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ABSTRACT 

 
Shopping, which is traditionally viewed as an urban tourism attraction, can be a 

central attraction for visiting rural areas.  There has been significant growth of small local 

events that promote shopping as their primary attraction in Texas.  Such events are 

commercial venues with the main attraction of shopping for antiques, crafts, and 

collectibles in the rural environment.  Rural craft and flea markets are a popular form of 

attracting visitors to rural communities.  The present research examines the role of craft 

and flea markets for the development of rural tourism, and the benefits of developing this 

type of event for local communities.  Rural flea and craft markets are a new part of rural 

tourism development.  A definition of rural flea and craft markets is provided. 

The study also examines preferences and motivations of visitors to rural flea and 

craft markets.  Analyzing who are visitors of such markets, their motivations and 

preferences at events has become critical to developing sustainable tourism in rural areas 

of Texas.  Old Mill Trade Days (OMTD) located in Post, Texas was used as a study site.  

A self-report questionnaire was administered to 389 OMTD visitors in summer 2003.  

The results of this study indicate that more than half of the visitors were over forty years 

of age, female, white, from Texas, and with an annual household income of over $50,000.  

Crafts, antiques, art, and garage sales items were found to be the most popular items 

among visitors of OMTD.  Significant differences in visitors’ preferences based on 

visitors’ gender and income were not found. Significant differences were found in 

visitors’ motivations with regard to their age, gender, frequency of visit, and distance 

traveled to the event.  



vii 

This research is one of the first attempts to examine rural flea and craft markets in 

the tourism context.  Development of a research instrument which is tailored specifically 

to this type of event is recommended in future research.  The study was limited to visitors 

of Old Mill Trade Days who attended the event in summer 2003.  The findings are 

generalizable only to Old Mill Trade Days. 
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CHAPTER I 

INTRODUCTION 

Fairs and festivals have been held and enjoyed by people from the beginning of 

recorded history.  Early fairs and festivals have been associated with harvest festivals and 

celebration; they were also recognized as a part of various religious celebrations.  In the 

sixteenth century fairs became venues for commerce and trade, while festivals were one 

of the most common forms of community celebration (Avery, 2000).  Apart from fairs, 

smaller caliber trade occurred in rural and urban markets.  In early agrarian societies, 

rural markets were places for trading agricultural products and raw materials that were 

produced by peasants.  The agricultural products and raw materials were also supplied to 

urban markets, where they were traded for fabricated goods made by medieval craftsmen 

and tradesmen (Hodges, 1988).   

The rural markets of early agrarian societies are extinct.  Yet, their siblings, 

outdoor markets and urban craft fairs, live on in industrialized and developing countries.  

In developing countries, rural markets remain places for trading necessities and essential 

agricultural products.  In the industrialized countries, they have changed their traditional 

agricultural formats.  Many contemporary rural markets have become places for trading 

crafts, collectibles, memorabilia, antiques, and one of kind items.  Simply put, they 

become places for trading mostly non-essential and decorative goods.   

Shopping for antiques at rural flea and craft markets has become a popular tourist 

activity in Texas.  Collectibles, crafts, memorabilia, and junk are the most popular 

categories of goods that can be found at such markets.  The trade of goods is mingled 

with the trade of local farmers’ products that make the market place more festive.   
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The rural flea and craft market can also have various forms of entertainment that are 

traditional for a particular rural community.   

Several hundred commercial events are held throughout the year in small towns in 

Texas.  These events have various names, such as antique and crafts fairs, flea markets, 

antique markets, market days, trade days, antique week-ends, and antique weeks.  Despite 

the variability of events’ titles and forms, they are all primarily commercial venues with 

the main attraction of shopping for antiques and crafts in a rural environment.   

The antique industry operates with a very broad spectrum of goods that are 

difficult to categorize.  Antiques encompass a wide range of merchandise from very 

expensive real antique items, through collectibles, memorabilia, crafts, and mere junk.  

Due to antique industry goods’ heterogeneity, it has a highly hierarchical structure.  Real 

antique items of high value and significance are usually traded at expensive antique 

auctions, antique malls, and shops.  Oldwares, collectibles, crafts, and junk are traded at 

local antique fairs, antique markets, and flea markets.  Rural flea and craft markets, which 

are the subject of the present research, are at the bottom of this hierarchy.   

 
Statement of Need 

Beginning in the 1990s, fairs, festivals and special events became a separate area 

in tourism called special events.  Since then, the phenomenon of special events has 

received considerable attention in tourism-related literature.  Many articles have 

discussed the various special events, however, the focus of these studies was mostly 

centered on well established, large-scale festivals that have a specific theme, occurred 

annually, and are located in predominantly urban areas (Mohr, Backman, Gahan & 
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Backman, 1993; Uysal, Gahan & Martin, 1993; Schneider & Backman, 1996; Crompton 

& McKay, 1997; Formica & Uysal, 1996; Lee, Lee, & Wicks, 2004; Poria, Butler & 

Airey, 2004).  Rural tourism research of special events tends to revolve around 

community and local festivals.  This research is mostly focused on the attitudes of local 

communities to tourism development and impact of tourism development on the small 

communities (Gursoy, & Rutherford, 2004; McGehee & Anderreck, 2004; Chhabra, Sills, 

& Cubbage, 2003; Felsenstein & Fleishier, 2003;  Gursoy, Jurowsk, & Uysal, 2001; 

Fleischer & Felsenstein, 2000; Bachleiter & Zins, 1999).   

Apart from festivals, other kinds of events, especially small and less prominent 

types, have received little attention from researchers.  These types of events represent 

rather dispersed and fragmented markets that encompass a wide range of forms.  Local 

craft fairs, rural markets, trade days, markets days, farmers’ and flea markets are also a 

noteworthy component of rural tourism development and should become a subject of the 

study in their own right.  

These events are united by a core activity that is offered to tourists-shopping in a 

rural environment.  Shopping, which is traditionally perceived as an attraction of urban 

life, could generate demand for traveling to rural regions.  There is significant growth of 

small scale local events that promote shopping as their primary attraction.  The unique 

nature of this phenomenon and its considerable growth in recent years demonstrates a 

need to research this trend from the planning, management, and marketing perspective.  

Old Mill Trade Days is a typical example of a contemporary rural flea and craft 

market.  The event emerged in the small community of Post in West Texas, and it has 

been maintained for a decade on first the weekend of each month.  OMTD occupies 
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approximately 50 acres with 99,000 square feet of indoor shopping and accommodates 

about 150 vendors.  The event attracts about 40,000 visitors per year.  Similar types of 

events are held all over Texas in the form of trade days, market days, craft markets, and 

flea markets.  According to the Texas Events Calendar, several thousand commercial 

events occur each year in the state (Texas Department of Commerce, 2005). 

In spite of the fact that attending rural flea and craft markets has become a 

popular tourism activity in Texas, little is known about the visitors of rural flea and craft 

markets and their motivations for visiting such events.  Understanding the motivations of 

tourists and their behavioral patterns at rural flea and craft markets will promote better 

management and marketing of the events.  Raybould (1998) states that “a better 

understanding of the motivations behind attendance can help event managers plan 

programs of activities and entertainment that meet the needs of their target market and 

communicate benefits of attendance more clearly and cost effectively” (p.238).  

Rural-event organizers also face increasing competition from festivals, fairs, and 

other forms of entertainment.  This increasing competition also demonstrates the need for 

research in the area of event motivations.  Motivation research can provide event 

organizers with insights into the visitors’ wants and needs.  Managers and planners of 

rural flea and craft markets need to develop an understanding of the underlying 

motivations of visitors to better serve them. 
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Purpose of the Study 

This study is two-folded.  The first part of the research has an explanatory 

character, and the objectives of this part are the following:  

1. To observe current trends in rural tourism development in Texas.  

2. To give a conceptual definition of rural flea and craft markets in tourism  

context.  

3. To distinguish the place of rural flea and craft markets among other types of  

events. 

The second part of the study uses quantitative methods to formulate a profile of 

rural flea and craft market visitors and explore their motivations for visiting flea and craft 

markets in rural areas.  Old Mill Trade Days (OMTD) located in Post, Texas is used as a 

site for the present research.  The specific objectives of the research are the following:  

1. To describe the demographic and travel characteristics of OMTD visitors. 

2. To analyze what sources of information were the most influential for a decision 

to attend OMTD. 

3. To examine which activities besides OMTD were important in the visitors’ 

decision to visit Post. 

4. To compare possible differences in visitors’ preferences toward goods offered 

at OMTD based on their age, gender, income, and distance traveled to OMTD.  

5. To compare possible differences in visitors’ motivations to attend OMTD with 

regard to their age, income, frequency of visits, and distance traveled to the event. 
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LIST OF TERMS 

 

1. Antique industry - predominantly a trade in goods of a second hand nature.  The  

antique industry had a broad spectrum ranging from (a) exotic antiques, (b) collectibles, 

(c) memorabilia, (d) bric-a-brac, and (e) junk (Michael 2002). 

2. Fair - periodic exhibitions or expositions, often competitive in nature, of produced or  

manufactured goods; sales of articles (Getz, 1991). 

3. Festival - a public, themed celebration (Getz, 1991). 

4. Flea market - a bazaar, usually outdoors, dealing mainly with cheap, secondhand goods  

(The Webster’s Dictionary, 1995).   

5. Motivation - a state of need, a condition that servers as a driving force to display  

different kinds of behavior toward certain types of activities, developing preferences, 

arriving at some expected satisfactory outcome”(Backman, Backman, Uysal and  

Sunshine, 1995). 

6. Recreational shopper - is one who enjoys shopping as a leisure-based activity, spends 

more time per shopping trip on average, considers store décor an important patronage  

decision, and is more impulsive in their buying decisions (Bellenger & Korgaonkar,  

1980). 
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CHAPTER II 

LITERATURE REVIEW 

 

Rural tourism changes 

The number of events taking place in rural communities has experienced 

substantial growth in recent years (Janiskee, 1994).  This growth is characterized by 

diversification of rural events away from a focus on traditional harvest celebrations 

(Higham & Ritchie, 2001), towards music, arts, and cultural themes (Getz & Frisby, 

1988).  Other events revolved around food themes, such as seafood, wines, and fruits 

(Higham & Ritchie, 2001).  Some local communities “repackaged” the existing local 

cultural or religious events as tourism events.  In other cases, new events have been 

invented and promoted for the single purpose of drawing new visitors to a city or a region 

(Felsenstein & Fleishier, 2003).   

There is a growing interest towards visiting rural regions from consumers.  The 

recent interest for traveling to rural destinations might be partially explained by increased 

automobile and weekend travel, economic hardship, a mature travel market, and changing 

consumers’ tastes and preferences.  According to Long and Lane (2000), this trend might 

be further explained by the following key factors: 

1.  Growing interest in heritage, tradition, authenticity, and rural life. 

2.  The search for personal contact in a world of mass travel, shopping malls, and 

video entertainment. 

3.  A trend of taking multiple holidays per year, with opportunities to take a second 

short vacation in rural areas. 
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4. Increasing health consciousness by giving a positive appeal to rural lifestyle and 

values such as fresh air, healthy fresh food, activity opportunities, and stress-free 

situations. 

5. The search for solitude and relaxation in quiet natural places. 

6. An aging but active population retiring earlier, and living and traveling far into 

old age. 

Rural America is becoming a popular tourist destination.  After September 11, 

2001 automobile travel has become more desirable, and many people have chosen to 

travel on shorter trips closer to their homes.  The overall national trend is taking more 

frequent but shorter trips in both duration and distance (Texas Department of Economic 

Development, 2001).  Rural communities located in reasonable proximity to urban areas 

are in the best position to exploit this trend.  

Rural tourism and Texas have a strong connection, as 196 out of 254 counties fall 

under the definition of rural (Texas Department of Economic Development, 2001).  In 

many rural areas, tourism has become a significant contributor to the local economy.  In 

1999, Texas saw the creation of over 47,000 jobs in the area of rural tourism and its 

supporting industries.  The number of visitors to rural locations and visitors spending has 

shown a consistent growth over the last several years.  The increase of visitation to rural 

Texas has amounted to more than 40 % since 1992 (Texas Department of Economic 

Development, 2001).   

Along with traditional activities offered in rural areas of Texas, such as nature and 

outdoor activities, many local communities have developed special events to bring  
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tourists to their locations.  According to the Texas Events Calendar, several thousand 

events are currently held in Texas (Texas Department of Commerce, 2005).  Many of 

these events are associated with activities that are traditionally perceived as rural: 

camping, hunting, fishing, horse back riding, bird watching, etc.  Other activities are 

linked to various festivals that have an agricultural and/or cultural background.  

Examples include the Oyster Fest in Rockport-Fulba and Book festival in Plano. 

Getz noted (1991) that every festival is a special event, although not every special 

event is a festival.  Crafts fairs, trade days, antique markets, and flea markets are forms of 

commercial events that have been widely used as a tool for attracting visitors to rural 

areas across Texas.  Yet, these commercial events with the main attraction of shopping 

are still hardly perceived as a primary reason for traveling to remote regions of Texas.  

However, shopping, which is normally seen as a feature of urban tourism, has proven to 

be a successful tool for attracting tourists to remote regions of Texas. 

 

Shopping as a leisure activity  

Shopping is recognized as one of the major purposes of travel and one of the 

principal tourist activities (Cohen, 1995). Recreational shopping was ranked among the 

first leisure activities by U.S. resident travelers (Yu & Littrell, 2003).  In the literature, 

the recreational shopper has been defined as one who enjoys shopping as a leisure-based 

activity, spends more time per shopping trip on average, considers store décor an 

important patronage decision, and is more impulsive in their buying decisions (Bellenger 

& Korgaonkar, 1980). 
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Shopping for antiques is a part of the general trend of recreational shopping, 

which only recently has been recognized as a part of tourism development (Grado, 

Strauss, & Lord, 1997; Michael, 2002).  According to Michael (2002), visitors to antique 

shops and markets are not a homogeneous group.  The researcher hypothesizes that there 

are three categories of tourists within the antique industry: the serious collectors, the 

occasional collectors, and the browsers.  Danziger (2004) estimates that 73 million of 

Americans are driven to collect.  The typical collecting household maintains more than 

three separate collections.  According to Michael (2002), serious collectors look for 

specific items to add to collections or to meet specific interests.  The occasional 

collectors make purchases only when they have the time and resources available.  

Browsers do not have a particular interest or a specific purchase decision in mind; 

nevertheless, they constitute an important part of the customer base as impulsive 

purchasers. 

The typology of antique tourists that is offered by Michael (2002) has a 

descriptive character.  The author notes that “the extension of his project is seeking to 

quantify and clarify the dynamics that create the capacity to draw visitors to a region” 

(p.19).  Little is known about people who attend antique shops and markets.  Even less is 

known about what motivates visitors to attend rural flea and craft markets. 

 

Evolution of Motivation Theories 

 Motivational research emerged in the 20th century as a part of the development of 

psychology as a science.  There are two main approaches to interpreting human behavior: 

behavioral and cognitive.  The first approach advocates instinctual or subconscious drives 



11  

as a starting point in human behavior, while the second approach emphasizes cognitive 

drives.  During the 1960s, the humanistic approach emerged, which advocates that the 

core motivation of a person is to actualize his individual potential.  During the same 

period motivational research also focused on personality and traits theories. 

In spite of the fact that there is no agreed to approach among scientists as to what 

motivates human behavior, there is a general understanding of how the motivation 

process works.  A person can have many needs at a given time, ranging from biological 

(hunger, thirst) to psychological (esteem, belonging); yet, as Kotler and Armstrong 

(1998) posit, most of these needs are not strong enough to motivate a person to act.  In 

other words, these needs are in a dormant state.  A need becomes a motive only when it is 

aroused to a sufficient level of intensity that causes a person to act.  

The theories of Sigmund Freud and Abraham Maslow have the strongest impact 

on the concept of motivation in the 20th century.  Freud’s psychoanalytical theory (1933) 

distinguishes between conscious and unconscious motives in human behavior (Freud 

1920-1959).  According to Freud, every personality is the product of conflict of among 

three interacting forces–the id (strong inborn drives such as aggression and sex), the ego 

(repression and control of id), and the superego (moral standards).  Freud saw that as an 

individual grows up they repress their inborn drives, to meet the moral standards, laws, 

expectations of society.  Many of these compromises are accomplished at the 

unconscious level.  Freud’s idea that an individual is largely unaware of his motivations 

challenged the more traditional understanding of human behavior. 

 Abraham Maslow’s theory (1943) represents a humanistic approach in the 

research of motivations.  Maslow advocated the idea that the central motivation of a 
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person is to grow and to enhance the basic self.  He assumed that people had a natural 

hierarchy of needs, beginning with physiological needs (hunger, thirst) through safety 

(security, protection) and affective needs (sense of belonging, love) to the higher order 

needs of esteem (recognition, status) with self-actualization (self-development and 

realization) being the most significant (Maslow, 1943).  A person tries to satisfy the 

lower-order needs first.  When the lower level need is satisfied, it stops being a driving 

force of behavior and the person tries to satisfy the next level of the hierarchal need.  

Although Maslow’s theory was widely criticized for lack of empirical validation 

(Maddock, 2000; Mowen 2000), he has influenced humanistic psychology.  

While Maslow’s theory has been criticized for lack of empirical support, 

McClelland’s theory of learned needs has gained some acceptance among researchers 

(McClelland, Davis, Clark, Lowell, 1953).  David McClelland (1953) developed a theory 

around the idea that three basic learned needs motivate an individual: need for affiliation, 

power, and achievement (Geen, 1995).  McClelland views a need for affiliation as similar 

to Maslow’s category of affective needs.  A need for affiliation motivates a person to 

associate with others and to join groups.  McClelland argues that an individual with a 

high need for affiliation bases, his decision on the need to be with others rather than on 

the enjoyment of accomplishing a task.  The need for power results from the desire to 

obtain and exercise control over others.  And finally, the need for achievement motivates 

a person to seek competition and success.  This need also pushes an individual to strive to 

develop his potential and to enhance his self-esteem.  The need for achievement can be 

viewed as a driving force pushing people to look for sales and discounts, and hunt for 

bargains.  Many consumers enjoy hunting for bargains, looking for sales, and finding 
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discounts or low prices; almost as if shopping is a challenge to be “conquered” or a game 

to be “won” (Arnold & Reynolds, 2003).  

The emergence of motivation theories in the first part of the 20th century laid the 

groundwork for motivational studies in the field of consumer research. Consumer 

research aims to understand, predict, and influence the behavior of consumers in the 

marketplace.  The objective of consumer behavior research is to identify the patterns of 

behavior that would segment consumers into heterogeneous groups.  Identifying 

consumers’ true, underlying purchase motives should assist in market segmentation and 

the creation of better tailored promotional strategies.   

One of the most powerful segmentation approaches is psychographics, which has 

been used in consumer research since the 1960s.  A psychographic analysis is a type of 

consumer research that describes segments of consumers in terms of how they live, work, 

and spend free time.  Demby (1994) defines psychographics as a method of dividing the 

market based on psychological, sociological, anthropological and cultural factors to help 

explain why consumers make the purchasing decisions they do.   The applications of the 

psychographic approach include developing profiles of targets markets, segmenting 

customers into homogeneous groups, and tailoring better promotional strategies to 

customers.  Psychographics research, however, has its limits, as there are many social and 

psychological factors that can be difficult to measure.  

Recently, researchers began to discuss emotions and motivations as vital for 

understanding and predicting consumers’ behavior.  Maddock (2000) believes that 

consumer decisions are based on emotions and not reason.  He distinguishes eleven 

categories of human motives: person orientation, spiritual survival, adaptation, territorial 
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survival, expectation/resolution, sexual survival, time orientation, play, circumstances, 

and physical survival.  Then the researcher links each motive to the emotions and benefits 

sought and called this method “motigraphics”.  Maddock’s study is significant because it 

integrates cognitive processes and emotions into one theory.  This theory remains to be 

confirmed by empirical research.  

 

Motivational Research in Tourism Related Literature 

The interdisciplinary nature of tourism gives the researcher the freedom to choose 

different theoretical backgrounds with which to clarify reasons for travel (Goeldner, 

Ritchie, & McIntosh, 2000).  Although there have been several attempts to establish a 

theory as to why people travel, there is no “universally agreed-upon conceptualization of 

the tourist motivation construct”(Fodness, 1994).  Most motivational research that is 

published in tourism literature has presented frameworks and classifications of reasons 

rather than an actual theory (Poria, Butler, & Airey, 2004).  However, a large number of 

studies discussing tourists’ and travelers’ motivations has emerged over the last 30 years 

(Dann, 1977; Crompton, 1979, Iso-Ahola, 1982, Fodness, 1994; Gnoth, 1997; McCabe, 

2000; Bansal & Eiselt, 2004).  The studies of Dann (1977) and Crompton (1979) are 

typical of the empirical studies to which the tourist motivation literature refers.  

Much in tourism motivational research revolves around a concept offered by 

Dann, who distinguishes push and pull factors in tourists’ motivations.  Behind this 

approach lies the assumption that people are being pushed by their own internal forces 

and pulled by the external forces of a destination as they perceived it.  Crompton (1979) 

further develops a push and pull concept by identifying nine motives for a pleasure 
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vacation, seven of which are classified as “socio-psychological” (push) factors and two as 

“cultural” (pull) factors.  The “socio-psychological” category includes such needs as 

escape from a perceived mundane environment, exploration and evaluation of self, 

relaxation, prestige, regression, enhancement of kinship relationships, and facilitation of 

social interaction.  Novelty and education form an alternative “cultural” category, which 

represents motives aroused by the destination itself.   

In early tourism motivational research, motivation was conceived of in a one- 

dimensional manner, and was seen as being either a behavioral or cognitive construct  

(Yuan, Cai, Morrison, & Linton, 2005).  Recently, the researchers questioned this one-

dimensional approach (Gnoth, 1997; McCabe, 2000).  According to McCabe (2000), 

travel motivation is characterized by two dimensions: the behavioral “needs,” which are 

intrinsic to the individual, and the more constraint-based decisions influenced by 

situational and cognitive motivations.  According to this approach, tourist motivations are 

influenced by the specific situations and unique settings of the event (Yuan et al., 2005).  

Motivations for visiting markets in rural areas requires examining why people visit rural 

areas and flea and craft markets as separate factors. 

Recent recognition of special events as one of the fastest growing sectors in the 

field of tourism has encouraged researchers to explore the motivation for attending  

special events (Mohr, Backman, Gahan, & Backman, 1993; Uysal, Gahan & Martin, 

1993; Backman, Backman, Uysal, & Sunshine, 1995; Scott, 1996; Crompton & McKay, 

1997; Lee, Lee & Wicks, 2004; Connell, 2004; Yuan J. et al; 2005; Isaykina, Dodd & 

Adams; in press). 
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The research on motivations for visiting festivals reveals that festival goers are 

generally between the ages of 25 and 45, have some college education, and make less 

than $50,000 per year (Uysal, et.al., 1993; Backman, et al., 1995; Scott, 1996; Raybould, 

1998).  The festival goers appear to be a homogeneous group demographically; 

nevertheless, their specific motivations vary according to the type of event they attend.   

Motivations for visiting flea and craft markets might be different from 

motivations for attending festivals and other special events.  This difference can be rooted 

in the nature of a rural craft and flea market, which is for the most part a commercial 

event, while a festival is a themed celebration.  However, motivational research in 

retailing notes that shoppers are motivated by a variety of psychological needs other than 

those strictly related to acquiring goods (Tauber, 1972).  

According to Tauber (1972), motives of shoppers can be classified into personal  

and social.  Personal motives include role playing, diversion, self-gratification,  

learning about new products and new trends, physical activity, and sensory stimulations.  

Social motives are social experiences outside the home, communications with others 

having a similar interest, peer group attractions, status and authority, and pleasure in 

bargaining.  Some shopping motives, which are hypothesized by Tauber (1972), can be 

directly related to the motivations for attending special events.  For example, seeking 

social experiences appears to be a very important motivation for visiting festivals as well 

as for attending retail venues.  According to Tauber (1972), the marketplace has 

traditionally been a center of social activity.  In a number of developing countries, the 

market is still a place of gathering for local residents.  Even in rural areas in 
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industrialized countries, such as the United States, “market days,” “county fairs,” and 

“town squares” still offer a place for social interaction.  Tauber (1972) stated that an  

urban contemporary equivalent to the rural marketplace exists in sidewalk sales, auctions, 

and swap meets.  Visitors attend these commercial events for the same reason they attend 

festivals and special events. 

 While the motivational factor of “entertainment” appears to be important for 

attending special events, Tauber (1972) does not mention entertaining as an important 

reasons for shopping.  Recently, however, the entertaining aspect of shopping has 

attracted the attention of researchers in academic literature (Arnold and Reynolds, 2003).  

Arnold and Reynolds (2003) investigated the hedonic motivations for shopping.  As a 

result of their study, six categories of hedonic shopping motivations emerged: adventure 

shopping, social shopping, gratification shopping, idea shopping, role shopping, and 

value shopping. 

The categories of “adventure shopping,” “social shopping,” and “value shopping” 

relate most to the entertaining aspects of the shopping experience at flea and craft 

markets.  The category of “adventure shopping” describes the shopping experience in 

terms of adventure, thrills, stimulations, excitement, and entering a different world 

(Arnold & Reynolds, 2003).  “Social shopping” refers to shopping as a way to spend time 

with family and friends, and a way to meet new people.  “Value shopping” refers to 

shopping for sales, looking for a good deal, and hunting for a bargain.  Visitors attend 

rural flea and craft markets because this type of event provides an opportunity for 

socializing (social shopping) in a different environment (adventure shopping), while 

offering an opportunity to purchase one-of-a-kind items at a good price (value shopping). 
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In addition, motivations for visiting flea markets can be influenced by the unique  

environment of the event.  According to Sherry (1990), the flea market environment can  

be characterized as “festive and lucid.”  Visitors to flea markets describe their experience 

as an adventure and often mention the excitement and enjoyment of bargaining and 

haggling at the flea market (Sherry, 1990).  Flea markets provide an experience that 

contrasts vividly with other market places.  The environment and entertainment of a flea 

market are important to the event’s visitors.  Sherry concludes (1990) that seeking such 

an experience is often far more significant than the mere acquisition of products.  
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CHAPTER III 

METHODOLOGY 

 

Instrument 

A questionnaire was selected as an instrument for the present research.  The 

questionnaire was developed after reviewing several different studies related to local 

festivals, rural tourism, and motivational studies for shopping and traveling.  The 

questionnaire design was based on previous research related to tourist’s motivations for 

attending events, and some items were borrowed from studies by Uysal et al. (1993), 

Mohr et al. (1993), and Isaykina et al. (in press).  Ten motivational statements 

encompassing both pull and push factors were created, and the instrument was adapted to 

fit the OMTD event.  Due to the specific characteristics of OMTD, part of the 

questionnaire consists of questions particularly related to the event in order to reveal 

potential special motivations and consumer preferences associated with OMTD.  

 

Survey Design 

The survey instrument was a self-reporting questionnaire which was comprised of 

four sections: (a) visitors’ preferences toward goods offered at OMTD, (b) visitors 

motivations to attend OMTD, (c) attractions of city Post, TX, and (d) travel 

characteristics and demographic profiles of OMTD visitors.  Visitors preferences, event 

specific questions,  and motivation statements were measured on a 7-point Likert-type 

scale (1 = strongly disagree, 7 = strongly agree) to indicate the extent to which 
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respondents agreed or disagreed on the importance of each item in regard to why they 

attend the event. 

 

Data Collection Procedure 

The data were collected on weekends in June, July, and August 2003 by 

undergraduate and graduate students of Texas Tech University.  The questionnaires were 

distributed at the two entrances of OMTD in Post, where the visitors were asked to fill 

out a questionnaire about their motivations for attending OMTD, and their intentions to 

spend time and money at the event.  The survey was conducted in the mornings, and then 

in the afternoons on Saturday to Sunday.  As an incentive, a bottle of cold mineral water 

was offered to every respondent.  In addition, participation in a lottery to win a scooter 

was available for those who filled out questionnaires.  A total of 389 questionnaires were 

collected during summer, 2003. 

 
Reliability 

 
Respondents were asked to complete questionnaire’ items on a 1 to 7 Likert-type 

scale with 1 being strongly disagree and 5 being strongly agree.  A reliability analysis 

(Cronbach’s alpha) was performed to test the reliability of the questionnaire.  The first 

part of the scale questionnaire was developed to measure visitors’ preferences toward 

goods offered at OMTD.  This part included such attributes as “food,” “clothing items,” 

“crafts,” “art,” and “antiques.”  The Cronbach’s alpha for the five items was 0.73.  The 

next six items of the questionnaire measure visitors’ preferences for the goods at OMTD 

by suggesting to add the following items: “more antiques,” “more clothing items,” “more 
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crafts,” “more food,” “more music,” and “more garage sale/flea market items.”  The 

Cronbach’s alpha for the 6 attributes was 0.89. 

The second part of the questionnaire included ten attributes that were designed to 

measure visitors’ motivations for visiting OMTD.  It included the following motivational 

statements: “to see and to do different things,” “to have fun and be entertained,” “to 

spend time with family,” “to spend time with friends,” “to observe other people,” “to 

meet people with similar interests,” “to rest and relax,” “to visit a place I can talk about,” 

“to find a bargain or a good deal,” and “to make a use of coupon or discount.”  The 

Cronbach’s alpha for these ten motivational statements was 0.93. 

The third part of the questionnaire included five attributes that were designed to 

measure visitors’ intentions/interests in visiting the city of Post; more specifically 

“dinning and entertainment,” “visiting museums,” “visiting family and friends,” 

“shopping in the local area,” and “enjoying rural surroundings.”  The Cronbach’s alpha 

for the five attributes was 0.90. Therefore, all of the sections of the survey instrument 

obtained reliabilities above the recommendation of 0.70 (Sapp & Jensen, 1997).  
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CHAPTER IV 
 

CRAFT AND FLEA MARKETS AND THEIR ROLE  

IN RURAL TOURISM DEVELOPMENT 

 

Abstract 

Shopping, which is traditionally viewed as an urban tourism attraction, can be a 

central tourist attraction for visiting rural areas.  Shopping for antiques, crafts, and 

collectibles in a relaxed atmosphere of rural towns has proven to be successful in 

generating visitation to rural areas of Texas.  There has been a significant growth of small 

caliber local events that promote shopping as their primary attraction in Texas.  Such 

events are primarily commercial venues with the main attraction of shopping for antiques 

and crafts in the rural environment.  Rural craft and flea markets are a popular form of 

attracting visitors to rural communities.  The present research examines the role of craft 

and flea markets for the development of rural tourism, the place of this event among other 

special events, and the benefits of developing this type of event for local communities.  

Rural flea and craft markets are a new product in rural tourism development.  A 

definition of rural flea and craft markets is provided. 

 

 
 
Keywords: rural tourism, market, fair, festival, shopping, antiques 
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Introduction 

Fairs and festivals have been held and enjoyed by people from the beginning of 

recorded history.  Early fairs and festivals have been associated with harvest festivals and 

celebration; they were also recognized as a part of various religious celebrations.  In the 

sixteenth century fairs became venues for commerce and trade, while festivals were one 

of the most common forms of community celebration (Avery, 2000).  Apart from fairs, 

smaller caliber trade occurred in rural and urban markets.  In early agrarian societies, 

rural markets were places for trading agricultural products and raw materials that were 

produced by peasants.  The agricultural products and raw materials were also supplied to 

urban markets, where they were traded for fabricated goods made by medieval craftsmen 

and tradesmen (Hodges, 1988).   

The rural markets of early agrarian societies are no longer present in the United 

States.  Yet, their siblings, the rural markets and urban craft fairs, live on in industrialized 

and developing countries.  In developing countries, rural markets remain places for 

trading necessities and essential agricultural products.  In the industrialized countries, 

they have changed their traditional agricultural formats.  Many contemporary rural 

markets have become places for trading crafts, collectibles, memorabilia, antiques, and 

one-of-a-kind items.  Simply put, they are places for trading mostly non-essential and 

decorative goods.   

 This transformation of traditional rural markets was brought about by economic 

and social changes that occurred in the life of rural communities in industrialized 

countries.  These differences can be primarily characterized by changing agricultural  
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practices and the decreasing role of agriculture in the lives of local residents.  In America, 

the farm crisis of the 1970s, curtailment of government subsidies to farmers, and other 

economic and social factors have led to the decline of traditional family farming (Wilson, 

Fasenmaier, Fasenmaier, & van Es, 2001).  The changes that occurred in society resulted 

in the need to find other forms of business and activities that can provide job and leisure 

opportunities for local residents.  Some rural markets have transformed their initial 

agricultural format to meet the new community needs, irrespective of their connection to 

agriculture.  Rural craft and flea markets, with their orientation toward a more urban 

audience, have become a present day alternative to the traditional rural or farmers’ 

markets in developed countries. 

The number of events taking place in rural communities has experienced 

substantial growth in recent years (Janiskee, 1994).  In general, this growth is 

characterized by diversification of rural events away from a focus on traditional harvest 

celebrations (Higham & Ritchie, 2001), towards music, arts, and cultural themes (Getz & 

Frisby, 1988).  Other events revolved around food themes, such as seafood, wines, and 

fruits (Higham & Ritchie, 2001).  Some local communities “repackaged” the existing 

local cultural or religious events as tourism events.  In other cases, new events have been 

invented and promoted for the single purpose of drawing new visitors to a city or a region 

(Felsenstein & Fleishier, 2003).   

There is a growing interest towards visiting rural regions from consumers.  The 

recent interest for traveling to rural destinations might be partially explained by increased 

automobile and weekend travel, economic hardship, a mature travel market, and changing 
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consumers’ tastes and preferences.  According to Long and Lane (2000), this trend might 

be further explained by the following key factors: 

1.  Growing interest in heritage, tradition, authenticity, and rural life. 

2.  The search for personal contact in a world of mass travel, shopping malls, and 

video entertainment. 

3.  A trend of taking multiple holidays per year, with opportunities to take a second 

short vacation in rural areas. 

4. Increasing health consciousness by giving a positive appeal to rural lifestyle and 

values such as fresh air, healthy fresh food, activity opportunities, and stress-free 

situations. 

5. The search for solitude and relaxation in quiet natural places. 

6. An aging but active population retiring earlier, and living and traveling far into 

old age. 

The growing interest in visiting rural areas should be exploited by rural 

communities.  The key issue for local communities is having a strategy for tourism 

development. A large part of that strategy is establishing an effective infrastructure to 

support rural tourism and creating a unique image for the rural destination. 

 

Statement of Need and Purpose of Study 

Beginning in the 1990s, fairs, festivals and special events have become a separate 

area in tourism called special events.  Since then, the phenomenon of special events has 

received considerable attention in tourism-related literature.  Many articles have 
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discussed the various special events, however, the focus of these studies was mostly 

centered on well established, big-scale festivals that have a specific theme, occurred 

annually and are located in predominantly urban areas (Mohr, Backman, Gahan & 

Backman, 1993; Uysal, Gahan & Martin, 1993; Formica & Uysal, 1996; Schneider & 

Backman, 1996; Crompton & McKay, 1997; Lee, Lee, & Wicks, 2004; Poria, Butler & 

Airey, 2004).  Rural tourism research of special events tends to revolve around 

community and local festivals.  This research is mostly focused on the attitudes of local 

communities to tourism development and impact of tourism development on the small 

communities (Gursoy, & Rutherford, 2004; McGehee & Anderreck, 2004; Chhabra, Sills, 

& Cubbage, 2003; Macdonals & Jolliffe, 2003; Felsenstein & Fleishier, 2003; Besculides 

& McCormick, 2002; Gursoy, Jurowsk, & Uysal, 2001; Fleischer & Felsenstein, 2000; 

Bachleiter & Zins, 1999).   

Apart from festivals, other kinds of events, especially small and less prominent 

types, have received little attention from researchers.  These types of events represent 

rather dispersed and fragmented markets that encompass a wide range of forms.  Local 

craft fairs, rural markets, trade days, markets days, farmers’ and flea markets are also a 

noteworthy component of rural tourism development and should become a subject of the 

study in their own right.  

Under closer scrutiny, these events are united by the core activity that is offered to 

tourists-shopping in rural environments.  Shopping, which is traditionally perceived as an 

attraction of urban life, could generate demand for traveling to rural regions.  There is a 

significant growth of small caliber local events that promote shopping as their primary 

attraction in Texas.  The unique nature of this phenomenon and its considerable growth in 
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recent years demonstrates a need to research this trend from the planning, management, 

and marketing perspectives.  

This study has three objectives: (a) to observe current trends in rural tourism 

development in Texas;  (b) to give a conceptual definition of rural flea and craft markets 

in the tourism context;  (c) to distinguish the place of rural flea and craft markets among 

other types of events. 

 

A Conceptual Definition of Rural Tourism 

In order to provide a definition of rural tourism, the concept of rural area or 

community should be analyzed first.  There are several classification systems presently 

used for defining rural communities in the United States.  The most frequently used are 

the classification systems developed by the Economic Research Institute and the US 

Census Bureau. The Economic Research Institute Service distinguishes all non-

metropolitan counties into three categories:  (a) urbanized-population of at least 20,000; 

(b) less urbanized-urban population of 2,555 to 19,999); and (c) rural - with a population 

of up to 2,555 (Long & Lane, 2000). 

The US Census Bureau broadly defines rural area as all non-urban areas.  An 

urban area is considered as a city with a population of 50,000 or more and having a 

density of 1,000 persons per square mile (Long & Lane, 2000).  Therefore, any city with 

a population of less than 50,000 and a density population of 1,000 persons per square 

mile is a rural one.  

Although there is no universally accepted definition of what a rural area is, there 

is a common perception of what is a rural image.  It brings to mind pictures of farm and 
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farmers, small towns with old-fashioned customs and traditional values, open spaces and 

wilderness settings (Willits, Bealer & Timbers, 1992).  This common understanding of a 

rural image was reflected in the emergence of a new term-a rurality (Hall, Mitchell & 

Roberts, 2003; Lane, 1994).  The image of rurality is closely related to the traditional “the 

good old days,” pure and simple lifestyle, intact nature, and perfect integration of Man in 

his natural environment (Kastenholz, Davis & Paul, 1999).  This idealized image of 

rurality is an effective promotional tool for the rural tourism industry. 

Since there is no commonly accepted definition of a rural area, there is no 

commonly accepted definition of rural tourism.  Various terms have been used to 

describe tourism activity in rural regions: agritourism, farm tourism, rural tourism, 

nature-based tourism, alternative tourism, and eco-tourism.  These definitions focus 

mostly on outdoor activities, leaving no place for fairs, festivals, or many other events.  

Therefore, the broader definition accepted by the European Committee seems more 

suitable.  The term “rural tourism” has been adopted by the European Community to refer 

to the entire tourism activity in rural areas (Keane, 1992).  Sorensen & Nilsson (2003) 

also noted that rural tourism is conceived as non-urban, i.e. rural; non-mass, i.e. small-

scale; non-packaged, i.e. individualistic.   

For the purpose of this study, the definition offered by Lane in 1994 will be used.  

He (1994) suggested that rural tourism in its purist form should be: 

1. By definition, located in rural or remote areas. 

2. Functionally rural-built upon the rural world’s special features of small scale 

enterprise, open space, contact with nature and the natural world, heritage, 

‘traditional’ societies, and ‘traditional’ practices. 
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3. Rural in scale-both in terms of building and settlements-and, therefore, usually 

small-scale. 

4. Traditional in character, growing slowly and organically, and connected with 

local families enterprises, and long-term in nature; and 

5. Of many different kinds, reflecting the world’s complex patterns of 

environment, economy, history, and location. 

 

Rural Tourism in Texas 

Rural America is becoming a popular tourist destination.  After September 11, 

2001 automobile travel has become more desirable, and many people have chosen to 

travel on shorter trips closer to their homes.  The overall national trend is taking more 

frequent but shorter trips in both duration and distance (Texas Department of Economic 

Development, 2001).  Rural communities located in reasonable proximity to urban areas 

are in the best position to exploit this trend.  

Rural tourism and Texas have a strong connection, as 196 out of 254 counties fall 

under the definition of rural (Texas Department of Economic Development, 2001).  In 

many rural areas, tourism has become a significant contributor to the local economy.  In 

1999, Texas saw the creation of over 47,000 jobs in the area of rural tourism and its 

supporting industries.  The number of visitors to the rural locations and their spending 

has shown a consistent growth over the last several years.  The increase of visitation to 

rural Texas has amounted to more than 40 % since 1992 (Texas Department of Economic 

Development, 2001).   
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Along with traditional activities offered in rural areas of Texas, such as nature and 

outdoor activities, many local communities have developed special events to bring 

tourists to their locations.  According to the Texas Events Calendar, several thousand 

events are currently held in Texas (Texas Department of Commerce, 2005).  Many of 

these events are associated with activities that are traditionally perceived as rural: 

camping, hunting, fishing, horse back riding, bird watching, etc.  Other activities are 

linked to various festivals that have an agricultural and/or cultural background.  

Examples include a wine festival in Grapevine, the Oyster Fest in Rockport-Fulba, and 

Book festival in Plano. 

Getz noted (1991) that every festival is a special event, although not every special 

event is a festival.  Crafts fairs, trade days, antique markets, and flea markets are forms of 

commercial events that have been widely used as a tool for attracting visitors to rural 

areas across Texas.  Yet, these commercial events are still hardly perceived as a primary 

reason for traveling to remote regions of Texas.  However, shopping, which is normally 

seen as a feature of urban tourism, has proven to be a successful tool for attracting 

tourists to remote regions of Texas. 

 

Shopping as a leisure activity 

Shopping is recognized as one of the major purposes of travel and one of the 

principal tourist activities (Cohen, 1995). Recreational shopping was ranked among the 

first leisure activities by U.S. resident travelers (Yu & Littrell, 2003).  In the literature, 

the recreational shopper has been defined as one who enjoys shopping as a leisure-based  
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activity, spends more time per shopping trip on average, considers store décor an 

important patronage decision, and is more impulsive in their buying decisions (Bellenger 

& Korgaonkar, 1980). 

Shopping for antiques is a part of the general trend of recreational shopping, 

which only recently has been recognized as a part of tourism development (Grado, 

Strauss, & Lord, 1997; Michael, 2002).  It should be noted that for the purpose of this 

research the term antiques is used in a broad context. According to Michael (2002), the 

antique industry is predominantly a trade in goods of a second hand nature.  The antique 

industry had a broad spectrum ranging from exotic antiques, collectibles, memorabilia, 

bric-a-brac, and junk.  The trade of these items has a fairly strong hierarchy depending on 

each items significance or value.  At the top of this hierarchy is trade of exclusive items, 

which are sold at famous antique auctions such as Christies and Sotheby’s (Edwards, 

1987).  Rural flea and craft markets, which are the subject of the research, are at the 

bottom of the hierarchy.  This type of event is mostly focused on retailing of collectables, 

memorabilia, bric-a-brac, and junk.  The real antique value items, which by definition are 

at least one hundred years old (Michael, 2002), can be rarely found at the rural antique 

and crafts markets. 

 

Shopping for antiques as a leisure activity in Texas 

Shopping for antiques, crafts, collectibles, and one-of-a-kind items has become a 

popular tourist activity in Texas.  According to the Texas Events Calendar (Texas 

Department of Commerce, 2005), over 400 events fall into the category “Trade Days,  
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Antique and Craft Fairs,” which makes this type of leisure activity one of the most 

popular in Texas.  The events combined under the category “Trade Days, Antique and 

Craft Fairs,” have various names, such as antique and crafts fairs, flea markets, antique 

markets, market days, trade days, antique week-ends, and antique weeks.  Some events in 

this category promote farmers as well as community garage sales to those who enjoy a 

bazaar-type atmosphere.  Despite the variability of events’ titles and forms, they are all 

primarily commercial venues with the main attraction of shopping in rural environments. 

Some of these commercial events have a long history and a large scope.  For 

example, Canton Trade Days, TX traces its beginning to the nineteenth century.  

Presently, the event accommodates several thousand dealers from all over the country.  

Other events of smaller caliber have emerged fairly recently.  They take place in small 

towns around Texas on weekends throughout the year.  For instance, Market and Trade 

Days are held on the first weekend of each month in Bonham, Bowie, Post, Weatherford, 

Wimberley, and Yorktown.  On the second weekend they are opened in Livingston, 

McKinney and Stanton.  Finally, on the third weekend they take place in Blanco, Buffalo 

Gap, Gruene, Mason, Nacogdoches, Port Neches, and Tyler.   

The variety of goods offered at these events reflects their rural origin.  Apart from 

traditional merchandise offered by local crafts markets, the trade of animals, fruits, 

vegetables, and homemade gourmet food takes place.  Local communities have also 

added traditional attractions and activities for the visitors.  Communities often create a 

holiday or carnival atmosphere with live music, pro-rodeo events, contests, and dances.  

A clear image of a particular place plays a significant role in attracting visitors.   
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For the purpose of this research, the event called Old Mill Trade Days (OMTD) 

that emerged in the city Post was used as a case study.  OMTD is an example of a Texas 

local scale event that has been maintained for over a decade. 

  

Old Mill Trade Days, Post 

Post is a small community in West Texas located 35 miles away from any large 

metropolitan areas with a population of approximately 3,709 (Texas Almanac, 2004).  

Post became a city in 1907 by the effort of a successful businessman from the North-

Charles William Post (1854-1914).  The city has a unique heritage which is reflected in 

the collection of the Garza County Historical Museum and OS Ranch Museum. 

The city of Post developed an event-Old Mill Trade Days (OMTD) in 1994.  

Since then, the event has expanded and today it accommodates approximately 150 

vendors per event and 45,000 visitors per year.  Located in the old cotton mill, it occupies 

approximately 50 acres with 99,000 square feet of indoor shopping.  OMTD is open 

Friday, Saturday, and Sunday on the first full weekend of each month (www.omtd.com).   

The majority of vendors have permanent locations to sell their merchandise, so 

the regular visitors can easily find them every time they attend the market.  Many vendors 

rent space inside the old cotton mills building; some of them have regular booths outside 

the two main buildings, and some vendors rent the cheap outdoor spaces.  The goods 

offered by vendors are grouped in several categories: antiques and collectables, clothing 

and accessories, hats and footwears, purses and handbags, arts and crafts, and knives and 

tack.  In addition, furniture, candles, gifts, pictures frames, ceramics, clocks, metal arts,  
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dolls, garden décor, quilts, plants, toys, tools, health products, and imports can be also 

found at OMTD.  Despite the variety of products, some common features are found in the 

goods displayed for sale. The majority of goods offered has decorative character and 

there goods are not products of standardized or mass produced items. 

Canned food products, home made candies, baked products, fresh fruits, and 

vegetables are an important part of this trade, which reflects the rural origin of the event.  

Other vendors that occupy outside booths offer a large variety of items of a second-hand 

origin.  Old kitchenware, music cassettes, quilts, towels, glassware and, junk are also a 

part of trade at OMTD.  Along with shopping in a small town environment, authentic 

West Texan and Mexican food is offered in small restaurants and booths at the Town 

Square.  Baked corn, Texas size corn dogs, home-made lemonade, and popcorn are a part 

of the attraction for many visitors.  In the summer months during each event, tourists can 

see the performance of country music on the outdoor stage.  OMTD has the atmosphere 

of a county fair and allows people to leisurely walk the grounds around the booths while 

listening to music.  During the winter months artists perform inside the shopping mall, 

which creates a “festival spirit” that makes the shopping experience relaxing and 

enjoyable.  Local people contribute to creating the special atmosphere of the place, and 

this intangible characteristic becomes the attraction of the place itself.  The merchandise, 

food, and entertainment reflect the local culture–distinctly rural and West Texan. 

Discussion: Toward a conceptual definition of the event 

Although festivals, fairs, and special events are a rapidly growing phenomenon in 

the field of tourism, the term “special event” needs to be defined as there is no commonly 
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accepted definition among researchers.  The complexity of the definition is exacerbated 

by the nature of the phenomenon of special events that embraces a myriad of various 

activities and themes. A special event can be simply defined as something that is different 

from one’s everyday experience (Hawkins & Goldblatt, 1995).

Recognizing the problem of the definition, Getz (1991) created a glossary that 

provides terminology and explanations of various activities related to the field of special 

events.  In an effort to define OMTD and gain a better understanding of the nature of this 

event, an analysis of Getz’s terminology was conducted.  It should be noted, that 

heterogeneity of the goods and attractions offered at OMTD does not contribute to the 

straightforward definition of the event.  The event is a hybrid in its nature and it is akin to 

such venues as local festivals, county fairs, farmers and flea markets.   

Getz (1991) defined a festival as “a public, themed celebration” (p.339).  

Although OMTD is a public event that shares some features of a local festival, it can 

hardly be considered as one.  In spite of the fact that a western theme predominates at 

OMTD, it cannot be regarded as a theme of the special celebration.  OMTD is held 

monthly that is not in a line with the concept of a celebration.  

At a very basic level, OMTD is a commercial venue, which is closer to Getz’s 

definition for “a fair.”  Getz (1991) describes a fair, as “periodic exhibitions or 

expositions, often competitive in nature, of produced or manufactured goods; sales of 

articles” (p.338).  Underlying the theme of the event, the researcher distinguished the 

fairs as agricultural, fall, county, etc.  Getz (1991) also posits that in rural areas 

agricultural fairs, fall fairs, and county fairs combine rural traditions with entertainment 

and contests.   
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Unlike agricultural and county fairs, that are usually held once a year, OMTD is a 

monthly event.  The frequency with which OMTD occurs makes it similar to such 

commercial institutions as a market.  Indeed, traditionally a market can be held every 

day, on a set day, or once a week.  For example, farmers markets are usually open several 

days a week, while flea markets are usually a weekly event.   

The term “flea market” is used by many websites and the general public with 

regard to OMTD.  The Webster’s Dictionary (1995) defines a flea market as “a bazaar, 

usually outdoors, dealing mainly with cheap, secondhand goods” (p.515).  Yet in the 

context of American culture, flea market has a broader meaning.  It is perceived as not 

only a place for selling items of second-hand origin; it is more perceived as a marketplace 

that is open for any kind of trade.   

According to Sherry (1990), the flea market was akin to such venues as farmers’ 

markets, garage sales, and other forms of direct marketing.  At the same time, the 

researcher posits that flea markets share many features with conventional retail 

operations.  The researcher also viewed the structural dimensions of a flea market as 

informal versus formal, and functional dimensions as the economic versus festive.  For 

example, a formal structure (retail shop, mall) was characterized as institutional, 

controlled, and official, while the informal structure (flea market) was viewed as less 

controlled, official, and transient in nature.  As to the functional dimensions, a flea 

market was characterized by a festive function, which implied that it was a place for 

hedonic and experimental experience (Figure 4.1.) 
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Figure 4.1. Marketplace structure and function. Sherry (1990) p.16. 

Although, most of the goods offered at OMTD have a second-hand origin, it is not 

the major part of the event’s attraction.  The core attractions of the event are new items of 

decorative origin.  In addition, the rural setting of the event is also a part of the attraction 

for many visitors.  Therefore, OMTD would be the best described as a Rural Flea and 

Craft Market.   

Rural Flea and Craft Market (RFCM) can be defined as a periodic trade of 

decorative and non-essential goods of a new and a second-hand origin.  In rural areas the 
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trade of goods can be mingled with the trade of products of local farmers and food 

produces.  The market can have various forms of entertainment that are traditional for a 

particular rural region.  

 

What is special about Rural Flea and Craft Markets? 

Getz (1991) accurately noted, that “defining event is a straightforward matter; 

determining what makes one special is problematic”(p.43).  Jabo and Shaw (1998) 

summarized the key attributes that other researchers used to describe special events and 

based on the hierarchy of attributes they gave definitional framework for the term 

“special event.”  Analyzing literature about special events, the researchers specified six 

core attributes that make it a special  special.  The scheme offered by Jabo and Shaw 

(1998) was used to analyze whether RFCM can be considered a special event.  Each 

attribute of the special event was checked against RFCM. 

Table. 4.1. Comparison of special events’ and rural flea and craft markets’ core attributes 

Core Attributes of Special Events RFCM 

1. Attracting tourism or tourism development Applicable 

2. Being of limited duration Applicable 

3. Being an infrequent occurrence Not applicable 

4. Raising the awareness, image, or profile of a region Applicable 

5. Offering a social experience  Applicable 

6. Being out of the ordinary Applicable 
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As it is clear from the above comparison, only one attribute-frequency of 

occurrence of RFCM–is not applicable to OMTD.  Getz (1997) seemingly considered 

that a special event is a one time or infrequently occurring event.  Therefore, RFCM is 

not a special event.  This conclusion raises several questions: what really makes an event 

a special one? ; whether a special event should be a one time event?;  and what is more 

important-the special experience, which is provided by the event or the event’s 

frequency?  

Several attempts have been made to develop categories for special events (Getz, 

1991; Jabo and Shaw, 1998).  Events were distinguished as being special and ordinary.  

Special events are categorized as major, festival, and minor (Jabo and Shaw, 1998). 

Major events include mega and hallmark events.  Events such as the Olympics, World 

Cup Soccer Championship, and the Super Bowl fall into the category of mega events.  

Major events that are tied to a specific place are hallmark events.  The Opera Festival in 

Santa-Fe and the Film Festival in Berlin are examples of hallmark events.  

According to the taxonomy offered by Jabo and Shaw (1998), RFCM is an 

ordinary event (Figure 4.2).  Although the researchers distinguished several categories 

under special events, they did not go further in defining an ordinary event versus a special 

one.  For that reason, in future research there is a need to describe the attributes of the 

ordinary event. 
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Figure 4.2. Diagrammatic event framework. Jabo and Shaw, 1998, p.28. 

 

Product Development  

According to Long and Lane (2000) the evolution of rural tourism has two phases. 

The first phase is characterized by spectacular rural tourism development, and it has been 

passed through.  The second stage is more complex, and the focus of this stage is on 

expansion and differentiation.  The researchers list ten propositions that are likely to 

occur in phase two: increased competition, more rural tourism policies, partnership 

building, more sophisticated marketing, product development, training, real estate issues, 

development around heritage, growth in the market, and more sustainable tourism policy. 

The emergence of RFCM and similar events can be considered as a successful 

effort of tourist product development, which is one of the features of the second phase of 

rural tourism development.  The model of a standard tourism product is presented in 

Figure 4.3; a modified model that reflects the structure of a new tourism product, RFCM, 



is presented by the Figure 4.4.  The core attraction of the new product (RFCM) is 

shopping, and the added values to the core product can be created by the developing of 

additional activities, such as dining, visiting museums, music playing, horseback riding, 

etc.   
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EVENT 

  
SHOPPING DINING 

 

Figure 4.3 Event tourism packaging. Getz (1997), p.321. 
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Figure 4.4 RFCM packaging. Adopted after Getz (1997). 

 It is also important for rural communities to develop a unique destination image.  

Destinations are most likely to prosper when they promote a single clear image.  

Examples include, Stratford and Shakespeare, Florida and Disneyland, Las Vegas and 
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gambling.  This is not to say that a destination cannot provide more than one attraction 

for the visitor, but it will only be known for one thing, and that one thing, if attractive and 

unique, will be crucial feature of its tourism identity (Seaton, 1996).  The history of rural 

tourism has an example of developing unique destination concepts.  Hay on Wye, a small 

town in England, become a book town, a market place for trading antique books that by 

1995 generated 1 million tourists a year.   

In the case of OMTD, there is a need to develop a unique and clear image of the 

destination.  It might be achieved by linking the exciting historical heritage to the event. 

By developing a unique destination image, rural communities can differentiate 

themselves from other rural destinations.  Shopping experiences offered by OMTD 

should be different from the shopping experiences of other rural communities in Texas.     

 

Conclusions 

Shopping, which was traditionally viewed as an urban tourism attraction, can be a 

central tourist attraction for visiting rural areas.  Shopping for antiques, crafts, and 

collectibles in a relaxed atmosphere of rural towns has proven to be successful in 

generating visitation to rural areas of Texas.  RFCM is a form of contemporary 

commercial event that has roots in farmers markets, local festivals, county fairs, and flea 

markets.   

RFCMs have significant potential for developing sustainable businesses for local 

communities.  The role of RFCM in rural tourism initiatives should not be 

underestimated.  With regard to other forms of events, such as local festivals, this type of 

event has a significant competitive advantage due to an event’s regular character.  As a 
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result of the event’s regular nature, RFCM is less seasonable and less weather dependent 

then other rural events and attractions (Seaton, 1996).  The event can also provide 

immediate direct retail employment to the local residents, including opportunities to start 

their own businesses.  Additionally, this type of event can help generate new industries, 

such as restaurants and bed and breakfasts, which in turn, could lead to business and job 

opportunities for local residents.  

The benefit of developing RFCM also includes the fact that the rural market does 

not require high start-up costs because the cost of commercial properties is comparatively 

cheap in rural areas.  In some cases, existing resources could be used to achieve new 

economic growth (Seaton, 1996).  For example, in the case of OMTD, a closed cotton 

mill building of closed was used to start the event.  The other advantage of RFCM is that 

it is an event of a relatively small scale, and therefore it could not radically change the 

character of the local community or damage the environment.  The key point for rural 

communities is having a strategy in developing a unique destination image and building 

support to rural tourism infrastructures. 

Along with developing image destination, it is also important to determine who 

are the visitors to rural markets, and what are their motivations toward visiting rural flea 

and crafts markets.  Having an understanding of visitors’ motivations, their product 

preferences, and behavioral patterns is vital for sustaining the future of rural flea and craft 

markets as an attraction. 
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CHAPTER V 
 

MOTIVATIONS FOR VISITING FLEA AND CRAFT MARKETS  

IN RURAL AREAS OF TEXAS 

 
Abstract 

 
There is a significant growth of flea and craft markets in Texas.  Such commercial 

events appear to be successful in generating tourism in rural areas of the state.  To 

analyze what might have motivated visitors to attend such events has become critical to 

developing sustainable tourism in rural areas of Texas.  The study examines preferences 

and motivations of visitors to rural flea and craft markets.  Old Mill Trade Days (OMTD) 

in Post was used to study visitors’ preferences and motivations to the event.  A self-report 

questionnaire was administered to (N = 389) to OMTD visitors in summer 2003.  The 

results of this study indicate that more than half of the visitors were over forty years of 

age, female, white, from Texas, and with annual household income of over $50,000.  

Crafts, antiques, art, and garage sales items were found to be the most popular items 

among visitors of OMTD.  Significant differences were found in visitors’ motivations 

with regard to their age, gender, frequency of visits, and distance traveled to the event. 

This research is one of the first attempts to examine rural flea and craft markets in 

the tourism context.  Development of a research instrument which is tailored specifically 

to this type of event is recommended for future research.  The findings are generalizable 

only to Old Mill Trade Days. 

Keywords: rural flea and craft market, antique industry, shopping, motivations. 
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Introduction 

Retail is a part of tourism that is generally considered an important but secondary 

source of revenue that generates additional cash flow alongside other principal tourist’ 

activities.  Some of the retailing institutions, however, have become tourist attractions in 

their own right, even a main purpose for tourists to travel.  Harold’s in London, Juttujuk 

market in Bangkok, FAO Schwartz in New York, and Kapali Garsisi market in Istanbul 

are a few examples of such retail venues and attractions.  When retailing institutions can 

generate visitation to a particular destination, retailing becomes a part of the tourism 

industry.  Increasingly, people enjoy spending their free time at various retailing 

institutions and venues.  Shopping has become the most popular national pasttime in the 

United States (Cohen, 1995).  This trend can be seen in a growing number of shop and 

mall goers, for whom spending a day at a retail institution can be as enjoyable and 

exciting as it would be for others to attend a museum, a festival, or other more 

conventional tourist venue. 

The antique industry is also a part of retailing that can motivate visitors to travel 

to a particular destination (Michael, 2002).  In the antique industry, the distinction 

between retailing, culture, leisure, and tourism is often difficult to sustain (McHone & 

Rungeling, 1999).  Consumers who purchase antiques, collectibles, crafts, oldwares, and 

the like by implication have an intrinsic appreciation of heritage and culture (Michael, 

2002).  As a part of tourism, the antique industry overlaps cultural, special interest, and 

special event tourism.  Antique tourism can be viewed as a part of alternative tourism. 

While malls and department stores reflect the homogenization of American culture, 
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antique shops and antique markets represent the opportunity for the visitors to immerse 

themselves in a different shopping experience. 

The antique industry operates with a very broad spectrum of goods that are 

difficult to categorize.  Antiques encompass a wide range of merchandise from very 

expensive real antique items, through collectibles, memorabilia, crafts, and mere junk.  

Due to antique industry goods’ heterogeneity, it has a highly hierarchical structure.  Real 

antique items of high value and significance are usually traded at expensive antique 

auctions, antique malls, and shops.  Oldwares, collectibles, crafts, and junk are traded at 

local antique fairs, antique markets, and flea markets.  Rural flea and craft markets, which 

are the subject of the present research, are at the bottom of this hierarchy.   

 

Statement of Need 

The landscape of the contemporary retail industry has changed drastically having 

been influenced by several macro-environmental forces.  These forces include the spread 

of mass discounters, the proliferation of suburban power centers and lifestyle retailing 

formats (Arnold & Reynolds, 2003).  The Internet has become one of the most influential 

factors that have challenged the traditional retail industry.  Contemporary retail stores and 

malls have to compete with their virtual counterparts.  To be competitive with virtual 

retailers, the traditional retail venues should provide experiences for their customers 

outside the traditional shopping experience.  For that reason, entertaining as a motivation 

for going to a retail venue is becoming one the most important factors for traditional 

shopping.  The entertainment aspect of retailing, or “entertailing,” is increasingly being 
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recognized as a key competitive tool in the contemporary retailing environment (Arnold 

& Reynolds, 2003).   

In an era of e-commerce and shopping malls that resemble 5-star hotels, it is very 

important to understand why rural craft and flea markets are able to attract visitors to 

their remote destinations.  The flea and craft market is a commercial event that has 

become very popular in rural areas of Texas.  This event is a synergy of retailing and 

entertaining.  The rural flea and craft market can be described as a marketplace for 

trading decorative and non-essential goods that are new and second-hand.  Collectibles, 

crafts, memorabilia, and junk are the most popular categories of goods that can be found 

at such markets.  The trade of goods is mingled with the trade of local farmers’ products 

that make the market place more festive.  The rural flea and craft market can also have 

various forms of entertainment that are traditional for a particular rural community.  

Country music performances and pro-rodeo events are a few forms of entertainment that 

are traditional for Texans. 

Old Mill Trade Days (OMTD) is a typical example of a contemporary rural flea 

and craft market.  The event emerged in the small community of Post in West Texas, and 

it has been maintained for a decade on the first weekend of each month.  OMTD occupies 

approximately 50 acres with 99,000 square feet of indoor shopping and accommodates 

about 150 vendors.  The event attracts about 40,000 visitors per year.  Similar types of 

events are held all over Texas in the form of trade days, market days, craft markets, and 

flea markets.  According to the Texas Events Calendar, several thousand commercial 

events occur each year in Texas (Texas Department of Commerce, 2005) 
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In spite of the fact that attending rural flea and craft markets has become a 

popular tourism activity in Texas, little is known about the visitors of rural flea and craft 

markets and their motivations for visiting such events.  Understanding the motivations of 

tourists and their behavioral patterns at rural flea and craft markets will have implications 

for better management and marketing of the events.   

 

Purpose of the Study 

The purpose of the current research is to formulate a profile of rural flea and craft 

market visitors and explore their motivations for visiting flea and craft markets in rural 

areas using, Old Mill Trade Days as a site for the present research.  The specific 

objectives of the research are the following:  

1. To describe the demographics and travel characteristics of OMTD 

visitors. 

2. To analyze what sources of information was the most influential for a 

decision to attend OMTD. 

3. To examine which activities besides OMTD were important in the  

visitors’ decision to visit Post. 

4. To compare possible differences in visitors’ preferences toward goods 

offered  

at OMTD based on their age, gender, income, and distance traveled to 

OMTD.  
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5. To compare possible differences in visitors’ motivations to attend 

OMTD with regard to their age, income, frequency of visits, and distance 

traveled to the event. 

 

Literature Review 

Academic research of the antique industry and antiquing is scarce (Sherry, 1990; 

Grado, Strauss, & Lord, 1997; Michael, 2002).  The antique industry is broadly viewed as 

a retailer of second-hand goods.  According to Michael (2002), the second-hand goods 

market has a broad spectrum ranging from antiques, collectibles, memorabilia, bric-a-

brac, and junk (second-hand).  In particular,  

1.  Antiques are the trade of goods of intrinsic worth at least one hundred years 

old.  

2.  Collectibles is a trade of goods of a similar nature. 

3. Memorabilia is the trade of goods that are related to a particular past event or 

activity. 

4. Bric-a-brac is the trade of goods of curiosity value, oddments or decorative 

items. 

5. Junk is the trade in goods of questionable commercial value but for which 

some market exists.  

According to Michael (2002), visitors to antique shops and markets are not a 

homogeneous group.  The researcher hypothesizes that there are three categories of 

tourists within the antique industry: the serious collectors, the occasional collectors, and  

the browsers.  The serious collectors look for specific items to add to collections or to 
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meet specific interests.  The occasional collectors make purchases only when they have 

the time and resources available.  Browsers do not have a particular interest or a specific 

purchase decision in mind; nevertheless, they constitute an important part of the customer 

base as impulsive purchasers.  

The typology of antique tourists that is offered by Michael (2002) has a 

descriptive character.  The author notes that “the extension of his project is seeking to 

quantify and clarify the dynamics that create the capacity to draw visitors to a region” 

(p.19).  Little is known about people who attend antique shops and markets.  Even less is 

known about what motivates visitors to attend rural flea and craft markets.   

 

Evolution of Motivation Theories 

Motivational research emerged in the 20th century as a part of the development of 

psychology as a science.  There are two main approaches to interpreting human behavior: 

behavioral and cognitive.  The first approach advocates instinctual or subconscious drives 

as a starting point in human behavior, while the second approach emphasizes cognitive 

drives.  During the 1960s, the humanistic approach emerged, which advocates that the 

core motivation of a person is to actualize his individual potential.  During the same 

period motivational research also focused on personality and traits theories. 

In spite of the fact that there is no agreed on approach among scientists as to what 

motivates human behavior, there is a general understanding of how the motivation 

process works.  A person can have many needs at a given time, ranging from biological 

(hunger, thirst) to psychological (esteem, belonging); yet, as Kotler and Armstrong 

(1998) posit, most of these needs are not strong enough to motivate a person to act.  In 
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other words, these needs are in a dormant state.  A need becomes a motive only when it is 

aroused to a sufficient level of intensity that causes a person to act.  

The theories of Sigmund Freud and Abraham Maslow have the strongest impact 

on the concept of motivation in the 20th century.  Freud’s psychoanalytical theory (1933) 

distinguishes between conscious and unconscious motives in human behavior (Freud 

1920-1959).  According to Freud, every personality is the product of conflict of among 

three interacting forces–the id (strong inborn drives such as aggression and sex), the ego 

(repression and control of id), and the superego (moral standards).  Freud saw that as an 

individual grows up they repress their inborn drives, to meet the moral standards, laws, 

expectations of society.  Many of these compromises are accomplished at the 

unconscious level.  Freud’s idea that an individual is largely unaware of his motivations 

challenged the more traditional understanding of human behavior. 

 Abraham Maslow’s theory (1943) represents a humanistic approach in the 

research of motivations.  Maslow advocated the idea that the central motivation of a 

person is to grow and to enhance the basic self.  He assumed that people had a natural 

hierarchy of needs, beginning with physiological needs (hunger, thirst) through safety 

(security, protection) and affective needs (sense of belonging, love) to the higher order 

needs of esteem (recognition, status) with self-actualization (self-development and 

realization) being the most significant (Maslow, 1943).  A person tries to satisfy the 

lower-order needs first.  When the lower level need is satisfied, it stops being a driving 

force of behavior and the person tries to satisfy the next level of the hierarchal need.  

Although Maslow’s theory was widely criticized for lack of empirical validation 

(Maddock, 2000; and Mowen 2000;), he has influenced humanistic psychology.  
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 While Maslow’s theory has been criticized for lack of empirical support, 

McClelland’s theory of learned needs has gained some acceptance among researchers 

(McClelland, Davis, Clark, & Lowell, 1953).  David McClelland (1953) developed a 

theory around the idea that three basic learned needs motivate an individual: need for 

affiliation, power, and achievement (Geen, 1995).  McClelland views a need for 

affiliation as similar to Maslow’s category of affective needs.  A need for affiliation 

motivates a person to associate with others and to join groups.  McClelland argues that an 

individual with a high need for affiliation bases his decision on the need to be with others 

rather than on enjoying accomplishing a task.  The need for power results from the desire 

to obtain and exercise control over others.  And finally, the need for achievement 

motivates a person to seek competition and success.  This need also pushes an individual 

to strive to develop his potentials and to enhance his self-esteem.  The need for an 

achievement can be viewed as a driving force pushing people to look for sales and 

discounts, and hunt for bargains.  Many consumers enjoy hunting for bargains, looking 

for sales, and finding discounts or low prices, almost as if shopping is a challenge to be 

“conquered” or a game to be “won” (Arnold & Reynolds, 2003).  

The emergence of motivation theories in the first part of the 20th century laid the 

groundwork for motivational studies in the field of consumer research. Consumer 

research in this field aims to understand, predict, and influence the behavior of consumers 

in the marketplace.  The objective of consumer behavior research is to identify the 

patterns of behavior that would segment consumers into heterogeneous groups.  

Identifying consumers’ true, underlying purchase motives should assist in market  

segmentation and the creation of better tailored promotional strategies.   
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One of the most powerful segmentation approaches is psychographics, which has 

been used in consumer research since the 1960s.  A psychographic analysis is a type of 

consumer research that describes segments of consumers in terms of how they live, work, 

and spend free time.  Demby (1994) defines psychographics as a method of dividing the 

market based on psychological, sociological, anthropological and cultural factors to help 

explain why consumers make the purchasing decisions they do.   The applications of the 

psychographic approach include developing profiles of target markets, segmenting 

customers into homogeneous groups, and tailoring better promotional strategies to the 

customers.  Psychographics research, however, has its limits, as there are many social and 

psychological factors that can be difficult to measure.  

Recently, researchers began to discuss emotions and motivations as vital for 

understanding and predicting consumers’ behavior.  Maddock (2000) believes that 

consumer decisions are based on emotions and not reason.  He distinguishes eleven 

categories of human motives: person orientation, spiritual survival, adaptation, territorial 

survival, expectation/resolution, sexual survival, time orientation, play, circumstances, 

and physical survival.  Then the researcher links each motive to the emotions and benefits 

sought and called this method “motigraphics”.  Maddock’s study is significant because it 

integrates cognitive processes and emotions into one theory.  This theory remains to be 

confirmed by empirical research.  

 

Motivational Research in Tourism Related Literature 

The interdisciplinary nature of tourism gives the researcher the freedom to choose 

different theoretical backgrounds with which to clarify reasons for travel (Goeldner, 
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Ritchie, & McIntosh, 2000).  Although there have been several attempts to establish a 

theory as to why people travel, there is no “universally agreed-upon conceptualization of 

the tourist motivation construct”(Fodness, 1994).  Most motivational research that is 

published in tourism literature has presented frameworks and classifications of reasons 

rather than an actual theory (Poria, Butler, Airey, 2004).  However, a large number of 

studies discussing tourists’ and travelers’ motivations have emerged in the last 30 years 

(Dann, 1977; Crompton, 1979, Iso-Ahola, 1982, Fodness, 1994; Gnoth, 1997; McCabe, 

2000; Bansal & Eiselt, 2004).  The studies of Dann (1977), and Crompton (1979) are the 

typical empirical studies to which the tourist motivation literature refer.  

Many tourism motivational studies revolve around a concept offered by Dann, 

who distinguishes push and pull factors in tourists’ motivations.  Behind this approach 

lies the assumption that people are being pushed by their own internal forces and pulled 

by the external forces of a destination as they perceived it.  Crompton (1979) further 

develops a push and pull concept by identifying nine motives for a pleasure vacation, 

seven of which are classified as “socio-psychological” (push) factors and two as 

“cultural” (pull) factors.  The “socio-psychological” category includes such needs as 

escape from a perceived mundane environment, exploration and evaluation of self, 

relaxation, prestige, regression, enhancement of kinship relationships, and facilitation of 

social interaction.  Novelty and education form an alternative “cultural” category, which 

represents motives aroused by the destination itself.   

In early tourism motivational research, motivation was conceived in a one- 

dimensional manner, and it was seen as being either a behavioral or cognitive construct  
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(Yuan, Cai, Morrison, & Linton, 2005).  Recently, the researchers questioned this one-

dimensional approach (Gnoth, 1997;  McCabe, 2000).  According to McCabe (2000), 

travel motivation is characterized by two dimensions: the behavioral “needs,” which are 

intrinsic to the individual, and the more constraint-based decisions influenced by 

situational and cognitive motivations.  According to this approach, tourist motivations are 

influenced by the specific situations and unique settings of the event (Yuan, etc, 2005).  

Motivations for visiting markets in rural areas requires examining why people visit rural 

areas and flea and craft markets as separate factors. 

Recent recognition that special events are one of the fastest growing sectors in the 

field of tourism has encouraged researchers to explore the motivation for attending  

special events (Mohr, Backman, Gahan, & Backman, 1993; Uysal, Gahan & Martin, 

1993; Backman, Backman, Uysal, & Sunshine, 1995; Scott, 1996; Crompton & McKay, 

1997; Lee, Lee & Wicks, 2000; Connell, 2004; Yuan J. et al; 2005; Isaykina, Dodd & 

Adams; in press). 

The research on motivations for visiting festivals reveals that festival goers are 

generally between the ages of 25 and 45, have some college education, and make less 

than $50,000 per year (Uysal, et.al., 1993; Backman, et al., 1995; Scott, 1996, Raymond, 

1998).  The festival goers appear to be a homogeneous group demographically; 

nevertheless, their specific motivations vary according to the type of event they attend 

(Table 5.1.).  The results of these studies are consistent with Dann’s (1977) and 

Crompton’s (1979) approaches.  The most frequent push factors for visiting festivals are 

“escape,” “socialization,” “family togetherness,” and “relaxation.”     
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Table 5.1 Motivation research for attending festivals and special events 
 

Author(s).  Year  Event name 
and site 

Country 
of event 

Motivation Dimensions Method 
 

Uysal et al. 1993 Corn festival in 
South Carolina 

USA Escape, excitement/thrills, event 
novelty, socialization, family 
togetherness 

Factor analysis, 
multiple 
classification 
analysis 

Mohr et al. 1993 Ballon Festival 
in Greenville, 
South Carolina 

USA Socialization, 
family/togetherness, 
excitement/unique, escape, 
event novelty 

Factor analysis 
using an oblique 
rotation 

Backman et 
al. 

1995 1985 US 
pleasure travel 
market data 

 Excitement, external, family, 
socializing, relaxation 

Factor Analysis, 
Multiple 
classification 
analysis 

Formica 
and  
Uysal 

1996 Umbria Jazz 
Festival  

Italy Excitement, socialization, 
entertainment 
Event novelty, family 
togetherness 

A priori market 
segmentation, 
factor analysis 

Schneider 
and 
Backman 

1996 An Arabic 
cultural festival 
in Jerash 

Jordan Family togetherness, 
socialization, festival 
atmosphere, escape, event 
excitement 

Principal 
component 
factor analysis 

Scott 1996 Three urban 
festival in 
North-East Ohio 

USA Sociability, family togetherness, 
escape from routine, nature 
appreciation, event excitement, 
curiosity 

Principle 
component 
factor analysis 

Crompton 
and McKay 

1997 Fiesta in San 
Antonio, Texas 

USA Cultural exploration, 
novelty/regression, recover 
equilibrium, known-group 
socialization, external 
interaction/socialization, 
gregariousness 

Factor Analysis 

Raybould 1998 A remote fishing 
event in 
Australia 

Australia Social stimulation, learning, 
extrinsic reward, event novelty, 
escape, family togetherness 

Factor Analysis 
with a Varimax 
rotation 

Lee 2000 1998 Kyongju 
World Cultural 
Expo, South 
Korea 

South 
Korea 

Cultural exploration, escape, 
novelty, event attractions, 
family togetherness, external 
group socialization, known-
group  
Socialization 

Factor Analysis 

Connell 2004 13 gardens UK Social, horticultural, garden 
environment/tranquility 

A principal 
component 
analysis with 
Varimax 
rotation 

Yuan et al. 2005 Vintage Indiana 
Wine and Food 
festival 

USA Festival and escape, wine, 
socialization, family 
togetherness 

Factor analysis 

Isaykina et 
al.  

In 
press 

Grapefest, Texas USA Relaxation, socialization, 
entertainment, family  

Factor analysis 



57  

Motivations for visiting flea and craft markets might be different from 

motivations for attending festivals and other special events.  This difference can be rooted 

in the nature of a rural craft and flea market, which is for the most part a commercial 

event, while a festival is a themed celebration.  However, motivational research in 

retailing interestingly notes that shoppers are motivated by a variety of psychological 

needs other than those strictly related to acquiring goods (Tauber, 1972).  

According to Tauber (1972), motives of shoppers can be classified into personal  

and social.  Personal motives include role playing, diversion, self-gratification,  

learning about new products and new trends, physical activity, and sensory stimulations.  

Social motives are social experiences outside the home, communications with others 

having a similar interest, peer group attractions, status and authority, and pleasure in 

bargaining.  Some shopping motives, which are hypothesized by Tauber (1972), can be 

directly related to the motivations for attending special events.  

Table 5.2 illustrates the similarity between motivations for shopping and 

motivations for visiting special events.  This comparison shows that there are many 

common features between motivations for shopping and motivations for attending special 

events.  For example, seeking social experiences appears to be a very important 

motivation for visiting festivals as well as for attending retail venues.  According to 

Tauber (1972), the marketplace has traditionally been a center of social activity.  In a 

number of developing countries, the market is still a place of gathering for local residents.  

 



Table 5.2 Motivations for shopping versus motivations for attending special events 

  
Motives for shopping 

(Tauber, 1972) 

 
Motivations for attending 

special events and 
traveling  

 
Authors (tourism 

motivational research) 

1. Role playing Family togetherness  Uysal et al., 1993; Mohr et al. 
1993; ;  
Formica & Uysal, 1996;  
Schneider & Backman, 1996;  
Scott, 1996; Raybould, 1998;  
Lee, 2000; Yuan, 2005. 

2. Diversion from the routine  
of daily life 

Escape from the mundane 
environment 

Uysal et al., 1993; Mohr et al. 
1993;  
Schneider & Backman, 1996;  
Scott, 1996; Raybould, 1998; 
Lee, 2000;  
Yuan et al.; 2005. 

3. Self-gratification Recover equilibrium 
 

Crompton and McKay, 1997;  

4. Learning about new trends Event novelty Uysal et al., 1993; Mohr et al. 
1993;  
Formica & Uysal, 1996;  
Raybould, 1998; Lee, 2000. 

5. Physical activity 
 

Not found  

Pers
onal  

 

6. Sensory stimulation Event environment Schneider & Backman, 1996;  
Scott, 1996; 
Lee, 2000; Connel 2004;  
Yuan, 2005. 

1. Social experiences outside the 
home 
2. Communications with others 
having the same interest 
3. Peer group attraction 
 
4. Pleasure for bargaining  
 

 
 
 
Social interaction 
 

Uysal et al., 1993; Mohr et al. 
1993;  
Backman et al, 1995;  
Formica & Uysal, 1996;  
Schneider & Backman, 1996;  
Scott, 1996;  
Crompton and McKay, 1997;  
Raybould, 1998;  
Lee, 2000; Connell, 2004; 
Yuan et al, 2005; Isaykina  
et al (in press). 

Soci
al 

5.Status and authority 
 

Prestige Crompton, 1979. 
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Even in rural areas in industrialized countries, such as the United States, “market days,” 

“county fairs,” and “town squares,” still offer a place for social interaction.  According to 

Tauber (1972), an urban contemporary equivalent to the rural marketplace exists in 

sidewalk sales, auctions, and swap meets.  Visitors attend these commercial events for the 

same reason they attend festivals and special events. 

 While the motivational factor of “entertainment” appears to be important for 

attending special events (Table 5.1.), Tauber (1972) does not mention entertaining as an 

important reasons for shopping.  Recently, however, the entertaining aspect of shopping 

has attracted the attention of researchers in academic literature (Arnold and Reynolds, 

2003).  Arnold and Reynolds (2003) investigated the hedonic motivations for shopping.  

As a result of this study, six categories of hedonic shopping motivations have emerged: 

adventure shopping, social shopping, gratification shopping, idea shopping, role 

shopping, and value shopping. 

The categories of “adventure shopping,” “social shopping,” and “value shopping” 

relate most to the entertaining aspects of the shopping experience at flea and craft 

markets.  The category of “adventure shopping” describes the shopping experience in 

terms of adventure, thrills, stimulations, excitement, and entering a different world 

(Arnold & Reynolds, 2003).  “Social shopping” refers to shopping as a way to spend time 

with family and friends, and a way to meet new people.  “Value shopping” refers to 

shopping for sales, looking for a good deal, and hunting for a bargain.  Visitors attend 

rural flea and craft markets because this type of event provides an opportunity for 

socializing (social shopping) in a different environment (adventure shopping), while 

offering an opportunity to purchase one-on-a-kind items at a good price (value shopping). 
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In addition, motivations for visiting flea markets can be influenced by the unique 

environment of the event.  According to Sherry (1990), the flea market environment can 

be characterized as “festive and lucid.”  Visitors to flea markets describe their experience 

as an adventure and often mention the excitement and enjoyment of bargaining and 

haggling at the flea market (Sherry, 1990).  Flea markets provide an experience that 

contrasts vividly with other market places.  The environment and entertainment of a flea 

market are important to the event’s visitors.  Sherry concludes (1990) that seeking such 

an experience is often far more significant than the mere acquisition of products.  

Motivations for visiting rural flea and craft markets can also be influenced by 

antique and craft trade-related factors.  Some serious collectors can be pulled to a rural 

destination because they want to purchase a special item, of particular interest, and at a 

good price.  Other tourists may want to browse among the booths simply to enjoy the 

atmosphere of a small town market.  According to Michael (2002) the profile of antique 

consumers is distinctive.  These consumers are likely to be more mature, better educated, 

and higher income earners than average.  Many will be retired, semi-retired, or have 

substantial amounts of leisure time.  This assumption will be examined in the present 

study.  

 

Methodology 

Study site 

OMTD is a three-day event conducted in Post, Texas on a monthly basis.  It is 

open to the public from 9 a.m. until 5 p.m. on Friday, Saturday, and Sunday.  The 

entrance fee for the event is $2 for adults, and it is free for children under the age of 
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twelve.  The vendors display their merchandize in the buildings of old cotton mill, 

outside booths, and an open area during good weather.  

The goods offered by vendors are grouped into several categories: antiques and 

collectables, clothing and accessories, hats and footwear, purses and handbags, arts and 

crafts, and knives and tack.  In addition, furniture, candles, gifts, picture frames, 

ceramics, clocks, metal arts, dolls, garden décor, quilts, plants, toys, tools, health 

products, and imports can be also found at OMTD.  Canned food products, home made 

candies, baked products, fresh fruits, and vegetables are an important part of this trade, 

which reflects the rural origin of the event.  Other vendors that occupy outside booths 

offer a large variety of items of a second-hand origin.  Old kitchenware, music cassettes, 

quilts, towels, glassware and, simply put, junk are also a part of trade at OMTD. 

Along with shopping in a small town environment, visitors are offered authentic 

West Texan and Mexican food in small restaurants and booths at the Town Square.  

Baked corn, Texas-size corn dogs, home-made lemonade, and popcorn are a part of the 

attraction for many visitors.  In the summer months, tourists can see the performance of 

country music on the outdoor stage.   

 

Instrument 

A questionnaire was selected as an instrument for the present research.  The 

questionnaire was developed after reviewing several different studies related to such 

areas as local festivals, rural tourism, and motivational studies for shopping and traveling.  

The questionnaire design was based on previous research related to tourist’s motivations 

for attending events, and some items were borrowed from studies by Uysal et al. (1993), 
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Mohr et al. (1993), and Isaykina et al.(in press).  Ten motivational statements 

encompassing both pull and push factors were created and the instrument was adapted to 

fit the OMTD event.  Due to the specific characteristics of OMTD, part of the 

questionnaire consists of questions particularly related to the event in order to reveal 

potential special motivations and consumer preferences associated with OMTD.  

 

Survey design 

The survey instrument was a self-reporting questionnaire which was comprised of 

four sections: (a) visitors’ preferences toward goods offered at OMTD, (b) visitors 

motivations to attend OMTD, (c) attractions of city Post, TX, and (d) travel 

characteristics and demographic profiles of OMTD visitors.  Visitors preferences, event 

specific questions,  and motivation statements are measured on a 7-point Likert-type 

scale (1 = strongly disagree, 7 = strongly agree) to indicate the extent to which 

respondents agreed or disagreed on the importance of each item in regard to why they 

attend the event. 

 

Data Collection Procedure 

The data were collected on weekends in June, July, and August 2003 by 

undergraduate and graduate students of Texas Tech University.  The questionnaires were 

distributed at the two entrance gates at OMTD in Post, where the visitors were asked 

about their motivations for attending OMTD, and their intentions to spend time and 

money at the event.  The survey was conducted in the mornings, and then in the 

afternoons on Saturday to Sunday.  As an incentive, a bottle of cold mineral water was 
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offered to every respondent.  In addition, participation in a lottery to win a scooter was 

available for those who filled out questionnaires.  A total number of 389 questionnaires 

were collected during summer, 2003. 

 
Reliability 

Respondents were asked to complete questionnaire items on a 1 to 7 Likert-type 

scale with 1 being strongly disagree and 5 being strongly agree.  A reliability analysis 

(Cronbach’s alpha) was performed to test the reliability of the questionnaire.  The first 

part of the scale questionnaire was developed to measure visitors’ preferences toward 

goods offered at OMTD.  This part included such attributes as “food,” “clothing items,” 

“crafts,” “art,” and “antiques.”  The Cronbach’s alpha for the five items was 0.73.  The 

next six items of the questionnaire measure visitors’ preferences for the goods at OMTD 

by suggesting to add the following items: “more antiques,” “more clothing items,” “more 

crafts,” “more food,” “more music,” and “more garage sale/flea market items.”  The 

Cronbach’s alpha for the 6 attributes was 0.89. 

The second part of the questionnaire included ten attributes that were designed to 

measure visitors’ motivations for visiting OMTD.  It included the following motivational 

statements: “to see and to do different things,” “to have fun and be entertained,” “to 

spend time with family,” “to spend time with friends,” “to observe other people,” “to 

meet people with similar interests,” “to rest and relax,” “to visit a place I can talk about,” 

“to find a bargain or a good deal,” and “to make use of a coupon or discount.”  The 

Cronbach’s alpha for these ten motivational statements was 0.93. 
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The third part of the questionnaire included five attributes that were designed to 

measure visitors’ intentions/interests in visiting the city of Post; more specifically 

“dinning and entertainment,” “visiting museums,” “visiting family and friends,” 

“shopping in the local area,” and “enjoying rural surroundings.”  The Cronbach’s alpha 

for the five attributes was 0.90. Therefore, all of the sections of the survey instrument 

obtained reliabilities above the recommendation of 0.70 (Sapp & Jensen, 1997).  

 
Finding and Results 

OMTD socio-demographic profile 

The first objective of this study was to describe demographics and travel 

characteristics of OMTD visitors. A socio-demographic profile of the respondents is 

presented in Table 5.3.  OMTD visitors were generally between 41-78 years of age (66.2 

%) with the average being 44 years old.  Only 21.3 % of respondents were younger than 

30 years of age.  Those people under 18 were excluded from the sample although many 

were accompanying adult visitors.  Over 85.5 % of the respondents reported an annual 

household income of over $30,000, 57.6 % had an income of over $50,000, 33.7 % had 

an income of over $70,000.   

The demographic profile of OMTD visitors is different from the profile of festival 

goers.  The festival goers are generally between the ages of 25 and 45 and make less than 

$50,000 per year (Uysal, et.al., 1993; Backman, et al., 1995; Scott, 1996, Raymond, 

1998).  The OMTD visitors appear to be much older and more affluent than festival 

visitors. This finding is consistent with Michael’s (2002) assumption about socio-

demographic profiles of antique tourists.  The difference between socio-demographic 
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profiles of festivals visitors and OMTD visitors confirms the initial conclusion that 

OMTD is different than a festival. 

Table 5.3: Socio-demographic profile of OMTD visitors (N = 389) 
 

Variable Frequency % 
Age (range = 60.00; mean = 44.37; median = 46.00) 
 Under 21 
 21-30 
 31-40 
 41-50 
 51-60 
 61-70 
 71-80 

 
25 
51 
45 
102 
93 
36 
5 
 

 
7.0 
14.3 
12.6 
28.6 
26.1 
10.1 
1.4 

Gender   
 Female 
 Male 

262 
125 

67.7 
32.9 

   
Income   
 Less than 30,000 
 $30,001-$50,000 
 $50,001-$70,000 
 $70,001-$90,000 
 $90,001-$110,000 
 $110,001-$130,000 
 Over 130,000 

50 
95 
80 
60 
30 
10 
15 

14.7 
27.9 
23.5 
17.6 
8.8 
2.9 
4.4 

 
Ethnic Origin   
 African-American 
 American-Indian 
 Asian 
 Hispanic 
 White 

2 
3 
1 
43 
337 

0.5 
0.8 
0.3 
11.1 
87.3 

 
Note: Number of cases under frequency excludes missing observations 

There were fewer males (32.3%) in the sample than females (67.7%).  This 

finding is consistent with the previous research.  According to Bellenger and Korgaonkar 

(1980), females constitute the 80 % of recreational shoppers (those who enjoy shopping 

as a leisure time activity).  With respect to ethnicity, “Whites” were the largest group 
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(87.3%), followed by “Hispanics” (11.1%).  African-Americans, American-Indians, and 

Asian represent only 1.6 % of the sample. 

Travel characteristics of OMTD visitors are presented in Table 5.4.  A majority 

(67.1 %) reported that they have visited OMTD before, although 32.9 % of respondents 

were first-time visitors.  Respondents who planned to spend between 2-3 hours at the 

event were dominant (46 %), followed by those who planned to spend from 1-2 hours 

(27.2 %).  Most respondents planned to spend over $25 at the event (80.20 %).  Visitors 

who attended OMTD were from rural communities (42.1 %) with a population of less 

than 50,000 people and from urban cities (57.9 %) with a population of more than 

50,000.     

The majority of respondents were from Texas (94.2%); visitors from New Mexico 

and out of Texas constituted only 5.8 % of the visitors.  To attend OMTD, visitors 

traveled an average 86 miles one way.  Respondents reported that 11.2 %  traveled under 

30 miles, 52.9 % traveled from 30 to 60 miles, and 35.9 % traveled over 60 miles to 

attend OMTD.  

The respondents visited OMTD predominantly with their spouses (48.1 %), 

followed by relatives (32.1 %), friends (24.4 %) or children (19.3 %).  Only 2.3 % of 

respondents attended the event alone.  This finding seems to indicate that visiting OMTD 

is a social event for the majority of the respondents.    
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Table 5.4: Trip Characteristics of OMTD attendees (N = 389) 
 

Variable Frequency % 
   
Time planned to spend at OMTD 
 Less than 1 hour 
 1-2 hours 
 2-3 hours 
 More than 4 hours 

7 
106 
179 
97 

1.8 
27.2 
46.0 
24.9 

 
Number of visits to OMTD over the last year 
 First visit 
 2-4 visits 
 5-7 visits 
 8-10 visits 
 More than 10 visits 

128 
177 
41 
21 
22 

32.9 
45.5 
10.5 
5.4 
5.7 

 

How much money do you intend to spend at the OMTD 
 $0-$25 
 $26-$50 
 $51-$75 
 $76-$100 
 More than $100 

76 
108 
85 
74 
41 

19.8 
28.1 
22.1 
19.3 
10.7 

   
Distance traveled to the OMTD (mean = 86.59; median = 35.00; mode = 35.00) 
 Within 30 miles 
 Between 30 and 60 miles 
 More than 60 miles  

41 
193 
131 

11.2 
52.9 
35.9 

 
Visitors from 
 Texas 
 New Mexico 
 Other States 

359 
11 
11 

94.2 
2.9 
2.9 

 
Population of the city visitors are from 
 With population less 5,000 
 Population over 5,000 less 50,000 
 Population over 50,000 

81 
70 
208 

22.6 
19.5 
57.9 

 
Travel party type** 
 Alone 
 With children 
 With spouse 
 With relatives 
 With friends 
 With significant other 

9 
75 

187 
125 
93 
16 

2.3 
19.3 
48.1 
32.1 
24.4 
4.2 

* Number of cases under frequency excludes missing observations. 
**Multiple responses allowed. 
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Source of information 

The second objective of the research was to examine what sources of information 

were the most influential for a decision to attend OMTD.  Eight types of information 

sources were identified and included in the questionnaire: word of mouth (WOM) from 

friends and relatives, media sources (newspaper, television, radio, brochure, direct mail, 

and Internet), and one internal source (previous visit to OMTD).  The distribution of 

answers to the question “What most influenced your decision to attend OMTD today?” is 

shown in Table 5.5.  The majority of respondents (45.9 %) indicated that friends/relatives 

were considered the most important source of information, followed by previous visits to 

OMTD (33.6 %).  Of the media sources, information from the newspaper (5.2 %) and 

television (3.9%) were the most important. 

Table 5.5: Information sources used by OMTD visitors (N = 389) 
 

 Variable        Frequency*           % 
 Friends/Relatives 
 Attended before 
 Newspaper 
 Television 
 Radio 
 Brochure 
 Direct Mail 
 Internet 
 Other 

175 
128 
20 
15 
7 
2 
2 
1 
31 

45.9 
33.6 
5.2 
3.9 
1.8 
.5 
.5 
.3 
8.1 

*Number of cases under frequency excludes missing observations 
 
 

Tourists’ activities in Post 
 

The third research objective was to examine which activities besides OMTD were 

important in the decision to visit Post.  The results are presented in Table 3.6. Among 

five activities in Post stated in the questionnaire, the highest ranking were “enjoying rural 
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surrounding” (M = 4.19, SD = 1.64), and “opportunity to shop in local area (M = 4.07, 

SD = 1.53).”  “Visiting museums” was found to be the least important factor for visiting 

Post (M = 3.87, SD = 1.38).   

Table 5.6: Mean values of importance of tourists’ activities in Post, Texas ( N = 389) 
 

Rank Activity Mean Score Std. dev 
1. 
2. 
3. 
4. 
5. 

Enjoying rural surroundings 
Shopping in the local area 
Dining and Entertainment 
Visiting family and friends 
Visiting Museums 

4.19 
4.07 
3.98 
3.97 
3.83 

1.64 
1.53 
1.53 
1.67 
1.38 

Note: Respondents used a seven-point Likert scale (1 =extremely unimportant; 7 = 
extremely important) 

 
 

OMTD visitors’ shopping behavior 
 
 The fourth research objective was to examine visitors’ preferences toward goods 

offered at OMTD.  An attempt was made to find out what items were perceived as the 

most important when attending the OMTD (Table 5.7).  According to the visitors’ 

responses, the most important items for attending OMTD were antiques (M = 4.62, SD = 

1.85), followed by crafts (M = 4.54, SD = 1.82), and art (M = 4.35, SD = 1.64).  This 

finding demonstrates the fact that visitors were mostly interested in goods of a decorative 

nature when they attended the event.  Food was found to be also important to OMTD 

visitors (M = 4.32, SD = 1.71).  Clothing was considered the least important item when 

attending the event (M = 3.88, SD = 1.54).    

 

 

 

 



70  

Table 5.7: Mean values for importance of goods offered at OMTD ( N = 389 ) 
 

Rank Items importance Mean Score Std dev. 
1. 
2. 
3. 
4.  
5. 

Antiques 
Crafts 
Arts 
Food 
Clothing 

4.62 
4.54 
4.35 
4.32 
3.88 

1.85 
1.82 
1.69 
1.71 
1.54 

Note: Respondents used a seven-point Likert scale (1 = extremely unimportant; 7 = 
extremely important) 
 

When the visitors were asked “How strongly do you agree that the following 

items should be added to OMTD?,” the respondents reported that crafts (M = 4.50, SD = 

1.56), antiques (M = 4.43, SD = 1.65), and garage sales items (M = 4.36, SD = 1.64) were 

the most important items to add to OMTD (Table 5.8).  The importance of antique trade 

for the event became clearly evident.  Music (M = 4.35, SD = 1.47) and food (M = 4.35, 

SD = 1.51) were also considered important by the OMTD visitors.  Therefore, the OMTD 

is perceived by its visitors as an event that should provide them with the opportunity to 

shop for the merchandise that cannot be found anywhere else, along with an opportunity 

to have a good time in a pleasant environment. 

Table 5.8: Mean values for importance of adding more goods at OMTD 
 

Rank Items Mean score Std dev. 

1. 
2. 
3. 
4. 
5. 
6. 

Crafts 
Antiques 
Garage sales items 
Music 
Food 
Clothing 

4.50 
4.43 
4.36 
4.35 
4.35 
4.06 

1.56 
1.65 
1.64 
1.47 
1.51 
1.42 

Note: Respondents used a seven-point Likert scale (1 = extremely unimportant; 7 = 
extremely important) 
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  The next step in the research was to examine whether there are differences in 

preferences for the items that are offered at OMTD based on visitors’ ages, genders, 

incomes, and distances they traveled to OMTD.  The One-Way Analysis of Variances 

(ANOVA) was used to determine whether there were significant differences in visitors’ 

preferences based on age, gender, income, and distance traveled as shown in Table 5.9.  

The dependent variables were five items, including food, clothing items, crafts, art, and 

antiques.  The independent variables were respondents’ age, genders, income, and 

distance they traveled to visit OMTD. 

  The ANOVA test revealed that there were no significant differences in visitors’ 

preferences toward items offered at OMTD based on their ages and incomes.  The review 

of the associated means showed that visitors with annual incomes above $130,000 were 

the most interested in antiques among other income groups (M = 5.73, SD = 1.49).  

Interestingly, visitors with income of $110,001-130,000 were the least interested in 

antiques items among other groups (M =3.60, SD = 2.07).  In addition, visitors with 

lower incomes of $30,001-$50,000 placed higher importance on antiques than did visitors 

with incomes $70,001-$90,000 (M = 4.95, SD = 1.78; M = 4.27, SD = 1.93, 

respectively).  These research findings indicate that visitors’ interest for antiques does 

directly depend on their incomes.  In addition to income, such parameters as education 

and occupation should be taken into account in an attempt to explain visitors’ preferences 

for the goods offered for sale at rural flea and craft markets.  
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Table 5.9: Differences in visitors’ preferences for goods at OMTD 

 
Mean scores for dependent variables 

 

 
Independent 
Variable 

Antiques 
 

Crafts Art Food Clothing 
Items 

Age (years) 
 Under 20 
 21-30 
 31-40 
 41-50 
 51-60 
 Over 60 

 
4.60 
4.47 
4.60 
4.57 
4.88 
4.71 

 
4.44 
4.25 
4.60 
4.41 
4.86 
4.76 

 
4.56 
4.14 
4.33 
4.13 
4.70 
4.54 

 
4.72 
4.37 
4.04 
4.22 
4.45 
4.15 

 
4.16 
3.49 
3.80 
3.82 
3.97 
4.15 

F-test 0.43 1.04 1.47 0.79 1.17 
P value 0.82 0.39 0.20 0.55 0.32 
Gender 
 Female 
 Male 

 
4.68 
4.99 

 
4.61 
4.39 

 
4.35 
4.34 

 
4.31 
4.32 

 
4.00 
3.61 

F-test 0.86 1.22 0.01 0.01 5.38 
P value 0.35 0.27 0.97 0.94 0.02* 
 
Income 
 Less than $30,000 
 $30,001-$50,000 
 $50,001-$70,000 
 $70,001-$90,000 
 $90,001-$110,000 
 $110,001-$130,000 
 Above $130,000 

 
 

4.44 
4.65 
4.95 
4.70 
4.27 
3.60 
5.73 

 
 

4.76 
4.54 
4.86 
4.32 
4.97 
3.50 
4.73 

 
 

4.33 
4.44 
4.63 
4.18 
4.43 
3.20 
4.80 

 
 

4.82 
4.22 
4.05 
4.37 
3.77 
4.70 
3.87 

 
 

3.86 
4.07 
4.05 
3.55 
4.20 
3.70 
3.79 

F-test 2.128 1.48 1.43 1.76 1.04 
P value 0.05 0.18 0.20 0.11 0.40 
 
Distance traveled 
 Less than 30 miles 
 Over 30 till 60 miles 
 Over 60 miles  

 
 

4.80 
4.35 
4.92 

 
 

4.41 
4.46 
4.69 

 
 

4.39 
4.30 
4.34 

 
 

4.29 
4.28 
4.35 

 
 

4.32 
3.64 
4.04 

F-test 4.07 0.71 0.05 0.07 4.81 
P value 0.02* 0.49 0.95 0.93 0.01* 
Note: 1) Respondents were asked to indicate their level of agreement on a 7-point Likert-scale 
ranging from 1 = strongly disagree to 7 = strongly agree. 
2) *p<0.05, unequal variance not assumed. 
  
  
  There were significant differences in preferences regarding clothing items based 

on visitors’ genders (F = 5.38, p = 0.02) and distances traveled to the event  

(F (2, 362) = 4.81, p =0.01).  Female visitors placed more importance on clothing  
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than did males when they attended OMTD (M = 4.00, SD = 1.56 and M = 3.61, SD = 

1.47 respectively).  The post hoc analysis - Fisher’s LSD was used to analyze the 

differences in visitors’ preferences based on the distance traveled.  The follow-up 

multiple comparison revealed the significant difference between the following groups:  

1. Visitors who traveled less than 30 miles and visitors who traveled between 30 

and 60 miles. 

2. Visitors who traveled over 60 miles and visitors who traveled between 30 and 

60 miles. 

Visitors who traveled from 30 to 60 miles to the event attached less significance 

to clothing than did visitors who traveled over 60 miles and less than 30 miles.  This 

difference can be attributed to the fact that visitors who traveled less than 30 miles were 

from rural communities, because there are no big metropolitan areas in a distance of 30 

miles around Post.  79 % of visitors who traveled the distance between 30 and 60 miles 

were from Lubbock (Lubbock is a city with population of 200,000 people located within 

35 miles from Post).  This finding implies that the visitors from rural areas placed more 

importance on clothing when attending OMTD that did visitors from urban areas. 

The significant difference with regard to antiques was found among visitors based 

on distance traveled (F (2, 362) = 4.07, p =0.02).  The post hoc comparison (Fisher’s 

LSD) revealed that visitors who traveled over 60 miles were different from the group that 

traveled between 30 and 60 miles.  Visitors who traveled over 60 miles attached greater 

importance to antiques than did visitors who traveled distance between 30 and 60 miles to 

OMTD.  This finding shows that the antique trade may encourage tourists to travel and 

generate visitation to a particular destination. 
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The next step in the research was to examine the differences that the visitors 

placed on importance to which items should be added to OMTD based on their age, 

income, and distance traveled.  The results are presented in Table 5.10.  The ANOVA test 

did not reveal significant differences toward importance of adding various items to 

OMTD based on visitors’ income.  The One-Way ANOVA test showed that there were 

significant differences among visitors based on their age and distance traveled to the 

event.   

OMTD visitors of different age groups differ significantly in their attitude to 

adding more clothing items (F (5, 350) = 2.46, p = 0.03).  The follow-up multiple 

comparison test (Fisher’s LSD) revealed that there were significant differences between 

the following age groups: “18-20 years of age” and “21-30 years of age,” between “18-20 

years of age” and “41-50 years of age” groups, and between “41-50 years of age” and 

“over 60 years of age.”  The visitors in the age group of “18-20 years of age” assigned a 

greater importance to adding clothing items to OMTD than did the age groups “21-30 

years old” and “41-50 ages of age.”  Visitors of over 60 years also assigned greater 

importance to adding clothing items to OMTD than did visitors in their 40s.    

As for the distance traveled, a significant difference was found for the attribute 

“antiques” (F (2, 361) = 4.09, p = 0.01).  Respondents that traveled over 60 miles to the  

event (35 %) placed more importance to adding “antiques” to OMTD than did visitors 

who traveled between 30-60 miles (52.9 %).   
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Table 5.10: Differences in visitors’ preferences for goods that should be added to OMTD. 

 
Mean scores for dependent variables 

Independent 
Variable 

Antiques Crafts Garage 
Sales 
Items 

Food Music Clothing 
Items 

Age (years) 
 Under 20 
 21-30 
 31-40 
 41-50 
 51-60 
 Over 60 
 

 
4.36 
4.31 
4.56 
4.27 
4.77 
4.39 

 
4.60 
4.49 
4.76 
4.14 
4.75 
4.83 

 
4.56 
4.37 
4.51 
4.06 
4.71 
4.54 

 
4.68 
4.45 
4.36 
4.32 
4.47 
4.29 

 
4.92 
4.35 
4.22 
4.13 
4.65 
4.37 

 
4.68 
3.88 
4.20 
3.80 
4.12 
4.44 

 
F-test 1.04 2.15 1.72 0.34 2.07 2.46 
P value 0.39 0.06 0.13 0.88 0.07 0.03* 
Gender 
 Female 
 Male 

 
4.44 
4.42 

 
4.58 
4.32 

 
4.37 
4.33 

 
4.37 
4.31 

 
4.32 
4.42 

 
4.17 
3.83 

F-test 0.02 2.25 0.04 0.13 0.32 4.68 
P value 0.89 0.13 0.84 0.72 0.57 0.03* 
Income 
 Less than $30,000 
 $30,001-$50,000 
 $50,001-$70,000 
 $70,001-$90,000 
 $90,001-$110,000 
 $110,001-$130,000 
 Above $130,00 

 
4.50 
4.57 
4.43 
4.52 
4.01 
3.80 
4.87 

 
4.82 
4.56 
4.60 
4.32 
4.40 
3.40 
4.79 

 
4.82 
4.34 
4.34 
4.37 
3.87 
4.10 
4.20 

 
4.50 
4.43 
4.29 
4.18 
4.40 
4.60 
4.40 

 
4.62 
4.53 
4.39 
3.93 
4.20 
4.20 
4.33 

 
4.34 
4.35 
4.06 
3.68 
3.87 
3.60 
4.02 

F-test 0.84 1.48 1.17 0.31 1.42 1.90 
P value 0.54 0.19 0.32 0.93 0.21 0.08 
 
Distance traveled 
 Less than 30 miles 
 Over 30 till 60 miles 
 Over 60 miles  

 
4.56 
4.20 
4.71 

 
4.00 
4.46 
4.65 

 
4.22 
4.22 
4.60 

 
4.15 
4.23 
4.53 

 
4.51 
4.20 
4.48 

 
4.22 
3.97 
4.15 

F-test 4.09 2.82 2.32 1.99 1.87 0.91 
P value 0.01* 0.06 0.10 0.14 0.16 0.40 
 
Note: 1) Respondents were asked to indicate their level of agreement on a 7-point Likert-scale  
  ranging from 1 = strongly disagree to 7 = strongly agree.  
 2) *p<0.05, unequal variance not assumed. 
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Motivations for visiting OMTD 

The fifth objective of the present research was to examine which motivations 

were the most important for attending OMTD.  Means of motivational statements were 

compared to examine which motivation was the most important to attend the event.  The 

ranking of motivations are presented in Table 5.11.  OMTD visitors obtained high levels 

of agreement on motivation to find a bargain or a good deal (M = 4.89, SD = 1.95), to 

spend time with family (M = 4.82, SD = 1.87), to spend time with friends (M = 4.69, SD 

= 1.79), to see and do different things (M = 4.69, SD = 1.75),  to have fun and be 

entertained (M = 4.65, SD = 1.72), to rest and relax  (M = 4.53, SD = 1.72), and to visit a 

place I can talk about (M = 4.22, SD = 1.69).  Therefore, the motivations to attend 

OMTD can be grouped into three main categories: (a) opportunity for shopping at a good 

price, (b) opportunity for socializing, (c) and opportunity for leisure (entertaining, doing 

different things, and resting).   

Table 5.11: Mean values of motivations to attend OMTD 
 
Rank Motivations Mean score Std dev. 

1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 

To find a bargain or good deal 
To spend time with family 
To spend time with friends 
To see and do different things 
To have fun and be entertained 
To rest and relax 
To visit a place I can talk about 
To observe other people 
To meet people with similar interest 
To make use of a coupon or discount 

4.89 
4.82 
4.69 
4.69 
4.65 
4.53 
4.22 
4.05 
3.85 
3.68 

1.95 
1.87 
1.79 
1.75 
1.72 
1.72 
1.69 
1.61 
1.56 
1.69 

Note: Respondents used a seven-point Likert scale (1 = extremely unimportant; 7 = 
extremely important) 
 
 The next step in the research was to examine if there were significant differences 

among visitors in their motivations to attend OMTD with regard to age, income, 
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frequency of visit, and distanced traveled to the event.  The One-Way ANOVA was used 

to determine whether there were significant differences in motivations to attend OMTD 

based on age, income, frequency of visit, and distance traveled to OMTD as shown in 

Table 5.12.  The dependent variables were ten motivational factors to attend OMTD 

including “to find a bargain or good deal,” “to see and do different things,” “to have fun 

and be entertained,” “to spend time with family,” “to spend time with friends,” “to 

observe other people,” “to meet people with similar interests,” “to rest and relax,” “to 

visit a place I can talk about,” and “to make use of a coupon or discount.”  The 

independent variables include respondents’ ages, incomes, frequency of visits, and 

distances traveled to OMTD. 

 The ANOVA test showed that there were significant differences in visitors’ 

motivations among visitors from different age groups.  The significance was found for 

two motivations: a). “to have fun and be entertained” (F (5, 351) = 2.41, p = 0.03), and b) 

“to meet people with similar interests” (F (5, 350) = 2.68, p = 0.02).  The follow-up 

multiple comparisons (Fisher’s LSD) revealed that respondents in their 50s differed 

significantly from those aged 60 years and older in terms of their attitude toward 

motivation “to have fun and be entertained.”  Visitors in their 50s attached greater 

importance to having fun and entertainment that visitors aged 60 and older.  With regard 

to motivation “to meet people with similar interests,” the significant difference was found 

among the following age groups:   a) “21-30 years of age” and “51-60 years of age”; b) 

“21-30 years of age” and “over 60”; 

 



Table 5.12: Differences in visitors motivations to attend OMTD (N = 389). 
 

 
Motivations for attending OMTD  

 

 
 
Independent 
variables To find a 

bargain 
or good 
deal 

To see 
and do 
different 
things 

To have 
fun and be 
entertained

To spend 
time with 
family 

To 
spend 
time 
with 
friends 

To observe 
other 
people 

To meet 
people  
with  
similar 
interests 

To rest 
and 
relax 

To visit a 
place I 
can talk 
about 

To make 
use of a 
coupon  
or 
discount 

   Age 
18-20 
21-30 
31-40 
41-50 
51-60 
over 60 

 
4.72 
5.04 
4.82 
4.73 
5.23 
4.63 

 
4.92 
4.75 
4.76 
4.43 
5.11 
4.54 

 
4.96 
4.71 
4.42 
4.47 
5.13 
4.29 

 
5.04 
4.78 
4.96 
4.63 
5.13 
4.68 

 
4.96 
4.84 
4.84 
4.48 
4.89 
4.68 

 
3.96 
4.12 
4.07 
3.87 
4.41 
4.02 

 
4.12 
3.55 
3.82 
3.59 
4.19 
4.29 

 
4.60 
4.61 
4.39 
4.37 
4.89 
4.32 

 
4.20 
4.41 
4.22 
4.00 
4.39 
4.20 

 
3.80 
3.45 
3.53 
3.64 
3.89 
3.85 

F-test           0.95 1.69 2.41 0.86 0.71 1.16 2.68 1.21 1.31 0.65
P value 0.45 0.16 0.03* 0.51 0.61 0.32 0.02* 0.30 0.25 0.69 
           
   Gender 
Female 
Male 

 
5.00 
4.65 

 
4.76 
4.55 

 
4.69 
4.55 

 
4.84 
4.77 

 
4.77 
4.54 

 
4.02 
4.11 

 
3.84 
3.86 

 
4.51 
4.57 

 
4.28 
4.11 

 
3.79 
3.44 

F-test           2.70 1.18 0.52 0.12 1.50 0.26 0.03 0.09 0.81 3.71
P value           0.10 0.28 0.47 0.72 0.22 0.61 0.87 0.76 0.37 0.06
   Income 
Less than $30,000 
$30,001-$50,000 
$50,001-$70,000 
Over 70,000 

 
5.14 
4.95 
4.81 
4.43 
 

 
4.98 
4.52 
4.66 
4.78 

 
5.02 
4.61 
4.65 
4.64 

 
5.14 
4.62 
4.97 
4.76 

 
4.84 
4.56 
4.79 
4.63 

 
4.22 
4.23 
4.16 
3.88 

 
3.90 
4.67 
3.92 
3.56 

 
4.90 
4.34 
4.72 
4.42 

 
4.82 
4.22 
4.44 
3.89 

 
3.92 
3.87 
3.70 
3.53 

F-test           0.29 0.87 0.93 1.05 0.39 1.09 1.79 1.64 4.25 0.96
P value           0.83 0.45 0.42 0.37 0.76 0.35 0.14 0.18 0.01* 0.39
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Table 5.12:  (Continued) 
 

 
Motivations for attending OMTD 

 

 
 
Independent 
variables To find a 

bargain 
or good 
deal 

To see 
and do 
different 
things 

To have 
fun and be 
entertained

To spend 
time 
with 
family 

To spend 
time with 
friends 

To observe
 other 
people 

To meet 
people  
with  
similar 
interests 

To rest 
and 
relax 

To visit 
a place I 
can talk 
about 

To make 
use of a 
coupon  
or 
discount 

Frequency of 
visit 
First visit 
2-4 visits 
5-7 visits 
8-10 visits 
Over 10 times 

 
 
5.13 
4.84 
4.80 
4.71 
4.18 
 

 
 
4.94 
4.64 
4.44 
4.33 
4.45 

 
 
4.99 
4.55 
4.29 
3.95 
4.73 

 
 
5.00 
4.83 
4.49 
4.52 
4.55 

 
 
4.88 
4.68 
4.34 
3.62 
4.45 

 
 
4.16 
4.01 
4.05 
3.86 
4.05 

 
 
3.91 
3.73 
4.05 
3.70 
4.18 

 
 
4.79 
4.46 
4.20 
4.62 
4.14 

 
 
4.49 
4.05 
4.22 
4.14 
4.14 

 
 
3.72 
3.56 
3.90 
3.81 
3.95 

F value 
P value 

1.28 
0.28 

1.19 
0.31 

2.78 
0.03* 

0.87 
0.48 

0.86 
0.49 

0.25 
0.91 

0.77 
0.55 

1.48 
0.21 

1.29 
0.27 

0.59 
0.67 

 
Distance traveled 
Till 30miles 
30-60 miles 
Over 60 miles 

 
 
4.73 
4.72 
5.09 

 
 
4.63 
4.51 
4.93 

 
 
4.71 
4.39 
4.95 

 
 
4.88 
4.59 
5.09 

 
 
4.71 
4.51 
4.89 

 
 
4.15 
3.89 
4.21 

 
 
3.98 
3.90 
3.95 

 
 
4.45 
4.30 
4.80 

 
 
4.10 
3.98 
4.56 

 
 
3.83 
3.48 
3.90 

F value 1.52          2.38 4.36 2.89 1.78 1.62 1.22 3.42 4.69 2.66
P value           0.22 0.94 0.01* 0.06 0.17 0.20 0.30 0.03* 0.01* 0.07
 
Note: 1) Respondents were asked to indicate their level of agreement on a 7-point Likert-scale  
  ranging from 1 = extremely unimportant to 7 = extremely important.  
 2) *p<0.05, unequal variance not assumed. 
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c).”41-50 years of age” and “51-60 years of age;” d). “41-50 years of age” and “over 60.”  

Visitors over 60 years attached more significance to motivation “to meet people with 

similar interests” than did visitors in their 20s.  Interestingly, visitors in their 40s attached 

less significance to this motivation than did visitors over 50. 

With respect to income, the significant difference was found to the motivation  

“to visit place I can talk about” (F (3, 336) = 4.25, p = 0.01).  The post hoc test (Fisher’s 

LSD) revealed that respondents with income of over $70,000 attached less importance to 

OMTD as a topic they can talk about than did visitors with income of under $30,000. 

 As for the frequency of visits, the significant difference was found for motivation 

“to have fun and be entertained” (F (4, 384) = 2.78, p = 0.03).  The follow-up multiple 

comparison test revealed that there was a significant difference between first-time visitors 

and visitors who have attended OMTD before.  First-time visitors attached more 

significance to this motivation than did the repeat visitors.   

 As for the distance traveled to OMTD, a significant difference was found for 

motivation “to have fun and be entertained” (F (2, 362) = 1.22, p = 0.03).  Visitors who 

traveled over 60 miles to the event placed more significance on entertaining aspect of the 

event than did visitors who traveled up to 60 miles.  With regard to distance traveled, the 

significant difference was also found for the motivation “to rest and relax” (F (2, 362) = 

3.42, p = 0.03).  The respondents that traveled over 60 miles perceived OMTD more as a 

place to rest and relax than the visitors that traveled the distance between 30 and 60 

miles.  These two groups of visitors also differed in their attitude to the motivation “a 

place they can talk about” (F (2, 362) = 4.69,  
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p = 0.01), which received a significantly higher importance rating from visitors who 

traveled over 60 miles to the event.  

 

Conclusions 

 During the last decade, Old Mill Trade Days has become a tourist attraction for 

Texans.  This local event has been promoted as a place for shopping for antiques, crafts, 

and one-of-a kind items in the friendly environment of a rural community.   The purpose 

of this study was to examine OMTD visitors’ motivations for attending the event.  The 

objectives of this research were the following: 

1. To describe demographics and travel characteristics of OMTD visitors. 

2. To analyze what sources of information was the most influential for the 

decision to attend OMTD. 

3. To examine which activities besides OMTD were important in the visitors’ 

decision to visit Post. 

4. To compare possible differences in visitors’ preferences toward goods offered 

at OMTD based on their age, gender, income, and distance traveled to OMTD.  

5. To compare possible differences in visitors’ motivations to attend OMTD with 

regard to their age, income, frequency of visits, and distance traveled to the event. 

The instrument of this study was a self-reporting questionnaire, which was 

comprised of four sections: (a) travel characteristics and demographic profiles of visitors, 

(b) visitors’ preferences toward goods offered at OMTD, (c) attractions of the city of 

Post, TX, and (d) visitors’ motivations for attending OMTD.  Data were collected in 

June, July, and August 2003 on the first week-end of each month.  The population for the 
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study was visitors who attended OMTD in the first week-end of June, July, and August.  

Several conclusions can be drawn from the findings of this study. 

The analysis of research findings indicates that OMTD attracts males and females, 

young and old people, low income and high income earners, and rural and urban 

residents.  Such a strong cross-sectional appeal may serve as a sign that rural flea and 

craft markets provide special shopping experiences that attract various consumers.  

However, the socio-demographic profile of OMTD visitors is distinctive.  The majority 

of visitors were females (67.7%), white (87.3%), over 40 years of age (66.2 %), from 

Texas (92.2 %), and with annual income of over $50,000 per household (57.2 %).  There 

were more respondents who were repeat visitors to OMTD (67.1%) than first-time 

visitors (32.9% ).  The research showed that positive word of mouth (45.9 %) was the 

most influential source in the decision to attend the event.  Visiting OMTD is a social 

activity for the majority of respondents; they attend the event in the company of friends 

and relatives.  

 Activities other than visiting OMTD had received a comparatively low ranking 

among visitors of Post.  Although Post has a unique history, visitors showed little interest 

in visiting the city’s museums.  Visitors gave higher importance to the rural image of the 

city and the opportunity for shopping in the local area.  Therefore, visiting of OMTD 

appears to be the reason to travel to city of Post for many respondents.   

As to the goods offered at OMTD, event visitors had higher levels of agreement 

on the following items: antiques, crafts, art, and garage sale items.  The respondents 

consistently ranked antiques and crafts first among other goods they sought at OMTD.  

These findings indicate that OMTD is mostly perceived by its visitors as a place for 
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shopping for antiques and crafts.  OMTD visitors showed less agreement on clothing 

items, female visitors were more interested in clothing than were male visitors when they 

attended the event.   

Preferences of OMTD visitors regarding the goods offered for sale at OMTD 

were compared with regard to visitors’ age, gender, income, and distance traveled to the 

event.  There were no significant differences among visitors toward goods offered at 

OMTD based on their age, gender, and income.  The only significant difference was 

found between female and male visitors preferences for clothing items.  Females reported 

a significantly higher level of agreement towards the importance of clothing when they 

attended OMTD.  In addition, female visitors under 20 and over 60 years old placed a 

higher importance on clothing than did other age groups of female visitors.  

The conclusion is that the demographic variables that were used in the 

questionnaire do not explain the differences in visitors’ preferences for the goods offered 

at OMTD.  To make a final conclusion about whether demographics explain OMTD 

visitors’ preferences, other socio parameters should be added to the research instrument.  

Visitors’ level of education and occupation may play a role in their preferences for the 

goods offered at rural flea and craft markets.  These demographic parameters should be 

included and examined in future research. 

Significant differences in preferences toward goods at OMTD were found with 

regard to the distances that visitors traveled to the event.  Visitors who traveled less than 

30 miles and more than 60 miles to OMTD were more interested in clothing than those 

who lived within 30-60 miles.  Visitors who traveled a longer distance to the event were 

more interested in antiques than those who lived closer to the event.  This finding is 
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significant as it demonstrates the fact that antique trade can motivate people to travel to a 

remote destination.  Thus, the antique trade is a part of the tourism industry.   

 This study attempted to examine visitors’ motivations for attending OMTD.  

Results showed that the visitors of OMTD attended the event looking for a bargain or a 

good deal.  They also consider OMTD a good place for socialization and entertainment.  

There were significant differences in motivations for attending OMTD based on age, 

gender, income, frequency of visit, and distance traveled.  Visitors who were under 20 

years of age and visitors in their 50s were more likely to perceive OMTD as a place to 

have fun and be entertained.  There were no differences in motivations for attending the 

event between female and male visitors.  With regard to income, OMTD visitors who had 

an annual household income of over $70,000 placed less importance on OMTD as a place 

they can talk about than did visitors whose income was less than $70,000.  The first-time 

visitors placed higher importance on the motivation to have fun and be entertained than 

did repeat visitors.  There were significant differences in motivations among OMTD 

visitors with regard to distances they traveled to the event.  OMTD visitors who traveled 

a longer distance to attend the event were more motivated by the opportunity to have fun 

and be entertained, to rest and relax, and to visit a place they can talk about. 

 

Implications 

The conclusion drawn from the present research indicates that shopping is a main 

attraction for OMTD visitors.  The rural flea and craft market attracts visitors who are 

looking for a bargain or a good deal when they seek antiques, crafts, art, and garage sales 

items.  Management of the event and similar events should be aware of these preferences 
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in order to make efforts to attract vendors who offer a variety of antiques, crafts, art, and 

one-of-a-kind items of decorative origin.  Imported goods and mass produced goods are 

not the items that attract visitors to attend rural flea and craft markets.  It is possible that 

OMTD could lose its competitive edge and its clients by becoming a more conventional 

place for shopping that would look more like an outdoor mall full of goods that could be 

found anywhere else.  A significant change in merchandise offerings that moves away 

from traditional goods for flea and craft markets could result in negative reactions from 

visitors.  Management of OMTD should focus on keeping the event in the frame of a flea 

and craft market. 

Management of OMTD should be also aware of current trends in the collectibles 

industry because many of OMTD visitors can be engaged in collecting.  In 2003, about 

one-third of American households reported buying collectibles in the past year (Danziger, 

2004).  There is a shift toward authenticity in collecting; collectors are turning their 

collecting interests to other things besides what a consumer in recent focus group called 

“dustibles” (Danziger, 2004).  The current trend in collecting is beginning to shift from 

fancy objects that are solely produced for collecting purposes to real things that have 

potential investment value.  Knowledge of collectables industry tendencies can also assist 

OMTD management in their strategy for attracting vendors to the event. 

There is also a significant change in the way consumers purchase the goods 

because of a new trend of shopping as entertainment.  What people buy and how they buy 

the goods has become a part of a total shopping experience.  Consumers today want to 

experience shopping in new, more dynamic ways; they ask more of their shopping 

entertainment.  Not satisfied to passively receive entertainment, consumers seek a 
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shopping experience that combines learning with doing to involve the complete 

individual (Danziger, 2004).  This trend can be utilized at OMTD by opening do-it-

yourself workshops.  OMTD visitors can be offered to spend a day by making their own 

goods and crafts.  For example, instead of a purchasing a straw basket, OMTD visitors 

can enjoy learning, making, and finally having their own basket.  Such an active 

involvement in purchasing process should provide OMTD visitors with more meaningful, 

more personal, and more entertaining shopping experience.  

It is also important for OMTD management to consider the importance of 

socializing as a motivation for attending the event.  OMTD is perceived as a good place 

to spend time with family and friends.  These factors can be applied to event 

organizational practice.  Management should ensure opportunities for socialization by 

offering adequate seating areas, including areas in the shade and away from musical 

entertainment that may disrupt a conversation.  Family entertainment and activities 

should be offered to visitors who are looking for opportunities to spend time with family 

members.  Visitors who attend the event with their children should be offered activities 

and entertainment that might be of interest to children.  With knowledge of the 

importance of spending time with family and friends as motivations for attending OMTD, 

the event organizers may promote an image of OMTD as a good place to spend time with 

family and friends.  Addressing these motivations through organizational or management 

efforts may serve to increase the success of OMTD. 

 The city of Post has resources and attractions that can provide the opportunities 

for a good family entertainment.  Visiting Garza County Historical and OS Ranch 

museums, attending Garza Theatre, spending time outdoors at Lake Alan Henry, walking 
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in the renovated city’s downtown, and dining at local restaurants are tourists’ activities 

that should be better promoted to OMTD visitors.  Management of OMTD and Post’s 

city authorities should share the marketing effort in developing an image of Post as a 

tourist destination.   

 

Limitations of the Study and Recommendations 

 This study is one of the first attempts to research and analyze preferences and 

motivations for visiting rural craft and flea markets, and some limitations of this study 

need to be addressed.  The obtained sample cannot be considered representative of rural 

craft and flea market visitors in the United States.  The data was collected at one rural 

craft and flea market in Texas; therefore, the findings and conclusion of this study could 

not be generalized to rural craft and flea markets in other regions of the United States.  

The study is of explanatory nature; a convenient sampling was used to collect the data.   

The research instrument has a quantitative character, and certain limitations are 

associated with using quantitative methods.  The motivational statements were 

preselected from previous research in the area of festivals and special events; they were 

not a result of open–ended questions.  Getz and Cheyne (1997) suggests that using of 

quantitative research poses a risk of forcing responses from participants in the direction 

of confirming the established theory.   

In addition, the motivational statements were taken from motivation research in 

the area of festivals.  Because festivals are different from craft and flea market type of 

event, not all possible motivations related to visiting craft and flea markets may have 

been covered in the present research.  Therefore, there is a need to develop a detailed 
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research instrument that will embrace characteristics and motivations typical to visitors of 

rural craft and flea markets.  Because visiting events such as OMTD encompasses both 

rural and special interest tourism, part of the motivational statements should reflect 

motivations for attending rural events, and the other part should address motivations to 

attend craft and flea markets.  Due to the fact that shopping is a major attraction to such 

events as OMTD, motivations for shopping should be examined more specifically in the 

future research instrument.  In addition, the shopping experience at flea and craft market 

environment is noticeably different from shopping experience in conventional retail store.  

For this reason, motivations for visiting rural craft and flea markets should be examined 

in terms of adventure, thrills, stimulation, and excitement.  

Motivations for visiting flea markets can be also influenced by the antique trade 

and related factors.  Serious collectors, occasional collectors, and browsers should be 

distinguished among visitors to craft and flea markets.  Hypothetically, since browsers 

comprises the majority of rural craft and flea market visitors, it will be beneficial to 

examine their purchasing behavior at the market to study which factors can facilitate their 

decision to purchase goods. 

 The present study examined only rural craft and flea markets.  Possible 

differences between visitors to rural and urban craft and flea markets should be studied in 

future research.  Visitors to rural markets might place more importance on their 

experience at the market than the mere acquisition of goods.  More serious collectors can 

probably be expected to visit urban craft and flea markets.  It would be also interesting to 

compare differences in visitors’ motivations to attend flea and craft markets in 

developing and industrialized countries.  
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CHAPTER VI 

CONCLUSIONS 

 

Findings 

The present research consisted of two parts that utilized different research 

methods and objectives.  The purpose of the first part of the research was (a) to observe 

the current trend in rural tourism development in Texas, (b) to give a conceptual 

definition of rural flea and craft markets in the tourism context, and (c) to distinguish the 

place of rural flea and craft markets among other types of events. 

The number of small scale commercial events has grown in Texas.  These events 

are held in various forms, trade days, markets days, antique markets, antique fairs, flea 

markets, and antique week-ends.  Based on the literature review in the field of rural 

tourism and special events, it was concluded that rural flea and craft market are a new 

product in the area of rural and special events tourism.  Rural flea and craft market is 

defined as a periodic trade of decorative and non-essential goods of a new and a second-

hand origin.  In rural areas the trade of goods can be mingled with the trade of products 

of local farmers and food produces.  The market can have various forms of entertainment 

that are traditional for a particular rural region.  

The second part of the research attempted to answer the following questions: 

1. To describe the demographics and travel characteristics of OMTD visitors. 

2. To analyze what sources of information were the most influential for the 

decision to attend OMTD. 
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3. To examine which activities besides OMTD were important in the visitors’ 

decision to visit Post. 

4. To compare possible differences in visitors’ preferences toward goods  

offered at OMTD based on their age, gender, income, and distance traveled to  

OMTD.  

5. To compare possible differences in visitors’ motivations to attend OMTD with  

regard to their age, income, frequency of visits, and distance traveled to the 

event. 

 The instrument used in study was a self-reporting questionnaire, which contained 

four sections: (a) travel characteristics and demographic profiles of visitors, (b) visitors’ 

preferences toward goods offered at OMTD, (c) attractions of the city of Post, TX, and 

(d) visitors’ motivations for attending OMTD.  Data were collected in June, July, and 

August 2003 on the first week-end of each month.  The population of the study were 

visitors who attended OMTD in the first week-end of June, July, and August.  Several 

conclusions can be drawn from the findings of this study. 

The analysis of research findings indicates that OMTD attracts males and females, 

young and old people, low income and high income earners, and rural and urban 

residents.  Such a strong cross-sectional appeal may serve as a sign that rural flea and 

craft markets provide special shopping experiences that attract various consumers.  

However, the socio-demographic profile of OMTD visitors is distinctive.  The majority 

of visitors were females (67.7%), white (87.3%), over 40 years of age (66.2 %), from 

Texas (92.2 %), and with annual income of over 50,000 per household (57.2 %).  There 

were more respondents who were repeat visitors to OMTD (67.1%) than first-time 
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visitors (32.9% ).  The research showed that word of mouth (45.9 %) was the most 

influential source in the decision to attend the event.  Visiting OMTD is a social activity 

for the majority of respondents; they attend the event in the company of spouses, friends, 

relatives, and children.  

 Activities other than visiting OMTD had received a comparatively low ranking 

among visitors of Post.  Although Post has a unique history, visitors showed little interest 

in visiting the city’s museums.  Visitors gave higher importance to the rural image of the 

city and the opportunity for shopping in the local area.  Therefore, visiting of OMTD 

appears to be the reason to travel to city of Post for many respondents.   

As to the goods offered at OMTD, event visitors had higher levels of agreement 

on the following items: antiques, crafts, art, and garage sale items.  The respondents 

consistently ranked antiques and crafts first among other goods they sought at OMTD.  

These findings indicate that OMTD is mostly perceived by its visitors as a place for 

shopping for antiques and crafts.  OMTD visitors showed less agreement on clothing 

items; female visitors were more interested in clothing than were male visitors when they 

attended the event.   

Preferences of OMTD visitors regarding the goods offered for sale at OMTD 

were compared with regard to visitors’ ages, genders, incomes, and distances traveled to 

the event.  There were no significant differences found among visitors toward goods 

offered at OMTD based on their ages, genders, and incomes.  The only significant 

difference was found between female and male visitors preferences for clothing items.  

Females reported a significantly higher level of agreement towards the importance of 

clothing when they attended OMTD.  In addition, female visitors under 20 and over 60 



 92 

years old placed a higher importance on clothing than did other age groups of female 

visitors.   

The conclusion is that the demographic variables that were used in the 

questionnaire do not explain the differences in visitors’ preferences for the goods offered 

at OMTD.  To determine if demographics explain OMTD visitors’ preferences, other 

socio parameters should be added to the research instrument.  Visitors’ level of education 

and occupation may play a role in their preferences for the goods offered at rural flea and 

craft markets.  These demographic parameters should be included and examined in future 

research. 

Significant differences were found in visitors’ preferences toward goods at 

OMTD depending on the distance they traveled to the event.  Visitors who traveled less 

than 30 miles and more than 60 miles to OMTD were more interested in clothing than 

those who lived within 30-60 miles.  Visitors who traveled a longer distance to the event 

were more interested in antiques than those who lived closer to the event.  This finding is 

significant as it demonstrates the fact that antique trade can motivate people to travel to a 

remote destination.  Thus, antique trade is a part of the tourism industry.   

 This study attempted to examine visitors’ motivations for attending OMTD.  

Results showed that the visitors to OMTD attended the event looking for a bargain or a 

good deal.  They also consider OMTD a good place for socialization and entertainment.  

There were significant differences in motivations for attending OMTD based on age, 

gender, income, frequency of visit, and distance traveled.  Visitors who were under 20 

years of age and visitors in their 50s were more likely to perceive OMTD as a place to 

have fun and be entertained.  There were no differences in motivations for attending the 
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event between female and male visitors.  With regard to income, OMTD visitors who had 

an annual household income of over $70,000 placed less importance on OMTD as a place 

they can talk about than did visitors whose income was less than $70,000.  The first-time 

visitors placed higher importance on the motivation to have fun and be entertained than 

did repeat visitors.  There were significant differences in motivations among OMTD 

visitors with regard to distances they traveled to the event.  OMTD visitors who traveled 

a longer distance to attend the event were more motivated by the opportunity to have fun 

and be entertained, to rest and relax, and to visit a place they can talk about. 

 

Implications 

The conclusion drawn from the present research indicates that shopping is a main 

attraction for OMTD visitors.  The rural flea and craft market attracts visitors who are 

looking for a bargain or a good deal when they seek antiques, crafts, art, and garage sales 

items.  Management of the event and similar events should be aware of these preferences 

in order to make efforts to attract vendors who offer a variety of antiques, crafts, art, and 

one-of-a-kind items of decorative origin.  Imported goods and mass produced goods are 

not the items that attract visitors to attend rural flea and craft markets.  It is possible that 

OMTD could lose its competitive edge and its clients by becoming a more conventional 

place for shopping that would look more like an outdoor mall full of goods that could be 

found anywhere else.  A significant change in merchandise offerings that moves away 

from traditional goods for flea and craft markets could result in negative reactions from 

visitors.  Management of OMTD should focus on maintaining the image of a flea and 

craft market. 
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Management of OMTD should be also aware of current trends in the collectibles 

industry because many of OMTD visitors could be collectors.  In 2003, about one-third of 

American households reported buying collectibles in the past year (Danziger, 2004).  

There is a shift toward authenticity in collecting; collectors are turning their collecting 

interests to other things besides what a consumer in recent focus group called “dustibles” 

(Danziger, 2004).  The current trend in collecting is beginning to shift from fancy objects 

that are solely produced for collecting purposes to real things that have potential 

investment value.  Knowledge of the collectables industry tendencies can also assist 

OMTD management in their strategy for attracting vendors to the event. 

There is also a significant change in the way consumers purchase the goods 

because of new trend of shopping as entertainment.  What people buy and how they buy 

the goods has become a part of a total shopping experience.  Consumers today want to 

experience shopping in new, more dynamic ways; they ask more of their shopping 

entertainment (Danziger, 2004).  This trend can be utilized at OMTD by opening do-it-

yourself workshops.  OMTD visitors can be offered to spend a day by making their own 

goods and crafts.  For example, instead of a purchasing a straw basket, OMTD visitors 

can enjoy learning, making, and finally having their own basket. Such active involvement 

in the purchasing process should provide OMTD visitors with more meaningful, more 

personal, and a more entertaining shopping experience.  

It is also important for OMTD management to consider the importance of 

socializing as a motivation for attending the event.  OMTD is perceived as a good place 

to spend time with family and friends.  These factors can be applied to event 

organizational practice.  Management should ensure opportunities for socialization by 
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offering adequate seating areas, including areas in a shadow and away from musical 

entertainment that may disrupt a conversation.  Family entertainment and activities 

should be offered to visitors who are looking for opportunities to spend time with family 

members.  Visitors who attend the event with their children should be offered activities 

and entertainment that might be of interest to children.  With knowledge of the 

importance of spending time with family and friends as motivations for attending OMTD, 

the event organizers may promote an image of OMTD as a good place to spend time with 

family and friends.  Addressing these motivations through organizational or management 

efforts may serve to increase the success of OMTD. 

 The city of Post has resources and attractions that can provide the opportunities 

for a good family entertainment.  Visiting Garza County Historical and OS Ranch 

museums, attending Garza Theatre, spending time outdoors at Lake Alan Henry, walking 

in the renovated city’s downtown, and dinning at local restaurants are tourists’ activities 

that should be better promoted to OMTD visitors.  Management of OMTD and Post’s 

city authorities should share the marketing effort in developing an image of Post as a 

tourist destination.   

 

Limitations of the Study and Future Research 

 This study is one of the first attempts to research and analyze preferences and 

motivations for visiting rural craft and flea markets, and some limitations of this study 

need to be addressed.  The obtained sample cannot be considered representative of rural 

craft and flea market visitors in the United States.  The data was collected at one rural 

craft and flea market in Texas; therefore, the findings and conclusion of this study could 
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not be generalized to rural craft and flea markets in other regions of the United States.  

The study is of exploratory nature and a convenience sampling was used to collect the 

data.   

The research instrument has a quantitative character, and certain limitations are 

associated with using quantitative methods.  The motivational statements were 

preselected from previous research in the area of festivals and special events; they were 

not a result of open–ended questions.  Getz and Cheyne (1997) suggests that using of 

quantitative research poses a risk of forcing responses from participants in the direction 

of confirming the established theory.   

In addition, the motivational statements were taken from motivation research in 

the area of festivals and special events.  Because festivals are different from craft and flea 

market type of event, not all possible motivations related to visiting craft and flea markets 

may have been covered in the present research.   

Therefore, there is a need to develop a detailed research instrument that will 

embrace characteristics and motivations typical to visitors of rural craft and flea markets.  

Because visiting events such as OMTD encompasses both rural and special interest 

tourism, part of the motivational statements should reflect motivations for attending rural 

events, and the other part should address motivations to attend craft and flea markets.  

Due to the fact that shopping is a major attraction to such events as OMTD, motivations 

for shopping should be examined more specifically in future research instruments.  In 

addition, the shopping experience at the flea and craft market environment is noticeably 

different from the shopping experience in conventional retail stores.  Therefore, 
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motivations for visiting rural craft and flea markets should be examined in terms of 

adventure, thrill, stimulation, and excitement.  

Motivations for visiting flea markets can also be influenced by the antique trade 

and related factors.  Serious collectors, occasional collectors, and browsers should be 

distinguished among visitors to craft and flea markets.  Hypothetically, since browsers 

comprises the majority of rural craft and flea market visitors, it will be beneficial to 

examine their purchasing behavior at the market to study which factors can facilitate their 

decision to purchase the goods. 

 The present study examined only rural craft and flea markets.  Possible 

differences between visitors of rural and urban craft and flea markets should be studied in 

future research.  Visitors to rural markets might place more importance on their 

experience at the market than the mere acquisition of goods.  More serious collectors can 

probably be expected to visit urban craft and flea markets.  It would be also interesting to 

compare differences in visitors’ motivations to attend flea and craft markets in 

developing and industrialized countries.  
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1.  What influenced your decision the most to attend Old Mill Trade Days this weekend? 
(Please check only one) 

____Television  ____Brochure  ____Radio ____Newspaper 
____Friends / Relatives ____Mail             ____Internet ____Attended 
____Before   ____Other ____________ 

2.  How much time did you spend at Old Mill Trade Days this weekend? 
____Less than 1-hour  ____1-2 hours  ____2-3 hours  ____More than 4 hours 
 
3.   How many times have you attended Old Mill Trade Days during the last year? 
____First visit ____2-4 visits ____5-7 visits ____8-10 visits ____More than 10 visits 

 

4.  During your visit to Old Mill Trade Days this weekend, how important were the following 
items?  

 Extremely  
Unimportant 

Very  
Unimportant 

Somewhat 
Unimportant 

Neutral Somewhat 
Important 

Very 
Important 

Extremely 
Important 

Food        
Clothing Items        
Crafts        
Art        
Antiques        
Other______ 
 

       
 

5. How important are the following activities when attending Old Mill Trade Days? 
 Extremely 

Unimportant
Very  
Unimportant

Somewhat  
Unimportant

Neutral Somewhat 
Important 

Very  
Important

Extremely 
Important 
 

To see and do different things        
To have fun and be entertained        
To spend time with family        
To spend time with friends        
To observe other people        
To meet people with similar interests        
To rest and relax        
To visit place I can talk about        
To find a bargain or a good deal        
To male use of a coupon or discount        
Other____________________________
 

       
 

6.  Beside Old Mill Trade Days, how important were the following activities in your decision to visit  
Post this weekend? 

 Extremely  
Unimportant 

Very  
Unimportant 

Somewhat  
Unimporta
nt 

Neutra
l 
 

Somewhat 
Important 

Very 
Important 

Extremely 
Important 

Eating in Restaurants        
Visiting Museums        
Visiting Family and Friends        
Shopping in Post        
Staying at a Hotel        
Enjoying Rural 
Surroundings 

       

Other_______________ 
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WE ARE INTERESTED IN KNOWING MORE ABOUT OUR CUSTOMERS AT OLD MILL TRADE 

DAYS.  PLEASE, ANSWER THE FOLLOWING QUESTIONS ABOUT YOURSELF: 

 

7.  What is your date of birth? __________________________ 
 
8.  What is your ethnic origin? 
____African-American  ____American Indian  ____Asian 
____Hispanic   ____White   ____Other_________ 
 
9.  What is your gender? ____Female  ____Male 
 
10.  Where are you from? (Town)_______________________ (State)    
 
11.  Who did you attend Old Mill Trade Days with this weekend?  (Check all that apply): 
____Alone  ____Child(ren)  ____Friend(s) 
____Husband / Wife ____Relatives   ____Significant Other   

 
12.  What is your annual household income? 
____Under $30,000 ____$50,001 – $70,000 ____$90,001 - $110,000 ____Over $130,000 
____$30,001 – $50,000 ____$70,001 – $90,000 ____$110,001 to $130,000 
 
13.  How strongly do you agree that the following items should be added to Old Mill Trade Days? 

 Extremely  
Unimportant 

Very  
Unimportant 

Somewhat  
Unimportant 

Neutral Somewhat 
Important 

Very  
Important 

Extremely  
Important 

More Antiques        
More Clothing Items        
More Crafts        
More Food        
More Music        
More Garage Sale/Flea 
Market Items 

       

 
Other___________________ 
 

       

 
14.  How much money did you spend at Old Mill Trade Days this weekend? 
____$0 to $25 ____$26 to $50 ____$51 to $75 ____$76 to $100 ____More than $100 

  
15.  What would you change about Old Mill Trade Days? 
__________________________________________________________________________________ 
 
__________________________________________________________________________________ 

YOU ARE FINISHED! 
THANK YOU FOR TAKING THE TIME TO FILL OUT THE QUESTIONNAIRE.  YOUR ANSWERS ARE A VALUABLE PART OF THIS SURVEY! 
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