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ABSTRACT: Hard cider is a newly emerging niche industry in apple-growing regions of the
country. The growing popularity of artisan and local products offers a new opportunity for
heritage products, like hard cider in the Northeast, to gain momentum in the alcoholic beverage
and tourism industries. By finding the connection between the consumer experience and local
product tourism, this study strives to understand the expanding craft beverage movement and hard
cider’s place within this movement, and how it may affect heritage product promotion. This study
looks specifically at the Hudson Valley region in New York State. With its fertile land, easy
access to major cities, and recent legislative changes (Farm Cidery Law of 2013), Hudson Valley
orchards hold the potential to encourage the growth and popularity of craft beverages, hard cider,
and rural tourism to improve the areas economic stance as well as lay the foundation for other
similar rural areas in the United States. In this study, seven hard cider producers were visited in
the Hudson Valley region. Three hundred and five customer surveys were distributed, collected,
and analyzed, eleven employee interviews were held, and observations were recorded at each site
visit. Results found that the most important motivational factors influencing consumers to visit an
area featuring hard cider production were to spend time with family/friends, for fun, to experience
something new, to support small business, to support local business, and to support craft/artisan
producers. The experiential factors found that operators could capitalize on to increase the
number of visitors and ensure repeat visits were to experience something new, to taste new ciders,
to taste ciders specific to the Hudson Valley area, to experience an artisan product, and to

increase knowledge of flavors. The hard cider was found to be on average between 21-25 years
old, single, white, highly educated, and high earning; willing to travel; puts great value into the
experience of tourism; and inherently believes artisan products are of higher quality as shown
through their willingness to pay premium costs for artisan and local products.
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Chapter I: Introduction

Overview
As the craft beverage industry grows in America, a new opportunity for the heritage
product industry rises. Specifically, hard cider is a newly emerging niche industry in apple
growing regions of the country. The concept of niche tourism “implies a more sophisticated set of
practices that distinguish and differentiate tourists,” that allows for the tourist experience to have
a less significant negative impact on a region’s social and environmental culture (Robinson, 2005
p.3). By understanding what drives tourism for these craft products, apple-growing regions gain
an opportunity to build on this drive and use both the product and the customer experience to
grow their business and the area's economy.

Hard Cider History in the United States
The first English settlers began cultivating apple orchards early on in New England in the
mid-1600s, after learning most of the indigenous apple trees produced inedible crabapples
(LeHault, 2011). Unlike grain crops, apple trees took well to the New England black soil, making
apple cider the beverage of choice early on in American history. The drink’s popularity, along
with many other lightly alcoholic beverages, in the northeast can also be attributed to the little
understood existence and control of harmful microbes. Before water purification and
pasteurization, alcoholic beverages such as cider and beer were extremely popular amongst those
who did not have access to clean water for fear of catching harmful diseases. With population,
colonization, and agricultural growth, the New England area is estimated to have produced over
300,000 gallons of cider a year by the turn of the 18th century (LeHault, 2011).
By the early 1900s, the popularity of cider began to decrease. With the expanding and
diversifying population, beer became the beverage of choice for new Americans. The emergence
of town markets and improved road systems, allowing for the reliable transportation of wagons
1

with heavy loads changed the small colonies reliance on local farmers for their food and beverage
needs (LeHault, 2011; Torres & Momsen, 2011). Farms towards the west were capable of
growing grains necessary for beer production, and at a much quicker pace and more affordable
way than possible for fruit trees. Affordability and access aside, the diversifying population had
an existing palate (and brewing knowledge) for beer, and the demand for apple cider steadily
decreased. The influx of German immigrants into America in the late 19th century brought both
the taste and highly developed brewing techniques dating back to the German Beer Purity Law
(Reinheitsgebot) adopted from the Bavarian order of 1516 (Gaab, 2006). German brew masters
brought their perfected recipes for lagers and pilsners to cater to the German immigrant
population, expanding their customer base and changing the palates of the cider-drinking English
and Irish immigrants (Miller, 1999). In addition to decreased demand, the hard cider industry was
further threatened by the National Prohibition Act of 1920, which introduced Prohibition to the
United States with the goal to prohibit the production, sale, and transport of intoxicating
beverages. This Act instantly changed the face of apple agriculture; in order to stay profitable
farmers changed their crop from the cider-producing bitter varieties to dessert varieties of apples.
When the Act was repealed in 1933, the alcoholic beverage industry stepped into the forefront of
agriculture production once more. However, the face of the beverage industry had changed.
While barley and grain crops easily recovered with the ability to produce seed after 1-year of
growth, the apple tree varieties would have taken a minimum of 3-years to begin fruiting again.
Many of the heirloom apple varieties originally transplanted from England vanished from the
agricultural scene. In recovering from the Great Depression, farmers could not afford to take a 3year loss in hopes of rebuilding the hard cider industry.

Hard Cider Market in the United States
Over 80 years later, the cider market is beginning to slowly rebuild itself (Becot, et.al,
2016; Bernot & Fowel, 2016; Keri, 2015; LeHault, 2011). With globalization and effective

2

shipping and storage methods, American apple orchards have begun to seek other means of
profitability. While mostly relying on dessert apple varieties, orchardists have turned to hard cider
to keep their farms profitable. Experiential tourism and the popularity of the craft/artisan food and
beverage industry have allowed a path for cideries to begin to enter the craft beverage market
(Robinson & Novelli, 2005). While there were cider producers in the United States, the industry
face changed when Boston Beer Company introduced Angry Orchard in 2012. According to the
IRI market research company, U.S. cider sales increased by 22.5% in 2011, 65% in 2012, and
200% in 2013 (Keri, 2015).
Table 1.1: Alcoholic Beverage Growth 2013-2014 in the United States

D ollar Sales
Product
All beer
Domestic premium
Domestic sub-premium
Import
Domestic super premium
Craft
Progressive adult beverages
Domestic malt liquor
Cider
Nonalcoholic

Nov. 20132014
$31.7 billion
$14.0 billion
$5.0 billion
$4.9 billion
$2.9 billion
$2.3 billion
$1.6 billion
$0.5 billion
$0.4 billion
$0.1 billion

Share o f Jeer Sales

Change From
Prev. Year
3.7%
-0.1%
-2.5%
8.2%
9.6%
20.6%
5.6%
2.8%
75.4%
0.7%

Nov. 20132014
100.0%
44.2%
15.8%
15.3%
9.2%
7.3%
5.0%
1.6%
1.2%
0.3%

Figure 1.1: Share o f Beer Sales Nov. 2013-2014 in the United States
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Change From
Prev. Year
—

-1.7%
-1.0%
0.6%
0.5%
1.0%
0.1%
0.0%
0.5%
0.0%

With an annual growth rate of over 75%, cider is the fastest growing alcoholic beverage in the
U.S., significantly above the craft beer market which grew at a respectable 20.6%. During the
CiderCon 2016 presentations, Jon London, head of Angry Orchard division marketing, stated
“ ...there are 18 million total cider drinkers in the U.S. in 2015, compared to fewer than 5 million
just four years ago... [Generating] $1 billion worth of retail sales in 2015” (Bernot, 2016, p.l).
Specifically in New York State, the craft brewery movement has made a significant economic
impact boding extremely promising for the quickly growing craft hard cider industry.
Figure 1.2: New York Craft Brewery Statistics
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Brewers Association (2016). New York Craft Beer Sales Statistics, 2015.
New York ranks 5th in the country with 208 craft breweries, ranks 4th with over a $2.9
billion economic impact, and ranks 7th in craft beer volume production (Brewers Association,
2016). The existing success in the craft beverage industry proves fruitful for the emerging craft
cider market. Indigenous apple trees in the northeastern region of the United States, and the
changes within the agriculture industry overall opens the gate to the hard cider market.
Specifically, the Farm Cidery Law in New York State signed into effect on October 20, 2013 has
4

made significant changes to the possibilities of market growth; the Law has allowed NY apple
orchards to obtain licenses to produce and sell home-grown cider, as well as have on premise
tasting rooms and bars open to the public (New York Government Official Press, 2014). This new
law also raised the maximum ABV percentage from 7 to 8.5%, allowing cider producers to create
beverages with higher alcohol content without having to pay the high tax rates typically as seen in
wine licensing (New York State Law, 2013). This percentage change is meaningful to the cider
producer, because it makes it possible for them to create a heritage-style product similar to how
cider is “supposed” to taste, using highly acidic and high-tannin apples without having to legally
market and tax the product as apple-wine. The President and CEO of the New York Apple
Association, Jim Allen, has commented on the significantly beneficial changes this bill has made
to the apple-growing industry stating that, “New opportunities for apples are opening up all over
the state as a result of that legislation, including tourism, which is a major economic driver of the
New York apple industry,” (New York Government Official Press, 2014).

Problem Statement and Significance of Rationale for the Study
There has been significant research on how food and beverage has influenced tourism
throughout the world (Beer, et.al., 2012; Bjork & Kauppinin-Ralsanen, 2014; Canoves & de
Morais, 2011; Che & Wargenau, 2011; Hall & Gossling, 2016; Robinson & Novelli, 2005;
Rogerson, 2016; Silkes, 2012; Torres & Momsen, 2011). The unique characteristics of the
culinary culture of an area allow tourists to fully experience and feel closer to the culture of the
host region (Murray, 2015; Adams & Adams, 2011). However, this research does not necessarily
address the changing trends of culinary demands from millennials and those who will be driving
tourism in the present and near future. Many countries rely heavily on the food and beverage
industry to encourage tourism, but not necessarily drive tourism. However, the expansive
geography of the U.S., diverse demographic and relatively young history of the country has not
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allowed us to build the same following. By focusing on products of native origin, apples and
apple products show the potential of holding the spotlight in the tourist industry for the Northeast.
The findings from this study will help artisan producers of heritage products better
understand consumer expectations and motivation and help them increase sales adding to the
overall regional economy. This study will expand upon the existing knowledge base of hard
cider’s potential for regional development and will add additional distinction and understanding
to the overall artisan-based and experiential tourist literature.

Purpose of the Research
Tourism and tourism trails for craft/artisan products such as beer and wine have become
increasingly important to developing regional economies and infrastructure (Rogerson, 2016).
Tourists seeking the “niche” experience are able to gain a perceived level of authenticity for the
region and are able to make a more meaningful connection to both the area and to the experiences
encountered (Chhabra, 2001). Academics have recently turned their attention to these experiences
and other products with regional significance and heritage links. This study aims to add to the
existing literature through an original study of the burgeoning hard cider beverage industry by
determining what drives rural tourism and brand loyalty for this artisan offering. This study will
address the following research questions:
Q l: What factors motivate consumers to visit an area featuring hard cider production?
Q2: What experiential factors can operators capitalize on to increase the number of
tourists and ensure repeat visits?
Q3: What is the profile of the hard cider customer?
By finding the connection between the consumer experience and local product tourism, this study
strives to understand the expanding craft beverage movement and hard cider’s place within this
movement, and how it may affect heritage product promotion.
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Delimitations
The Hudson Valley is known for having extremely fertile land, beautiful landscape, a
plentiful water supply, and easy access to major cities from New Jersey to Canada. As population
increases, land development expands, and globalization of market goods continues to flourish, the
future of agriculture is uncertain. However, the Hudson Valley Agribusiness Development
Corporation (HVADC) estimates the Hudson Valley has an unmet demand of $335 million worth
of locally produced food and beverages (HVADC, 2015). With recent opportunities in New York
state law changes, and growing demand for craft alcoholic beverages, the Hudson Valley has the
opportunity to bridge the market gap by expanding production operations and diversifying
products (HVADC, 2015). Hudson Valley orchards hold the potential to encourage the growth
and popularity of craft beverages, hard cider, and rural tourism to improve the areas economic
stance as well as lay the foundation for other similar rural areas in the United States.

Summary
This chapter provided a detailed introduction on the history of the hard cider industry in
the Northeastern region of the United States from original English settlers in the early 1600s
through the changing market through immigration and Prohibition to the re-emerging market in
recent years. An analysis of where the hard cider market stands within the alcoholic beverage
industry was described and demonstrated the growing potential for a thriving and little-explored
area within the expanding craft beverage movement. The Hudson Valley region in which the
study was completed has been analyzed and described. The next chapter will further analyze
existing scholarly literature relating to regional identity, agriculture, modern tourism, unique craft
consumables, and small and local industry support.

7

Chapter II: Literature Review

Overview
Hard cider is a re-emerging market in the United States, and thus is a little-explored one
within beverage and tourism literature. By gaining a greater understanding of what aspects of
tourism hard cider falls under, and who may be included in the existing and future niche-market
of tourists, the possibilities of building a canvas for growth and opportunity for the craft cider
industry can evolve. The following chapter is broken into five sections: Hard Cider and the
Hudson Valley Area; Connecting Agriculture, Alcohol, and Tourism; Tourism and the Millennial
Generation; Seeking Unique Consumable Products; and Supporting Local and Small Business.
These sections will provide a deeper comprehensive understanding for the methodology and
discussion later to follow in this study.

Hard Cider and the Hudson Valley Area
Hard cider was one of the beverages of choice with early settlers in the Northeastern
region of the United States, and reached its peak in popularity at the turn of the 18th century
(Lehault, 2011). However, this peak was quickly followed by a fall. With the 1900s came a large
influx of German immigrants, along with their taste and masterful brewing techniques for beers.
Cider trees were nearly obsolete, and had been wiped out with the enactment of Prohibition from
1920-1933. During this time, cider apple tree varieties were exchanged for sweeter dessert apple
tree varieties, allowing orchards to maintain profitability. Though Prohibition had been repealed,
most orchardists deemed cider apple trees to be too costly to bring back to the Northeastern
region (Miller, 1999). Cider became a lost taste for most Americans, and cider producing became
a lost art in the United States. It was not until 2012 when Boston Beer Company purchased Angry
Orchard that the face of cider truly materialized as a lucrative product once again.
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Hard cider is estimated to be the fastest growing market in the United States increasing
production by 75.4% from 2013-2014, indicating that New York State has the potential for
extraordinary growth and opportunity (Bernot, 2016). The Hudson Valley region in New York is
known for their extremely fertile land, beautiful landscapes, plentiful water supply, and easy
access to major cities from New Jersey to Canada. Hudson Valley has the potential to build upon
this natural beauty, the emerging experiential tourist market, and unmet demands for local
products to create a regional destination including unique local hard cider. Tourism contributed
an estimated $1.5 billion to the regions’ economy in 2014 (Economy, 2015). Tourism in the
Finger Lakes region, a region in New York State renowned for their wines and wine trail,
contributed an estimated $57.3 billion to the regions’ economy in 2012 (Tourism Economics,
2013). This stark difference shows that there is a market for tourists in rural regions, but there is a
significant need for communality and organization to create a regional appeal for those tourists.

Connecting Agriculture, Alcohol, and Tourism
The change in “consumption patterns, tastes and attitudes towards food, leisure, travel
and place have opened new opportunities for rural producers... in specialized niche market
agricultural production for tourism,” (Torres & Momson, 2011, p.3). Many farms and ranches in
the U.S. have expanded their operations to include some form of agritourism. Motivation includes
both economic and social factors; to increase profitability as well as inform visitors about their
craft (i.e. farming, ranching, etc.) (Rilla, 2011). Keeping the farm in the family through younger
generations has been a lesser voiced rationality, but shows the understanding of expanding
business enterprises and focusing on environmental sustainability to keep the millennial
generation captivated and invested in the business (Rilla, 2011; Nickerson, et. al., 2001). Having
the younger generation work on tourist-related business not only satisfies the intrinsic desire to
keep a family business in the family, but also increases the quality of the tourist experience for
the millennial market due to the nature of younger generations generally being better educated
9

and open-minded (Canoves & de Morais, 2011). The emerging youth tourist population has also
expressed an increased demand in experiential tourism, which has changed the tourism landscape
to catering towards developing an authentic cultural experience for tourists. It is important to
acknowledge these changes from a business perspective, so that companies relying on tourism as
a portion of their income can adjust how they approach the existing and expanding future market.
(Becot, et.al, 2016; Bjork & Kauppinin-Ralsanen, 2014; Canoves & de Morais, 2011;
Christensen, et.al., 2014; Costanigro, et,al. 2014; Hall & Gossling, 2016; Murray & Kline, 2015;
Nickerson, et.al., 2001; Rilla, 2011; Robinson & Novelli, 2005).
Tourist motivation is based on core benefits such as relaxation, education, and
experiences (Che & Wargenau, 2011). From the consumer’s perspective, urban visitors removed
from the farming culture hold a romanticized, nostalgic view of rural areas. From hayrides, com
mazes, and you-pick activities to farmer’s markets and tasting rooms, agritourism opens the
opportunity to regain the connection to what is perceived as simpler times. Tourism can be
considered “functionally and symbolically equivalent to other institutions that humans used to
embellish and add meaning to their lives,” and by understanding what cider’s place is within
tourism, the industry holds the opportunity to fulfil that human need (Grabrun, 2001).
By understanding how cider tasting rooms function as channels for agritourism, we grow
the chance of understanding how maintaining land may increase returns in rural and developing
areas (Che & Wargenau, 2011). The tasting room reflects the farm-friendly, down-home
atmosphere of the operation (Che & Wargenau, 2011). The encounter in the tasting room is
important for the educational appeal of alcohol tourism. Information on what is being consumed,
how it should be consumed, how it was processed/prepared, and how it should be stored and
enjoyed at a later date is essential for the customer-employee experience.
At a regional level, wine routes have strengthened destination appeal, linking wine and
supporting forms of natural and cultural attraction tourism such as scenic outlooks, on and off-site
accommodations, and special event hosting (Che & Wargenau, 2011). Cider holds the potential
10

for these same varieties of attraction, capitalizing on attractive buildings and rural landscapes,
cider could build off the map drawn from wineries and create a tourism experience unique to
orchards. While the wine trail industry is well-developed in some areas of the U.S., cider tourism
is a still-emerging market. The U.S. has seen an annual growth rate of 50% between 2009 and
2014, which can be partially attributed to the craft beer movement, but also to general customer
knowledge of cider’s existence as a product (Becot, et.al., 2016). Creating a new demand among
a different clientele seeking a unique experience offers significant challenges, but expands the
possibilities of tourism and capitalism (Canoves & de Morais, 2011).
Agritourism and heritage products provide “economic benefits and cultural sustainability
to local communities,” (Chhabra, 2001). Peck and Miles (2015) suggest that only one-third of
cider makers are producing the apples themselves, representing a great opportunity to increase
sales of domestically grown apples as well as existing orchards producing self-branded hard
cider. However, Good Fruit Grower (Warner, 2014) estimates that only 200-300 acres of the
380,000 acres devoted to apple orchards on U.S. soil bear the specialty cider apples renowned for
creating the highest quality cider as seen in England (USDA, 2012). Because of the limited
existing production, and the known horticultural risks of regional adaptability of heritage apple
varieties, apple cider could easily become a costly but highly-profltable elite product. Depending
on how the target market for apple cider evolves, cider could potentially cater to customers
seeking something affordable to enjoy regularly and customers seeking something exclusive to
enjoy on special occasions.

Modern Tourism and the Millennial Generation
The millennial generation continues to make a large impact within the tourism industry,
shaping how various industries approach business (Nickerson, et.al., 2001; Paulson, 2006;
Robinson & Novelli, 2005; Ruspini & Melotti, 2016; Sharpley & Jepson, 2011; Torres &
Momsen, 2011). The boundaries of tourism have shifted to encompass creative experiences
11

within an authentic social and cultural setting. Traveling with the intent of experiencing different
cultural offerings is a relatively new concept for those without extreme wealth. The spread of
information through technology and globalization has had a significant impact on travel and
tourism, specifically for the millennial generation who had grown up with that information
readily available (Ivanov & Webster, 2013). While travel is more commonplace, it has made just
“being there” no longer good enough. Millennials are “in search of special environments,
characterized by innovation, creativity and multisensorial experiences mixing virtual and social
aspects,” (Ruspini & Melotti, p.l 2016). The tourism industry is shifting their approach by
forming experiences that allow this new kind of tourist an immersive and genuine venture into a
specific culture (Nickerson, et.al., 2001; Pozam, 2014).
The modern tourist imposes some level of pressure on communities to maintain their
heritage and cultural practices. While the influx of money through tourists may entice
communities to modify their ways, it is important for them to hold the integrity originally sought
by the millennial tourist (Jacobs, 2010). As businesses build upon this idea, the legitimacy of the
experiences becomes a balance of authenticity and fabrication. This makes authenticity somewhat
subjective, but so long as business operators have an understanding as to what experiences fulfill
that desire in some way they can continue to appeal to the millennial generation.

Seeking Unique Consumable Products
Food and drink has always been an essential portion of cultural identity, and have often
been used to enhance the tourist experience (Adams & Adams, 2011; Beer, et.al, 2012; Bjork &
Kauppinin-Ralsanen, 2014; Canoves & de Morais, 2011; Costanigro, et.al, 2014; Everett &
Aitchison, 2008; Hall & Gossling, 2016). An expanding number of worldwide tourists are
traveling specifically to destinations for an authentic culinary experience, allowing a vivid
entrance into a native’s way of life (Smith & Costello, 2009). Marketing efforts around the world
have shifted from promoting actual products to the attributes of those products, meeting the
12

demand of consumers’ wanting greater transparency in their goods and services
(Stolzenback,et.al, 2013; Costanigro, et.al. 2014). Regional tourist trails attempt to highlight a
series of natural, cultural, and social characteristics; they also allow a brand within those trails to
hold a distinctive attribute and identity within their region holding unique to the tourist perception
(Ungureanu, 2015).
Gomez-Corona, et. al. (2016) determined that consumer’s motivation to drink and seek
out craft beverages is due to the desire for more knowledge, to participate in new taste
experiences, and to move away from mainstream products. By offering unique consumable
products, tourists “will be subtly introduced to the authenticity of the destination” allowing them
to reach a higher level of satisfaction (Beer et. al., 2012). Consumers’ engagement in the
symbolic nature of choice in goods and services allow them to construct their own self-identity.
These choices are made “for what it means, and as a consequence they build an identity,
perceived as more authentic and unique in comparison to the mainstream...” food and beverage
choices (Gomez-Corona, et. al., 2016).
Everett and Aitchenson (2008) found that food and beverage can enhance the experience
within a destination because of its strong connection to heritage, cultural, and local values.
Brakus, et.al (2009) identified the four dimensions of experience as sensory experience, affective
experience, intellectual experience, and behavioral experience. By acknowledging these
dimensions through tourism, venues hold the opportunity to reach customers on multiple
dimensions that they might not yet themselves understand are essential to satisfaction. The image
of a destination is based on the individual’s perception, but by building a regional identity and
level of communality within an area can develop a unique and memorable tourism experience.
The millennial tourist conflict of living in a globalized world allows for the constant endeavor for
personal identity, largely due to the advances in technology including travel and communication
(Horan, 2010). Tourism offers the opportunity to create an “authentic spiritual foundation” for
self-actualization and understanding one’s own identity (Horan, 2010, p.80).
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Agritourism naturally rejects the aspects of modem technology, allowing a deep and
undistracted connection to earth, sustainability, and rural culture. Tourism offers a tangible grasp
on a spiritual path towards personal fulfillment. Experience can provide meaning, direction, a
belief for tourists seeking a deeper level of satisfaction, and individual development that cannot
be obtained through technological or scientific means (Paulson, 2006). This culinarygastronomic tourism builds influential memories that could potentially have behavioral effects on
future food and beverage purchases, and encourage them to share their experiences through inperson or online narrative (Bjork, et. al. 2014).
Throughout day-to-day life food and drink are a necessity; by building a culture of
tourists that build their destination travel around the availability of local consumable goods, the
craft food/beverage industry holds the opportunity to be central to tourism, not just a peripheral
afterthought. Food and drink allow a gateway to an extraordinary experience into the intangible
authenticity of a destination (Bjork, et.al. 2014). The opportunity to find self through a connection
with a product, a region, and an experience is an abstract idea, but encompasses the underlying
significance of the emerging practice of niche tourism.

Supporting Local and Small Business
Due to the increasingly complex and globalized nature of product distribution in the
world, the demand for local products and transparency in the food industry has increased
(Hempel & Hamm, 2016). Because of the perceived lack of transparency in the food industry,
there is a general stigma against conventionally produced foods and food supply sources allowing
for an even greater demand for local food (Costanigro et.al., 2014). Local food products are
associated with better taste and quality, and are considered “healthier” with environmental
benefits (Adams & Adams, 2011; Campbell, et.al., 2013).
A common understanding of “local” means produced within 100-miles from where
purchased, but this definition is arbitrary. While there is no direct definition as to what “local”
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means in terms of food, there is an expectation that “local” will satisfy a set of demands related to
quality, freshness, social/environmental sustainability, and economic well-being (Hand &
Martinez, 2010). Small-scale sustainability contributes to the authenticity of regional tourism, and
the preservation of traditional customs that tourists seek to engage in a unique experience. Farms
and small markets are inherently branded with the destination in which they reside, and provide
more than agricultural products (Silkes, 2012).
The U.S. Department of Agriculture (2014) reported up to a 6.7% annual growth in
farmer’s markets since 2003 thanks to the U.S. government agricultural policy assisting with
sustainable development. This sustainable tourism allows for the “promotion of economic
growth, inclusive development, and the preservation of the environment and local heritage,”
(World Tourism Organization, 2015). By fulfilling this general demand of supplying a unique,
local product the cider market opens itself to the growing customer base searching to support the
ubiquitous transparent nature of small businesses.

Summary
This literature review was composed to gain a greater understanding of the known
motivational factors behind tourism and consumption choices in the niche market of artisanal
cider. Agriculture is considered due to the rural nature of orchards and cidery locations. Alcohol
is considered specifically because of the many existing successful beer, wine, and liquor trails
found throughout the United States. Unique consumable products are studied to broaden the
scope of craft and artisanal goods on the rise. Small/local businesses are studied to incorporate the
ideals of sustainability and community support. The next chapter will discuss the methodological
approach to this study.
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Chapter III: Methodology

Overview
In order to build on the existing tourist demographic and expand agritourism in apple
growing regions, it is essential to gain a deeper understanding of who potential customers are and
what they are fundamentally seeking when then are visiting these rural regions and consuming
craft hard apple cider. This chapter describes the measures taken and methods used during this
research to attempt to answer those questions.

Research Questions
Rural areas often have difficulty maintaining a strong tourist basis throughout the year,
which could potentially mean loss of money, jobs, and growth opportunities. Tourism and
tourism trails for craft/artisan products such as beer and wine have become increasingly important
to developing regional economies and infrastructure (Rogerson, 2016). Through expanding the
tourist base by focusing on local products of native origins, regions show potential to change
tourist outlook on the area from farming land to a culinary experience destination by asking the
following research questions:
Q1: What factors motivate consumers to visit an area featuring hard cider production?
Q2: What experiential factors can operators capitalize on to increase the number of
tourists and ensure repeat visits?
Q3: What is the profile of the hard cider customer?

Method of Inquiry
Quantitative research is a method of research that identifies a question or problem, and
attempts to find a solution to those questions through collecting numerical data and analyzing
trends using statistical analysis. Numerical trends can then be interpreted to resolve the question
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through comparison with previous research. Existing literature allows the researcher to create a
need for the study and provide a ground of understood findings and trends to base the research
around. In quantitative research, specific questions are asked in order to obtain measurable and
observable data on specific variables (Creswell, 2012). This measurable data must be obtained
through an instrument, such as a questionnaire or test, to be administered to study participants and
collected for analysis. In using statistical analysis, it is crucial to have a substantial amount of
data in order to prove that findings are actual trends instead of happenstance. It is important that
findings are approached through an unbiased interpretation, not necessarily proving or disproving
the researcher’s hypothesis.
Qualitative research is a method that explores a problem to develop a deeper
understanding of an observed phenomenon (Creswell, 2013). Referencing existing literature is
important, but significantly less crucial in justifying findings and interpretations. Questions are
generally broad to avoid researcher bias, and data is collected in a more organic way through
observation or interviews rather than through instruments. Qualitative research is a more flexible
method in approaching a research question compared to quantitative research, but it does still
follow a protocol for structure. The study participants play a more involved role with the
researcher since data is collected through time spent rather than an instrument.
Mixed methods research is the approach to research that involves a collaboration of
qualitative and quantitative data elements in the attempt to gain a more complete understanding of
a research problem than either approach would allow for alone. According to Creswell (2013,
p.3) the three components in approaching research are philosophy, research design, and specific
methods. Creswell’s definitions led the research to take a pragmatic philosophical approach with
undertones of constructivism and transformative (Creswell, 2013). While each of these views
could have been used in a research method approach, mixed methods research was chosen to
provide closed-ended questions (customer survey) with open-ended possibilities (interviews and
observations). Because of the restricted nature and need for interpretation, both qualitative and
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quantitative approaches have inevitable bias and weaknesses. By collecting and triangulating both
qualitative and quantitative data sources those weaknesses are minimized (Jick, 1979). This
research has taken a convergent parallel mixed methods approach, where both qualitative and
quantitative data was collected and analyzed at the same time and during this analysis
contradictions and communalities were explained (Creswell, Plano Clark, 2011; Edmonds,
Kennedy, 2013). This method allows for a side-by-side comparison, including an individual
report of the quantitative findings and the qualitative findings, followed by a comparison of the
results and interpretation within the discussion (Creswell, 2010). The combination of these two
methods allows for both confirmation and expansion of the data, leading to a richer understanding
of the research objectives.

Research Plan
The research plan was initiated by researching apple-growing regions of the northeastern
United States, and currently operating and licensed establishments selling hard apple cider made
from their own apples. New York had the largest amount of facilities that fit these requirements at
eighty-two establishments in the state, more so along the Hudson Valley area where twenty-four
establishments were identified through online research. To further narrow the search, only
facilities that had an on-site tasting room featuring their hard apple cider product(s) were included
in this research. Nine establishments meeting the criteria were identified and contacted, seven of
which agreed to participate in the study.
Each of these establishments were contacted on the email addresses provided on their
respective websites by using the Email Recruitment Script (Appendix C), and followed up by
using the Phone Recruitment Script (Appendix E). Through these interactions, a site visit was
scheduled during their tasting room hours of operations to administer the Customer Survey
(Appendix H). The point of contact was also asked to participate in an Employee interview
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(Appendix I) during this visit, and allow observations to be made and recorded throughout the
visit.
To answer the research questions, the study has employed the Mixed Method technique
for data collection and analysis. Quantitative data was collected through survey responses;
qualitative data was conducted through interviews and observation. The Mixed Method approach
was used as a tool to triangulate the data and provide support for either confirming or
disconfirming the results of analysis.

Sample
Three hundred and five customer surveys were distributed, collected, and analyzed at
seven cideries that met the requirements operating along the Hudson Valley area, associated with
an on-site or local orchard, and had an on-site tasting room. The survey participants were required
to be of legal drinking age, 21 or older, and to have tasted the cider at the establishment. Eleven
employee interviews were held as a representative of each establishment which included
company owners, head brewers, tap room managers, and orchard managers. Due to the busy
nature during apple picking, completing the full interview in one sitting was not possible for
some, but the data collected was still considered useful for analysis despite potential bias
discussed in Chapter IV.
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Table 3.1: Orchards Visited and City Demographic Information
Orchard Name

Cider Brand

City

Population

Avg. Income

Warwick Valley Vineyard

Doc’s

Warwick

32,065

$82,196

Pennings Orchard

Pennings

Warwick

32,065

$82,196

Applewood Winery

Naked Flock

Warwick

32,065

$82,196

Wilklow Orchards

Bad Seed

Highland

13,344

$63,448

Soons Orchard

Orchard Hill

New Hampton

3,291

$106,211

Del Peral Family Farm

Nine Pin

Albany

97,856

$41,099

Goold Orchards

Joe Daddy’s

Castleton

1,473

$67,417

U.S. Department of Commerce. United States Census Bureau: American FactFinder. Census,
2010 .
Figure 3.1: Map o f Visited Orchards

0
K in g s t o n

20

Survey Development
The Customer Survey was developed and categorized accordingly to address baseline
demographics, the tourist baseline, local/artisan product motivation factors, and tourism
motivation factors. The demographic section included questions addressing gender, age (range
given), marital status, ethnicity, highest completed education, and household income. The tourist
section was created to understand more about the participant’s tourism habits specifically related
to their current visit in the Hudson Valley area and overall tourist relationship to craft cider, beer,
and wine. The local/artisan product motivation section was developed to address questions
regarding willingness to pay and purchase intentions on local/artisanal hard cider, as well as a
write-in question asking the participant to identify what “local” means to them in terms of
mileage. The tourist motivation section was developed as a 5-point Likert scale group of
questions asking the participant to identify the level of importance for nineteen potential
motivation factors. The scale was developed using the number 1 (not important) to 5 (extremely
important).
The Employee Interview questions were developed to reflect the questions asked
throughout the Customer Survey and shed light on the industry perspective on how they view
their customer’s attitudes and behaviors surrounding agritourism and craft beverage consumption.
They were also asked to give some background on the history of the business, how the business
has developed into what it is today, and where they see their business and the overall industry
moving towards in the future.

Survey Pre-test
To ensure the effectiveness of the customer survey, a pilot study was initiated at a New
Jersey vineyard tasting room. While the overall research was meant to look specifically at hard
apple cider, this vineyard was chosen as an appropriate research-testing site because of its
removed, rural location comparable to towns visited along the Hudson Valley, as well as the New
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Jersey minimal “wine trail” culture that is reflective of the apple cider culture found along the
Hudson Valley. At the time of the pilot test, there were no New Jersey hard cider facilities with a
tasting room, so the winery was deemed as an appropriate site.
The pilot test was approached in the same way as the true study was later on. The owner
was contacted with the Recruitment Email and a slightly modified version of the Customer
Survey. The only modifications to the survey were those addressing wine vs. cider to avoid any
participant confusion. Two additional questions were added to the pilot survey. The first, asking
how many minutes the participant perceived it took them to complete it; the second, asking to
indicate any questions that were unclear in the rest of the survey.
Twenty-five surveys were distributed, completed, collected, and analyzed. The survey was
tested for reliability and validity through statistical analysis using Cronbach’s coefficient alpha,
and was deemed acceptable to move forward with in the full study with a reliability score above
0.500. Through the two additional questions, survey participants perceived the survey took them
an average of three minutes to complete and that there were no questions needing clarification.
The only additional comment was the formatting of the page made some questions difficult to
read. Margins and spacing were modified for the final customer survey to improve readability and
avoid confusion.

Ethics
Ethical concerns were addressed accordingly to acknowledge potential sensitivities
involving human subjects. The researcher received Collaborative Institutional Training Initiative
(CITI) training and certification in Conflict of Interest (COI), Human Subject Research (HSR),
and Responsible Conduct of Research (RCR). The study was also submitted for Institutional
Review Board (IRB) of Montclair State University approval prior to beginning the study.
While the customer survey did not require the sharing of any significant identifiable
information, it remained completely anonymous while being taken. The completed survey was
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immediately put into a sealed collection box that was not opened until the researcher left the
facility. The survey data was coded into SPSS for greater anonymity, and the hard copy surveys
were placed into storage according to the IRBs request. The employee interviewees were asked to
read and sign a consent form for participating in that portion of the study. They were made aware
that the interview was being recorded, but they and their establishment would be left unnamed in
the paper. The recordings were transcribed and deleted for the protection and privacy of all
participants.

Data Collection
The customer surveys were administered in person at each participating orchard’s tasting
room. After the customer had ordered their drink or gone through their tasting with the bartender,
they were approached by the researcher using the In Person Recruitment Script (Appendix D). If
they agreed to participate, they received the survey and a pen along with quick verbal instructions
on what to do, given privacy for about 5 minutes, and then the researcher collected the completed
surveys for storage. These surveys were distributed in person to ensure that only people who were
actively experiencing the product and visiting the establishment would be able to participate.
Using an online distribution could have potentially gotten greater response, but it could have led
to a greater range of error. Approaching customers in person also allowed the researcher to make
a more personable connection to the consumer and gain observational analysis throughout the
time at each cidery.
The employee interviews were administered in person at each participating orchard. Each
participant was given a copy of the consent form during initial email contact. Before the
interview, participants re-read and signed the consent form in company with the researcher so that
they may ask any clarifying questions in person. During the interview, general notes were taken,
but there was no full transcription. At the end of the interview, a Daily Interpretive Analysis
summary was recorded, recapping the main points and memorable quotes from the conversation.
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Given the busy nature of the business during the apple season, much of the quantitative data was
collected through observation and non-formal conversations with employees and customers.

Data Analysis
The collected responses from the customer surveys were numerically coded and entered
into SPSS for data analysis. Reliability and validity was determined, descriptive statistics were
found, and the data was reduced and factors identified through Principle Components Analysis.
These factors were then organized by groupings in a Varimax Rotation and designated through
common themes.
The transcriptions from the employee interviews were analyzed to define key themes and
terms in each conversation to determine continuity in opinions and experiences. By defining these
key themes, the researcher was able to draw conclusions that may affect the working individuals
throughout the industry in the Hudson Valley area. Extensive employee and customer observation
also took place, witnessing customer-employee interaction, customer-customer interaction,
appearance of the facility, and overall atmosphere of the establishment while in operation was all
collected and compiled to seek similarity in themes collected through firm data. Triangulating the
data through the mixed method approach serves to both confirm the results and add confidence to
the validity of the study.

Employee and Customer Observation
Throughout the customer survey distribution and employee interviews, notes were
frequently taken on observed behaviors without interruption and directed towards the researcher
while interacting. Understanding where the motivation lays for both the customer and employee
can only be comprehended so much through survey and verbal responses, but through observation
and engaging in conversation one is able to get a deeper understanding of people’s passions and
interests.
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Summary
This chapter provided a full description of the research completed during this study,
including details on the methods and measures taken to ensure validity and reliability of data and
ethical concerns surrounding obtaining that data. The mixed methods approach was important to
answer the multi-dimensional research questions through triangulating data to ensure all sides of
the questions were addressed and answered in a way to comprehend the complicated nature of
human behavior. Support for design approach and tools used for this study is based on literature
utilizing similar techniques (Christensen, et. al. 2015; Creswell, 2013; Hall, Gossling, 2016;
Kvale, 2009; Rogerson, 2016). The next chapter will discuss the data analysis and research
results.
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Chapter IV: Results and Findings
Overview
This chapter will outline the results and findings obtained from the customer surveys,
employee interviews, and general observations. The results and findings from the customer
surveys were disaggregated into the question themes written on the surveys: demographic
baseline, tourist baseline, local/artisan product motivation, and tourist motivation. These results
allow us to answer the three research questions. The tourist motivation questions were further
investigated to determine reliability, validity, and factor analysis. The results and findings from
the employee interviews and general observations are discussed together in presenting the
qualitative data.

Demographic Response
Out of 305 respondents, 45.9% identified themselves as female, 35.1% identified
themselves as male, and 19% chose to not identify their gender for the purpose of the study.
When asked to identify their age, 63% of participants were between the ages of 21 and 35 years,
with 57.8% of that age rage (and 36.4% of the overall group) between the ages of 24 and 29
years. When asked to identify their marital status, 56.7% of participants were single, and 29.8%
were married. When asked to identify their ethnicity, 88.2% of participants identified as
Caucasian. When asked to identify their highest education,76.4% of the respondents have earned
a Bachelor’s or higher graduate degree, and 60.9% reported earning an annual household income
of over $60,000; the median annual household income reported in the 2014 New York state
census was $58,687 and $55,775 for the U.S. median household income (United States Census
Bureau, 2015).
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Table 4.1: Demographic Response
Variables
Gender
Male
Female
Choose not to answer

Age (years)
21-23
24-29
30-35
36-41
42-50
50+
Marital Status
Single
Married
Divorced
Other

Frequency

Variables
Ethnicity
Caucasian
Hispanic
Black
Asian
Pacific Islander
Other
Education (highest completed)
High School
Some College
Associate’s Degree
Bachelor’s Degree
Master’s Degree
Doctoral Degree
Household Income
Less than $35,000
$35,000-59,999
$60,000-89,999
$90,000-119,999
$120,000-159,999
$160,000+

107 (35.1%)
140 (45.9%)
58(19%)

31 (10.2%)
111 (36.4%)
50(16.4%)
28 (9.2%)
34(11.1%)
51 (16.7%)
173 (88.2%)
91 (29.8%)
13 (4.3%)
28 (9.2%)

Frequency
269 (88.2%)
12 (3.9%)
3 (1%)
8 (2.6%)
0 (0%)
13 (4.3%)
12(3.9%)
35(11.5%)
25 (8.2%)
148 (48.5%)
76 (24.9%)
9 (3%)
47(15.4%)
72 (23.6%)
59(19.3%)
45 (14.8%)
36(11.8%)
46(15.1%)

These demographic results show a strikingly distinct demographic for the emerging hard cider
market in the Hudson Valley area as white, highly educated, high educated, high income, and
single.
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Table 4.2: Census Information fo r Cities o f Research in 2013
Variables
Gender
Male
Female
Median Age (years)
Marital Status
Single
Married
Divorced
Other
Ethnicity
Caucasian
Hispanic
Black
Asian
Other
Education
High School
Bachelor’s Degree
Graduate Degree
Median Household Income

Warwick

Highland

New Hampton

Albany

Castleton

48.9%
51.1%
45.4

43.3%
56.7%
41.1

50.7%
49.3%
40.8

47.8%
52.2%
30.4

43.7%
56.3%
42.9

21.2%
50.6%
16.2%
12%

32.6%
45.2%
10.8%
11.4%

19.4%
61.9%
11.6%
7.1%

60.2%
22.3%
10%
7.5%

24.4%
52%
11.7%
11.9%

85.0%
9.1%
2.7%
1.2%
2%

79.5%
7.8%
6.6%
4.0%
2.1%

97.2%
1.4%
0.2%
0.1%
1.1%

52.3%
9.2%
27.0%
7.4%
4.1%

95.2%
2.6%
1.3%
0.3%
0.6%

52.7%
24.8%
13.9%
$60,773

49.5%
21.9%
14.8%
$54,433

68.5%
7.6%
6.7%
$54,230

53.6%
20.8%
16.6%
$37,097

58.8%
16.5%
13.7%
$65,662

Onboard Informatics (2015). City-data.com

Tourist Response
A significant amount of the survey participants were residents in the tri-state area (New
York, New Jersey, and Connecticut) at 92.7%, with 55.7% of the overall group residing in New
York. 88.9% of the surveyed drove 2 hours or less to get to the cidery they were visiting, and
67.9% drove 1 hour or less. Nearly three-quarters (70.2%) of the participants were on their first
visit to the cidery when they were surveyed, and 60% stated that this was their first visit to any
cidery in the Hudson Valley region showing that this truly is an emerging market with a growing
interest. Of the surveyed participants, 49.8% heard about the cidery they were visiting through
word of mouth, and 21.3% through self-research as the second most common method. When
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asked “How long are you staying in the area?” 34.8% of participants claimed to live in the area,
47.9% were taking a day trip, and 17.2% were taking an overnight (or longer) trip. Of the
participants, 61.3% claimed that they were traveling to the area specifically for the craft cider
experience. It was the first time visiting a cidery/brewery/winery in the Hudson Valley area for
30.8%, and the first time for cideries/breweries/wineries in general for 14.4% of participants. Of
the surveyed, 49.8% typically visit cideries/breweries/wineries in the area 1-3 times per year, and
42% in general 1-3 times per year. When asked how many cideries/breweries/wineries they
intended to visit, 73.1% of participants only intended to visit the cidery they were surveyed
during their trip, with 26.9% planning to visit two or more. O f the surveyed, 78.3% of
participants stated they believed artisan products are often, usually, or always of higher quality.
Of the surveyed, 66.9% of participants were not homebrewers, 19.7% had interest in becoming a
home brewer, and 13.4% had some experience with brewing, indicating that hard cider has its
own unique appeal from beer.
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Table 4.3: Tourist Response
Variable
In what state do you reside?
NY
NJ
PA
MD
MA
CT
WI
GA
How many times have you visited this cidery?
First visit
2
3
4
5
6+
How many other cideries have you visited in the area?
First visit
2
3
4
5
6+
How did you hear about this cidery?
Drove by it
Word of mouth
Advertisement
Website
Self-research
How far did you travel to get here?
Under 30 minutes
Vi hour - 1 hour
12 hours
24 hours
4-6 hours
6+ hours
How long are you staying in the area?
I live here
Day trip
Overnight
2-3 nights
30

Frequency (percentage)
170 (55.7%)
97 (31.8%)
6 (2%)
6 (2%)
6 (2%)
16(5.2%)
2 (0.7%)
2 (0.7%)
214(70.2%)
31 (10.2%)
15 (4.9%)
15 (4.9%)
6 (2%)
24 (7.9%)
183 (60%)
74 (24.3%)
25 (8.2%)
7 (2.3%)
5 (1.6%)
11 (3.6%)
32(10.5%)
152 (49.8%)
34(11.1%)
22 (7.7%)
65 (21.3%)
100 (32.8%)
107 (35.1%)
64 (21%)
27 (8.9%)
1 (0.3%)
6 (2%)
106 (34.8%)
146 (47.9%)
28 (9.2%)
25 (8.2%)

4+ nights
Did you travel to this area specifically for a craft cider experience?
Yes
No
How often do you visit cideries/breweries/wineries in the HV area?
First time
1- 3 per year
4-8 per year
1 per month
23 per month
Weekly
How often do you visit cideries/breweries/wineries in general?
First time
1-3 per year
4-8 per year
1 per month
2-3 per month
Weekly
How many cideries do you hope to visit on this trip?
Only this one
2
3
4
5
6+
Do you believe artisan products are of higher quality?
Never
Rarely
Sometimes
Often
Usually
Always
Are you a homebrewer?
No
No, but I would like to be
I used to brew
I brew only with others
Yes

0 (0%)
186 (61%)
119(39%)
94 (30.8%)
152 (49.8%)
30 (9.8%)
10(3.3%)
14(4.6%)
5 (1.6%)
44(14.4%)
128 (42%)
83 (27.2%)
16(5.2%)
28 (9.2%)
6 (2%)
223 (73.1%)
38(12.5%)
26 (8.5%)
12(3.9%)
2 (0.7%)
4(1.3%)
6 (2%)
4(1.3%)
47(15.4%)
71 (23.3%)
94 (30.8%)
83 (27.2%)
204 (66.9%)
60(19.7%)
11 (3.6%)
11 (3.6%)
19(6.2%)

Local/Artisan Product Motivation
Of the surveyed, 58.1% of participants claimed they typically paid $5-7 for a pint of
cider, and 23.9% typically paid over $7. 47.9% of the surveyed stated they would be willing to
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pay $7 or more for a pint of locally made cider, indicating a distinctly upscale market that reflects
on the found demographic baseline. Of the surveyed, 69.8% of participants stated they would be
likely to extremely likely to purchase a bottle of cider after visiting the cidery. When questioned
how much of the product needs to be locally grown/produced for them to consider it “local”,
73.4% of the surveyed stated that it would need to be 60-100%. Participants claimed that too
consider a product local, it would need to be grown/produced within (96.4%) 100 miles or less
from the purchase area. When asked to write in the number of miles a product would need to be
produced from where it was purchased for it to be considered “local”, 60% of the group stated
that 45 miles or less was necessary.
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Table 4.4: Product Motivation Factors
Variable
How much would you typically pay for hard cider?
$3-5
$5-7
$7-9
$10-12
$12+
How much would you be willing to pay for locally made cider?
$3-5
$5-7
$7-9
$10-12
$12+
How likely are you to purchase a bottle of cider after visiting the
cidery?
Not likely
Somewhat likely
Likely
Very likely
Extremely likely
What percentage of a product needs to be locally grown/produced
for you do consider it “local”?
0-20%
20-40%
40-60%
60-80%
80-100%
I consider cider to be local if it was grown/produced within
mile from where I purchased it:
1-15
16-30
31-45
46-60
75-100
120-200

Frequency (percentage)
53 (17.4%)
179 (58.7%)
49(16.1%)
20 (6.6%)
4(1.3% )
36(11.8%)
123 (40.3%)
90 (29.5%)
43 (14.1%)
13 (4.3%)

18(5.9%)
74 (24.3%)
61 (20%)
78 (25.6%)
74 (24.3%)

11 (3.6%)
22 (7.2%)
48 (15.7%)
119(39%)
105 (34.4%)

70 (23.0%)
97 (31.8%)
16(5.2%)
68 (22.3%)
43 (14.1%)
11 (3.6%)

Tourist Motivation
The tourist motivation questions were designed to determine what qualities of a tourist
experience best incentivize their visit. These questions asked survey participants to rate each
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quality from not important to extremely important on a 5-point scale. By looking at the means
and standard deviations of the full data set, the top six variable influencing tourist motivation
scoring an average about 4 (very important) were “to spend time with family/friends”, “for fun”,
“to experience something new”, “to support small businesses”, “to support local businesses”, and
“to support craft/artisan producers.” The only factor scoring a mean of below 2 (somewhat
important) was “to feel intoxicated.”
Table 4.5: Tourist Motivation Factors
Variable
To spend time with family/friends
For fun
To experience something new
To support small businesses
To support local businesses
To support craft/artisan producers
To get away for the weekend/day
To taste new ciders
To taste ciders specific to the HV area
To relieve stress
To drink alcoholic beverages
To experience and artisan product
To increase my knowledge of flavors
To increase my knowledge of cider
To learn more about cider production
To get a tour of the facility
To learn more about apple farming and agriculture
To meet new people with similar interests
To feel intoxicated
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Mean
4.39
4.32
4.13
4.10
4.08
4.08
3.95
3.76
3.40
3.39
3.24
3.17
3.16
2.92
2.50
2.45
2.35
2.25
1.80

Standard Deviation
0.967
0.900
0.970
1.024
1.039
1.005
1.149
1.189
1.213
1.412
1.445
1.141
1.243
1.270
1.254
1.287
1.154
1.341
1.205

Research Questions 1, 2, and 3
The above collected quantitative and qualitative data discussed enabled the three research
questions to be answered:

Q1: What factors motivate consumers to visit an area featuring hard cider production?
The customer survey showed that the highest rated factors from Very Important (4) to
Extremely Important (5) were ‘to spend time with family/friends,’ ‘for fun,’ ‘to experience
something new,’ ‘to support small business,’ ‘to support local business,’ and ‘to support
craft/artisan producers.’ The operators could capitalize on these factors that are already drawing
customers to the facility by offering unique experiences that embody those experiences. By
creating an environment that encourages easy conversation within and between groups of
customers, allowing for a relaxed and enjoyable ambiance could expand the idea of ‘fun’ and
‘family’ for those customers. Customers are seeking a new experience; operators could visit other
cideries, breweries, and wineries to see what experiences are available there, find what the gaps
are, and build upon them. Showcasing small, local, and craft businesses could be done through
marketing and customer involvement efforts. Operators should not only look at their own
businesses, but see how they could incorporate other community businesses to encourage their
customers’ desires.

Q2: What experiential factors can operators capitalize on to increase the number of visitors and
ensure repeat visits?
The highest rated ‘experiential factors’ from Important (3) to Extremely Important (5)
were ‘to experience something new (4.13),’ ‘to taste new ciders (3.76),’ ‘to taste ciders specific to
the HV area (3.40),’ ‘to experience an artisan product (3.17),’ and ‘to increase my knowledge of
flavors (3.16).’ Hard cider is a re-emerging market, so everything about it right now is new.
However, cideries basing their ambiance around existing breweries and wineries may cause them
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to pigeonhole their target audience rather than creating a new one with a unique identity. Cideries
should reconsider their approach and create something truly new to fulfill their customers’ need.
Operators should not only create new products for a tasting experience, but should build their
employees level of knowledge and presentation skills to be able to make the product tasting a
truly unique and memorable experience. The customer’s experience or thoughts on a product can
be greatly impacted if they are guided through the tasting experience with an employee who is
deeply immersed in the cider culture and committed to the profitability of the company. Having
well-trained and committed employees is essential for emerging markets like hard cider, because
they are the direct connection to the customers. Customer-Employee interaction can completely
change the face of a company and the overall visiting experience. This idea falls into play with
increasing knowledge of flavors. Understanding how to taste products and how to distinguish
flavors within a product is a learned technique that takes time to develop. Developing a palate is
tightly tied with the wine and beer culture, and has been encroaching into the culinary world since
the culinary revolution of celebrity chefs and restauranteurs.

Q3: Who is the hard cider consumer?
From a demographic standpoint, the average hard cider consumer is between the 21 and
35 years (63% in the millennial generation), single (56.7%), white (88.2%), highly educated
(76.4% with a Bachelor’s degree or higher), and high earning (60.9% annual household income
over $60,000). The average hard cider consumer has a growing interest in visiting businesses
featuring cider tasting and production, and most (85.9%) are willing to travel up to 2 hours for the
experience. They put great value into that experience, and the visit increases their likelihood to
purchasing products (69.9%). The majority of the consumers (81.3%) inherently believe that
artisan products are often to always of higher quality than those of the non-artisan variety. They
are a part of a distinctly upscale market; 24% of consumers are willing to pay a premium price
($7 and above) for the product, with 47.9% of consumers willing to pay premium price for locally
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made products. The cider consumer puts great value in the hedonic pleasures of visiting a cidery,
followed by palate expansion, cultural support, and cultural experiential factors. Despite the
highest valued variable being “hedonic” (i.e. fun, new, friends), the least influential factor was
intoxication. All in all, the hard cider consumer is young and intelligent - seeking a unique and
authentic cultural experience that is focused around a consumable product.

Factor Analysis
The data set was examined using principal components analysis (PCA). PCA was chosen
because there was little prior knowledge about the data before running the statistical tests; it was
also an effective method of analysis because it allowed the exploration of additional components
within the data matrix set, allowing the data to be easily interpreted (Takane, 2014 p.16). The
PCA matrix revealed the presence of 5 factors with eigenvalues above 1.0 which explained about
67.8% of the variance. In keeping with Patil et al (2008) caution that reliance on eigenvalues
alone can defeat parsimony, the scree plot was examined where it was confirmed that a five factor
solution did represent the variance.
Figure 4.1: Scree Plot
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The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy of 0.808 exceeded the
recommended value of 0.600 and Bartlett’s tests of sphericity resulting of 3351.980 with p
<0.0001 supported the initial factorability of the correlation matrix. No items loaded below 0.4 on
the communalities meeting the Stevens requirement, and no items loaded on multiple components
when examining the Component Matrix or the Rotated Component Matrix (Stevens, 2002). It was
determined that no factors needed to be removed from the factor analysis.
The list of variables with 19 items was further tested to aid in the interpretation of these
five components by using a Varimax rotation. The rotated solution revealed an optimal loading
result. The loadings were clear, each with considerable values, all of the loading on only one
component. The five components are identified as Cultural Experiences, Local Support, Palate
Expansion, Hedonic Pleasures, and Alcohol Pleasures. Cronbach’s Alpha for the resultant scale
was 0.858 indicating strong reliability for the factors. The validity of the instrument is supported
by the factor loadings and clarity of the underlying structure.
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Table 4.6: Rotated Component Matrix
Variable
Cultural Experience

1

To learn more about cider production
To learn more about apple fa rm in g and agriculture
To g et a tour o f the fa c ility
To m eet new people with sim ilar interests
To experience an artisan product

2

3

4

5

.835
.809
.753
.622
.524

Local Support
To support sm all businesses

.936
.931
.892

To support local businesses
To support craft/artisan producers

Palate Expansion
To taste new ciders

.801
.608
.584
.583
.512

To taste ciders specific to the H V area
To increase m y knowledge o f flavors
To increase my knowledge o f ciders
To experience som ething new

Hedonic Pleasures
To g e t aw ay fo r the weekend/day

.769
.729
.594
.586

To spend time with fam ily/friends
F or fu n
To relieve stress

Alcohol Pleasures
To fe e l intoxicated

.844
.732

To drink alcoholic beverages

Examining Reliability and Validity
The Customer Survey outlined nineteen items within five factors, which were grouped
together by theme. These themes are Cultural Experience, Local Support, Palate Expansion,
Hedonic Pleasures, and Alcohol Pleasures. Each item was measured using a 5-point Likert scale
from 1 to 5 (not important to extremely important). A reliability test was run on the five factors.
The Cultural Experience category was tested for reliability using Cronbach’s coefficient alpha,
and was found to have coefficients of .816, with inter-item correlations ranging between 0.279
and 0.756. The Local Support category was tested for reliability using Cronbach’s coefficient
alpha, and was found to have a coefficient of .967, with inter-item correlations ranging between
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0.867 and 0.960. The Palate Expansion category was tested for reliability using Cronbach’s
coefficient alpha, and was found to have coefficients of .808, with inter-item correlations ranging
between 0.225 and 0.825.The Hedonic Pleasures category was tested for reliability using
Cronbach’s coefficient alpha, and was found to have coefficients of .672, with inter-item
correlations ranging between 0.179 and 0.560. The Alcohol Pleasures category was tested for
reliability using Cronbach’s coefficient alpha, and was found to have coefficients of .591, with
inter-item correlations ranging between 0.426 and 0.426.The Cultural Experience, Local Support,
and Palate Expansion categories show very high reliability with Cronbach’s alpha coefficient
scores above .800, and the Hedonic Pleasures and Alcohol Pleasures show moderate reliability
with Cronbach’s coefficients above .500 (Cronbach, 1951). While the reliability of the first three
variables was the strongest, when compared to the mean scores of the grouped questions, the
results are not directly aligned with the importance of those variables.
Table 4.7: Coefficient o f Alpha fo r 5 Themes
Variable
Cultural Experience
Cultural Support
Palate Expansion
Hedonic Pleasure
Alcohol Pleasure

1
0.816

2

3

4

5

0.967
0.808
0.672
0.591

Average Mean Score
2.54
4.09
3.47
4.01
2.52

Employee Interview Analysis
Given the extraordinarily busy life of a small business owner and manager, unstructured
interviews were set with various employees during site visits with the objective to build a
relationship with the interview participants, and create a comfortable space in which interviewees
could feel free to tell their story on their own time. This allows the participant to have maximum
control over the interview process, enabling the conversation to lead in a direction that is
important to them; the interviewer’s goal is only to keep the interviewee on subjects relevant to
the study in an easy manner (Olson, 2014 p.44). At the completion of each interview, a Daily
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Interpretive Analysis (DIA) was written as a summary of the interview; when all interviews were
completed the DIAs were assembled and interpreted (Talja, 1999). Throughout the interviewing
process with eleven employees in seven separate establishments, there were common topics
frequently visited in conversation. These topics included the history of the farm and cidery, how
hard cider has changed the business, how employees foresee the business evolving, and how they
see their product as unique for the market. Each of the orchards had very similar stories: the land
was purchased by the family multiple generations ago as an already operating farmland, and after
being passed on through generations the business evolved (eventually switching primarily to an
orchard/vineyard). Establishments were able to operate as farm wineries and sell cider under the
same license; the Farm Cidery Law that passed in 2013 has allowed non-vineyard establishments
to operate under a specialized licensure without the higher tax costs associated with wine. Many
of these establishments have described the selling of hard cider (along with the recent changes in
bureaucracy) as a means of “saving the family farm” and “changing the face of the American
farmer.”
“When I left for college, I had no intention of coming back. When this new business idea
became a reality I started to really appreciate the farming lifestyle and family business.”
“This farm has been in the family for generations, and exploring hard cider has allowed
us to draw in a crowd we never knew was there before.”
“My brother took over the fields, and I took over the business. The winery completely
changed the face of the operation, and cider is an added bonus.”
“We were the first licensed Farm Cidery in the State. It helps show our current and future
customers that cider is a stand-alone product, and deserves its own market distinct from
wine, beer, and spirits.”
Each establishment put forth uniquely memorable products in the attempt to define what
American Cider is meant to be. The acidic, high-tannin sharp and bittersharp heritage apple
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varieties known worldwide for creating the best ciders are still not necessarily lucrative for small
farms to focus on.
“Right now, our biggest income comes from you-pick. I would love to experiment with
crab apples, but it’s not a profitable venture for us right now.”
“English cider apples have their place, but it’s not with us. It takes at least three years for
an apple tree to provide fruit, and unfortunately those species can cause a lot more trouble
than they’re worth.”
“Fire blight can destroy an entire crop in a matter of months, and those heritage varieties
are much more susceptible to tree diseases.”
“We mostly experiment with the apple varieties we already cultivate. Yeast varieties
really add more depth to a product than you would think.”
Table 4.8: Classification o f Apples fo r Cider Making
Classification

Qualities

Variety Examples

Sweet

Low tannin, low acidity

Golden Delicious, Binet Rouge, Wickson

Sharp

Low tannin, higher acidity

Granny Smith, Brown’s, Golden Harvey

Bittersharp

Higher tannin, higher acidity

Kingston Black, Stoke Red, Foxwhelp

Bittersweet

Higher tannin, lower acidity

Royal Jersey, Dabinett, Muscadet de Dieppe

With you-pick and farm market sales, dessert varieties are still a necessity for the profitability of
orchards. From an agricultural perspective, cider apple varieties also hold unique challenges.
Many cider apple tree varieties are particularly susceptible to apple tree diseases such as fire
blight, a devastating problem which can destroy an entire crop in months (Warner, 2014). Despite
the inherent challenges of agriculture and marketing, cider brewers and cidery employees show
extreme enthusiasm for their craft, the evolution of the cider industry, and the community support
between local and national legislation and professional groups.
“The Farm Cidery Law has been a game changer. It allows the cider maker to view
themselves as special, and the customer to see our product as unique.”
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“The farming lifestyle is an absorbing one, and it’s difficult to make the time to build a
community. Knowing that legislation is on our side is a big help. I hope associations in
New York and along the Hudson Valley continue being supportive so that we can
become a stronger community of cider makers.”
“Vermont and Washington have extremely strong and growing cider maker communities.
In time we will get there, but right now we’re still in the beginning stages.”
“All of the festivals and conventions surrounding hard cider have been incredible for us.
Without them I can’t imagine we would have the same customer base that we do.”

Observation Analysis
In keeping with the unstructured interview process ideals, observation was meant to be
non-intrusive conversation and general surveillance of employee-employee, employee-customer,
and customer-customer interactions. Observation at each establishment took place during the
same site visit as the customer surveys and employee interviews, so there the researcher did
interact with many people included in this observation. The most overt observation was the
general atmosphere and ambiance of the cideries. Since cideries are a newer addition to New
York State, they have not seemed to have found their own ambiance niche; cideries either
appeared as a winery with a rustic and quiet elegance, or a brewery with a trendy and subdued
comfort. With these two distinct appeals, the locations seemed to draw in different patrons and
appeal to two very different market segments.
The winery-type locations presented their product with a tasting experience, where
customers were guided through their product, or encouraged to purchase a bottle from the
establishment and enjoy the product on their grounds as if invited to an exclusive picnic. The
observed customer was groups of early 30’s women with young children and infants, mid-late
30’s couples on a date outing, or groups of 40’s and older, often finishing a day of apple picking
with a bottle of wine/cider and a picnic on the grounds. The tasting rooms in the winery-type
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locations were not nearly as vibrant as the grounds. Rather than having to go through a tasting
and full description of the product, customers seemed to be encouraged to purchase a full bottle
of wine or cider, order vittles, and picnic for the day. There was often live music or other events
occurring on the groups to occupy their time and minds. While these allowed for very teeming
environments, when I approached customers I felt as though I was interrupting their experience people were very pleasant and willing to assist in taking the survey, but showed little interest in
holding a conversation on the product they were so enjoying.
The brewery-type locations held much more of a laid back experience, offering a tasting
experience but more often than not being used more like a typical pub where customers could
order a pint, chat with the bartender, and hold casual conversation with other pub patrons. The
observed customer was mid-20’s to mid-30’s attending in pairs or groups of friends. The
brewery-type locations were generally disconnected from the you-pick areas and farm markets, so
it seemed many customers had come to the venue specifically for the cider. Tastings (multiple
small pours of various products) were extremely popular; customers that chose to sit at the bar
would be guided through their tasting, but some customers would take their drinks back to their
own tables to enjoy. Music was often very soft, allowing for conversation within and between
customer groups, and easy conversation with the cider makers. The brewery-type also showcased
their brewing process prevalently in the building through a display or offering guided tours of the
facility. When approaching customers, people were equally pleasant and willing to assist in
taking the survey; however, there was significantly less hesitation in engaging in conversation
about their thoughts on the product and location. The brewery-type allowed for a much more
communal feel as one would compare to a local pub.
Despite the differences, there were also observed similarities. Customers were enjoying
their time with their company and their purchases. Interestingly enough, it seemed the majority of
customers had never had cider (beyond commercially produced varieties) and were not the type to
typically visit a cidery/winery/brewery.
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“I don’t even drink cider, but this place is so cool I could hang out here all day.”
“This is definitely not what I expected. I drink Prosecco and Angry Orchard, and this is
not even close. I don’t not like it but it’s definitely different.”
“I’ve never tasted cider like this; I’m excited to buy some different brand bottles next
time I go to the liquor store. It always seemed too expensive, but now I’m curious what’s
out there.”
“I’m an IPA drinker, but I can’t get enough of the dry hopped cider. I’m really picky, so
it’s nice to know there are ciders out there for me.”
“We just got a bus out from the city, I had no idea this kind of place existed! I would love
to go on a regional tour like they have in Napa Valley.”
“I just came here for her (referring to wife) but I would definitely come back. I’m glad
they have local beer on tap, and that they have games (referring to corn hole and
shuffleboard).”
“I’m on my day off, but I actually own the place. The tap room has changed the whole
business for the better, and honestly I have no where I’d rather be now.”
“We’re actually here to book the venue for our wedding next October! It has exactly what
we’re looking for, and we love the cider.”
Because cider is still relatively new in the United States, it is uncertain which approach is ideal
for the targeted audience or if cideries hold the potential to create an atmosphere explicitly unique
to their unique product. Both the winery-type and brewery-type locations have an obvious appeal
to a certain type of customer and a certain experience for the customer. In order to forge their
own path, cider makers should define their own experience for their target customer embodying
each of the features of communality and tranquility within the beauty of the natural landscapes.
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Summary
This chapter presented the statistical analysis of the customer survey and qualitative
results from employee interviews and field observations. These results included a general
overview of demographic data, tourist baseline data, product/purchase motivation factors, and
tourist motivation factors. Further descriptive analysis provided five key variables to further
describe the tourist motivation factors, each loading above 0.500 showing significance. These
five variables were then defined as Cultural Experiences, Local Support, Palate Expansion,
Hedonic Pleasures, and Alcohol Pleasures. The reliability and the validity of all instruments used
during this study were also addressed. The unstructured employee interview and general
observation results were discussed and found to create two distinct environments for their
employees and target market. Without a defined product or target market for the “new” American
cider, cideries along the Hudson Valley area have not distinguished a unique space and have
instead taken inspiration from the already established counterparts from the beer and wine
industries. The following chapter will review the findings and discuss the implications of the
study and identify potential subjects of future research.
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Chapter V: Discussion and Conclusions

Overview
Through analyzing both quantitative and qualitative data gathered over the course of this
research, along with a comprehensive literature review of previous research and findings, this
section strives to find connections and draw conclusions regarding the hard cider consumer and
the burgeoning craft cider industry. This chapter describes that process and aims to inform the
reader and future research as to what those findings mean in the grander scheme of the cider
industry, and what further research needs to be done to confirm those conclusions and answer
unanswered questions and concerns.

Description and Purpose of the Research
Apples have a variable shelf life depending on the species and on access to ideal storage
conditioning spaces. Regardless, apple orchards in the Northeast harvest the majority of their crop
between the months of September and October and have limited options for year-long
profitability due to storage considerations (USDA, 2012). While a great deal of profit may come
from you-pick activities, the remaining apples may go to waste. For a company that relies on
weather and ecological conditions for the abundance of their annual crop, they cannot afford even
the slightest loss. By acknowledging the opportunity in the market for hard apple cider, and the
tourism that follows the craft alcoholic beverage niche, orchards hold the ability to expand their
operations and change the face of American agriculture.
This study took the mixed methods approach to research, using instruments and analytic
methods to acquire and understand both quantitative and qualitative data. The research took place
amongst seven participating hard cider producers with taprooms amongst the Hudson Valley
River are in New York State. A customer survey was distributed and completed by 305
participants that asked questions regarding their demographic profile, tourist profile, local product
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motivation, and tourist motivation. Within each of these cidery visits, unstructured interviews
took place between the researcher and various employees/owners of the facility along with the
recording of general observations. This data was triangulated, allowing various conclusions to be
drawn as discussed in the following section.
The purpose of the research was to determine where craft cider’s place is in the emerging
niche tourism and craft movement, and how can cideries capitalize on this market. By connecting
the target market and the target market’s expectations with the growing cider industry, the
possibilities for building a tourism movement specifically surrounding products with regional and
historical significance expand significantly.

Implications
The implications from this research span a number of realms within the academic,
hospitality and tourism, agricultural and regional development, and food and beverage industries.
Academia is more recently engaging in understanding the millennial generation impact on various
aspects in attempts to understand how those individuals approach various opportunities and how
those approaches may affect surrounding culture. By gaining a greater understanding of the
search for authenticity through experiential tourism and heritage/local products, academics hold
the opportunity to better comprehend those larger questions within various industries. Hospitality
and tourism industries have been consistent in incorporating food and beverage as a highlight
within the experience. However, as the consumer changes to the locally-aware experience
seeking individual, those industries must have a better understanding as to what they need to offer
their existing and future customers in order to grow along with the customer. This research
encourages the agricultural and regional development industries to put forth effort in reaching out
to this incoming demographic as they do have a significant draw towards supporting local
products and small businesses. The food and beverage industry benefits from this research in
perhaps the most overt way; cider is an emerging and quickly growing portion of the alcoholic
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beverage trade. In this study, results showed that 60% of the customers surveyed were enjoying
their first visit to any cidery in the Hudson Valley area, showing the growing popularity and
increasing interest in cider within the region. Cider also has the unique appeal - unlike beer,
wine, and spirits - of being edible through all stages of production. From apple, to sweet cider, to
hard cider, each portion of the journey in fermentation provides a delicious and unique tasting
experience that is distinctly unique to cider production. Overall, this study supports the growth
within each of these industries. Academia, hospitality and tourism, agricultural and regional
development, and food and beverage groups all stand to benefit from this study that supports the
growth of unique experiences and products that feature nature-based and history-based
environments such as hard cider production facilities and tasting rooms.

Limitations of the Study
This study was open to various limitations. The study was focused specifically on
cideries with tasting rooms in the Hudson Valley area in New York. While there were only seven
cideries that met these requirements and were willing to participate, there are 54 operating
cideries in New York State according to the New York Apple Association, along with potentially
many others not recognized/registered on their website (New York Apple Association, 2016). It is
also very likely that there are multiple breweries and wineries producing hard cider, but not yet
marketing it as an individual brand within the business, such as Sloop Brewing Company in
Elizaville, NY that produces one cider variety (Vosburgh Orchards, 2016). While the
participating cideries did fulfill the requirements, the towns they resided in varied greatly. This
variation of local customers (or access from non-local customers) could have potentially skewed
the customer demographic data. For example, Warwick Valley Vineyard, Pennings Orchard, and
Applewood Winery, despite residing in the smaller town of in Warwick, NY (population 32,065),
all had very easy public transportation accessibility from buses and short driving distances
traveling from New York City and New Jersey. In comparison Goold Orchards resided in an
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extremely small town of Castleton, NY (population 1,473) with very low easy accessibility from
day-trip travelers (United States Census Bureau, 2015). Additionally the timing of the research
conducted allowed for limitations. The cidery visits took place during the peak apple season and
on weekends. This decision was made due to general time constraints of the researcher and
operating hours of cideries, as well as hopes to receive a large response and participation. If
customer surveys were distributed throughout the year and during different times of the week,
there may have been a different customer demographic.
Another limitation of this study was the customer survey. Because the survey was
distributed in person in a non-controlled environment, there is potential bias. Participants could
have skewed their responses due to my presence as well as the presence of their chosen company.
This method could have also made participants rush through the survey and not consider each
question fully before responding, because they were eager to return to their regular activity and
enjoyment. Additionally the unstructured interview process may have led to lesser developed
responses from the interviewee. An unstructured format was chosen to accommodate the busy
nature of the business environment, but the general distractions and frantic nature of business
management may have allowed the interviewee’s to provide responses that were not well thought
out or lacking general depth which would be ideal for a fuller analysis. The interview and
observation process alike had limitations, in that it was only the researchers perspective on both
of these subjects. Multiple researchers could have provided a fuller observation allowing for a
richer analysis.

Suggestions for Future Research
The first step for future research would be to administer the customer surveys and
continue casual observation throughout the year including weekdays. This information could
provide a truer definition of who the hard cider customer is and what the tourist appeal is during
non-peak seasons. The second step would be to create a modified customer survey for cideries
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that do not have tasting rooms, but distribute through other means. While in this study the
experiential value of visiting the cidery was substantially high, other motivational factors for
purchasing cider may become more apparent if the survey was geared specifically toward the
product experience and value. Additional future research would include discovering aesthetic,
cultural, and taste appeal for cider and other craft beverage. As cider is a newly emerging market,
it seems they have not been able to distinguish their own “space” in the industry as something
unique beyond the actual product (as seen in the brewery vs. winery appeal as discussed in the
Results section). Most industries have more communalities than just their product; they are able
to create an environment and culture surrounding that product that appeals to their target market
(Bellows, et.al, 2010; Bjork & Kauppinin-Ralsanen, 2014; Che & Wargenau, 2011; Christenson,
et.al, 2015). With increased research on what this space can and should become, cider makers,
orchardists, and entrepreneurs can build upon that knowledge to best encapsulate the hard cider
community.

Conclusion
This study has provided a detailed conversation on the re-emerging hard cider industry
and consumer market within the United States, specifically featuring the Hudson Valley area of
New York State. The study’s research and subsequent literature review support that through
development of a structured community within the cider industry could help delineate the
presently under-defined customer group. This delineation could be done through further
demographic research, and understanding the specifics of aesthetic, taste, and experiential appeals
that draw the hard cider customer.
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A ppendix B: IRB Approval Letter

Jun 21, 2016 1:27 PM EDT

Ms. Meghann Miller and Dr. Doug Murray
Montclair State University
Department of Health and Nutrition Sci.
1 Normal Ave.
Montclair, NJ 07043
Re: IRB Number: IRB-FY15-16-237
Project Title: SS Heritage Hard Cider and the Consum er Tourist Experience
Dear Ms. Miller:
After an expedited review:
•

Category 6. Collection of data from voice, video, digital, or image recordings
made for research purposes.
7. Research on individual or group characteristics or behavior (including, but not
limited to, research on perception, cognition, motivation, identity, language,
communication, cultural beliefs or practices, and social behavior) or research
employing survey, interview, oral history, focus group, program evaluation,
human factors evaluation, or quality assurance methodologies.

Montclair State University's Institutional Review Board (IRB) approved this protocol on
Jun 20, 2016. The study is valid for one year and will expire on Jun 20, 2017.
Should you wish to make changes to the IRB-approved procedures, prior to the expiration
of your approval, submit your requests via a Study Modification in Cayuse IRB.
For Renewal, it is advised that you complete your renewal submission 30 - 60 days
before the expiration date. If you have not received IRB approval by the study expiration
date, ALL research activities must STOP, including data analysis. If your research
continues without IRB approval, you will be in violation of Federal and other regulations.
Please note, as the principal investigator, you are required to maintain a file of approved
human subjects research documents, for each IRB application, to comply with federal and
institutional policies on record retention.
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After your study is completed, submit your Project Closure submission.
If you have any questions regarding the IRB requirements, please contact me at 973-6555189, cayuseIRB@mail.montclair.edu, or the Institutional Review Board.
Sincerely yours,
Dr. Katrina Bulkley
IRB Chair
cc: Ms. Deborah Reynoso, Graduate School, Academic Services Coordinator
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Appendix C: Recruitment Script via Email

Good moming/afternoon,
My name is Meghann Miller, and I am a graduate student at Montclair State University in New
Jersey, and I am doing my thesis research study on artisanal hard cider and the consumer tourist
experience. I am reaching out specifically to owners, managers, and employees of cideries in the
Hudson Valley area, and was wondering if someone from the company would be willing to
participate in a brief interview about their experiences working in the industry. I am also
interested in distributing an in-person survey to your customers during your tasting room hours.
The customer survey will take about 5 minutes of their time, and the employee interviews will
take about 30 minutes or less.
I’ve attached copies of the interview questions and the customer survey to give you an idea of
what will be asked during my potential visit.
If you are willing to participate, I would be grateful to set up a date and time during the weekend
of September 10-11 to visit your facility and get to better know you and your customers. After the
completion of my research, I would be happy to share any information and data collected that you
may find helpful for your business.
If you would like to discuss this further, please feel free to ask any questions via email or give me
a call at 480-544-7288. Your participation would be greatly appreciated. I look forward to hearing
from you soon!

Kind regards,
Meghann Miller
millerm40@montclair.edu
(480)544-7288
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Appendix D: Recruitment Script via In-Person

Good afternoon, my name is Meghann Miller, and I am a graduate student at Montclair State
University in New Jersey, and I am doing my thesis research study on artisanal hard cider and the
consumer tourist experience. I was wondering if you would be willing to participate in a brief 5
minute survey about your experience at (Location Name) and your overall thoughts on craft
beverages and product tourism.
Yes: Great! Please make sure you read the statement of consent before beginning the survey.
Please fill out the survey to the best of your abilities, and let me know if you have any questions.
(After completion). Thank you so much, I really appreciate you taking the time to assist me.
Enjoy your day!
No: Okay, no problem. If you change your mind I’ll be here until (time). Enjoy your day!
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Appendix E: Recruitment Script via Telephone

Good morning/afternoon,
My name is Meghann Miller, and I am a graduate student at Montclair State University in New
Jersey, and I am doing my thesis research study on artisanal hard cider and the consumer tourist
experience. I am reaching out specifically to owners, managers, and employees of cideries in the
Hudson Valley area, and was wondering if you would be willing to participate in a brief interview
about your experiences working in the industry. I am also interested in distributing an in-person
survey to your customers during your tasting room hours.
The customer survey will take about 5 minutes of their time, and the employee interviews will
take about 30 minutes or less.
If you are willing to participate, I would be grateful to set up a date and time during a Saturday or
Sunday to visit your facility and get to better know you and your customers. After the completion
of my research, I would be happy to share any information and data collected that you may find
helpful for your business.
If you would like to think this over, I will reach out in 2-3 days to follow up with you or you may
reach me at 480-544-7288.
Thank you for your time, and have a wonderful day.
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A ppendix F: Consent Form - Interview

CONSENT FORM FOR ADULTS

Please read below with care. You can ask questions at any time, now or later. You can talk to
other people before you sign this form.
Study’s Title: Heritage Hard Cider and the Consumer Tourist Experience
W hy is this study being done? This study aims to find what drives rural tourism and brand

loyalty within the craft/artisan hard cider beverage industry. This study hopes to understand the
growing craft movement and how it may affect local products.
W hat will happen w hile you are in the study? You will be interviewed and recorded about

your experience as an employee of the cidery. You will be asked questions about your interest in
the cidery’s product and the craft industry. You may be asked to give more detail in your
responses. The recording will be copied to paper, and the original recording will be then be
deleted.
Time: This interview will take about 30 minutes.
Risks: This study is looking at hard apple cider. To decrease risk, participants will not be asked
about their drinking habits. The interviews will be based on experiences and opinions on
business, cider, and local products. You may feel confused about questions asked. You may feel
uncomfortable speaking about your place of employment. Please tell the interviewer if you have
questions or concerns. You do not have to answer any questions if you do not want to. You may
stop the interview at any time.

Although we will keep your identity confidential as it relates to this research project, if we learn
of any suspected child abuse we are required by NJ state law to report that to the proper
authorities immediately.
Benefits: Cidery’s may benefit from this study by participating in this interview. Cidery

participants will also have the option of receiving a summary of the research data.
This information could be used to expand the tourist industry, the individual businesses, and the
area’s economy.
Who will know that you are in this study? You will not be linked to any presentations. We

will keep who you are confidential. We will not identify any individuals by name, and although
your employer may know you participated in this study, they will never know your responses.
Cidery’s will also never be identified by name in this study.
Do you have to be in the study?
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You do not have to be in this study. You are a volunteer! It is okay if you want to stop at any
time and not be in the study. You do not have to answer any questions you do not want to
answer. Nothing will happen to you.
Do you have any questions about this study? Phone or email the investigator Meghann Miller

at 480-544-7288 or millerm40@montclair.edu or the Faculty Sponsor Investigator Dr. Douglass
Murray at 973-655-7642 or murraydo@montclair.edu.
Do you have any questions about your rights as a research participant? Phone or email the

IRB Chair, Dr. Katrina Bulkley, at 973-655-5189 or reviewboard@mail.montclair.edu.
Future Studies

It is okay to use my data in other studies:
Please initial:
_ _ Yes

______No

Study Summary I would like to get a summary of this study:

Please initial:

______Yes

______No

If yes, please provide your email address:

As part of this study, it is okay to audiotape me:
Please initial:
______Yes
_____ No

One copy o f this consent form is for you to keep.
Statement of Consent

I have read this form and decided that I will participate in the project described above. The
details of the study, and possible risks have been explained to my satisfaction. I understand that I
can withdraw at any time. My signature also indicates that I am 18 years of age or older and have
received a copy of this consent form.
Print your name here

Sign your name here

Meghann Miller
Name of Principal Investigator
Dr. Douglass Murray
Name of Faculty Sponsor

Signature

Signature
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Date

Date

Date

Appendix G: Customer Survey - Pilot Test
STATEMENT OF CONSENT: This survey will ask questions about your general demographic status, habits
as a tourist, and motivations as a tourist. There will be no questions asking personally identifying
information, keeping your responses completely anonymous. By completing this survey, you are giving
consent for this data to be used in a research study.
Baseline Demographics (circle one, or write in where prompted)

Gender

Male

Female

Choose not
to answer

Age (years)

21-23

24-29

30-35

36-41

Marital Status

Single

Married

Divorced

Other

Caucasian

Hispanic

Black

Education (highest
completed)

High school

Some
college

Household Income

Less than
35,000

35,00059,999

Ethnicity

42-50

50+

Asian

Pacific
Islander

Other

Associate's
degree

Bachelor's
degree

Master's
degree

Doctoral
Degree

60,GOO89,999

90,000119,999

120,000160,000

160,000+

Tourist Baseline (circle one, or write in where prompted)

What state do you reside?
How many times have you
visited this winery?

First
visit

2

3

4

5

6+

How many other wineries
have you visited in this
area?

First
visit

2

3

4

5

6+

How did you hear about
this winery?

Drove
by it

Word of
mouth

Advertise
ment

Website

SelfResearch

How far did you travel to
get here?

Under
30 min

1/2 h r - 1 hr

1-2 hrs

2-4 hrs

4-6 hrs

6+ hrs

1live
here

Day trip

Overnight

2-3
nights

3-5 nights

5+ nights

How long are you staying in
the area?
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Did you travel to this area
specifically for a craft wine/
beer/ cider experience?

Yes

No

How often do you visit
wineries/ breweries/
cideries in this area?

First
time

1-3 per
year

4-8 per
year

1 per
month

2-3 per
month

weekly

How often do you visit
wineries/ breweries/
cideries in general?

First
time

1-3 per
year

4-8 per
year

1 per
month

2-3 per
month

weekly

How many wineries/
breweries/ cideries do you
hope to visit on this trip?

Only
this one

2

3

4

5

6+

Do you believe artisan/craft
products are of higher
quality?

Never

Rarely

Sometimes

Often

Usually

Always

No

No, but 1
would like
to be

1used to
brew

1brew
only with
others

Yes

Are you a homebrewer?

Tourist Motivation (circle one, or write in where prompted)
From a scale from 1-5 (not important - extremely important), why did you visit this winery today?
Not
Important

Somewhat
Important

Important

Very
Important

Extremely
Important

To drink alcoholic beverages

1

2

3

4

5

For fun

1

2

3

4

5

To feel intoxicated

1

2

3

4

5

To taste new wines

1

2

3

4

5

To increase my knowledge of wine

1

2

3

4

5

To increase my knowledge of flavors

1

2

3

4

5

To taste wine specific to New Jersey

1

2

3

4

5

To experience something new

1

2

3

4

5
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To get away for the weekend/day

1

2

3

4

5

To relieve stress

1

2

3

4

5

To spend time with friends/family

1

2

3

4

5

To meet new people with similar
interests

1

2

3

4

5

To get a tour of the facility

1

2

3

4

5

To experience an artisan product

1

2

3

4

5

To learn more about wine
production

1

2

3

4

5

To learn more about grape farming
and agriculture

1

2

3

4

5

To support local businesses

1

2

3

4

5

To support small businesses

1

2

3

4

5

To support craft/artisan producers

1

2

3

4

5

Were the questions on this survey clear?

Yes

No

*lf no, please indicate which questions were unclear
About how long did it take you to complete the survey?_______________ minutes

Other com m ents?:_________
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Appendix H: Customer Survey
STATEMENT OF CONSENT: This survey will ask questions about your general demographic status, habits as a tourist,
and motivations as a tourist. There will be no questions asking personally identifying information, keeping your
responses completely anonymous. By completing this survey, you are giving consent for this data to be used in a
research study.
Baseline Demographics (circle one, or write in where prompted)

Gender

M ale

Fe m a le

C h o o se no t to
a n sw e r

Age (years)

2 1 -2 3

2 4 -2 9

3 0 -3 5

3 6 -4 1

Marital Status

S in g le

M a rrie d

D ivo rce d

O th e r

C a u ca sia n

H isp a n ic

B la ck

Education (highest
completed)

H igh s ch o o l

S o m e co lle g e

Household Income

Le ss th a n 3 5 ,0 0 0

3 5 ,0 0 0 -5 9 ,9 9 9

Ethnicity

4 2 -5 0

50+

A sia n

P a c ific Isla n d e r

O th e r

A s s o c ia te 's d e gre e

B a c h e lo r's d e g re e

M a s te r's d e g re e

D o c to ra l D e g re e

6 0 ,0 0 0 -8 9 ,9 9 9

9 0 ,0 0 0 -1 1 9 ,9 9 9

1 2 0 ,0 0 0 -1 6 0 ,0 0 0

1 6 0 ,0 0 0 +

Tourist Baseline (circle one, or write in where prompted)

What state do you reside?
How many times have you visited this
cidery?

First v isit

2

3

4

5

6+

How many other cideries have you
visited in this area?

F irst v is it

2

3

4

5

6+

How did you hear about this cidery?

D ro ve by

W o rd o f

A d v e rt is e 

W e b s ite

it

m o u th

m en t

How far did you travel to get here?

U n d e r 30

h r - 1 hr

S e lfR e se a rch

1-2 hrs

2 -4 hrs

4 -6 hrs

6 + hrs

O v e rn ig h t

2-3 n ig h ts

3-5 n ig h ts

5+ n ig h ts

w e e k ly

m in

How long are you staying in the area?

1 live h ere

D a y trip

Ye s

No

How often do you visit cideries/
breweries/ wineries in this area?

First tim e

1-3 p er y e a r

How often do you visit cideries/
breweries/ wineries in general?

First tim e

How many cideries/ breweries/ wineries
do you hope to visit on this trip?

O n ly th is

Do you believe artisan/craft products are
of higher quality?

N ever

Did you travel to this area specifically for
a craft cider/ beer/ wine experience?

Are you a homebrewer?

1-3 per y e a r

4 -8 p er y e a r

4 -8 p er y e a r

1 p er

2-3 per

m o n th

m o n th

1 per

2-3 per

m o n th

m o n th

w e e k ly

2

3

4

5

6+

R a re ly

S o m e tim e s

O fte n

U su a lly

A lw a y s

N o, but 1

1 used to

1 b re w o n ly

Ye s

w o u ld like to

b re w

w ith o th e rs

one

No

72

be

Local/Artisan Product Motivation (circle one, or write in W (er
How much would you typically pay for 16-fl.oz. of cider?

$ 3 -5

$ 5 -7

$ 7 -9

$ 1 0 -1 2

$12f

How much would you be willing to pay for 16-fl.oz. of locally
made cider?

$ 3 -5

$ 5 -7

$ 7 -9

$ 1 0 -1 2

$12+

How likely are you to purchase a bottle of cider after visiting
the cidery?

N o t Likely

Som ew hat

Lik e ly

V e ry Lik e ly

E x tre m e ly

Lik e ly

What percentage of a product needs to be locally grown
and/or produced for you to consider it "local"?

0 -2 0 %

1consider cider to be "local" if it was grown and/or produced within

Lik e ly

2 0 -4 0 %

4 0 -6 0 %

6 0 -8 0 %

8 0 -1 0 0 %

miles from where purchase it.

____________________________Tourist Motivation (circle one)
From a scale from 1-5 (not important - extremely important), why did you visit this cidery today?
Not Important

Somewhat
Important

Important

Very
Important

Extremely
Important

To drink alcoholic beverages

1

2

3

4

5

For fun

1

2

3

4

5

To feel intoxicated

1

2

3

4

5

To taste new ciders

1

2

3

4

5

To increase my knowledge of cider

1

2

3

4

5

To increase my knowledge of flavors

1

2

3

4

5

To taste ciders specific to the Hudson Valley area

1

2

3

4

5

To experience something new

1

2

3

4

5

To get away for the weekend/day

1

2

3

4

5

To relieve stress

1

2

3

4

5

To spend time with friends/family

1

2

3

4

5

To meet new people with similar interests

1

2

3

4

5

To get a tour of the facility

1

2

3

4

5

To experience an artisan product

1

2

3

4

5

To learn more about cider production

1

2

3

4

5

To learn more about apple farming and agriculture

1

2

3

4

5

To support local businesses

1

2

3

4

5

To support small businesses

1

2

3

4

5

To support craft/artisan producers

1

2

3

4

5

73

THANK YOU! When you've completed the survey, please return to the indicated basket and continue to enjoy yourself! Write your
name and contact information on this post-it into the raffle bin for a chance to win a basket of local Hudson Valley artisanal treats to
thank you for your support of craft cider, local products, and a very grateful graduate student! ©
~Meghann Miller, Graduate Student, Department of Health and Nutrition Sciences, Montclair State University, NJ
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Appendix I: Interview Questions

Business N am e:_________________________
Gender:____________________ Age:________________
Position Title:__ _______________________________________ Time Employed:___________________
1. What made you originally want to work for/ open a cidery?
Was it money?
To save the family farm?
Personal satisfaction?
What was most important to you?
2.

How often do you visit other cideries in the area?
Why do you visit them?

3. Has working/owning an artisan endeavor provided the satisfaction and fulfillment you had hoped
for?
If no, what would need to change for that to happen?
4. How often do you visit local cideries, wineries, and breweries?
If yes, what do you hope to accomplish from these visits?
How often do you travel outside the area to visit cideries, wineries, and breweries?
5. Why is it important to support local artisan business (food, beverage, art, etc.)?
6. How important is it to you to support local agriculture/farms? Why?
7. How would you describe your “average customer” that visits the cidery?
What do you think your customers are looking for when they come here?
8. Does this cidery distribute the product outside of this location? Do you think that builds a
following?
9.

Would you welcome and work with other craft producers to develop tourism in this area?

10. Have you/this business already made efforts to do this? In what ways?

** Additional questions may be asked for expansion of answers to the above questions.
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Appendix J: Definition of Terms

Agritourism (Agricultural Tourism): An agriculture-based operation that draws visitors, having a
positive economic impact on the operation and surrounding area. Enterprises may include
outdoor recreation, educational experiences, entertainment, hospitality services, and onfarm direct sales (Hudson Valley Agribusiness Development Corporation [HVADC],
2015). Agritourism is a subset of the larger industry of rural tourism.
Artisanal (or Craft) Cidery: A cider producer with the interest and goal of making a cider that
authentically represents the fruit with which they are intimately familiar, which a
character that is dependent upon a specific set of fruit, in a facility with a small enough
production to allow a hands-on approach for every batch of cider (Wark, 2014).
Craft Brewer/Brewery: A brewery with an annual production of less than 6-millions barrels per
year, with less than 25% owned/controlled by a non-craft brewer, with a product that is
brewed through traditional or innovative ingredients and fermentation methods (Brewers
Association, 2016).
Rural Tourism: The countryside experiences’ which embody a wide array of attractions and
activities that often exclusively take place in agricultural or non-urban areas, with the
ideal of experiencing a simpler, purer, and easier life through a nostalgic lens (Sharpley
and Jepson, 2011).
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