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Executive Summary 
 
The purpose of this study is to evaluate the economic and fiscal impacts of the French Broad 
River on the local economy as well as the river’s environmental value to the region. A visitor 
survey and a business survey were both used to estimate the use value (recreational use of the 
river) and non-use value (existence of the river) that the French Broad River basin provides to 
eight western North Carolina counties. Survey responses were collected in two phases: 
February-March and September-October 2020 and April-September 2021 (data collection was 
interrupted in 2020 due to the emergence of the global COVID-19 pandemic).  
 

Survey results enabled a two-method approach using the concept of Total Economic Value 
(TEV). The first method of this study estimates use values, which are based on market-related 
activities. Two surveys, one for visitors and one for businesses, were used to gather data in 
order to estimate the economic impact of the recreation and water-related businesses 
associated with the French Broad River. IMPLAN software was used to estimate the secondary 
effects of these spending dollars. Any visitor or business spending has a ripple effect through 
the economy as successive rounds of re-spending those dollars enlarge the impact.  

 
The second method of this study estimates non-use values, which are based on non-market 
activities such as willingness-to-pay. The same surveys gathered data used to estimate the non-
use values associated with the French Broad River. The survey data provided both revealed 
preferences (the real choices individuals made in spending while visiting the river watershed 
area) and stated preferences, such as willingness-to-pay in hypothetical situations. 
 

Survey data results show the average spending of visitors per trip (per travel group) is 
$1,276.57, and the average travel group size is 3.2 people. (Area tourism data indicates the 
average number of visitors per year to the French Broad River watershed eight-county area is 
estimated to be 6,994,167 people.) The total is $2,764,254,905. Combining the data indicated 
the total economic impact of the river is $3,803,784,669 annually. Due to activity related to the 
river, 38,554 jobs are created or maintained, and tax revenue produced is $273,208,267 federal 
and $234,174,398 state and local.  
 

The second part of the study examined the environmental value of the river through 
willingness-to-pay. Willingness-to-pay for the existence of the river is $1,184.62 per visitor 
household, and $990 per resident household. Willingness-to-pay for the bequest of the river for 
future generations is $152.32 per visitor household and $1,148.94 per resident household. 
These numbers were compared to the total number of NC households, and the number of 
households in the eight French Broad River basin counties to determine total existence and 
bequest values. Total environmental value of the river is estimated at $2,988,903,092.38 – 
existence value ($2,403,766,487.63) and bequest value ($585,135,604.75).  
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Effects of the COVID-19 pandemic on local businesses 

Data collection occurring in both 2020 and 2021 provided the opportunity to ask business 
respondents about changes that may have occurred due to the COVID-19 global pandemic. A 
little over half of businesses reported having five or fewer full-time employees and slightly 
more than three-quarters reported employing five or fewer part-time employees. Employers 
were asked whether they had laid off any employees during COVID-19. Most did not (74.2%). Of 
the 27% who did perform layoffs, the average number of full-time employees let go was 7.77, 
and the average number of part-time employees was 3.14. Looking to the near future, a little 
more than half have no plans for laying off employees, and a little under half have plans to hire, 
reporting an average of 5.15 new employees and a median of two new positions.  Only 6.7% of 
businesses indicated they plan to lay off, and the reported number was one employee.  
 
The greatest number of employers, 45.1%, responded that sales increased in 2020 over 2019. 
Over half expect total sales to increase again in 2021 over 2020. It appears COVID-19 did not 
badly impact most responding businesses with operations connected to the French Broad River. 
While some laid off employees, many are now planning to hire, and few are planning additional 
layoffs. Layoffs may also be due to the seasonal nature of certain outdoor industry businesses, 
and not necessarily due to COVID-19. Most businesses also experienced sales increases during 
the year COVID-19 emerged and expect increases again this year. There is not enough historical 
data to say whether these increases are in line with previous years, or whether expectations are 
as high as they might be without a global pandemic, but overall, businesses connected to the 
French Broad River seem to have retained stability.  
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Introduction  
 

The French Broad River 
 
The French Broad River is estimated to be 260-325 million years old, making it one of the most 
ancient rivers in the world. Its headwaters begin in Rosman, NC and it flows north, roughly 219 
miles through eight counties in western North Carolina, into eastern Tennessee. There are over 
4,000 miles of rivers and streams that flow into the French Broad River. It connects to the 
Holston River in Tennessee, then creates the Tennessee River. It flows through the Ohio and 
Mississippi Rivers before connecting to the Gulf of Mexico (RiverLink, 2021). 
 
The French Broad River basin in North Carolina is 2,830 square miles in the Blue Ridge 
ecoregion. The basin includes most of the Pisgah National Forest, Dupont State Forest, and 
about half of the Great Smoky Mountains National Park, agricultural lands, and some of the 
largest urban areas in the region, including the Asheville metro area. About three-quarters of 
the land is forested, with the remainder agricultural or urban. Agricultural lands are declining as 
population rates and urban development increase (North Carolina Department of 
Environmental Quality, 2009). 
 
The eight North Carolina counties in the French Broad River basin are Avery, Buncombe, 
Haywood, Henderson, Madison, Mitchell, Transylvania, and Yancey counties. 
 

Figure 1. French Broad River Basin (NC counties) 

 
      Source: NC River Basin App. Office of Environmental Education, NC Department of Environmental Quality.      
      https://ncdenr.maps.arcgis.com/apps/PublicInformation/index.html?appid=f82f583438e74bf29adcc76247381eee  

 
 

https://ncdenr.maps.arcgis.com/apps/PublicInformation/index.html?appid=f82f583438e74bf29adcc76247381eee
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The major watersheds in the basin are the Upper French Broad River, the Pigeon River, and the 
Nolichucky River; the second two join the French Broad River in Tennessee. Major tributaries of 
the river in North Carolina are the Mills River, the Davidson River, and the Swannanoa River 
(Office of Environmental Education, 2019). 
 

Figure 2. French Broad River Watershed Areas 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
Source: About the French Broad River. French Broad River Partnership.  
http://frenchbroadriver.org/about-the-french-broad-river 

 
According to the North Carolina Department of Environmental Quality, the French Broad River 
basin is home to mudpuppy and hellbender aquatic salamanders and the Eastern spiny 
softshell, a distinctive turtle that is only found in this basin. Tributaries of the French Broad also 
contain rare fish, including the state’s population of sharphead darters. The basin also contains 
Pink Beds, which is the largest mountain valley bog and marsh lands in the southern 
Appalachian Mountains and contains the largest population of swamp pink flowers in the state 
(Office of Environmental Education, 2019). 
 

French Broad River Partnership 
 

The French Broad River Partnership (FBRP) was formed in 2018 and is a consortium of 70+ 
conservation, governmental, and business entities in the eight WNC county region of 
the river watershed. The mission of the organization is “to maintain and improve stream health 
within the French Broad River watershed for environmental and economic benefits,” and their 
vision is, “that broad-based interests work collaboratively to ensure the French Broad River 
watershed serves as a source of drinking water and recreation while supporting biodiversity, 
sustainable agriculture, forestry, and economic growth” (French Broad River Partnership, 2021). 
 
The Partnership aims to define the challenges inhibiting watershed health and find resolutions 
through innovation and with collaboration among stakeholders. FBRP believes in community 
engagement and expanding public knowledge regarding the importance of the French Broad 

http://frenchbroadriver.org/about-the-french-broad-river
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River for our immediate and long-term future. Work groups for the organization include Water 
Quality, Outreach and Education, and Business and Recreation. 
 

Purpose of the Study 

The French Broad River has been a feature of western North Carolina for generations, but its 
ubiquitous nature also means the public is not always aware of the value it provides to the 
region. Gathering more quantitative data on the economic impact and the environmental value 
of the French Broad River to the watershed area in western North Carolina was requested to 
better understand the significance of the river to the area.  

Increased recreation, tourism, and business activities paired with concerns over water quality 
have led to interest in expanding projects for river access and environmental protection. When 
seeking funding and support for these types of projects, it is important to know the impact of 
the French Broad River and to be able to communicate its value with support from data-driven 
evidence. The findings of this study will help the FBRP, its partners, local and state 
governments, and the local community plan for the future of the river in western North 
Carolina. Results will be used to understand and promote sustainable economies and 
responsible uses of the river and tributaries. 
 
This study was designed to examine the economic and fiscal impacts of the French Broad River 
on the western North Carolina region, and assess the river’s environmental value. The study 
included surveys of visitors to the French Broad River watershed area and local businesses to 
conduct statistical analyses. Interviews with key stakeholders provided additional perspectives 
and context to the data. 
 
This research project was undertaken at the request of the Business and Recreation Work 
Group of the French Broad River Partnership, led by co-chairs Jay Hawthorne and Eric 
Romaniszyn.   
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Data Collection Overview 
 
The main avenue of data collection for the impact study came from stakeholder surveys among 
(a) users and visitors to the French Broad River watershed and (b) businesses that depend on 
the river for all or part of their operations and revenues. This approach ensured that the 
economic impact and environmental value is measured based on the perspective of those who 
have a stake in the river. It also allows the FBRP to understand both sides of the economic 
equation – consumer and vendor. 
 
The research team originally planned to administer the business survey online beginning in 
spring 2020. It identified businesses across the eight North Carolina counties through which the 
French Broad River flows using the NAICS codes for products and services related to river and 
leisure-oriented activities, such as lodging, food and beverage, and sports and outdoor 
activities. The team planned to contact these businesses about the survey and provide a link to 
the online survey portal by email or mail in the first half of 2020.  
 
Meanwhile, the research team aimed to conduct the visitor survey through a combination of 
online participation and in person responses conducted at river access points and public events, 
such as festivals, occurring in the eight North Carolina counties. In person data collection began 
in February 2020 at the Bold Rock Cidery in Mills River, Henderson County, where 42 people 
completed paper copies of the survey. 
 
Once the COVID 19 pandemic severely limited public events, and the importance of social 
distancing was stressed, all data collection activities halted. Ultimately, the FBRP decided to 
resume surveying beginning in September 2020 through October 2020.  Both surveys were re-
launched online and FBRP worked with partners to notify both individual and business 
stakeholders about the online versions of the surveys. To account for the impact of COVID-19 
on businesses and later distinguish those impacts from more regular operations, some 
questions related to the virus’ impact were added to the business survey.  
 
As of November 4, 2020, 235 individuals had participated in the visitor survey and 38 
businesses in the business survey, which provided early insight into stakeholder perspectives 
along with preliminary results. In December 2020, FBRP made the decision to re-launch in-
person data collection in 2021 pending the pandemic and vaccine distribution. 
 
In March 2021, the group decided to re-launch surveys online-only due to continuation of 
COVID-19 pandemic health safety recommendations. From April to September, FBRP members 
and partners worked to obtain survey responses via emails and postcards with QR codes and 
links to the surveys. 
 
The Business Survey link was promoted through local ‘ambassadors’ of Chambers of Commerce 
and Tourism Development Authorities of Avery, Buncombe, Haywood, Henderson, Madison, 
Mitchell, Transylvania and Yancey Counties and Asheville City as well as through the Outdoor 
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Gear Alliance. The Visitor Survey was promoted to river users at the Asheville Downtown After 
5, Asheville Michael Franti concert, Beartree Restaurant, GRSM Fishery Department, the 
Henderson Rhythm and Brews concert, Maggie Valley Arts & Crafts Fair, REI, Riverfest, and 
Salvage Station.  
 
Both surveys were promoted at Blue Heron Whitewater, Davidson River Outfitters, French 
Broad Adventures, French Broad Outfitters (two locations), Headwaters Outfitters, Hunter 
Banks Fly Fishing, New Belgium Brewing, Orvis, Sierra Nevada Brewing, and Zen Tubing. The 
surveys were also promoted online through a Headwaters Outfitters email blast, the Haywood 
Waterways website, the Mills River Partnership website, and the Pisgah and Land O’Sky 
Chapters of Trout Unlimited email newsletters. 
 
Data collection ended September 30, 2021. There were 111 valid business surveys completed, 
and 453 valid visitor surveys. While the COVID-19 pandemic significantly impacted data 
collection, and the number of business survey responses was not as high as expected, the 
random sample size of 111 completed surveys is sufficient for the purpose of the study. The 
margin of error for the 95% confidence interval is ±4.6% for the visitor survey, and ±7.8% for 
the business survey. In the following sections, the findings from the online surveys, and analysis 
of the data gathered, are presented and discussed.  
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The Visitor Survey 
 

The 20-question survey administered to those visiting the French Broad River watershed 
consisted of three broad sections collecting information about: 
 

1. Demographics: seven questions that collect general demographic information about 
respondents such as age, gender, race/ethnicity, income, education, and residence 

2. Leisure: six questions that inquire about a respondent’s recent trip to the French Broad 
River watershed 

3. Support for the River and Climate Change: seven questions (including one with several 
sub-questions) that ask the respondent’s views on supporting the health of the French 
Broad River and broader views on global climate change 

 
The survey was designed to be completed in ten minutes when taken online, and 15 minutes 
when completed in person.  The survey was designed for adults; the first question asks 
potential respondents who are under 18 years of age to please pass the survey to an adult. 
 
From 2020-2021, 453 people responded to the visitor survey, with 42 (9.3%) completed in 
person and 411 (90.7%) completed online. On February 28, 2020 members of the research 
team asked visitors at the Bold Rock Cidery in Mills River (Henderson County) to complete a 
paper version of the survey. Due to the widespread social impacts resulting from the COVID-19 
pandemic, this was the only in-person survey gathering completed.  
 
Of the online surveys in this report, 181 were completed between September 15 and 
November 4, 2020.  Another 230 responses were submitted between June 2 and September 24, 
2021.  
 

       Table 1.1 Visitor Survey Responses 
Type N (total) N (invalid cases) N (valid cases) 

2020 Online 196 15 181 

2021 Online 258 28 230 

On-site (2020) 42 0 42 

Total 496 43 453 

 
The online survey was shared with over 70 member organizations belonging to the French 
Broad River Partnership. These organizations announced the survey through their social media 
channels and via emails to their organizational mailing lists. Postcards were distributed to 
customers of several companies focused on recreation and gear on the river (rafting, fly fishing, 
and outfitting companies), and breweries, including New Belgium, as well as at several summer 
events. Several local western North Carolina newspapers published the link to the survey.    
 
The full text of the visitor survey can be found in Appendix A.  
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Results 
 
Demographics 
 
Respondents to the survey were 57% male and 42.1% female, with 0.9% selecting “other” and 
130 declining to answer. Most respondents are married (64.9%), and nearly all respondents 
identify their race and ethnicity as white (93.7%).  
 

Table 1.2 Gender  Table 1.3 Marital Status 
  Frequency Percent   Frequency Percent 

Female 136 42.1%  Single 89 27.6% 
Male 184 57.0%  Married 209 64.9% 
Other 3 0.9%  Divorced, Separated or Widowed 24 7.5% 
Total 323 100.0%  Total 322 100.0% 
Note: There are 130 missing responses. Note: There are 131 missing responses. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The respondent pool is highly educated, with 82% of respondents having a four-year degree or 
higher. 
 

Table 1.5 Education Level 
  Frequency Percent 

Less than high school 2 0.6% 
High school graduate or GED 19 5.8% 
2-year college/associate degree 38 11.7% 
4-year college 139 42.6% 
Master’s degree 98 30.1% 
Doctoral degree 30 9.2% 
Total 326 100.0% 
Note: There are 127 missing responses.   

 
 

Table 1.4 Race and Ethnicity 
  Frequency Percent 

White 298 93.7% 
Black or African American 3 0.9% 
American Indian and Alaska Native 10 3.1% 
Asian 10 3.1% 
Native Hawaiian and Other Pacific Islander 5 1.6% 
Two or More Races 13 4.1% 
Hispanic or Latino 10 3.1% 
Other 22 6.9% 
Total 318 * 
Note: There are 135 missing responses.   

*Total is greater than 100% due to multiple responses.  
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Most respondents live in North Carolina (80.9%), with those from Florida (3.8%) and South 
Carolina (3.3%) being the most common out-of-state residents. 
 

Table 1.6 Primary residency by state     

State Frequency Percent  State Frequency Percent 

AK 1 0.2%  MO 2 0.4% 

AL 1 0.2%  NC 364 80.9% 

CA 1 0.2%  NH 2 0.4% 

FL 17 3.8%  NY 5 1.1% 

GA 3 0.7%  OH 6 1.3% 

IL 4 0.9%  PA 5 1.1% 

IN 4 0.9%  SC 15 3.3% 

KY 2 0.4%  TN 2 0.4% 

LA 1 0.2%  TX 2 0.4% 

MA 3 0.7%  VA 3 0.7% 

MD 5 1.1%  WI 1 0.2% 

MN 1 0.2%  Total 450 100% 

 
 
In terms of age and income, the responses were more evenly distributed than the other 
demographics. The survey asked respondents to share their age in one of six categories (from 
“18 to 25” to “Over 65”). The largest group, with 90 respondents (19.9%), was over 65. The 
smallest was between 18 and 25, with 47 respondents (10.4%) in this age range. 46.1% of 
respondents were adults under 45, and 53.9% were over 45.  
 

Table 1.7 Age 

  Frequency Percent 

Between 18 and 25 47 10.4% 

Between 26 and 35 84 18.5% 

Between 36 and 45 78 17.2% 

Between 46 and 55 82 18.1% 

Between 56 and 65 72 15.9% 

Over 65 90 19.9% 

Total 453 100.0% 

 

To understand the household income of watershed visitors, respondents were asked to select 
one of six income categories from “Less than $40,000” to “Over $150,000.”  Estimated average 
income of all respondents was $104,463.09 with 22.8% selecting “More than $150,000.”  The 
other five categories were each selected by less than 20% of respondents.  
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Table 1.8 Gross Annual Household Income 

  Frequency Percent 
Less than $40,000 36 12.1% 
$40,000 - $60,000 48 16.1% 
$60,001 - $80,000 42 14.1% 
$80,001 - $100,000 54 18.1% 
$100,001 - $150,000 50 16.8% 
More than $150,000 68 22.8% 
Total 298 100.0% 
Note: Estimated Mean = $104,463.09 

There are 155 missing responses. 

 
 
Aside from the survey question regarding age, a large number respondents did not respond to 
the other demographic questions, with 130-155 respondents choosing not to answer a 
particular question. Demographic questions were not required responses, and these individuals 
may have been reluctant to provide this information. The question about age was asked early in 
the survey to ensure respondents were adults over 18, while the remaining questions were 
asked at the end of the survey. The lack of responses to these questions may also be due to 
‘survey fatigue’ occurring towards the end of the survey. 
 
In summary, of those survey respondents who answered demographic questions, the survey 
data suggests visitor respondents are white, well-educated, have a high annual household 
income, and predominately reside in North Carolina. They are slightly more likely to be male 
than female, and their ages are well-distributed between 18 and 65+ with about half under and 
half over 45 years old. 
 
 
River Use and Spending Habits 
 
Visitors to the French Broad River watershed area were asked to identify the primary purpose 
for their visit by selecting all relevant choices from a list of 13 options. Hiking was the most 
common, with 27.5% of respondents selecting it as a reason for visiting. Other common reasons 
were whitewater rafting (23.1%), kayaking (20.0%), fishing (15.9%), jogging or walking (14.5%), 
parks (14.2%), and biking (13.5%). “Other” was also a common selection, with living locally, 
visiting friends or family, and breweries written-in by multiple respondents (see Appendix C for 
the full list of write-in answers).  
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Table 1.9 Purpose for Visiting the Watershed 

  Frequency Percent 

Biking 56 13.5% 

Camping 31 7.5% 

Canoeing 50 12.0% 

Event/Festival 31 7.5% 

Fishing 66 15.9% 

Hiking 114 27.5% 

Hot Springs 12 2.9% 

Jogging/Walking 60 14.5% 

Kayaking 83 20.0% 

Paddle boarding 30 7.2% 

Parks 59 14.2% 

Tubing 48 11.6% 

Whitewater rafting 96 23.1% 

Other 64 15.4% 

Total 415 * 

*Total is greater than 100% due to multiple responses.   

Note: There are 38 missing responses.   

 
Based on the visitor survey results, those visiting the French Broad River watershed tend to do 
so in groups of two or more and are primarily adults. The reported group size was an average of 
3.2 people. About a third of respondents (31.6%) access the river watershed area at least 
weekly.  When asked how frequently they come to the river watershed, 20% responded “Very 
Often (at least 2-3 times a week),” and 11.6% responded “Once a week.” Second in terms of 
frequency was “Once or twice a year” at 26.7%. 
 

Table 1.10 Frequency in Visiting the Watershed 

  Frequency Percent 

Very often (at least 2-3 times a week) 81 20.0% 

Once a week 47 11.6% 

Once every other week 38 9.4% 

Once a month 49 12.1% 

Once every other month 36 8.9% 

Once or twice a year 108 26.7% 

First Time 21 5.2% 

Other 24 5.9% 

Total 404 100.0% 

Note: There are 49 missing responses.   

 
The French Broad River watershed attracts most of its visitors from the local western North 
Carolina community.  When asked where they stay when visiting the watershed area, 72.3% 
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reported staying at their home in western North Carolina, and a further 5% stay with friends or 
family. Hotel, motel, or inn made up 10.9% of responses.  
 

Table 1.11 Accommodations While Visiting the Watershed 

  Frequency Percent 

At my home – I am a resident in WNC 292 72.3% 

With parent(s)/or friend(s)   20 5.0% 

Hotel/Motel/Inn 44 10.9% 

Camping sites 18 4.5% 

Other 48 11.9% 

Total  404 * 

Note: There are 49 missing responses.   

*Total is greater than 100% due to multiple responses.  

 
 
Visitors were asked how they would have most likely spent their time had they not come to the 
French Broad River watershed. Most responded they would have visited another North Carolina 
outdoor area (55.6%) or a different river or lake in the state (21.6%).  
 

Table 1.12 Alternative Choice to Visiting the Watershed 

  Frequency Percent 

Went to another river or lake area in North Carolina 87 21.6% 

Went to other outdoor places in North Carolina   224 55.6% 

Stayed home 73 18.1% 

Other 19 4.7% 

Total 403 100.0% 

Note: There are 50 missing responses. 

 
 
As a key factor in determining economic and fiscal impacts, visitors were also asked to share 
how much money they spend when visiting the river watershed area. They outlined their 
spending by entering amounts in six categories, such as lodging, food and beverage, and 
shopping. On average of all respondents to the survey, visitors spend $509.18 on a visit in the 
eight North Carolina counties through which the river runs. The category with the highest 
spending was “lodging” with an average of $174.71, followed by “food and beverage” with an 
average of $151.07 in spending. To estimate the economic impacts, these figures were broken 
into two different groups – residents in eight counties vs. visitors from outside the region. The 
average spending by residents 
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        Table 1.13 Visitor Spending 

 
 
Support for the River and Climate Change Views  
 
Six of the seven questions in this section of the survey concerned respondents’ perspectives on 
the river’s water quality and interest in supporting it. The seventh asks respondents to share 
their views on issues related to climate change. 
 
Most of those who responded to the question (81.1%) feel that the river’s water quality is 
sufficient, or only sufficient in some places, for participating in recreational activities. The 
remaining respondents felt it is insufficient (12.7%) or didn’t know/didn’t have an opinion 
(6.2%). 
 

Table 1.14 Visitor Opinion on Water Quality Sufficiency 

  Frequency Percent 

Sufficient 147 39.6% 

Sufficient in some places while insufficient in others 154 41.5% 

Insufficient 47 12.7% 

Don’t know/No opinion 23 6.2% 

Total 371 100.0% 

Note: There are 82 missing responses.   

 
 
When then asked who should be responsible for the current water quality, 90.3% placed 
responsibility on the combination of people, industry, and government. For those respondents 
who selected a single responsible party, 4.3% selected government, 2.7% people, and 0.8% 
industry. 
 
 
 
 

N Mean SD Med Max Min N Mean N Mean

Lodging 259 $174.71 $479.55 $0 $3,800 $0 173 $16 86 $494

Transportation 259 $59.44 $119.96 $20 $1,000 $0 173 $23 86 $132

Food and beverage 259 $151.07 $313.94 $50 $4,000 $0 173 $61 86 $333

Shopping 259 $59.79 $204.43 $0 $2,500 $0 173 $15 86 $150

Attraction admissions 259 $50.81 $116.73 $0 $600 $0 173 $9 86 $135

Other 259 $13.36 $95.75 $0 $1,000 $0 173 $4 86 $32

Total 259 $509.18 $1,008.57 $95 $9,100 $1 173 $128 86 $1,277

Overall Residents Visitors
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Table 1.15 Entity Responsible for Water Quality 

  Frequency Percent 

People 10 2.7% 

Industry 3 0.8% 

Government 16 4.3% 

Combination of all three above 335 90.3% 

Don’t know/No Opinion 7 1.9% 

Total 371 100.0% 

Note: There are 82 missing responses.   

 
Respondents were asked two questions about paying to improve the river’s water quality. One 
question asked about paying to improve the current water quality and one question asked 
about paying to support the long-term health of the river.  
 
Over seventy percent (72.4%) of respondents – residents (78.3%) and 48.4% visitors (48.4%) – 
are willing to pay to improve the river quality, while 7.6% are not. Twenty percent didn’t know 
or didn’t have an opinion. 

 
                        Table 1.16 Willingness to Pay to Improve Water Quality 

  Overall Residents Visitors 

  Freq.  Pct. Freq.  Pct. Freq.  Pct. 

Yes 228 72.4% 198 78.3% 30 48.4% 

No 24 7.6% 17 6.7% 7 11.3% 

Don’t know/No 
Opinion 

63 20.0% 38 15.0% 25 40.3% 

Total 315 100.0% 253 100.0% 62 100.0% 

Note: There are 138 missing responses.     

 
When asked how much they would be willing to pay (as a household) over the next five years to 
improve river water quality, the average amount was $19.59 – residents ($19.88) and visitors 
($17.48) – with the median being $10, and a range between $1 and $250 a month. 

 
 Table 1.17 Willingness to Pay Monthly (per Household) for Water Quality 

  N Mean Median Max Min  Std Dev 

Overall 209 19.59 10.0 250.0 1.0  26.82 

Residents 184 19.88 10.0 250.0 1.0  28.10 

Visitors 25 17.48 15.0 50.0 1.0  14.49 
 

            Note: There are 244 missing responses.  

   
For the 7.6% who are not interested in paying to improve water quality, the main reason for 
47.6% (or 3.6% of all respondents) was “I am paying taxes already. There should be a different 
way to fund the program.” This response was followed by two reasons tied at 19% (or 1.4% 
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each of all respondents), “Not enough information” and “Other.” Lastly, 14.3% were not willing 
to pay because they were fine with the current water quality.  

 

Table 1.18 Reasons for Unwillingness to Pay 

  Frequency Percent 

Not enough information 6 19.0% 

Not interested in improving water quality of the river 0 0.0% 

Interested, but don’t want to contribute financially 2 0.0% 

I’m fine with the current water quality 4 14.3% 

I am paying taxes already. There should be a different 
way to fund the program 

12 47.6% 

Other 6 19.0% 

Total 30 100.0% 

Note: There are 423 missing responses. 

 
For those who were willing to pay to improve the quality of the river, respondents were asked 
how much of a one-time payment they would be willing to pay to ensure the river’s water 
quality for future generations. The average was $1,031.69 – residents ($1,238.82) and visitors 
($308.68) – while the median was $100.  The largest amount provided in response was 
$100,000. 

Table 1.19 Willingness to Pay for Future Generations (One-time Amount)  

  N Mean Median Max Min Std Dev 

Overall 238 1031.69 100.0 100000.0 1.0 6823.4 

  Residents 185 1238.82 100.0 100000.0 1.0 7720.7 

  Visitors 53 308.68 100.0 5000.0 5.0 767.9 

Note: There are 215 missing responses.    

 
The final question in this section asks respondents to rate their agreement with a series of 
statements. Each statement is presented next to a five-point Likert scale that runs from 1 
(Strongly Disagree) to 3 (Neutral) and 5 (Strongly Agree). The statements, such as “We are 
approaching the limit of the number of people the earth can support” and “the balance of 
nature is very delicate and easily upset” aim to measure respondents’ support for climate 
change concerns.  
 
Trends from the responses to these questions show that overall, respondents demonstrated 
support for climate change concerns. In 14 out of 15 statement responses, the majority aligned 
with statements expressing concern over climate change implications.  
 
The dominant answer (either agreement or disagreement) to each statement received a strong 
majority of responses. Of the 15 statements, only two did not have a clear majority consensus 
of agreement/disagreement.  
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The first of two statements that did not secure a dominant answer was, “Human 
ingenuity will ensure that we do NOT make the earth unlivable” with 45.5% disagreeing, 
34.3% agreeing, and 20% neutral. The second statement was, “The earth has plenty of 
natural resources if we just learn how to develop them” with 44% agreeing, 38.6% 
disagreeing, and 17.5% neutral.  
 
A very slight majority, 50.9%, disagreed with the statement “Humans have a right to 
modify the natural environment to suit their needs.” 
 
Consensus was strongest in agreement to the statements “Despite our special abilities, 
humans are still subject to the laws of nature” (89.2%) and “Humans are severely 
abusing the environment” (84.4%).  
 

Table 1.20 Agreement to Statements on Climate Change Concerns 

  N Disagree Neutral Agree 

1. We are approaching the limit of the number of people the 
earth can support 

337 21.1% 15.4% 63.5% 

2. Humans have the right to modify the natural environment 
to suit their needs 

332 50.9% 18.7% 30.4% 

3. When humans interfere with nature it often produces 
disastrous consequences 

333 12.6% 12.3% 75.1% 

4. Human ingenuity will ensure that we do NOT make the 
earth unlivable 

332 45.5% 20.2% 34.3% 

5. Humans are severely abusing the environment 333 10.8% 4.8% 84.4% 

6. The earth has plenty of natural resources if we just learn 
how to develop them 

332 38.6% 17.5% 44.0% 

7. Plants and animals have as much right as human to exist 332 8.1% 9.3% 82.5% 

8. The balance of nature is strong enough to cope with the 
impacts of modern industrial nations 

334 81.4% 8.1% 10.5% 

9. Despite our special abilities, humans are still subject to the 
laws of nature 

332 3.6% 7.2% 89.2% 

10. The so-called "ecological crisis" facing humankind has been 
greatly exaggerated 

332 79.8% 9.0% 11.1% 

11. The earth is like a spaceship with very limited room and 
resources 

334 18.9% 14.1% 67.1% 

12. Humans were meant to rule over the rest of nature 334 73.1% 9.0% 18.0% 

13. The balance of nature is very delicate and easily upset 333 11.7% 15.9% 72.4% 

14. Humans will eventually learn enough about how nature 
works to be able to control it 

334 66.8% 20.4% 12.9% 
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15. If things continue on their present course, we will soon 
experience a major ecological catastrophe 

334 11.4% 9.6% 79.0% 

 
These results, taken together, indicate that respondents to the survey generally value and 
support the French Broad River as an important environmental and leisure asset to the 
watershed area. Respondents are generally concerned about climate change and are willing to 
contribute financially to secure water quality and the health of the river for the immediate 
(five-year) future and the long-term use of future generations.  

The Business Survey 
 

The 27-question business survey was administered to businesses across the eight counties 
through which the French Broad River flows. The survey included four sections: 
 

1. Business Structure: thirteen questions that ask about the responding business’s 
structure, ownership, business focus, employees, and sales 

2. Support for the River and Climate Change: five questions (including one with several 
sub-questions) that ask the respondent’s views on supporting the health of the French 
Broad River and broader views on global climate change. 

3. Businesses’ Environmental Considerations: two questions (with sub-questions) about 
how the responding business considers its impact on the environment 

4. Respondent Demographics: five questions that capture general demographic 
information such as age, gender, race/ethnicity, income, education about the individual 
responding for a business 

 
The survey was designed to be completed in 15 minutes. A total of 111 valid survey responses 
were submitted for the business survey, with 33 completed in 2020 and 78 completed in 2021.  
 

Table 2.1 Business Survey Responses 

Year N (total) N (invalid cases) N (valid cases) 

2020 41 8 33 

2021 103 25 78 

Total 144 33 111 

33 missing cases were deleted.   

 
To garner responses from businesses that depend on the French Broad River, the research team 
identified businesses in the river’s eight counties, based on NAICS codes for the types of 
businesses that would rely on the river, such as lodging, restaurants, and outdoor outfitters. In 
2020, the research team sent postcards about the business survey to 954 businesses across the 
eight counties, of which 124 were returned by the post office. This was repeated in 2021, with 
842 sent, and 39 returned. The full text of the business survey can be found in Appendix B. 
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Results 
 
Business Structure 
 
The thirteen questions about business structure reveal a picture of small, stable businesses that 
have been operating in their community for several years. 
 
Those responding to the business survey were most likely to be the owner or CEO, with 67 
respondents, or 60.4%, selecting this option. Managers, associate managers, or assistant 
managers (21 total respondents) made up another 18.9% of respondents. Nine respondents, 
8.1% were senior managers or vice presidents, and 14 respondents, 12.6%, selected other.  
 

Table 2.2 Position within Organization 

Position Frequency Percent 

Owner/CEO 67 60.4% 

Senior Manager/Vice President 9 8.1% 

Manager/Associate Manager/Assistant Manager 21 18.9% 

Other  14 12.6% 

Total 111 100.0% 

 
 
A little over half of the responding business are either limited liability corporations (28.8%) or 
corporations (26.1%). Sole proprietorships made up 18.9% of respondents. Not-for-profit 
organizations were 12.6% of respondents, and partnerships and government agencies both 
made up 5.4% of all respondents. ‘Other’ was selected three times, for 2.7% of responses.  
 

Table 2.3 Type of Business Entity 

Type of Business Frequency Percent 

Sole proprietorship 21 18.9% 

Partnership 6 5.4% 

Corporation 29 26.1% 

Limited Liability Company (LLC) 32 28.8% 

Not for profit 14 12.6% 

Government 6 5.4% 

Other 3 2.7% 

Total 111 100.0% 

 
Some companies do business across multiple counties, and the most frequent location selected 
was Buncombe County (34.2% of responses), followed by Haywood County (28.8% of 
responses). The third most common response was Transylvania County, at 17.1% of responses. 
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Avery (selected once), Mitchell (selected twice), and Yancey (selected three times) were the 
counties selected the least.  
 

Table 2.4 Business Location (County)  

County Frequency Percent 

Avery 1 0.9% 

Buncombe 38 34.2% 

Haywood 32 28.8% 

Henderson 9 8.1% 

Madison 8 7.2% 

Mitchell 2 1.8% 

Transylvania 19 17.1% 

Yancey 3 2.7% 

Other 3 2.7% 

Total 111 * 

*Total is greater than 100% due to multiple responses.  

 
Business respondents were asked to volunteer their principle SIC or NAICS code. Only twelve 
chose to do so. The list included breweries, engineering services, manufacturing, and recreation 
industries. 
 

Table 2.5 Principal Business Code (SIC or NAICS) 

NAICS Description Frequency Percent 

312120 Breweries 2 16.7% 

326122 Plastics Pipe and Pipe Fitting Manufacturing 1 8.3% 

424720 
Petroleum and Petroleum Products Merchant 
Wholesalers (except Bulk Stations and Terminals) 

1 8.3% 

453119 Florists 1 8.3% 

454110 Electronic Shopping and Mail-Order Houses 1 8.3% 

522130 Credit Unions 1 8.3% 

541330 Engineering Services 2 16.7% 

611620 Sports and Recreation Instruction 1 8.3% 

713990 All Other Amusement and Recreation Industries 1 8.3% 

721110 Hotels (except Casino Hotels) and Motels 1 8.3% 

Total  12 100.0% 

Note: There are 99 missing responses.  

 
The oldest business represented in the survey was established in 1933, and the most recently 
established business was started in 2021. More than half of respondents established their 
business over the last 20 years.  
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Table 2.6 Business Establishment Year  

Year Frequency Percent  Year Frequency Percent 

1933 1 1.2%  1998 2 2.4% 

1956 1 1.2%  2000 3 3.6% 

1962 1 1.2%  2001 3 3.6% 

1963 3 3.6%  2003 4 4.8% 

1965 1 1.2%  2004 3 3.6% 

1967 1 1.2%  2005 1 1.2% 

1968 1 1.2%  2006 1 1.2% 

1977 1 1.2%  2008 3 3.6% 

1980 2 2.4%  2009 2 2.4% 

1982 1 1.2%  2010 2 2.4% 

1983 1 1.2%  2012 3 3.6% 

1984 2 2.4%  2013 2 2.4% 

1985 1 1.2%  2014 3 3.6% 

1986 2 2.4%  2015 4 4.8% 

1987 2 2.4%  2016 5 6.0% 

1992 1 1.2%  2017 2 2.4% 

1993 3 3.6%  2018 4 4.8% 

1994 2 2.4%  2019 3 3.6% 

1996 1 1.2%  2020 2 2.4% 

1997 1 1.2%  2021 2 2.4% 

    Total 83 100%  

   

Business respondents were asked how long they had been in operation at their current 
location. The greatest frequency of businesses reported being in their location for more than 20 
years (32.3%). The next length of time most frequently selected was 6 to 10 years (18.8%). Half 
of business respondents indicated they have been operating in their current location for 11 
years or more.  
 

Table 2.7 Time in Operation at Current Location 

  Frequency Percent 

Less than 1 year 4 4.2% 

1-3 years 14 14.6% 

4-5 years 12 12.5% 

6-10 years 18 18.8% 

11-15 years 10 10.4% 

16-20 years 7 7.3% 

More than 20 years 31 32.3% 

Total 96 100.0% 

Note: There are 15 missing responses. 
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Over half, 53.9% of respondents, own their current space, with 6.7% leasing but wanting to 
purchase, and 39.3% in a lease agreement. 
 
 
 
 
 
 
 
 
 
 
Employment  
 
The largest proportion of businesses reported having five or more employees (regardless of 
part-time or full-time employment status). Of the responding businesses, 51 (54.3%) reported 
having up to five full-time employees and 73 (77.7%) reported having up to five part-time 
employees. The largest category respondents could select was for more than 50 employees. 
Eleven (11.7%) reported having more than 50 full-time employees, and four (4.3%) reported 
having more than 50 part-time employees. 
 

Table 2.9 Number of Employees  

  Full-time Part-time 

  Frequency Percent Frequency Percent 

0 – 5  51 54.3% 73 77.7% 

6 – 10  18 19.1% 10 10.6% 

11 – 25  5 5.3% 4 4.3% 

26 – 50  9 9.6% 3 3.2% 

More than 50 11 11.7% 4 4.3% 

Total 94 100.0% 94 100.0% 

Note: There are 17 missing responses. 

 
Most businesses (74.2%) have not laid off any employees since January 2020. Of the 27% of 
businesses that have laid off staff, respondents reported laying off an average of 7.77 full-time 
employees, and/or an average of 3.14 part-time employees. Only 6.7% have plans to lay off an 
average of one employee soon, while 49.4% plan to hire an average of 5.15 employees. The 
largest number of respondents (51.7%) indicated they do not have plans to lay off or hire in the 
near future.  
 

Table 2.10a Layoffs (during COVID-19) 

  Freq Pct Statistics 

Table 2.8 Ownership of Business Location 

  Frequency Percent 

Own 48 53.9% 

Lease 35 39.3% 

Lease, want to purchase 6 6.7% 

Total 89 100.0% 

Note: There are 22 missing responses.   



 

24 

 

  N Mean Med SD Max Min 

Number of full-time employees laid off 24 27.0% 13 7.77 2 13.1 40 1 

Number of part-time employees laid off 24 27.0% 14 3.14 2 2.68 10 1 

No, I haven't laid off any employees since 
January 2020 

66 74.2%       

Total 89 *             

*Total is greater than 100% due to multiple responses.      

 
 

Table 2.10b Hiring and/or Layoff Plans (Near-Future) 

  
Freq Pct 

Statistics 

  N Mean Med SD Max Min 

I plan to hire. If so, how many new 
employees? 

44 49.4% 39 5.15 2 8.62 50 1 

I plan to lay off. If so, how many current 
employees? 

6 6.7% 1 1 1 0 1 1 

I do not have plans to hire or lay off any 
employees. 

46 51.7%       

Total 89 *             

*Total is greater than 100% due to multiple responses.      

 
Sales Revenue 
 
The largest percentage of responding businesses, 49.3%, had sales in 2020 amounting up to 
$250,000. The next largest percentage, 21.7%, reported sales of $1 million to $2.5 million.  
 

Table 2.11 Total Sales in Calendar Year 2020 

  Frequency Percent 

$1 - $250,000 34 49.3% 

$250,001 - $500,000 7 10.1% 

$500,001 - $1,000,000 2 2.9% 

$1,000,001 - $2,500,000 15 21.7% 

$2,500,001 - $10,000,000 6 8.7% 

More than $10,000,000 5 7.2% 

Total 69 100.0% 

Note: There are 42 missing responses.   

 
Of 71 businesses that responded to a question about sales growth between 2019 and 2020, 32 
(45.1%) experienced an average sales increase of 18.0%, while 23 businesses saw a sales 
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decrease of 42.2%. A total of 16 businesses (22.5%) reported no change in their sales in 2020 
when compared to 2019. 
 

Table 2.12 Change in Sales in 2020 Compared to 2019 

  
Frequency Percent 

Statistics 

  N Mean Median SD Max Min 

Increased 32 45.1% 31 18.0 19 17.1 60 3 

Decreased 23 32.4% 22 42.2 30 27.1 95 8 

Stayed the same 16 22.5%       

Total 71 100.0%             

Note: There are 40 missing responses.       

 
When asked to project whether sales would increase or decrease in 2021 compared to 2020, 
58.4% responded they expected an increase of sales at an average of 29.2% over 2020. Only 11 
businesses (14.3% of respondents) expected a decrease in sales, at an average of 42.5% from 
2020. The remaining respondents, 27.3%, expected their sales to remain the same for 2021 as 
they were in 2020.  
 

Table 2.13 Expectation of Sales in 2021 Compared to 2020 

  
Frequency Percent 

Statistics 

  N Mean Median SD Max Min 

Increase 45 58.4% 41 29.2 20 26.0 110 2 

Decrease 11 14.3% 10 42.5 45 27.8 90 10 

Stay the same 21 27.3%       

Total 77 100.0%             

Note: There are 34 missing responses.       

 
While all the businesses contacted are in the eight counties surrounding the French Broad 
River, that does not mean their sales are completely dependent on the river. Business 
respondents were asked to share what percent of their revenues rely on tourism within the 
watershed. Of the 37 businesses responding to this question, the average percentage of sales 
reliant on tourism-related activity was 56.8% (with a median of 50%).  
 

Table 2.14 Percentage of Revenue Reliant on Tourism  

N Mean Median Max Min Std Dev 

37 56.8 50.0 100.0 1.0 33.5 

 
 
 
Support for the River and Climate Change Concerns 
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The business survey also posed four questions about businesses’ interest in supporting the 
water quality of the French Broad River, similar to the questions asked in the visitor survey. 
 
When asked if they would be willing to pay to improve the water quality of the French Broad 
River, 52.5% responded they didn’t know or had no opinion, with 26.3% responding they would 
pay to improve water quality and 21.3% responding they would not.   
 

Table 2.15 Willingness to Pay: French Broad River Water Quality 
Improvement 

  Frequency Percent 

Yes 21 26.3% 

No 17 21.3% 

Don’t know/No Opinion 42 52.5% 

Total 80 100.0% 

Note: There are 31 missing responses.   

 
 
Those who answered yes, they would be willing to pay to improve water quality, offered an 
average monthly amount of $111.40 for five years to support the water quality of the French 
Broad River. The median response was $100. 
 

Table 2.16 Willingness to Pay: Monthly Amount   

N Mean Median Max Min Std Dev 

18 111.4 100.0 500.0 10.0 115.1 

 
 
Next, those who responded they would not be willing to pay a monthly amount over the next 
five years, were asked to provide a reason. The most frequently selected reason (46.7% of 
responses) was because they are already paying taxes and there should be another way to fund 
the program.  Another 19% selected they did not have enough information, and 19% selected 
they had “other” reasons for not being willing to pay monthly.  
 
Three respondents (14.3%) indicated they were fine with the current water quality, and one 
respondent selected they were interested in supporting improved water quality but did not 
want to contribute financially. The reason ‘not interested in improving water quality’ was not 
selected by any respondent.   
 
 
 

Table 2.17 Reason for Lack of Willingness to Pay Monthly 

  Frequency Percent 

Not enough information 4 19.00% 
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Not interested in improving water quality of the river 0 0.00% 

Interested, but don’t want to contribute financially 1 0.00% 

I’m fine with the current water quality 3 14.30% 

I am paying taxes already. There should be a different 
way to fund the program 

5 47.60% 

Other 4 19.00% 

Total 17 100.00% 

Note: There are 94 missing responses. 

 
 
When then asked about making a one-time investment in the river’s water quality for the long-
term to impact future generations, 26 businesses said they would be willing to contribute. The 
average one-time payment was $1,354.60 and the median payment amount was $750, with a 
maximum of $10,000 and a minimum of $20. 
 

Table 2.18 Willingness to Pay: One-time Amount  

N Mean Median Max Min Std Dev 

26 1354.6 750.0 10000.0 20.0 2186.4 

 
The final question in this section is the same asked in the visitor survey, regarding climate 
change concerns. Respondents were asked to rate their agreement with a series of statements.  
Each statement is presented next to a five-point scale that runs from 1 (Strongly Disagree) to 3 
(Neutral) to 5 (Strongly Agree). 
 
Examples of the fifteen statements to which respondents are asked to respond include:  
 

1. Humans have the right to modify the natural environment to suit their needs.  

2. Human ingenuity will ensure that we do NOT make the earth unlivable. 

3. The balance of nature is very delicate and easily upset. 

4. If things continue on their present course, we will soon experience a major ecological 
catastrophe. 

Overall, business respondents indicated concern for climate related issues, with areas of most 
agreement being “despite our special abilities, humans are still subject to the laws of nature” 
(89.2% agreed), “when humans interfere with nature it often produces disastrous 
consequences” (75.4% agreed), “plants and animals have as much right as humans to exist” 
(75.4% agreed), “humans are severely abusing the environment” (73.8% agreed). 
 

 

Table 2.19 Concern for Climate Change Issues  

  N Disagree Neutral Agree 
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1. We are approaching the limit of the number of 
people the earth can support 

65 33.8% 18.5% 47.7% 

2. Humans have the right to modify the natural 
environment to suit their needs 

65 46.2% 20.0% 33.8% 

3. When humans interfere with nature it often 
produces disastrous consequences 

65 15.4% 9.2% 75.4% 

4. Human ingenuity will ensure that we do NOT make 
the earth unlivable 

65 32.3% 29.2% 38.5% 

5. Humans are severely abusing the environment 65 16.9% 9.2% 73.8% 

6. The earth has plenty of natural resources if we just 
learn how to develop them 

65 29.2% 21.5% 49.2% 

7. Plants and animals have as much right as humans 
to exist 

65 10.8% 13.8% 75.4% 

8. The balance of nature is strong enough to cope 
with the impacts of modern industrial nations 

65 70.8% 10.8% 18.5% 

9. Despite our special abilities, humans are still 
subject to the laws of nature 

65 4.6% 6.2% 89.2% 

10. The so-called "ecological crisis" facing humankind 
has been greatly exaggerated 

65 53.8% 24.6% 21.5% 

11. The earth is like a spaceship with very limited 
room and resources 

65 24.6% 30.8% 44.6% 

12. Humans were meant to rule over the rest of 
nature 

65 58.5% 18.5% 23.1% 

13. The balance of nature is very delicate and easily 
upset 

65 15.4% 16.9% 67.7% 

14. Humans will eventually learn enough about how 
nature works to be able to control it 

65 55.4% 30.8% 13.8% 

15. If things continue on their present course, we will 
soon experience a major ecological catastrophe 

65 20.0% 15.4% 64.6% 

Note: There are 46 missing responses.     

 

Businesses’ Environmental Considerations 
 
This section poses two questions about whether environmental considerations have affected 
business operations. 
 
In the first question, businesses are asked to share the extent to which they have considered 
altering business processes or products due to environmental considerations, based on seven 
different statements. They were asked to respond to their level of consideration regarding each 
statement on a scale from 0 (never considered) to 10 (always considered). Examples of the 
seven statements are: 
 



 

29 

 

• Redesigning the product to eliminate any potential environmental problems 
(manufacturing or recycling). 

• Redesigning the product to simplify disassembly and disposal at the end of the product's 
useful life. 

• Shifting responsibilities for environmental problems to a third party or expert who is 
better able to deal with these issues. 

 
Most options were given an average between 7.0 and 7.4 across businesses who responded to 
a particular statement. The highest average, 7.8 and 57 responses, was for “making more use of 
recycled components or making a product which is more easily/readily recycled.” The lowest 
average, 4.6 and 57 responses, was “shifting responsibilities for environmental problems to a 
third party or expert who is better able to deal with these issues.”  
 

Table 2.20 To what extent are the following options considered within your 
company: Never Considered (0) to Always Considered (10) 

  N Mean 

Redesigning the product to eliminate any potential 
environmental problems (manufacturing or recycling). 

58 7.1 

Redesigning the production process to eliminate any potential 
environmental problems. 

57 7.0 

Redesigning the product to simplify disassembly and disposal at 
the end of the product's useful life. 

56 6.6 

Replacing a material which can cause environmental problems 
with another material that is not problematic. 

57 7.1 

Reducing the level of material and/or components (which are 
contributing to environmental problems) within products. 

57 7.4 

Making more use of recycled components or making a product 
which is more easily/readily recycled. 

57 7.8 

Shifting responsibilities for environmental problems to a third 
party or expert who is better able to deal with these issues. 

57 4.6 

 
The second question in this section of the survey asks businesses share the extent to which 
environmental activities have impacted their organizations, using a 0 to 10 scale where 0 is 
strongly agree, 5 is neutral, and 10 is strongly agree. Examples of the six statements in this 
question include: 
 

• Significantly reduced overall costs, 

• Helped enhance the reputation of our company, 

• Had benefits that have definitely outweighed any costs incurred 
 

Most options were given an average between 6.1 and 6.5 across businesses who responded to 
a particular statement. The highest average, 6.9 and 53 responses, was in response to the 
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statement “environmental activities have helped enhance the reputation of our company.” The 
lowest average, 4.9 and 54 of responses, was that environmental activities have “significantly 
reduced overall costs.” 

Table 2.21 Environmental activities in your business have:  

  N Mean 

Significantly reduced overall costs. 54 4.9 

Significantly improved product quality. 53 6.1 

Significantly improved our position in the marketplace. 53 6.2 

Helped enhance the reputation of our company. 53 6.9 

Significantly reduced waste within the production process. 53 6.5 

Had benefits that have definitely outweighed any costs 
incurred. 

54 6.3 

*Strong disagree – 0; Strongly agree – 10  
 

Respondent Demographics 

Individuals responding on behalf of their businesses were asked to share their individual 
demographic information. Most respondents were white (94%) and identify as male (65.4%) 
and have at least some level of college education.  

Table 2.22 Race and Ethnicity 

  Frequency Percent 

White 47 94.0% 

Black or African American 0 0.0% 

American Indian and Alaska Native 1 2.0% 

Asian 0 0.0% 

Native Hawaiian and Other Pacific 
Islander 

0 0.0% 

Two or More Races 1 2.0% 

Hispanic or Latino 0 0.0% 

Other 2 4.0% 

Total 50 * 

Note: There are 61 missing responses. 

*Total is greater than 100% due to multiple responses. 

 

The largest number had at least a four-year college degree, with 49.1% of respondents selecting 
this option. Next common was a master’s degree, with 29.8% of respondents indicating they 
had completed this level of education. All respondents had at least the equivalency of a high 
school diploma, and 84.2% reported having a four-year degree or higher. 

Table 2.24 Education 

  Frequency Percent 

Table 2.23 Gender 

  Frequency Percent 

Female 18 34.6% 

Male 34 65.4% 

Other 0 0.0% 

Total 52 100.0% 

There are 59 missing responses. 
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Less than high school 0 0.0% 

High school graduate or GED 2 3.5% 

2-year college/associate degree 7 12.3% 

4-year college 28 49.1% 

Master’s degree 17 29.8% 

Doctoral degree 3 5.3% 

Total 57 100.0% 

Note: There are 54 missing responses.   
 

Household income levels were closely distributed among respondents, with the estimated 
average being $112,656.57. The largest proportion of responses, 27.7%, were in the above 
$150,000 income category.  

Table 2.25 Gross Household Income 

  Frequency Percent 

Less than $40,000 5 10.6% 

$40,000 - $60,000 6 12.8% 

$60,001 - $80,000 7 14.9% 

$80,001 - $100,000 7 14.9% 

$100,001 - $150,000 9 19.1% 

More than $150,000 13 27.7% 

Total 47 100.0% 

Note: Estimated Mean = $112,659.57   

There are 64 missing responses.   

 

Most respondents, 83.3%, are married. The lowest number of responses, 7.4%, indicated their 
status as single, and 9.3% divorced, separated, or widowed.  

Table 2.26 Marital Status 

  Frequency Percent 

Single 4 7.4% 

Married 45 83.3% 

Divorced, Separated or Widowed 5 9.3% 

Total 54 100.0% 

Note: There are 57 missing responses.   

 

Therefore, overall demographic information suggests that most business respondents to the 
survey were well-educated, married, white men with relatively high gross household income. 
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Stakeholder Input 
 
For additional context and perspective on the importance of the French Broad River to the 
region, seven interviews were conducted with key stakeholders in outdoor industry, 
agriculture, brewing, and natural resources. Six of the seven were available for inclusion in the 
data analysis. 
 

Stakeholders were asked about: 
1. Their organization’s relationship to the French Broad River and its tributaries,  

2. What they believe is the current economic impact of the French Broad River on 
western North Carolina, 

3. The current and potential opportunities they see for expanding existing river and 
water quality activities, as well as any new activities that should be undertaken in the 
next five years, 

4. The resources they believe are needed to work on opportunities and challenges 
facing river use and water quality, 

5. The river or water quality challenges they believe western North Carolina needs to 
overcome in the next five years, 

6. The individuals or organizations that are critical to pursuing the opportunities and 
address the challenges discussed, and 

7. Any additional thoughts or input they would like to share about the impact of the 
river on the region.  

Common themes emerged from these stakeholder interviews. All stakeholders mentioned the 
importance of implementing riparian buffers for sediment control, and that the river provides 
only positive economic impacts and value to the region. The economic impact was described as, 
“critically important,” “priceless,” and having “enormous value.” Five out of six stakeholders 
mentioned that the river provides “connections” – such among community members, and to 
recreation and food. These stakeholders described the river as providing “a connector to life in 
Asheville,” and “a highway to recreation.”  
 
Five out of six stakeholders also emphasized their belief in the importance of sharing positive 
communications about the river and water quality to increase perceived value of the river 
among locals, such as to “help locals see what tourists see in the river.” Several mentioned 
water quality testing results as helpful to show positive progress over time and support change 
and improvement projects.  
 
Five stakeholders mentioned the imperative for state and local governments and agencies to be 
involved in and pass legislation and other activities to support river quality efforts. Four 
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stakeholders stressed the importance of collaboration among government agencies and across 
local organizations for achieving progress and emphasized that coordination could be 
improved. Four mentioned the importance of increased access such as additional put-ins north 
of Asheville and current private property becoming accessible to the public, and river use 
permits, to provide broader access to the community and increase diversity in users.  
 
Commonly used phrases and concepts among stakeholder interviewees included: 

• Quality of life  

• Aesthetic value   

• Not taking the river for granted 

• Protecting benefits for future use and future generations 

• Development and run-off concerns    

• Development and its environmental impact 

 
These interviews highlighted that stakeholders across industry, non-profit, and government 
have an overall impression of high value and positive economic impact the French Broad River 
provides to the western North Carolina region. There is an understanding that the community 
generally may not appreciate the benefits a watershed provides, and there is opportunity for 
improvement in water quality, access, communication about the value of the river, and 
coordination among agencies that protect and govern the river.  
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Methodology 

The concept of Total Economic Value (TEV) provides a framework for organizing the different 
classes of value that might be associated with natural resources. This includes both use values 
and non-use values.  
 

Use value is derived from the actual use of natural resources, including direct use value and 
indirect use value. Direct use includes the value of extractive use, such as drinking water, 
farming, and breweries, and non-extractive use, such as swimming, rafting, and fishing. 
Indirect use involves the value of ecological functions that provide support and protection 
to the surrounding environment, such as flood protection.  

 
Non-use value is derived from the value that people assign to economic goods, even if they 
never have and never will use it; it includes existence and bequest values. Existence value is 
the benefit of simply knowing an environmental feature exists, even if it is never personally 
utilized. Bequest value is the value the current generation places on an environmental 
feature for future generations’ availability and use, such as the current generation’s 
willingness to pay to preserve a resource for future generations. 
 

Figure 3. Concept Map: Total Economic Value 

 
 
Method I: Estimating Use Values 

The first method of this study estimates use values, which can derive from either market-
related activities or non-market activities. Two surveys, one for visitors and one for businesses, 
were used to estimate the economic impact of the recreation and water-related businesses on 
the French Broad River. Examples of recreational activities by visitors include swimming, tubing, 
paddle boarding, kayaking, canoeing, whitewater rafting, fishing, camping, hiking, biking, parks 
and more. Businesses impacted by visitor use of the river include river outfitters, breweries, 
hotels, restaurants, and more.  
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The secondary effects of these spending dollars are estimated using IMPLAN, an input-output 
economic modeling program, to perform an economic multiplier analysis (IMPLAN, 2020). Any 
visitor or business spending has a ripple effect through the economy as successive rounds of re-
spending those dollars enlarge the impact. The direct effect is the original impact of new 
spending. The indirect effect estimates changes in inter-industry purchases as business respond 
to new demand. The induced effect refers to household spending changes as production 
changes. This section of the study represents the economic impact of the river on the region. 

Method II: Contingent Valuation – Estimating Non-Use Values 

The contingent valuation method estimates non-use values for economic and environmental 
features or services. The visitor and business survey instruments asked questions regarding 
respondents’ willingness-to-pay to protect and improve the French Broad River. Questions were 
asked to determine revealed preferences, the real choices individuals made in spending while 
visiting the area or using the river, and stated preferences, such willingness-to-pay in 
hypothetical situations. Using the data collected through these surveys, the willingness-to-pay 
of visitors and residents was analyzed to estimate non-use values. This section of the study 
represents the monetary value provided from the environmental benefit of the river.  
 
Estimating the Number of Visitors to the French Broad Watershed 
 
According to the 2020 North Carolina Regional Visitor Profile by NC Visit, number of visitors to 
the mountain region of North Carolina was 11 million in 2020. The National Park Service 
reported 12.1 million visitors in 2020 to Great Smoky Mountain National Park. Tourism 
Economics found the number of visitors to Buncombe County in 2019 to be 11.9 million. Taking 
the average of these reported tourism numbers to the area provides an estimate of 11,666,667 
visitors to western North Carolina French Broad watershed annually.  
 
This number is then adjusted based on the Visitor Survey, where 63% indicated their primary 
reason to visit the watershed was for river-use purposes, and the share of expenditures based 
on visitor spending for the eight-county area of the watershed, which is 56.9% according to the 
Travel Economic Impact Model (TIEM) from the Department of U.S. Travel Association provides 
the county level percentage of visitor spending in North Carolina. Therefore, the adjustment 
factor averages to 59.95%, making the estimated number of visitors to the French Broad River 
watershed 6,994,167.  
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Economic Impact 
 
The total economic impact of direct, indirect, and induced effects is $3.8 billion annually. Per 
travel group, the average spending per trip to the French Broad River basin area is $1,276.57. 
Direct spending by visitors is $2.7 billion annually. More than one in ten jobs (11.7%) in region 
are directly or indirectly to the French Broad River. The total use value (economic impact) of the 
French Broad River on the region is $3,803,784,669 annually, with 38,554 jobs created and/or 
maintained per year.  
 

Table 3.1 Economic Impact Summary  

Impact Type Employment Labor Income 
Total Value 

Added 
Output 

Direct Effect 27,316 788,215,817 1,371,113,869 2,332,885,947 

Indirect Effect 5,589 211,667,831 327,718,674 734,029,926 

Induced Effect 5,649 229,756,098 404,308,375 736,868,797 

Total Effect 38,554 1,229,639,746 2,103,140,919 3,803,784,669 

 
The fiscal impact is measured in revenue generated for the federal government as well as state 
and local governments as a result of economic activities associated with the French Broad River. 
Federal tax revenue generated annually is $273,208,267. Most contributions come from social 
security taxes associated with employee compensation and household income tax, followed by 
taxes on production and imports (less subsidies).  
 

Table 3.2 Fiscal Impact Summary - Federal 

Description 
Employee 

Compensation 
Proprietor 

Income 
TOPI Households Corporations 

Social Security Tax- 
Employee Contribution 

$77,831,545 $5,362,474    

Social Security Tax- 
Employer Contribution 

$71,768,095     

TOPI: Excise Taxes   $15,251,610   

TOPI: Custom Duty   $7,557,090   

TOPI: Fed Non-Taxes   $1,180,565   

Corporate Profits Tax     $11,814,574 

Personal Tax: Income Tax    $82,442,314  

Total Federal Tax $149,599,640 $5,362,474 $23,989,265 $82,442,314 $11,814,574 

Grand Total $273,208,267 
Note: TOPI stands for Taxes on Production and Imports less subsidies   

 
State and local tax revenue generated annually is $234,174,398. Most of this revenue comes 
from sales tax, property tax, and personal income taxes paid.   
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Table 3.3 Fiscal Impact Summary - State and Local   

Description TOPI Households Corporations 

Dividends     $286,124.00 

TOPI: Sales Tax $115,607,777   

TOPI: Property Tax $69,460,143     

TOPI: Motor Vehicle License Tax $2,364,431   

TOPI: Severance Tax $17,973     

TOPI: Other Taxes $10,663,958   

TOPI: S/L Non-Taxes $2,743     

Corporate Profits Tax   $2,238,498 

Personal Tax: Income Tax   $26,873,884   

Personal Tax: Non-Taxes (Fines- Fees  $4,543,184  

Personal Tax: Motor Vehicle License   $1,444,292   

Personal Tax: Property Taxes  $430,422  

Personal Tax: Other Tax (Fish/Hunt)   $240,970   

Total State and Local Tax $198,117,024 $33,532,752 $2,524,622 

Grand Total $234,174,398 

Note: TOPI stands for Taxes on Production and Imports less subsidies  

  
While the total economic impact of the French Broad River on the eight counties in the 
watershed area has broad reaching effects, some industries are affected more than others. The 
industries affected the most by the total impact of the river are full-service restaurants, with 
11,123 employees, and hotels and motels (including casinos) with a total added value of 
$639,415,499 and an output of over $1 million.  
 

Table 3.4 Top Ten Industries Affected by Total Impact 

Industry Employment Labor Income 
Total Value 

Added 
Output 

Full-service restaurants 11,123 291,067,686 415,902,187 750,893,045 

Hotels and motels, including 
casino hotels 

10,191 367,421,750 639,415,499 1,070,150,618 

Amusement parks and arcades 3,561 61,632,027 212,700,555 292,521,730 

Retail - Clothing and clothing 
accessories stores 

2,091 48,774,686 75,361,714 171,215,766 

Other real estate 1,095 23,587,099 55,619,174 185,517,895 

All other food and drinking places 903 27,786,289 34,625,325 55,215,754 

Retail - Gasoline stores 604 25,844,042 38,305,736 69,624,193 

Retail - General merchandise 
stores 

521 14,622,804 19,880,881 34,244,650 

Services to buildings 520 10,854,289 11,735,416 21,733,275 

Limited-service restaurants 355 7,995,668 12,010,066 27,275,539 
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Environmental Value 
 

The environmental monetary benefit of the French Broad River includes an existence value of 
$2.4 billion and a bequest value of $585 million. In terms of existence value, willingness-to-pay 
per household is $990. The estimated number of visitors to the area per year is 6,994,116, with 
an average household size of 3.2 and the total number of households estimated at 2,165,377. 
Therefore, the total willingness-to-pay for visitors is $2.14 billion. The willingness-to-pay of 
residents in the eight French Broad River basin counties is $1,184.62. The number of 
households in these counties is 219,516, and therefore the total willingness-to-pay for residents 
in the region is $260 million.  
 
Regarding environmental impact in terms of bequest value, the willingness-to-pay of visitors 
per household is $152.32. The estimated number of visitors to the area per a year is 6,994,116, 
with an average household size of 3.2 and the total number of households estimated at 
2,185,677. Therefore, the willingness-to-pay for visitors is $731 million. For residents in the 
eight French Broad River basin counties, willingness-to-pay per household is $1,148.84, with a 
total of 219,516 households. Therefore, the total willingness-to-pay by residents is $983 million. 
 
The total environmental benefit (non-use value) of the French Broad River to the region is an 
$2,403,766,487.63 existence value and a $585,135,604.75 bequest value. Thus, total 
environmental value is estimated at almost $3 billion ($2,988,903,092.38). 
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Appendices 
 

Appendix A: Visitor Survey  
 

French Broad River Watershed Visitor Survey 

 

 

1. What is your age? 
a. Under 18 (Please stop answering this survey or pass it along to an adult in your travel group) 

b. Between 18 and 25 c.    Between 26 and 35  d.   Between 36 and 45  

e.    Between 46 and 55 f.    Between 56 and 65  g.   Over 65 

 

2. What is the 5-digit zip code of your primary residence? ____  ____  ____  ____  ____ 

(If you are from a country other than the U.S., what is your country?) 
 

3. What is the total number of people in your group?  (If you are with a tour group, you only need to 

include those traveling with you, not the entire tour group.) 
a. Number of adults (including yourself)_______  

b. Number of youth (12-18 years)_______ 

c. Number of children (0-11 years)_______  

 

4. What is the primary purpose of your visit to the French Broad River watershed? (Please check all that 

apply) 
a. Biking b.    Camping   c.    Canoeing  

d.    Event/Festival e.    Fishing    f.    Hiking/Jogging/Walking 

g. Hot Springs h.    Kayaking   i.    Paddle boarding  

j.  Parks k.    Tubing    l.    Whitewater rafting 

m. Other, please specify: _______________________________________________________ 

 

5. How often do you come to the French Broad River watershed? 
a. Very often (at least 2-3 times a week) b. Once a week 

c.  Once every other week d. Once a month 

e. Once every other month f. Once or twice a year 

g. Other, please specify: _______________________________________________________ 

    

6. Had you not come to the French Broad River watershed, how would you most likely have spent your 

time? 
a. Went to another river or lake area in North Carolina 

b. Went to other outdoors places in North Carolina 

c. Stayed home 

d. Other, please specify: _________________________________________________________ 

 

7. Where do you stay during your visit to the French Broad River watershed? (Please check all that apply) 
a. At my home – I am a resident in WNC b. With parent(s)/or friend(s) 

c.  Hotel/Motel/Inn d. Camping sites 

e. Other, please specify: ________________________________________________________ 

French Broad River Partnership, in conjunction with Western Carolina University, is currently 

conducting a project to assess environmental value and its economic benefits of the French Broad River 

watershed in western North Carolina, and we need your help. Please take a few minutes to answer the 

following questions. The information you provide will be used to shape the future of the western North 

Carolina region. All answers are anonymous. Your participation is voluntary. You may discontinue 

participation at any time without penalty. Your willingness to return the completed questionnaire 

indicates your consent to participate in this study. Your feedback is greatly appreciated. 
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8. How much do you anticipate spending (or did you spend on your typical trip) for your group in the 

western North Carolina area as a result of your entire visit to the French Broad River watershed 

(including eight counties in North Carolina: Avery, Buncombe, Haywood, Henderson, Madison, 

Mitchell, Transylvania, Yancey)? Please estimate to the best of your ability.  
a. $____________ Lodging 

b. $____________ Transportation (including gasoline) 

c. $____________ Food and beverage 

d. $____________ Shopping 

e. $____________ Attraction admissions 

f. $____________ Other, please specify: 

_________________________________________________ 

 

9. In your opinion, is the water quality of the French Broad River watershed sufficiently acceptable for 

participating in recreational activities? 
a. Sufficient  b.   Insufficient  c.   Don’t know/No Opinion 

 

10. Who do you think should be responsible for the current water quality of the French Broad River 

watershed? 
a. People  b.   Industry  c.   Government 

d.    Combination of all three above: People _______%; Industry _______%; Government _______% 

e.    Don’t know/No Opinion 

 

We ask the following four questions (11 – 14) for the purpose of academic research only. No new taxes or 

fees will be actually imposed based on your responses. The information that you provide will be used for 

future research to improve water quality of the French Broad River watershed. Let’s assume that city or 

county governments consider new programs to improve the water quality of the French Broad River 

watershed. The river’s water quality is ‘swimmable’ in some portions, but not in others. The proposed new 

programs to improve water quality include (1) building new wastewater treatment plants and (2) expanding 

the current sewage system. It will take 5 years to complete construction. Upon completion, it is expected 

that water quality will be improved substantially, and the entire river will become ‘swimmable’ at all times. 

However, they currently don’t have sufficient funds unless people, including yourself, are willing to support 

them financially. If a majority of people and businesses favor these new programs and are willing to pay 

enough to cover the costs, then the new programs will be implemented, and you will receive a separate 

monthly bill for this program over the next five years. 

 

11. Are you willing to pay to improve water quality of the French Broad River watershed? 
a.    Yes   b.     No   c.     Don’t know/No Opinion 
 

12. If you answered “Yes” to question 11 above, how much would you, per household, be willing to pay as 

a monthly payment to improve water quality of the French Broad River watershed for the next five 

years?  $______________ per month 
 

13. If you answered “No” to question 11 above, which of the following best describes the reason? You may 

skip to the next question if your answer was “Yes.” (Please choose the most appropriate response) 
a.    Not enough information 

b.    Not interested in improving water quality of the river 

c.    Interested, but don’t want to contribute financially 

d.    I’m fine with the current water quality. 

e.    I am paying taxes already. There should be a different way to fund the program. 

f.    Other, please specify _______________________________________________________ 
 

14. The previous questions (11 – 13) were based on your current use of the river. It may also be worth 

preserving the quality of the river for future generations, in which it would be our responsibility to 

maintain and/or improve the water quality now. To ensure that the river is in good condition, you could 
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make a once in a lifetime contribution that would help to pay the operating costs of the programs 

described above. What is the maximum one-time amount you would pay to help ensure good to 

excellent water quality for future generations? (please write “0” if you don’t want to make any financial 

contribution) $__________________ 

 

15. Do you agree or disagree that:

 
Source: Measuring Endorsement of the New Ecological Paradigm, by Dunlap et al., Journal of Social Issues, 56(3), 2000, 

pp. 425-442. 

 

16. What is the highest level of education you have completed? 
a.    Less than high school   b.    High school graduate or GED 

c.    2-year college/associate degree  d.    4-year college degree 

e.    Master’s degree   f.     Doctoral degree  g.    Decline to answer 

 
17. What range best represents your gross (pre-tax) annual household income? 

a.    less than $40,000  b.    $40,001 - $60,000  c.    $60,001 - $80,000 

d.    $80,001 - $100,000  e.    $100,001 - $150,000  f.     More than $150,00 

g.    Decline to answer 
 

18. What is your gender? 

a.    Female b.    Male c.    Other d.    Decline to answer 

 

19. What is your marital status? 

a.    Single b.    Married c.    Divorced, Separated or Widowed d.    Decline to answer 

 

20. What is your race and ethnicity? (Please check all that apply) 

a.    White     b.    Black or African American 

c.    American Indian and Alaska Native   d.    Asian 

e.    Native Hawaiian and Other Pacific Islander f.     Two or More Races 

g.    Hispanic or Latino    h.    Other 

i.     Decline to answer 

Thank you so much for your participation!!! 

 

 

 

 

 

No Question Disagree Unsure Agree

1 We are approaching the limit of the number of people the earth can support. 1 2 3 4 5

2 Humans have the right to modify the natural environment to suit their needs. 1 2 3 4 5

3 When humans interfere with nature it often produces disastrous consequences. 1 2 3 4 5

4 Human ingenuity will ensure that we do NOT make the earth unlivable. 1 2 3 4 5

5 Humans are severely abusing the environment. 1 2 3 4 5

6 The earth has plenty of natural resources if we just learn how to develop them. 1 2 3 4 5

7 Plants and animals have as much right as human to exist. 1 2 3 4 5

8 The balance of nature is strong enough to cope with the impacts of modern industrial nations. 1 2 3 4 5

9 Despite our special abilities humans are still subject to the laws of nature. 1 2 3 4 5

10 The so-called "ecological crisis" facing humankind has been greatly exaggerated. 1 2 3 4 5

11 The earth is like a spaceship with very limited room and resources. 1 2 3 4 5

12 Humans were meant to rule over the rest of nature. 1 2 3 4 5

13 The balance of nature is very delicate and easily upset. 1 2 3 4 5

14 Humans will eventually learn enough about how nature works to be able to control it. 1 2 3 4 5

15 If things continue on their present course, we will soon experience a major ecological catastrophe. 1 2 3 4 5



 

43 

 

Appendix B: Business Survey 
 

French Broad River Watershed Business Survey 

 

Q1. What best describes your position within the company? 

o Owner/CEO 

o Senior Manager/Vice President 

o Manager/Associate Manager/Assistant Manager 

o Other ___________________________ 

Q2. What is the type of your business? 

o Sole proprietorship 

o Partnership 

o Corporation 

o Limited Liability Company (LLC) 

o Not for profit 

o Government 

Q3. In which county is your business located?  

o Avery 

o Buncombe 

o Haywood 

o Henderson 

o Madison 

o Mitchell 

o Transylvania 

o Yancey 

o Other, please specify _____________________________ 

Q4. What is your principal business code - either SIC or NAICS? 

 

Q5. How long have you been in operation at your current location? 

o Less than 1 year 

o 1-3 years 

o 4-5 years 

o 6-10 years 

o 11-15 years 

o 16-20 years 

o More than 20 years 

Q6.   If you know, please indicate what year your business was established. ___ ___ ___ ___ 

 

Q7.  Do you own or lease the space your business occupies? 

o Own 

o Lease 

o Lease, want to purchase 

Q8.  How many full-time employees do you have?  

o 0 – 5  

o 6 – 10  

The French Broad River Partnership, in conjunction with Western Carolina University, is assessing the 

environmental value and economic benefits of the French Broad River watershed in western North Carolina, and 

we need your help. This survey is intended for business owners or managers only. Please take a few minutes to 

answer the following questions. The information you provide will help shape the future of the western North 

Carolina region. All answers are anonymous. Your participation is voluntary. Responding to the survey indicates 

your informed consent to participate in this study. Your feedback is greatly appreciated.          
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o 11 – 25  

o 26 – 50  

o More than 50 

Q9. How many part-time employees do you have?  

o 0 – 5  

o 6 – 10  

o 11 – 25  

o 26 – 50  

o More than 50 

Q10. Have you laid off any employees during the COVID-19 pandemic since March 2020? If so, how many?  

o Number of full-time employees laid off ___________ 

o Number of part-time employees laid off ___________ 

o No, I haven’t laid off any employees since March 2020. 

Q11. Do you plan to hire or lay off in the near future? If so, how many? 

o I plan to hire: _______________ person(s) 

o I plan to lay off: _____________ person(s) 

o I do not have plans to hire or lay off any employees. 

Q12.  Approximately what were your total sales for the last calendar year (2020)? 

o $1 - $250,000 

o $250,001 - $500,000 

o $500,001 - $1,000,000 

o $1,000,001 - $2,500,000 

o $2,500,001 - $10,000,000 

o More than $10,000,000 

Q13.  What percent did your total sales increase or decrease by in 2020 compared to 2019 total sales? 

o Increase: _____________ percent 

o Decrease: ____________ percent 

o Stayed the same: ____________ 

Q14.  What percent do you expect your total sales to increase or decrease by in 2021 compared to 2020 total sales? 

o Increase: _____________ percent 

o Decrease: ____________ percent 

o Stay the same: ____________ 

We ask the following four questions (15– 18) for the purpose of academic research only. No new taxes or fees will 

actually be imposed based on your responses. The information that you provide will be used for future research to 

improve water quality of the French Broad River watershed.  
 

Let’s assume that city or county governments are considering new programs to improve the water quality of the 

French Broad River watershed. The river’s water quality is ‘swimmable’ in some portions, but not in others. The 

proposed new programs to improve water quality include (1) building new wastewater treatment plants and (2) 

expanding the current sewage system. It will take 5 years to complete construction. Upon completion, it is expected 

that water quality will be improved substantially, and the entire river will become ‘swimmable’ at all times. 

However, they currently don’t have sufficient funds unless businesses, including yours, are willing to support them 

financially. If a majority of people and businesses favor these new programs and are willing to pay enough to cover 

the costs, then the new programs will be implemented, and your business will receive a separate monthly bill for this 

program over the next five years. 

 

Q15. Is your company willing to pay to improve water quality of the French Broad River watershed? 

o Yes 

o No 

o Don’t know/No Opinion 
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Q16. If you answered “Yes” to question 13 above, how much would your company be willing to pay as a monthly 

payment to improve water quality of the French Broad River watershed for the next five years?  $______________ 

per month 

 

Q17. If you answered “No” to question 13 above, which of the following best describes the reason? You may skip to 

the next question if your answer was “Yes.” (Please choose the most appropriate response) 

o Not enough information 

o Not interested in improving water quality of the river 

o Interested, but don’t want to contribute financially 

o I’m fine with the current water quality. 

o I am paying taxes already. There should be a different way to fund the program. 

o Other, please specify _______________________________________________________ 

Q18. The previous questions (13 – 15) were based on your company’s current use of the river. It may also be worth 

preserving the quality of the river for future generations, for which it would be our responsibility to maintain and/or 

improve the water quality now. To ensure that the river is in good condition, your business could make a once in a 

lifetime contribution that would help to pay the operating costs of the programs described above. What is the 

maximum one-time amount you would pay to help ensure good to excellent water quality for future generations? 

(please write “0” if you don’t want to make any financial contribution) $__________________ 

 

Q19. Do you agree or disagree that: 

         Strongly disagree – 1 

         Mildly disagree – 2 

         Neutral – 3 

         Mildly agree – 4 

         Strongly agree – 5  

 

o We are approaching the limit of the number of people the earth can support. _______ 

o Humans have the right to modify the natural environment to suit their needs. _______ 

o When humans interfere with nature it often produces disastrous consequences. _______ 

o Human ingenuity will ensure that we do NOT make the earth unlivable. _______ 

o Humans are severely abusing the environment. _______ 

o The earth has plenty of natural resources if we just learn how to develop them. _______ 

o Plants and animals have as much right as human to exist. _______ 

o The balance of nature is strong enough to cope with the impacts of modern industrial nations. ___ 

o Despite our special abilities humans are still subject to the laws of nature. _______ 

o The so-called "ecological crisis" facing humankind has been greatly exaggerated. _______ 

o The earth is like a spaceship with very limited room and resources. _______ 

o Humans were meant to rule over the rest of nature. _______ 

o The balance of nature is very delicate and easily upset. _______ 

o Humans will eventually learn enough about how nature works to be able to control it. _______ 

o If things continue on their present course, we will soon experience a major ecological catastrophe. _______ 

Q20. To what extent are the following options considered within your company: 

         Never considered – 0         Always considered – 10 

         0 -------- 1 -------- 2 --------- 3 -------- 4 -------- 5 -------- 6 -------- 7 -------- 8 -------- 9 --------10   

o Redesigning the product to eliminate any potential environmental problems (manufacturing or recycling). ___ 

o Redesigning the production process to eliminate any potential environmental problems. _____ 

o Redesigning the product to simplify disassembly and disposal at the end of the product's useful life. ____ 

o Replacing a material which can cause environmental problems with another material that is not  

problematic. ______ 

o Reducing the level of material and/or components (which are contributing to environmental problems) within 

products. _______ 

o Making more use of recycled components or making a product which is more easily/readily recycled. ______ 

o Shifting responsibilities for environmental problems to a third party or expert who is better able to deal with 

these issues. ______ 
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Q21. Environmental activities within your firm have: 

         Strongly disagree – 0                    Neutral – 5                      Strongly agree – 10  

         0 -------- 1 -------- 2 --------- 3 -------- 4 -------- 5 -------- 6 -------- 7 -------- 8 -------- 9 --------10   

o Significantly reduced overall costs. _______ 

o Significantly improved product quality. _______ 

o Significantly improved our position in the marketplace. _______ 

o Helped enhance the reputation of our company. _______ 

o Significantly reduced waste within the production process. _______ 

o Had benefits that have definitely outweighed any costs incurred. _______ 

o Caused dissatisfaction: Why? ____________________ 

Q22. Approximately what percent of your annual revenue is associated with tourism-related products and services? 

__________ percent 

 

Q23. What is the highest level of education you have completed? 

o Less than high school 

o High school graduate or GED 

o 2-year college/associate degree 

o 4-year college degree 

o Master’s degree 

o Doctoral degree 

Q24. What range best represents your gross (pre-tax) annual household income? 

o less than $40,000 

o $40,001 - $60,000 

o $60,001 - $80,000 

o $80,001 - $100,000 

o $100,001 - $150,000 

o More than $150,000 

Q25. What is your gender? 

o Female  

o Male 

o Other 

o Decline to answer 

Q26. What is your marital status? 

o Single 

o Married  

o Divorced, Separated or Widowed 

o Decline to answer 

Q27. What is your race or ethnicity? (Please check all that apply) 

o White 

o Black or African American 

o American Indian and Alaska Native 

o Asian 

o Native Hawaiian and Other Pacific Islander 

o Two or More Races 

o Hispanic or Latino 

o Other, please specify _____________________________ 
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Appendix C: Additional Visitor Survey Results Tables  
 

Table C1. Q4 What is the primary purpose of your visit to the French Broad River Watershed? 
“Other” - Write-in Responses 
Biltmore Live 
Biltmore living 
Biltmore Living and working  
birding Meeting with someone 
Birding and river otters mushroom hunting 
birdwatching Picnic 
Breweries Picnic and wading/swimming 
breweries River cleanup 
Breweries! River cleanup  
Brewery visits Scenic Rafting 
Came to pick up a friend from the airport, spent 
some time in the area because it's beautiful.  

sight seeing 

Climbing Snorkeling 
collecting water samples for quality testing Stopped to see what the area was like 
coming home from college Swim area for my dog 
Dadurday Swimming 

Dog walking 
To see if we should move to the French Broad 
River area. 

drift boat trash pick-up 
drinking Viewing 
Drinking & skiing viewing my campus 
Duck Hunting Visiting family 
Eating visiting family 
family visiting family 
family although visit LEAF and other festivals visiting family 
family, friends, and beer! visiting family 
fishing  Visiting friends 
Horseback riding Water quality evaluation 
hunting We live here 
i live here  We live here, but mostly "E" above 
I live in the area We live in Brevard 
I live in the watershed work 
I live nearby and work right on the river work 
just enjoying the view work and recreation 
leisure Zip lining 
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Table C2. Q6 Had you not come to the French Broad River watershed, how would you most 
likely have spent your time? 

“Other” - Write-in Responses 

All of the above 

Be at the beach 

Beach 

Downtown Asheville 

eating, visiting 

go out of the area 

Hiking out west  

I live above the river 

live in Indiana, but would spend time at parks in Indy 

N/a-I am a resident 

On another river  

Road cycling 

the watershed is huge - wording is confusing.  I can shop at Ingles and be in the watershed.  

Unless I travel out of the watershed, I never leave it 

Visit other mountain areas 

We moved here to be in the NC mountains 

Went fishing in East Tenn rivers  

Work @ home: drive on Parkway 

worked around the house 

 


