collaborate effectively with local non-profit organizations and volunteers 
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engaged in small town projects. The interaction of these two very different 

responsibilitiesðfundraising and project collaborationðis daunting and poses 

challenges for any executive director.  

The research team believes that the executive directors of the five study HAs are 

committed, competent and knowledgeable. All of them have been on board for a 

significant number of yearsðin some cases more than a decade.  During their tenure, 

however, the funding situation of the HAs has changed. Partnership grants from DCNR 

have declined causing reductions in staff and an inability to undertake major projects. 

Other sources of funding are sporadic and have not taken up the slack caused by the 

decline in DCNR funding.  

In light of this difficult and evolving situation, the research team believes that it 

would be useful for the boards of directors of HA organizations to review, on an annual 

basis, all fundraising activities, including efforts to identify potential individual donors, 

and to foster a more entrepreneurial approach to securing additional HA funding. These 

issues may be dealt with at an annual meeting or at a leadership retreat. If HAs are to 

continue to make significant contributions to the quality of life in Pennsylvania, high-

level effort must be committed to fundraising from sources other than DCNR.  

Tourism Marketing Challenges 

The five HAs support the tourism industry supply chain by connecting 

communities, conserving natural areas, preserving heritage sites, re-shaping 

perceptions, and educating residents.  In terms of marketing, HAs generally rely on the 

appeal of their own websites and the campaigns of their local TPAs and Convention and 

Visitors Bureaus.  
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 The result is an uneven level of exposure and information about tourism assets in 

Pennsylvaniaôs HAs.  Some assets are very recognizable, well established and/or well 

developed. (Laurel Highlands, PA Dutch Country, Ohiopyle State Park). Other 

attractions, particularly some of the historical assets or natural assets, are not as well 

promoted and recognizable as visitor attractions.  

 In each of the five areas visited by the research team, there were stakeholders 

who expressed skepticism or doubt about the capacity of their region to be a tourist 

attraction.  This parallels a widely held point of view that ñtourism is not an industry 

because it doesnôt build anything and it doesnôt dig anything from the ground.ò  Both 

attitudes were particularly evident in the PA Route 6 area.  

Quantitative 

The quantitative data gathered in this project provides evidence that heritage 

tourism is an important segment of Pennsylvania's overall tourism economy, supporting 

significant numbers of businesses and jobs.  

As noted in above in the Results section, the five study HAs attract thousands of 

annual heritage defined visitors and those visitors spend millions of dollars supporting 

thousands of jobs in each of these regions.  

Projecting the results from the five study HAs to the entire state, the direct 

contribution of visitor spending to the state economy in 2014 was 19,333 jobs, $477.8 

million in labor income, and $709 million in value added effects. Including secondary 

effects, the total contribution of visitor spending to the state economy was 25,708 jobs, 

$798.1 million in labor income, and $1.26 billion in value added effects. Heritage defined 

visitors were responsible for more than $126.5 million in state and local tax revenues. 
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State and local tax revenue includes employee contributions, household taxes (income, 

real estate, etc.) and corporate profits taxes. 

HAs play a key role in sustaining tourism throughout the regions they operate. 

Although regional tourism promotion is not their only significant organizational objective, 

the HAs make strong efforts to maximize the impact of heritage tourism by partnering 

with their regional TPAs. In all cases, the objective is to extend the visitor's length of 

time within the region.  

An excellent example of the "connecting the dots" strategy is the PA Route 6 

interactive itinerary map (PA Route 6, 2014) available on the website and for download 

to mobile device. The website allows the trip planner to envision what the next town or 

site may be, pushing or pulling the travel party either East or West along the corridor, 

hopefully to spend an extra day or night in the region or in Pennsylvania due to the work 

of the Route 6 HA and their partners. This is economically important because this 

research confirms that visitor's extending their stay overnight spend substantially more 

within the region on visitor related purchases.  

The research process required collaboration among the five HA participants. 

Collaboration on visitation and visitor spending data collection should be continued and 

expanded throughout the HA programs. The visitor surveys provide detailed information 

about spending patterns in specific HAs. More precise estimates of spending patterns 

should also take into account how spending varies among all of the HAs. 

 

 

 



  

79 
 

Policy considerations 

Background 

The Pennsylvania Heritage Area Program was originally formed to preserve 

man-made history while DCNR was formed to preserve and protect the natural areas of 

the state for the enjoyment of future generations (Mahoney, 2014).  

 Over the years, there has been evolution in the programs of both entities in 

keeping with economic circumstances and public interest. DCNR maintains a wide 

range of programs to protect natural areas and to insure an appropriate and limited use 

of these areas for economic purposes. HA programs have gradually increased their 

emphasis on economic development through tourism and the preservation of natural 

areas. 

Observations & Recommendations 

The research process for this project required extensive collaboration with the 

five study HA organizations. Through this process, the research team observed 

opportunities for improvements in the future.  Following are a list of recommendations 

for legislators and policymakers to consider in an effort to enhance the effectiveness of 

the heritage area program: 

1. A summit meeting to improve interaction between DCNR and HAs 

On one hand, the goals of DCNR and the HA program seem to mesh together 

well.  Both DCNR and the HAs are committed to the appropriate use of historic and 

natural assets and both sets of entities see advantages in linking these assets to 

opportunities for economic growth. The HA program effectively fills this niche for the 

benefit of both the statewide and regional economies. 
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 Despite these similarities, the research team observed that the integration of HA 

programs into the overall DCNR mission has not always been an easy fit.  HAs are 

engaged in a broad range of activities that are relevant to the cultural, historical and 

environmental heritage of the Commonwealth, but to relate these wide ranging activities 

into the structure of DCNR has been, at times, challenging. The linkage is easiest in 

regard to those HAs that clearly emphasize conservation of heritage and natural assets. 

It is more difficult in regard to the HAs that are more eclectic and varied in their 

programmatic choices.  

 The research team recommends an informal summit meeting between all the HA 

staffs and key representatives of DCNR to develop a road map for the future of the 

entire HA program statewide. In light of the new administration in Harrisburg and a new 

Secretary of DCNR, the research team believes this meeting could be an important 

interaction, not only to clarify administrative matters, but to share new ideas as well. The 

overall goal of such a review would be to enable the HAs to fit more effectively into the 

DCNR system while providing some flexibility in the implementation of specific 

objectives. 

2. Common visitor survey method.   

 Prior to this project, the five study HAs did not employ a common approach to 

collecting visitor data. The research team recommends that DCNR work with all HAs to 

implement a common survey technique, built on the practices used in this study. The  

work guide developed by the research team for this project would be a good template to 

build upon in the future (Appendix A). The research team has already provided 

templates of the paper questionnaires and online questionnaires included in Appendix C 
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and D to executive directors in each of the five study HAs for their use going forward. 

The research team has also offered to assist HA staff on how to input data into Excel 

spreadsheets for further analysis. The questionnaire instruments were easy to 

administer and have yielded an impressive amount of data, as outlined in this report. If 

this protocol was employed across all 12 Pennsylvania HAs at frequent intervals 

(perhaps 3-5 years), DCNR and the HAs would benefit from up-to-date data on 

visitation and economic impact. 

3. DCNR partnership grants.  

 Partnership grants are awarded annually to each of the HAs on the basis of a 

grant application. Partnership grants provide basic support to a wide range of HA 

activities.  Based on interviews and observations of the research team, it appears that 

these grants are appropriately defined to meet the needs of the HA organizations. 

Although the application process has recently been streamlined, the research team 

recommends that further simplification of the process, with a corollary being a quicker 

turnaround time. This is in recognition of the small HA staffs (often only one person) and 

the fact that delays make it necessary for HAs to take out short term loans to meet basic 

expenditures. 

4. Mini-grants.  

 The research team observed that HA organizations can be very effective when 

they foster collaboration among local citizenry, connecting communities, re-shaping 

perceptions, educating residents and providing forums for the exploration of new ideas 

and new programs. Mini-grants are an essential part of this process. As part of the 
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annual grant application process, any HA may apply to DCNR for funds that will enable 

the HA to award mini-grants to local non-profit entities.  Mini grants are generally 

awarded for the cost of studies, consultants, short-term staff assistance or special 

projects.  Mini grants enable HAs to facilitate the development of new projects. Their 

continuation and, where possible, expansion is an important element in the HA 

program.  

5. Relationships with local partners and stakeholders.   

 Based on the research teamôs data collection with stakeholders of the five study 

HAs, it seemed clear that the five HAs were generally effective in their ability to maintain 

contact with local partners and stakeholders. These interactions are largely attributable 

to the interpersonal skills and hard work of the executive directors.  However, the 

research team believes the HAs could broaden the range of contacts with local 

businesses and increase the collaboration with TPAs in their areas in order to stimulate 

more heritage-defined tourism development. To address the challenges noted in the 

Conclusions section above, the research team recommends that each HA develops an 

annual protocol of having each HA board of directors review all fundraising activities, 

including efforts to identify potential individual donors, and to foster a more 

entrepreneurial approach to securing additional HA funding. These issues may be dealt 

with at an annual meeting or at a leadership retreat. 

6.  A more marketable name.   

 In marketing terms, success in attracting tourists or visitors (regardless of the 

term used) whether for several days or several hoursðdepends to a significant degree 

on the name of the attraction.  A name that is catchy, that has contemporary appeal, 



  

83 
 

and marketability is a critical element that often determines whether travelers visit or 

not.  The name ñheritage areaò did not resonate among some participants in the 

qualitative portion of this research. Some interviewees believed it means ñhistoryò, while 

some relate it to ñantiquesò and even ñgenealogy.ò  Also, based on the quantitative 

research there was low awareness for the PA HA Program (33%) and even lower 

awareness for some of the individual HAs. The research team recommends that DCNR 

and the PA HA Program conduct research into the development of a new name that 

may have greater marketing impact. 

7. Preserving a sense of place.   

 Preserving a sense of place refers to programs (usually in small towns) that help 

maintain hometown pride through volunteer activities that preserve local traditions, 

special events and celebrations.  

 Programs like PA Route 6ôs Heritage Communities Program through which some 

20 communities have received small grants to develop plans for local projects play a 

vital role in helping local citizens take responsibility for the future of their own 

communities. Wherever possible, the research team recommends that these grants 

should continue for economic development purposes. 

8. Nature Tourism.  

 Attractions that draw visitors to the Commonwealth to enjoy hiking, camping, 

water sports, fishing, hunting, rock climbing and even geo-caching are an important part 

of the HA program. These attractions represent a significant economic resource that 

has direct implication for Pennsylvania businesses, tax revenue, and investment. 

Tourism is not only a source of revenue, but it also has a positive impact on rural and 
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small town areas. Furthermore, the appeal of nature tourism (or wilderness tourism) as 

a segment of the overall tourism industry is growing and likely to continue to grow, 

according to industry representatives. A recent article in the Journal of Vacation 

Marketing confirmed that wilderness areas in Pennsylvania represent a resource that 

has significant potential for expansion (Dong, Wang, Morais and Brooks, 2013). The 

research team recommends that DCNR consider sponsoring a review of nature tourism 

assets in the HAs. A review of this type could measure economic impact as well as the 

potential for future tourism potential.  Based on the research teamôs qualitative field 

interviews, the study team should include at least one person who has knowledge of 

national and international trends in nature tourism. 

9. Specific HA recommendations: 

- Allegheny Ridge. Based upon observations gathered during interviews with 

stakeholders in the field, the research team believes that resources of Allegheny Ridge 

are stretched thin and that the HA has less visibility in the Johnstown area than in the 

Altoona and Blairsville areas. This is somewhat ironic because Allegheny Ridge was 

very involved in the early development of key Johnstown area organizations such as the 

Johnstown Area Heritage Association and provided significant funding for the 

construction of several key anchor sites in Johnstown. The research team recommends 

that Allegheny Ridge work with DCNR to explore ways for the organization to augment 

its staff and also to explore ways to upgrade its visibility in the Johnstown area, perhaps 

through renewed and enhanced partnerships with the Johnstown Area Heritage 

Association, a group that administers the Johnstown Flood Museum, and Johnstown 
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Heritage Discovery Center, and which is also involved in events such as the Flood City 

Music Festival and the Allegheny Adventure X-Fest. 

- Lincoln Highway.  Based on conversations during qualitative research in the field, the 

research team is concerned that the current focus on Lincoln Highway memorabilia may 

retain interest for some segment of the traveling population, but the appeal of these 

historic items is not likely to grow visitation by significant numbers in the future. The 

research team recommends that the HA work with DCNR to more aggressively link two 

relatively new attractions along Route 30. First, the most impact could come from 

boosting awareness of the Flight 93 National Memorial as a key anchor site (the main 

entrance to the Memorial is physically located on the Lincoln Highway between 

Stoystown and Buckstown). The team recommends that this enhanced linkage be 

pursued soon due to the scheduled opening of the new visitors center at the site this fall 

(based upon the research teamôs interviews, NPS officials believe this will increase 

annual attendance to approximately 500,000). Second, the recent addition of the Laurel 

Highlands Trout Trail has the potential to create additional impact and the opportunity to 

re-define the HA.  Trout streams represent not only a conservation opportunity, but also 

a major tourism draw. To devote more resources on the Trout Trail Project would 

require a review of priorities and organizational structureða task that could only be 

undertaken with increased assistance and participation of DCNR. 

- National Road.  National Roadôs heritage visitation is bolstered by two major anchor 

attractions, Fallingwater, and Ohiopyle State Park. Nevertheless, the research team 

believes there is an opportunity for the HA to work with DCNR to explore new ideas to 

increase the visibility of the Whiskey Rebellion Festival in Washington, PA. 
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- PA Route 6.  The research team observed that the current PA Route 6 boundaries ï 

one mile wide and 327 miles longðare an organizational anomaly that presents 

unusual management and operational challenges. Currently the PA Route 6 staff is 

doing an excellent job of trying to meet these challenges despite a tight budget, limited 

staff, and extensive travel demands. 

 The overall impression gained from interviews is that there are significant 

variations in vacation preferences between the eastern half of the HA and the western 

half. On one hand, the Endless Mountain HA, Pocono Forests and Waters, and the 

eastern portion of the PA Route 6 are increasingly focused on developing short-term 

visitors from New York City, New Jersey and Philadelphia. In general, this region has 

become an East Coast playground with attractions that appeal to urban residents, such 

as summer cottages, hiking tours, restaurants, theatres and concerts. Based on the 

research teamôs qualitative research, tourism in this area is growing rapidlyðso much 

so that the demand for the purchase of summer cottages has grown to such a degree 

that there is a shortage of local real estate agents to handle cottage rentals.  

 On the other hand, the western half of the PA Route 6 has an appeal that is 

based primarily on wilderness experience and traditional attractions such as small 

towns, fall foliage and scenic vistas of various kinds. There are day-trippers who go to 

Pymatuning or Presque Isle; families who enjoy camping; outdoor activists who prefer 

wilderness sites; and traditional tourists who enjoy the drive through small towns and 

rural areas. The research team observed that there may be more cottages in the East 

versus more campsites in the West. There may also be more organized tour activities in 

the East and more short term one- or two-day family outings in the West. The amenities 
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ï lodging, restaurants etc.ðare fewer in the West and the number of individuals or 

families who own or rent a campsite is greater. The research team also observed that 

the cultures of the two sides of the PA Route 6 area is quite different-ïperhaps reflective 

of the cultural difference between the East Coast and Western Pennsylvania, and also 

perhaps indicative of the findings of recent research suggesting that ñtourism in rural 

areasò does not fit a homogenous rural tourist profile due to their broad travel 

preferences (Dong, Wang, Morais and Brooks, 2013). 

 In terms of management, communication, resource utilization and visitor 

attraction strategies, it is not difficult to conceive a two-part ñnorthern tierò entity that 

would see the existing PA Route 6 HA expand its western zone to include the Lumber 

Heritage region and follow the outline of PA Wilds, and an expanded eastern zone that 

includes Endless Mountains and follows the boundary of Pocono Forests and Waters. 

As a result, the research team suggests that there may be value for the HA to work with 

DCNR to consider restructuring the geographic boundaries of PA Route 6 as outlined 

above in order to draw together a wider range of resources and attractions that may 

have a better chance of attracting financial resources from their respective areas than is 

presently the case. Perhaps the most significant advantage of this re-districting concept 

would be to merge the staffs so that the new ñnorthern tierò entity would have a larger 

staff with greater levels of specialization and greater capacity to raise funds. To keep 

ñboots on the groundò along the vast expanse of the new HA, perhaps two anchor 

offices could be staffed--one in the western zone and one in the eastern zone. 

- Susquehanna Gateway.  The research team recommends that Susquehanna 

Gateway work with DCNR to increase its local public profile. The quantitative survey 
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research also indicated that it had the lowest awareness levels of all the HA areas 

among survey respondents. Some suggestions include working with DCNR to fund 

more aggressive promotional efforts, and the development of more special events to 

which the public is invited, and closer relationships with local officials. Many of the 

Lancaster County representatives were less familiar with the Susquehanna Gateway 

Heritage Area organization compared to those representing York County.  
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Introduction & Overview 
Thank you for your cooperation and participation in this important research initiative. Our research 

team has been awarded a grant to quantify the economic impact of Pennsylvania Heritage Areas 

(DHAs). 

This Work Guide is intended to serve as a helpful resource for you and your staff during the upcoming 

year as we work together to make the project a success.  

The Project Goal 
The main goal of the proposed study is to provide an analysis of the economic benefits DHAs have on 

their home communities and the Commonwealth in general.  This analysis would provide a clear, timely 

understanding of the issue for DHA administrators and local constituents, as well as Commonwealth 

policymakers.  

Our research team is targeting five DHAs for study in the spring, summer and fall of 2014: the 

Allegheny Ridge Heritage Area, Susquehanna Gateway Heritage Valley, National Road Heritage 

Corridor, Route 6 Heritage Corridor, and Lincoln Highway Heritage Corridor. 

Our plan calls for two researchers, Bill Lafe, and David Primm, to visit your DHA during the early spring 

with three objectives in mind:  

1) To establish a working relationship with you and your staff that will continue throughout the 

ÓÔÕÄÙȭÓ  durationɂand hopefully beyond. We will also provide phone and email contact info 

where members of our team can be reached if you have any questions about any aspect of the 

project or need any assistance. 

2) To conduct qualitative interviews with you and your local staff and DHA partners to learn 

more about the nature of relationships with DHA local partners and other local stakeholders 

and to determine their perceptions of the effectiveness of the DHA in performing its mission. 

We also hope this qualitative portion of the project will help us develop an improved, 

standardized procedure for measuring DHA economic impacts in the future. 

3)  To lay the groundwork for the administration of quantitative survey gathering in your DHA. 

We hope to speak directly with members of your staff and volunteers in order to provide 

direction on how best to administer the survey questionnaire to visitors at key sites throughout 

the DHA. 

We also plan a follow-up visit by either Bill or David in the late summer or early fall to meet again with 

you and to check on how the project is proceeding. We will also be able to provide advice and assistance 

on issues related to the survey collection process. 

The Project Team 
John McGrath, Ph.D. is an associate professor at the University of Pittsburgh at Johnstown, and is 

ÓÅÒÖÉÎÇ ÁÓ ÔÈÅ ÐÒÉÎÃÉÐÁÌ ÉÎÖÅÓÔÉÇÁÔÏÒ ÏÎ ÔÈÅ ÐÒÏÊÅÃÔȢ $ÁÖÉÄ 0ÒÉÍÍ ÈÁÓ ΧΦ ÙÅÁÒÓȭ ÅØÐÅÒÉÅÎÃÅ ÃÏÎÄÕÃÔÉÎÇ 

economic impact analyses for use by organizations representing tourism, healthcare, higher education 

and government. David was the lead project manager and analyst of an economic impact analysis for 

the Alliance of National Heritage Areas in 2012. Bill Lafe has more than 30 years of experience in the 

non-profit and philanthropic fields including with the Pittsburgh Foundation and the Heinz 
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Endowments. Since 1989, he has managed William Lafe Associates, a consulting firm that works with 

non-profit organizations and government agencies in strategic planning and project development. 

Section 1: Quantitative Data Collection 
This portion of the project involves the distribution of a survey to visitors at key sites throughout your 

DHA. The questionnaire for the survey is very simple in design so that visitors can complete it in just a 

couple of minutes. We will be asking for your help in both a) selecting sites and; b) encouraging staff 

and volunteers at these sites to distribute the questionnaire to visitors and to collect and return 

completed questionnaires to you. More details on each task follows: 

Anchor Site Data Collection 
Anchor site selection goal is to identify 5-10 sites within your DHA as locations where the visitor survey 

will be distributed and conducted throughout the duration of the data collection phase. 

1) How to select anchor sites - With your assistance, we would like to identify sites, based 
upon the following criteria: 
 

× The sites are heritage-related attractions 

× The sites are spread geographically around your DHA  

× The sites draw a representative percentage of their visitors from inside and outside 

your geographic boundaries 

× The sites represent a reasonable crossɂsection of different attractions (that is, they 

should not all be trail-related, or water-related) 

× The sites represent both gated and not-gated; as well as free and paid admission  
 

Your initial list of 5-10 attractions: 

- Please identify 5-ΧΦ ÁÔÔÒÁÃÔÉÏÎÓ ÉÎ ÙÏÕÒ $(! ÔÈÁÔ ×ÏÕÌÄ ÂÅ ÙÏÕÒ ȰÔÁÒÇÅÔ ÌÉÓÔȱȡ 
 

 1)______________________________________________ 
 
 2)______________________________________________ 
 
 3)______________________________________________ 
 
 4)______________________________________________ 
 
 5)______________________________________________ 
 
 6)______________________________________________ 
 
 7)______________________________________________ 
 
 8)______________________________________________ 
 
 9)______________________________________________ 
 
 10)_____________________________________________ 
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2) Anchor Site Contact Plan 
 )Î ÐÒÅÐÁÒÁÔÉÏÎ ÆÏÒ ÔÈÅ ÒÅÓÅÁÒÃÈÅÒÓȭ ÖÉÓÉÔ ÔÏ ÙÏÕÒ $(! ÔÈÉÓ ÓÐÒÉÎÇȟ ×Å ÅÎÃÏÕÒÁÇÅ ÙÏÕ ÔÏ 

communicate news about the project, its goals, and procedures to attractions on 

ÙÏÕÒ ȰÔÁÒÇÅÔ ÌÉÓÔȢȱ 7Å ×ÏÕÌÄ ÌÉËÅ ÔÏ ÍÅÅÔ ÁÓ ÍÁÎÙ ÒÅÐÒÅÓÅÎÔÁÔÉÖÅÓ Ærom your target 

list as possible during our visit so we can explain the project in person. To help ease 

this process along, we are suggesting three forms of communication, and even 

providing samples of what to say, within the Attachment. Feel free to use all, some 

or none of the templates. You will know the best ways to reach your partners.  

 

× Sample Letter - This is a sample letter we suggest that you send to 

members of your target Anchor Site list. It provides details about the 

project.  The full letter is included in Attachment 1. 

 

× Sample Email - A copy of the email template is included in Attachment 2 

 

× Sample Phone Script - A full copy of the sample phone script is included in 

Attachment 3. 

                                                

  

The Visitor Survey Research Process 
Once the 5-10 anchor sites have agreed to participate, the next step will be to explain their role in the 

research process. Representatives from each site may be interviewed by the researchers during the 

qualitative research step (explained later in this guide), but the primary contribution of each of the 

anchor sites will be the collection of quantitative survey data. 

To encourage visitors to take the time to complete questionnaires, the research team will enter all 

respondents who voluntarily supply their contact information into a sweepstakes to win a $200 

MasterCard gift card. The research team will administer the sweepstakes with at no cost or 

involvement by your staff and volunteers. 

The research team has developed three survey techniques that are designed to be as easy, quick, and 

painless as possible for your volunteers to distributeɂand for respondents to complete. The three 

techniques are: 

× 1)  A traditional paper questionnaireɂplaced in a prominent location accessible to visitors at all  
     anchor sites   the entire spring, summer and fall and distributed by volunteers at the site 

This instrument is a simple, one page piece of paper, printed on card stock to make it a little 
easier to handle by respondents who may be completing it on a bench or in a waiting area at 
your regional attraction.  
 
The researchers will supply a large quantity of copies of this questionnaire to your siteɂfree of 
charge. All we are asking is that your staff and volunteers simply invite visitors to take one of 
these questionnaires and complete it during their visitɂ and then to return it to your staff.  We 
are also asking that your staff or volunteer simply write in the name of your attraction and the 
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date on the line at the bottom of the second page of the questionnaire. The image below depicts 
how the questionnaire will look, and an actual full-size copy is attached in Attachment 4. 

 
          

 
 

× 2) An online questionnaire 
This instrument is designed to be used by visitors who are in a hurry, or who simply would prefer to 
take the survey at their leisure at home or anywhere. The questionnaire is identical to the paper 
version in every respect, except that it can be accessed via any computer or wireless device 
including smart phones and tablet computers. The questionnaire will be hosted by a respected, 
secure vendor called Qualtrics, which is recommended by the University of Pittsburgh for all their 
sensitive online research projects. 
 

To encourage and remind visitors to take the online questionnaires, the researchers will be 
providing a small reminder card, also printed on card stock paper, that provides the URL for the 
online questionnaireɂand reminds them that they will also be eligible to win the $200 gift card 
sweepstakes. The image below depicts how the questionnaire will look, and an actual full-size 
copy is attached in Attachment 5. 
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After entering the URL noted on the card above or scanning the QR graphic, respondents will be 

directed to  the online version of the study, as depicted below: 
 

 
 

× 3)  A personal "intercept" procedure encouraging visitors to use either the paper or online 
survey 

The research team feels that it is important to augment the techniques described above 

(administered entirely by anchor site volunteers) with an active approach. To accomplish this, 

the research team has allocated a special $1,ooo discretionary fund for each DHA executive 

director to hire a "Data Collection Volunteer Coordinator" to visit each DHA and work with local 

volunteers to "intercept" visitors during peak visitation times in the spring, summer and fall. The 

process would work like this: 

 a) Each DHA executive director is authorized to hire a Data Collection Volunteer Coordinator(s). 

 b) Each coordinator's responsibilities would include: 

  - #ÏÏÒÄÉÎÁÔÉÎÇ ȰÉÎÔÅÒÃÅÐÔȱ ÆÉÅÌÄ ÄÁÙÓ ×ÉÔÈÉÎ ÔÈÅ $(! 

  - One visit would be scheduled in the spring, one in the summer and one in the fall  

- Visits should be scheduled in advance by the DHA executive director in consultation  

   with anchor  site managers 
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- Field intercepts should be conducted at multiple locations throughout the DHA, not    

   necessarily at participating anchor sites  

- Spending up to two eight-hour days managing the data collection volunteers, working     

   in partnership with the Executive Director to recruit and coordinate volunteers 

  - During each visit, the coordinator would personally intercept as many visitors as   

                     possible, and work with site volunteers to also intercept as many visitors as possible 

c)  Each coordinator (and the volunteers they supervise) should follow the script outlined in  

      Attachment 6. 

d) The coordinators (and the volunteers they supervise) have the discretion of inviting visitors to  

      complete  either the paper questionnaire, or to give them a reminder card to encourage them   

      to use the online questionnaire. 

e) Coordinators should keep track of their hours on the Timesheet Form in Attachment 7 and  

     submit their hours to the DHA executive director for approval. The executive director will then   

     forward the forms to John McGrath (see contact information later in this document) for  

     approval and disbursement of funds.  Funds for each DHA are strictly limited to a maximum of  

     $1,ooo for the entire project duration (spring, summer and fall). 

4ÈÅ ÂÏÔÔÏÍ ÌÉÎÅ ÇÏÁÌ ÆÏÒ ÅÁÃÈ $(!ȭÓ ÉÎÖÏÌÖÅÍÅÎÔ ×ÉÔÈ ÔÈÅ ÑÕÁÎÔÉÔÁÔÉÖÅ ÓÕÒÖÅÙ ÐÏÒÔÉÏÎ ÏÆ ÔÈÅ ÐÒÏÊÅÃÔ ÉÓ 
ȰÅÁÓÙȢȱ  4ÈÅ ÒÅÓÅÁÒÃÈ ÔÅÁÍ ×ÉÌÌ ÐÒÏÖÉÄÅ ÃÏÐÉÅÓ ÏÆ ÔÈÅ ÐÁÐÅÒ ÑÕÅÓÔÉÏÎÎÁÉÒÅÓ ÁÎÄ ÒÅÍÉÎÄÅÒ ÃÁÒÄÓȟ ÁÓ ×ÅÌÌ 
as administer all aspects of the $200 sweepstakes free of charge. The researchers will also do all the 
tabulation and analysis of results, again at no charge to you or the anchor sites that agree to 
participate. All we ask you to do are five actions: 

 

1)  Please have staff and volunteers encourage visitors to complete the questionnaires either in person 

(paper version) or online 

 

2)  Please write in the name of your attraction and date on the line at the bottom of the questionnaire 

 

3)  Please try to distribute and encourage visitors on an ongoing basis throughout the spring, summer 

and fall of  2014 

 

4)  Please call or email the researchers if you need extra copies of the paper questionnaire or online 

reminder card  at (814) 269-2972 or mcgrath@pitt.edu 

 

5)  Please mail all completed paper questionnaires to John McGrath on a monthly basis at the following 

address: 

   

   133 D Biddle Hall 

   University of Pittsburgh at Johnstown 

   Johnstown PA, 15904 

 

mailto:mcgrath@pitt.edu
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Section 2 - Qualitative interviews 
The study of economic impact in the District Heritage Sites of Pennsylvania is, in reality, a study in two 

parts:  the perceived economic impact as viewed by local citizens and the measurable impact based on 

the data generated.  To be complete, the study, in our view, needs to take both elements into 

consideration.  

Consequently, the consultants would like to schedule small group and individual meetings with local 

ÒÅÓÉÄÅÎÔÓ ÉÎ ÅÁÃÈ ÏÆ ÔÈÅ ÆÉÖÅ $(!ȭÓ ÉÎÖÏÌÖÅÄ ÉÎ ÔÈÉÓ study.  The purpose of these interviews is to gain a 

broad understanding of what the public believes about the economic impact of the DHA programs.  

Public perception may not agree in all aspects with the numbers generated by the computer program, 

but it is, nevertheless, an important part of the overall study.  

Interviews 
$ÁÖÉÄ 0ÒÉÍÍ ÁÎÄ "ÉÌÌ ,ÁÆÅ ×ÉÌÌ ÖÉÓÉÔ ÅÁÃÈ ÏÆ ÔÈÅ ÆÉÖÅ ÐÁÒÔÉÃÉÐÁÔÉÎÇ $(!ȭÓ ÉÎ !ÐÒÉÌ-May 2014 for a two-day 

to five-day period (depending on scope) to hold meetings and conduct interviews with a variety of local 

residents. Prior to each visit, Lafe and Primm will discuss with the Executive Director (ED) of each 

participating DHA the nature and purpose of the meetings.  It is our intention that through the meeting 

and subsequent conversation we will be able to develop a schedule and a format for the interviews.  We 

will also be able to answer questions and/or make any necessary adjustments that would be suggested 

by the ED.    

Three key areas of discussions in the interviews will be: 

ΧɊ 7ÈÁÔ ȰÖÁÌÕÅ ÁÄÄÅÄȱ ÄÏÅÓ ÔÈÅ ÌÏÃÁÌ ÈÅÒÉÔÁÇÅ ÁÒÅÁ ÐÒÏÖÉÄÅ ÔÈÁÔ ÈÅÌÐÓ ÍÅÍÂÅÒ Ánd partner 

tourism-related organizations sustain themselves and thrive?  

ΨɊ 7ÈÁÔ ÉÓ ÔÈÅ ÅÃÏÎÏÍÉÃ ÉÍÐÁÃÔ ÏÆ ÔÈÉÓ ΅ÖÁÌÕÅ ÁÄÄÅÄȱ ÉÎ ÃÏÎÃÒÅÔÅ ÔÅÒÍÓȩ 

3) In a perfect world, what could the heritage area (and by extension, DCNR) do to help member 

and partner tourism-related organizations be even more effective? 

We anticipate that each of the two-day visits will include the following: 

Day 1: 10:00ɂ11:30am -- Informal meeting with DHA staff.  Purpose:  To gain an understanding of the 

scope and nature of the programs sponsored by the DHA and the various projects that are currently 

underway.  

For that meeting, it would be helpful if the DHA staff could provide the  following information: 

1. A brief (one-page) history of the DHA that would include the following information:  how it 

started, what the original goals were and how they have changed over time; a list (with dates) 

of major initiatives or projects undertaken by the DHA within the past five years and a brief 

summary of the project, that in the view of the DHA staff, has most effectively captured public 

interest in the past five years. The list should include those projects that were fully realized and 

those that were only partially completed. 

 

If the above information is already available in a printed report or in some other document, 

then, by all means, use those ready-made sources. 
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2. A list of current Board members and their affiliations. Does the Board have term limits i.e. is 

there regular turnover? 

 

3. If the DHA conducts regular fundraising campaigns to support special projects or general 

operating needs, a summary of recent fundraising campaigns.  

 

4. A list of four or five local agencies and individuals that work closely with the DHA as well as 

some individuals or companies that have not been willing to collaborate with the work of the 

DHA. 

 

5. Any research specific to your region that identifies the number of visitors and the attractions 

that they visited. 

Day 1:  12:00ɂ2:00 -- Group meeting.  Research team members Primm and Lafe would like to meet 

with 4-6 persons who are active in supporting and/or working with the DHA on current projects.  This 

group may include 1-2 Board members, as well as community representatives and/or other persons 

who are active in tourism promotion.  

Day 1: Individual meetings -- Primm and Lafe would like to schedule individual one-on-one afternoon 

meetings (two for Primm and two for Lafe) with residents of the District who, because of their position, 

their business or their voluntary activity, have some knowledge or experience with tourism 

development in the DHA.  The individuals in question may be long time supporters of the programs of 

the DHA or they may be individuals who do not participate in DHA programs.  

The one-on-one meetings do not need to take place in the main city or town where the offices 

of the DHA are located.  By interviewing residents that do not live in the principal city or town, 

the consultants hope to get a broad range of perspectives.  

Day Two: Group meeting.  10:00 ɀ11:30 am --  Primm and Lafe would like to schedule a second joint 

meeting with 4-6 persons somewhere in the DHA, but preferably not in the major town.  Preferably, the 

individuals invited to the meeting should be persons engaged in tourism development, either in 

business or non-profit activity or government programs, who are familiar with the work of the DHA, but 

not necessarily supportive or collaborative.  

Day Two: Individual meetings -- Primm and Lafe would like to schedule two meetings (each) with 

individuals who have had some interaction or knowledge of the work of the DHA.   As was the case 

during the first day, these meetings may be scheduled with individuals who have connections, either 

though business or government or non-profit organizations, with tourism development.  

Day 3 ɀ 5: Additional group meetings and individual meetings, following a format similar to the first 

two days but attempting to visit different locations within the Heritage Area.  

- If necessary, the consultants may follow up with a phone call to one or two individuals that were 

not available during the two-day visit.  The consultants  will wrap up with a phone call to the 

Executive Director of each DHA. 
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-Please note:  The consultants recognize that in two days it will not be possible to contact and 

interview all of the individuals who have some interaction and/or experience with the DHA and its 

programs.  Our goal is to collect information, opinion and points of view from as many 

knowledgeable and informed local citizens as possible.    

 

Section 3 - Secondary Data Requested 
 

The following questions are designed to provide the research team with a better understanding of the 

existing or readily-available data sources required for conducting the economic impact research 

project. We would ask that this data be collected and addressed in conjunction with the Qualitative 

Interviews conducted in April 2014.  

1. 0ÌÅÁÓÅ ÓÈÁÒÅ ÁÎ %ØÃÅÌ ÆÉÌÅ ÏÆ ÔÈÅ (ÅÒÉÔÁÇÅ !ÒÅÁȭÓ ÏÐÅÒÁÔÉÎÇ ÂÕÄÇÅÔ ÆÒÏÍ ÔÈÅ ÐÁÓÔ ÔÈÒÅÅ ÙÅÁÒÓȩ 

2. Did your organization distribute grant money or awards to partners or stakeholders within your 

Heritage Area? If yes, can you share the grant types and amounts for the past three years? 

3. Are you aware of the total dollars invested for projects that your organization provided grant-

ÆÕÎÄÅÄ ȰÓÅÅÄ ÍÏÎÅÙȱȩ 

4. Does your heritage area include National Park Service entities? State Parks?  

5. Do you collect visitation data from your partners (reason for trip, overnight stay, where they are 

from, how much do visitors to the region spend in the area)?  

6. Our survey will collect visitor expenditures on a variety of spending categories. Are you or your 

partners familiar with research related to this in your region? 

7. Do you currently work with your Heritage Area partners to track annual visitation numbers to 

their sites?  

8. Are you familiar with any research specific to your region that identifies visitor types such as 

overnight or day-trips? 

9. Could you identify a sample (sub-set) of all your Heritage Area partners and sites within your 

geographic region to best represent overall visitation to attractions and sites that define your 

ÏÒÇÁÎÉÚÁÔÉÏÎȭÓ ÍÉÓÓÉÏÎȩ 4ÈÅÓÅ ÃÏÕÌÄ ÉÎÃÌÕÄÅ ÔÉÃËÅÔÅÄ ÅÖÅÎÔÓȟ ÇÁÔÅÄ ÁÔÔÒÁÃÔÉÏÎÓ ÏÒ ÈÅÒÉÔÁÇÅ ÁÎÄ 

natural attractions. 

10. Have you participated in a joint research project (as a partner or participant) with local 

universities or colleges?  
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Suggested Order for Site Visits - Focus Groups/Interviews 
 

Heritage Area Days on-site (Visit 1 ɀ Tentative 
Dates)  

Days on-site (Visit 2 ɀ Tentative 
Dates)  

Allegheny Ridge 3   (3/31 ɀ 4/2) 2   (October 2014) 

National Road 2   (4/7-4/8) 1    (October 2014) 

Lincoln Highway 2   (4/14 ɀ 4/15) 1    (October 2014) 

Susquehanna Gateway 3   (4/16-4/18) 2    (September 2014) 

Route 6 5   (4/21-4/25) 3    (September 2014) 
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Overall Project Schedule  
 

Project Component Description Timing Responsible 

Party 

1) Project Kickoff   

Meeting and Planning 

 

¶ Selection of case study sites, 

review of project objectives and 

finalization of research protocol. 

March 25, 

2014 

McGrath, 

Primm, 

Lafe; 

CFRPA 

2) 2)   Qualitative Research with  

3)       DHA Executives and 

4)       Regional Partnersé 

5)  

      éand research collected at 

      three annual meeting of  

      PA Heritage in Harrisburg  

¶ The research protocol will 

facilitate focus groups with 

regional partners at each case 

study site. 

¶ In depth interviews with DHA 

leaders to identify existing data 

sources related to visitation, 

operating budgets and revenue 

sources. 

¶ Collect visitation data from other 

DHAs  

April -May  

2014 

McGrath, 

Primm, 

Lafe; 

DHA 

leadership 

and staff 

3) Primary Data Collection 

Survey 

 

¶ Design and finalize the visitor 

spending survey 

¶ Identify ñanchorò sites for self-

service survey administration 

¶ Work with local DHA staff to 

arrange for the collection of  

May ï 

October 2014 

McGrath, 

Primm, 

Lafe; 

DHA 

leadership 

and staff 

4) Economic Impact Analysis 

 

¶ Identify economic, employment 

and fiscal impacts of the DHAs on 

the local and state economy 

¶ Complete analysis to quantify the 

overall economic impacts of all 

PA DHAs on Pennsylvania 

November 

2014 

McGrath, 

Primm, 

Lafe 

5) Reporting & Policy 

Recommendations 

 

¶ Final written technical report 

highlighting policy 

recommendations based on the 

research and analysis. 

¶ Two to four page executive 

summary document highlighting 

key findings. 

December 

2014 ï 

January 2015 

McGrath, 

Primm, 

Lafe 

 

 

 

 

 



  

106 
 

Research Team Contact Information 
 

Name Address Email Phone 

Dr. John McGrath 133 D Biddle Hall 
University of 
Pittsburgh  
Johnstown, PA 15904 
 

 
mcgrath@pitt.edu 

 
(814) 269-2972 

Bill Lafe 1160 Windermere 
Drive, Pittsburgh PA, 
15218 

 
williamlafe@gmail.com   
 

 
(412) 871-0399 

David Primm 6512 Jackson Street 
Pittsburgh, PA 15206 
 

 
david@primmresearch.com 
 

(412) 404-8279 
(215) 840-5625 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

mailto:mcgrath@pitt.edu


 

Attachment 1 ɀ Invitation Letter Template 
 
 
Mr. Samuel Jackson 
Heritage Attraction Number 1 
Hometown, PA 15555 
 
RE:  Tourism Impact Study of Your AttractionɂBeing Funded by Center for Rural PA and DCNR 
 
Dear Sam: 
 

)ȭÄ ÌÉËÅ ÔÏ ÉÎÖÉÔÅ ÙÏÕ ÔÏ ÂÅ ÐÁÒÔ ÏÆ ÁÎ ÅØÃÉÔÉÎÇ project that will be kicking off in the next few weeks. 
)ÔȭÓ Á ÍÁÊÏÒ ÎÅ× ÉÎÉÔÉÁÔÉÖÅ ÔÏ ÍÅÁÓÕÒÅ ÔÈÅ ÉÍÐÁÃÔ ÏÆ ÔÏÕÒÉÓÍ ÉÎ ÔÈÅ #ÏÍÍÏÎ×ÅÁÌÔÈ ÏÆ 0ÅÎÎÓÙÌÖÁÎÉÁɂincluding your 
attraction. 
 

(ÅÒÅȭÓ ÔÈÅ ÂÅÓÔ ÎÅ×Ó ÏÆ ÁÌÌȡ ÔÈÅ ÐÒÏÊÅÃÔ ×ÉÌÌ ÂÅ ÃÏÎÄÕÃÔÅÄ ÆÒÅÅ ÏÆ ÃÈÁÒÇÅ Ôhrough a cooperative joint venture of 
Heritage PA, the Center for Rural PA (CfRPA) and the PA Department of Conservation and Natural Resources 
(DCNR). All we are asking is for a little bit of your time and involvement. 
 

7ÈÁÔȭÓ ÉÎ ÉÔ ÆÏÒ ÙÏÕȩ  
The project will pay dividends for your facility in three ways: 

1) The researchers plan to talk with representatives from your organization and others throughout our DHA 
to learn more about best practices for enhancing tourism and visitationɂinformation that will be shared 
among all attractions in our region. 
2) The researchers also will be asking for your help in distributing a survey at your facility that will collect 
visitor data and other measuresɂall information that will be shared with you 
3) Upon collection of the data from #1 and #2 above, the researchers will provide us all with a report that 
estimates the economic (and non-economic) impact of your facility and others like it throughout the 
commonwealth. 

)Î ÓÕÍȟ ×Å ÁÌÌ ×ÉÌÌ ÂÅ ÇÁÉÎÉÎÇ ÔÈÅ ÂÅÎÅÆÉÔ ÏÆ Á ȰÆÒÅÅȱ ÅÃÏnomic impact study- a study you can share with your staff, 
volunteers, board, local legislators, and community leaders.  
 

What are we asking? 
All we ask is that a representative from your organization join us for a brief meeting with me and the researchers at 
an informal information gathering session. Details of the session are noted below: 
  - What: informal info gathering 
  - When:  April_____, 2014 
     10am-12 noon 
  - Where: Allegheny Ridge Corporation headquarters/Altoona 
  

4ÈÁÔȭÓ ÉÔ ÆÏÒ ÎÏ×Ȣ 7Å ÊÕÓÔ ×ÁÎÔÅÄ ÔÏ ÓÅÅ ÉÆ ÙÏÕ ÁÒÅ ÉÎÔÅÒÅÓÔÅÄ ÉÎ ÂÅÉÎÇ ÐÁÒÔ ÏÆ ÔÈÉÓ ÅØÃÉÔÉÎÇ ÐÒÏÊÅÃÔȢ  
Someone from Allegheny Ridge will be calling you in the next few days to confirm that you received this note and 
to see if you can join us on April_______.  
 

 
Jane Sheffield 
Executive Director 
Allegheny Ridge Heritage Area



 

Attachment 2 ɀ Email Template 
 

Sample email text to communicate with members of your target list 

 

)ȭÄ ÌÉËÅ ÔÏ ÉÎÖÉÔÅ ÙÏÕ ÔÏ ÂÅ ÐÁÒÔ ÏÆ ÁÎ ÅØÃÉÔÉÎÇ ÐÒÏÊÅÃÔ ÔÈÁÔ ×ÉÌÌ ÂÅ ËÉÃËÉÎÇ ÏÆÆ ÉÎ ÔÈÅ ÎÅØÔ ÆÅ× ×ÅÅËÓȢ )ÔȭÓ Á 

major new initiative to measure the impact of tourism in the Commonwealth of Pennsylvaniaɂincluding 

your attraction. 

(ÅÒÅȭÓ ÔÈÅ ÂÅÓÔ ÎÅ×Ó ÏÆ ÁÌÌȡ ÔÈÅ ÐÒÏÊÅÃÔ ×ÉÌÌ ÂÅ ÃÏÎÄÕÃÔÅÄ ÆÒÅÅ ÏÆ ÃÈÁÒÇÅ ÔÈÒÏÕÇÈ Á  ÊÏÉÎÔ ÖÅÎÔÕÒe of 

Heritage PA, the Center for Rural PA and the PA Department of Conservation and Natural Resources--and 

the results will be shared with you, again free of charge. 

All we are asking at this point is for a representative from your organization to join us for a meeting with 

the researchers at the following informal session:  

  - What: informal info gathering 

  - When:  April_____, 2014 

     10am-12 noon 

  - Where: Allegheny Ridge Corporation headquarters/Altoona 

4ÈÁÔȭÓ ÉÔ ÆÏÒ ÎÏ×Ȣ  3ÏÍÅÏÎÅ ÆÒÏÍ !ÌÌÅÇÈÅÎÙ 2Édge will be calling you in the next few days to confirm that 

you received this note and to see if you can join us on April_______. 

 

 

 

 

 

 

 

 

 

 



 

 

Attachment 3 ɀ Phone Script Template 
 

Sample phone script for phone call following up on letter and email to members of your target list 

 
CALLER: Hello. 
 

 4ÈÉÓ ÉÓ ;;;;;;;;;;;;;;;;;;;;;;ÆÒÏÍ ÔÈÅ !ÌÌÅÇÈÅÎÙ 2ÉÄÇÅ #ÏÒÐÏÒÁÔÉÏÎȢ )ȭÍ ÃÁÌÌÉÎÇ ÔÏ ÆÏÌÌÏ× ÕÐ ÏÎ Á 
letter and email that our executive director Jane Sheffield sent a week or so ago. She was inquiring 
about your interest in a new research project. 

 

RESPONDENT:  Oh yeah. You can count us in. What are the details again? 
   ɉ3+)0 4/ ȰÁÌÌ ×Å ÁÒÅ ÁÓËÉÎÇȱ ,).% "%,/7Ɋ 
 
 ) ÄÏÎȭÔ ÒÅÍÅÍÂÅÒ ÒÅÃÅÉÖÉÎÇ ÁÎÙ ÍÅÓÓÁÇÅ ÆÒÏÍ *ÁÎÅ 
   (PROCEED WITH NEXT LINE) 
 

CALLER: ThaÔȭÓ /+Ƞ ) ÃÁÎ ÆÉÌÌ ÙÏÕ ÉÎ ÏÎ ÓÏÍÅ ÏÆ ÔÈÅ ÍÁÉÎ ÄÅÔÁÉÌÓȡ  
 
 )ÔȭÓ Á ÍÁÊÏÒ ÎÅ× ÉÎÉÔÉÁÔÉÖÅ ÔÏ ÍÅÁÓÕÒÅ ÔÈÅ ÉÍÐÁÃÔ ÏÆ ÔÏÕÒÉÓÍ ÉÎ ÔÈÅ #ÏÍÍÏÎ×ÅÁÌÔÈ ÏÆ 0ÅÎÎÓÙÌÖÁÎÉÁɂ

including your attraction. 
 

And the best news is that the project will be conducted free of charge through a cooperative joint 
venture of Heritage PA, the Center for Rural PA and the PA Department of Conservation and Natural 
Resources. All we are asking is for a little bit of your time and involvement. 

 

 Are you interested? 
 

RESPONDENT: Yes, what are next steps? 
 

CALLER: All we are asking at this point is that a representative from your organization join us for a brief 
ÍÅÅÔÉÎÇ ×ÉÔÈ *ÁÎÅ ÁÎÄ ÔÈÅ ÒÅÓÅÁÒÃÈÅÒÓ ÁÔ ÁÎ ÉÎÆÏÒÍÁÌ ÉÎÆÏÒÍÁÔÉÏÎ ÇÁÔÈÅÒÉÎÇ ÓÅÓÓÉÏÎȣ 

   ȣÏÎ ;;;;;ÄÁÙȟ !ÐÒÉÌ;;;;;ȟ ΨΦΧΪȣ 
   ȣÆÒÏÍ  ΧΦÁÍ ÔÏ ΧΨ ÎÏÏÎȣ 
   ȣÈÅÒÅ ÁÔ ÔÈÅ  !ÌÌÅÇÈÅÎÙ 2ÉÄÇÅ ÏÆÆÉÃÅÓ ÉÎ !ÌÔÏÏÎÁ 
 

REPONDENT: 4ÈÁÎËÓȠ ×ÅȭÌÌ ÈÁÖÅ ÓÏÍÅÏÎÅ ÔÈÅÒÅ 

CALLER:   (THANK THE RESPONDENT AND END CALL) 

RESPONDENT: .Ïȟ ) ÄÏÎȭÔ ÔÈÉÎË ×ÅȭÒÅ ÉÎÔÅÒÅÓÔÅÄȢ 

CALLER:   (MAY I HAVE JANE CALL YOU TO EXPLAIN IT A LITTLE MORE?) 

RESPONDENT: 9ÅÓȟ ÈÁÖÅ ÈÅÒ ÃÁÌÌ ÍÅȣ 

CALLER:   (THANK THE RESPONDENT, SAY JANE WILL PHONE SOON, AND END CALL) 

RESPONDENT: ȣÏÒ .Ïȟ )ȭÍ ÓÔÉÌÌ ÎÏÔ ÉÎÔÅÒÅÓÔÅÄ 

CALLER:   (THANK THE RESPONDENT AND END CALL) 



 

         

Attachment 4 ɀ    Paper Questionnaire Example 

 

  

 



  

   
 

 

 

               



  

   
 

Attachment 5 ɀ Online Questionnaire Reminder Card Example 
 

 

 

 

                                                        

 

 

 

 

 

 

 

 

 

 

 

 

 



  

   
 

Attachment 6 ɀ Personal Intercept Script Example 
Script for Data Collection Volunteer Coordinator (and volunteers) to use when 

approaching visitors 
     Typical intercept time frame:  10:00 a.m.  to  3:00 p.m. 

 
Initial contact with visitor: 
"Hello, how are you today?"  "l am a volunteer with (your DHA name) conducting research 
on tourism in 
Pennsylvania. If you don't mind, l would like to ask that you complete this brief 
questionnaire--it's only 
one piece of paper and you have the chance to win a $2oo MasterCard gift card." 

(SHOW THEM THE PAPER QUESTIONNAIRE) 
 

lf they agree: 
(HAND THEM THE PAPER QUESTIONNAIRE) 
 
(After they return it to you, please write in the name of the attraction you are at, 
and the date 
at the bottom right hand side of the card 
 

lf they don't agree: 
"l understand that you're in a hurry today. We totally get that. And we have designed an 
online version of the questionnaire that you can take in your car on the way home, and 
anytime in the next week. And you also get the same chance to win the $200 MasterCard 
gift card. Would you be interested in this easy 
online option?" 
 

(SHOW THEM THE ONLINE INVITATION CARD) 
 
lf they agree: 
 

(HAND THEM THE ONLINE INVITATION CARD) 
 
"Thank you. Here's the card that will remind you about the online survey. You can take it 
on any smart phone, tablet computer, laptop, or desktop computer. Simply scan the QR 
image or type in the web address noted on the card, and you should be good to go." 
 
lf they still do not agree: 
 
"Thank you for your time and have a good day." 




