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Abstract 

Urban destinations look to attract business events as an economic development strategy. 

Planners of all types and sizes of business events select destinations and facilities that meet their 

needs, but ones that also offer authentic experiences to their attendees. Small businesses help to 

shape the destination’s image, exposing tourists to the destination’s distinctiveness (Cecil, 2006). 

Today’s educated business travelers demand unique cultural experiences beyond chain 

restaurants and retail mall shopping.  

Limited studies have focused or tried to understand small businesses. This is surprising 

given the volume of small businesses in the tourism industry (Tinsley & Lynch, 2008). Lack of 

research on small businesses is a detrimental loss to communities as data would provide valuable 

insight for decisions on policies, planning, and growth of destinations (Morrison, Carlsen, & 

Weber, 2010).    

The purpose of this study was to examine the perspectives of small business 

owners/managers regarding economic, environmental, and social impacts of convention and 

business tourism and gauge their support of business event tourism.  The study surveyed small 

business owners in three destinations: Fort Collins, Colorado; Des Moines, Iowa; and 

Charleston, South Carolina. The businesses included in this study were primarily in the city 

center, near major hotels and attractions. A small tourism business was defined as less than forty 

full-time employees, an annual revenue of less than $250,000, or limited infrastructure and 

assets.  A small tourism business consisted of establishments in the following categories: (a) art 

galleries or studios, (b) restaurants, (c) historic attractions, (d) museums, (e) perform/ visual art 

center, (f) unique gift/ souvenir shop, and (g) accommodations.   

A team of researchers used a survey for in-person intercepts in all three destinations, with 

a follow-up online and mail version in order to gain as many small businesses as possible. The 

survey was created by utilizing the primary work of Chen (2000) on perceived impacts of 

tourism and Bastakis, Buhalis, and Butler (2004) on small business owners.  The survey was 

divided into three sections: general information, business operations, and tourism impacts.   

There were two key findings in this research project. First, small business who identified 

themselves as part of the local tourism industry were more likely to support business tourism. 

Additionally, the type of small business was a predictor of support. In conclusion, this study will 

uncover several practical implications for destination management organizations, event planners, 

and offer future research ideas for academics for studying small business or event management. 

 

 

 

 

 


