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ABSTRACT 

Macau, a former Portuguese colony, was returned the territory of Macao to the People’s 

Republic of China in 1999. It was one of the most prosperous ports in the Far East from the late of 

sixteenth Century to the early of seventeenth Century. Tourism, hospitality and gambling are main 

parts of economic structure and revenues. In 2005, Macau was written into the Historic Centre of 

Macau on UNESCO’s World Heritage List because of Macau’s rich history and diversity of 

cultures. This study explores the importance of residents’ destination image and perception of 

tourism impacts in shaping their supporting for event development. The Social Exchange Model 

(SET) proposed residents’ perceptions of tourism impacts influence destination and in turn their 

support for tourism development. This research aims to explore Macau local residents support for 

event tourism development and to examine the various impacts from conducting event tourism 

development in Macau. A qualitative approach adopted with a sample of 30 respondents. Semi-

structured questions are asked through in-depth interviews and recommendations are made based 

on the results to provide insights for industry practitioners. Result indicated resident support the 

event base on reduced and considered environmental impact for future suggestion. Implication for 

destination marketer need to make use of innovative marketing strategies such us adopted 

technology via social media platform as result create positive word of the mouth.  

Keywords: Macau residents, Event tourism, Destination image, Tourism impact. 

INTRODUCTION 

Geographic Background 

Gambling in Macau has been legal since the 1850s when the Portuguese 

government legalized the activity in the autonomous colony. Since then, Macau has 

become known worldwide as the „Gambling capital of the world‟ or „Monte Carlo 
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of the East‟. To attract visitors, the Macau government adopted event tourism and 

held many conferences, exhibitions and festivals over the last decade. The total 

number of participants and attendees was 694,000. A total of 1,381 meetings, 

incentives, conferences and exhibitions (MICE) were organized throughout 2017, 

and the number of participants and attendees reached 1,901,000 (DSEC, 2017). 

Built conferences and exhibitions centers were improved for the event 

infrastructure and the quality of venue. Many events such as food festival were 

launched for Macau residents and visitors wherein various cuisines from different 

countries were made available. 

Liberalization of gaming was a milestone for the tourism development in 

Macau started from 2002, attracting vast investment from all over the world to 

build mega-casinos such as Wynn Resorts Ltd, MGM and the Las Vegas Sands 

Corporation. Although many casino resorts had been built in Macau, local 

government did not want to overly rely on gambling. As result of shifting from 

gambling to MICE and event tourism, many high –end convention centre were set 

up in Macau over the last decade. Government attempted to promote event tourism 

for capture more visitors to Macau. 

Event tourism has become a common tool to promote destination which 

tend to host various events for economic benefits, cultural exchange and 

environmental protection that can accrue. Tourism greatly influences residents‟ 

transportation, lifestyle, cultural change and destination image, and tourism 

development cannot be excellent without residents‟ positive attitude and support 

(Gursoy & Rutherford, 2004; Lee, 2013). Tourism impacts can be categorized into 

economic, socio-cultural and environmental or positive and negative. Over the past 

several years, many scholars (Kim et al., 2013) demonstrated the positive and 

negative economic impacts of destination tourism to residents.  They stated that 

tourism development can generate more employment opportunities, vast 

investments and profitable local businesses and increase the standard of living. 

Pizam (1996) also suggested the economic benefits of tourism. Positive tourism 

impacts include improving tax revenue in local government and personal income, 

increasing standard of living and improving personal attitude towards employment. 

The drawback is that cost of living simultaneously increases, including prices of 

goods and services. 

Balduck, Maes and Buelens (2011) defined social impact as the behaviors 

towards destination and travel that lead to changes in tourists‟ and residents‟ 

lifestyle, behavior patterns, environmental protection and cultural exchange. Social 

impacts were explained in various studies, scholars reached the consensus that 

social impact is an important theory. Social benefits can lead to residents taking 

pride in their locality and native culture, understanding the characteristics of 

visitors, promoting cultural communication and bringing social identity and 

welfare. Tassiopoulos and Johnson (2009) found direct socio-cultural support to 

tourism development when residents and local charities can receive positive socio-

cultural benefits, including cultural exchanges and preserved culture and heritage. 

Therefore, event tourism provide various impact to the society, marketer ca not be 

ignored from these viewpoints. 

The government utilized Macau‟s advantages to develop event and attract 

visitors. 
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Table 1 summarizes the major tourism events designed and organized by the 

Macau governmental organizations. The table includes major annual events and 

festivals in Macau SAR. Most of these events may capture media attention and 

benefits the local economy. 

Table 1. Major annual events and festivals in Macau SAR. 

Event Description 

1. Parade for Celebration of

Chinese New Year 

The Parade for Celebration of Chinese New Year has 

become one of Macau‟s signature festivities with the aim to 

present fascinating celebrations that blend a diversity of 

cultural gems for residents and visitors from around the 

world. 

2. Macau Arts Festival This Arts Festival is very attractive and interesting to 

residents and visitors, and it includes music, dance, concert, 

orchestral music and circus. Some performers are from 

foreign countries with excellent skills. 

3. Macau Dragon Boat Races The Dragon Boat Festival is a traditional Chinese festival 

that originally commemorated the ancient patriotic Chinese 

poet Qu Yuan. In this festival, people eat dumping rice and 

participate in dragon boat racing to preserve traditional 

culture. 

4. Macau Lotus Flower Festival Various lotus flowers are displayed every year. Visitors and 

residents can see various lotus flowers in the main gardens. 

It is a great way to relax and have fun in summer. 

5. Macau International Firework

Display Contest 

The annual Macau International Fireworks Display Contest 

is the most attractive event for visitors and residents. This 

contest is usually held by famous foreign companies. 

6. Macau International Music

Festival 

This festival is one of the famous international events in 

Macau. The festival combines Western and Chinese music 

culture, such as orchestral music, Western operas and 

Chinese traditional music and instruments. Artists from all 

over the world provide wonderful performance to the 

audience. 

7. Macau Food Festival The Macau Food Festival celebrates Macau‟s gastronomy, 

including dessert, seafood and snack. Visitors can feast on 

local flavour and eat food from mainland China and Asian 

and European countries. The festival is a great way to have 

fun with family members and friends. 

8. Macau Grand Prix Macau Grand Prix is another famous international event in 

Macau. Organisers usually set seats for the audience on 

both sides of the road. This event brings economic benefits 

to the hotel industry. 

Source: Macau Government Tourism Office, 2018 
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Many special events are held for residents and visitors every year. The 

total number of participants and attendees was 694,000 in 2017, 1,381 MICE 

events were organized and the number of participants and attendees reached 

1,901,000. The number of meetings and conferences went up by 2 on a yearly basis 

and the number of participants rose by 23.8%, which was attributable to the 

increase in meetings and conferences with 200 participants or more. Meetings and 

conferences whereas the number of participants expanded by 40.1% (DSEC, 2018). 

Most of the meetings and conferences were held in November 2017 at 143 (+7); 

however, the number of participants dropped by 26.3% on a monthly basis to 

25,000 (DSEC, 2018). Given these figures, investigating how locals perceive the 

event development in Macau is worthwhile to enhance understanding of how do 

they think of the destination image and what kind of impact will be made in the 

community. Using the results of the investigation, the government can uplift the 

policy in facilitating the environment and benefit the local community. 

THEORETICAL BACKGROUND 

Event tourism is a combination of tourism and event industries, propelling 

tourism planning and marketing and holding and marketing events as a new 

attraction for visitors (Getz, 1991; 1997). Getz (2008) stated that a great event 

development planning should integrate approaches toward tourism destination and 

marketing strategies. The goals of event tourism include gaining more revenues or 

income for local government from visitors and exhibitors, creating a great and 

famous destination image, enhancing locals‟ self-identity and improving 

infrastructure and public transportation and environmental benefits to residents. 

Events result in sharing views and opinions with others to achieve a 

successful and meaningful outcome (Silvers, 2004). In addition, events bring 

infrastructure improvement and social impacts to a destination and provide jobs and 

income for economic and city development (Konstantaki & Wickens, 2010; Soutar 

& McLeod, 1993). Positive economic impacts are increasing revenue, solving 

unemployment and minimize inflation. At the same time, these events can result in 

potential negatives to residents such as increased cost of living, traffic congestion 

and environmental pollution. Tourism destination can attract tourists, businesses 

and investments by improving positive impacts and handling negative ones 

(Popescu & Corbos, 2012). The destination or city can increase its destination 

competitiveness through tourism development (Donald & Getz, 2007) and provide 

many economic or social benefits to residents and visitors to celebrate their 

collective achievements. Such an approach provides interaction between visitors 

and residents. Thus, events are meaningful for researchers, as they can study 

individuals and communities as a whole (Reid, 2007). Tourism destination 

practitioners and marketers agree that event tourism should be an important 

industry for enhancing economic growth and cultural exchange in tourism 

destinations (Fredline, Jago, & Deery, 2003). However, events generate media 

coverage because they help destination practitioners and marketers create a positive 

image to visitors and bring benefits to the tourism industry (Derret, 2011). 

Holding events is a popular approach for fun or entertainment in different 

areas. The benefit not only limited to visitors at the same time they can benefit 

locals. Fredline and Faulkner (2000) found that during ambivalence among 
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residents, they tend to go at Gold Coast for motorsport events to relax themselves. 

This event is also a positive part of their lives. Gibson and Davidson (2004) stated 

that perception of residents for a local country music festival is that it can bring a 

positive image to local community. McCartney (2005) stated that residents also 

have a positive attitude towards Macau Grand Prix because it made Macau become 

an international city. This event created more attractive strategies and propelled 

planning to develop event businesses that fully understood residents‟ perception 

and avoided the negative impacts in Macau. This important issue that residents 

focused on could affect their positive perception towards events. This designation 

could also add economic benefits to the government and residents because it might 

result in local events, providing various impacts from tourism events. 

Au (2016) examined how accommodating visitors make cities crowded. 

As a consequence of visitors competing against residents for goods and services, 

many residents avoid visiting cultural attractions in Macau. Chen (2011) identified 

the benefits generated from job opportunities to residents. However, discussion 

based on event development is limited. Previous scholar (Christina, 2008) focused 

their study on destination image of visitors than residents. Destination image is an 

important element for destination management in tourism as it influences tourists‟ 

destination and overall satisfaction as well as their destination loyalty and revisit 

option. With destination image as basis, destination marketers can carry out a 

valuable approach to balance the image from visitor perspectives. Stylidis (2014) 

suggested that residents‟ destination image also exerts a positive effect on their 

perception of tourism impacts by drawing on the triple bottom line approach and 

adopting a non-forced approach and then understanding residents‟ attitudes and 

perception towards tourism development. However, discussion based on residents‟ 

destination image is limited. Destination image and impact are crucial for residents 

such that they take pride and create positive word of mouth. Therefore, this study 

attempted to use the viewpoint of residents to provide policy makers with 

recommendations on how to uplift the destination image and create a positive 

image for the local community.  

Previous scholars major focus on Macau casino development or casino-

related issues, thus overlooking other industries. (Taormina & Kuok, 2009; Wong 

& Rosenbaum, 2012; Chan, Wan & Kwok, 2015; McCartney, 2016;) If we can 

understand residents perception to tourism impacts can help government recognize 

various impact, reduce conflicts between tourist and residents as result create plans 

for motivating residents to support tourism development. This research attempted 

to fill the aforementioned gaps. 

The study objectives to examine residents „attitudes toward event 

development in Macau; to identify the perception of residents towards event 

tourism‟s effect on destination image and various impact in the community; to 

investigate whether residents perceived impact affect their support to event 

development in Macau and provide suggest to government for future destination 

development. 

The expected outcomes to marketers can enhance their understanding of 

how to market events and enhance the image of the destination. Study made 

recommendations to the government for future destination development and 

improvement. From the operation perspective, government can utilize relative 

infrastructure and ensure accessibility of the venue to create attendee satisfaction 
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and loyalty. Conversely from residents‟ perspective, understand their needs and 

want and reduce the conflict between locals and visitors, as result can create an 

positive word of the mouth in promoting Macau. 

LITERATURE REVIEW 

The Rationale of Event Tourism 

Event tourism has been agreed as one of the most popular parts of tourism 

development in countries and cities because of its rapid growth and environment 

friendliness. Event tourism is a combination of tourism and event industries, 

propelling tourism planning and marketing and holding and marketing events as a 

new attraction for visitors (Getz, 1991; 1997). Getz (2008) stated that a great event 

development planning should integrate approaches toward tourism destination and 

marketing strategies. The goals of event tourism include gaining more revenues or 

income for local government from visitors and exhibitors, creating a great and 

famous destination image, enhancing locals‟ self-identity and improving 

infrastructure and public transportation and environmental benefits to residents. 

Events result in sharing views and opinions with others to achieve a 

successful and meaningful outcome (Silvers, 2004). In addition, events bring 

infrastructure improvement and social impacts to a destination and provide jobs and 

income for economic and city development (Konstantaki & Wickens, 2010; Soutar 

& McLeod, 1993). Positive economic impacts are increasing revenue, solving 

unemployment and minimizing inflation. The destination or city can increase its 

destination competitiveness through tourism development (Donald & Getz, 2007) 

and provide many economic or social benefits to residents and visitors to celebrate 

their collective achievements. Such an approach provides interaction between 

visitors and residents. Thus, events are meaningful for researchers, as they can 

study individuals and communities as a whole (Reid, 2007). Tourism destination 

practitioners and marketers agree that event tourism should be an important 

industry for enhancing economic growth and cultural exchange in tourism 

destinations (Fredline, Jago & Deery, 2003). However, events generate media 

coverage because they help destination practitioners and marketers create a positive 

image to visitors and bring benefits to the tourism industry (Derret, 2011). 

Holding events is a popular approach for fun or entertainment in different 

areas. Fredline and Faulkner (2000) found that during ambivalence among 

residents, they tend to go at Gold Coast for motorsport events to relax themselves. 

This event is also a positive part of their lives. Gibson and Davidson (2004) stated 

that perception of residents for a local country music festival is that it can bring a 

positive image to local community. McCartney (2005) stated that residents also 

have a positive attitude towards Macau Grand Prix because it made Macau become 

an international city. This event created more attractive strategies and propelled 

planning to develop event businesses that fully understood residents‟ perception 

and avoided the negative impacts in Macau. Chen (2011) stated that the Macau 

government should find a propelling approach that can relieve the pressure from 

social services. This important issue that residents focused on could affect their 

positive perception towards events. This designation could also add economic 

benefits to the government and residents because it might result in local events, 

providing various impacts from tourism events. 



Journal of Tourism & Sports Management, 1 (2) 

94 

DESTINATION IMAGE CONCEPTION 

Destination image is crucial for tourism development in terms of 

organizing a meaningful tourism planning and marketing strategy for a destination. 

Hunt (1975) stated that images are extrinsically important because they could 

project the images and provide an overview of a city into a potential tourist‟s view. 

Understanding the differing images that visitors and non-visitors hold of a 

destination is important; thus, the government and marketers could propel tourism 

planning to attract visitors and non-visitors so as to develop tourism in a particular 

area (Selby Morgan, 1996). A destination image is defined as a significant element 

for tourism destination management and marketing because it affects the supply-

demand aspect, such as tourist attitudes and especially their perception towards 

destinations (Alhemoud & Armstrong, 1996). Furthermore, destination image is 

frequently defined to include beliefs, thoughts and perceptions that visitors hold 

towards their destination (Crompton, 1979). It is an important element for a 

successful and meaning tourism planning marketing. Majority of scholars covered a 

wide range of themes related to this topic, such as the dimension and 

conceptualization of destination images (Baloglu & McCleary, 1999). 

Mayo (1973) proposed three basic factors of images, namely, scenery, 

traffic condition and climate. According to Mayo‟s points of study, destination 

images would become relevant and attractive with sufficient scenery and moderate 

population. However, tourists find that a comfortable climate is an excellent 

attraction for local destinations. Moutinho (1987) also proposed three factors for 

destination images, namely, consciousness, attitude and expectation. Fakeye and 

Crompton (1991) added another element to the conception towards destination 

images and formulated complex images when visitors have directly experienced 

and perceived their destination. Gunn‟s (1998) theory, which includes original and 

induced images, Gunn (1972) pointed out that the target image should contain two 

elements, namely, organic and induced. Through an organic image of the 

destination, a potential tourist can learn or perceive the destination information by 

newspapers, radio, television, documentaries, journals and books. However, an 

induced image is a consequence of the promotion, such as paid advertising, 

publicity, public relations and rewards, of a specific place as a tourist destination 

(Gunn, 1997). 

Examining the destination images of residents has become a frequent 

object of studies worldwide. Residents‟ image of the destination where they live 

and work is necessary and brings meaning to the understanding of their attitude, 

perception and behavioral intentions, such as their support for tourism development 

based on destination images and tourism impacts on their city and the benefits that 

they gain from the tourism industry (Ramkissoon & Nunkoo, 2011). Echtner and 

Ritchie (1993) suggested that researchers could create structured and unstructured 

methods for the study on tourism development. That is, gathering feedback on 

destination images from visitors and residents is extremely convenient. Destination 

images could be regarded as a whole or destination elements, where each element 

consists of functional (tangible) or psychological (intangible or abstract) 

characteristics (Echtner & Ritchie, 1991). These images could portray the visitors‟ 

or residents‟ view and perception. Beerli and Martin (2004) studied the 

measurement of destination images among visitors and residents. They found that 

destination images should consist of cognitive, affective and conative components. 

The cognitive component of the image is related to a person‟s beliefs and 

information about the destination and their outcomes, which can help visitors or 
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residents to form an internally meaningful mental picture of this destination 

(Baloglu & McCleary, 1999; Pike & Ryan, 2004). It is also regarded as visitors‟ or 

residents‟ reaction and enjoyment of the resources and infrastructure in the tourist 

destination (Stabler, 1995). The affective component of images indicates a person‟s 

feelings and emotional responses towards a destination (Baloglu & Brinberg, 

1997). The conative component refers to a person‟s action or behavior in the 

destination (Bigné et al., 2001; Gartner, 1994). 

Previous studies (Hirschman & Holbrook, 1982) provided other important 

factors that exert an impact on destination images and suggested that destination 

images differ according to area (i.e. cultural subgroups, specifically ethnic groups), 

gender and social class. Socio-demographic characteristics (i.e. age, gender, 

household status, education, income and residence/geographic distance from the 

destination) also have been considered to influence a person‟s perception and 

beliefs of a destination image (Baloglu & McClear, 1999). The consequence 

between respondents‟ distances from the same regions would not differ (Hunt, 

1975). In terms of gender, Ryan and Aicken (2010) discovered that men are more 

favorable towards economic impacts, whereas women are critical of planning 

procedures. In terms of geographic distance factors, Walmsley and Young (1998) 

predicted that destination images are influenced by personal experience and 

knowledge through long-term assimilation of destination-related information. In 

terms of experience, Davis (1988) proposed that if people receive more information 

and knowledge towards tourism development, then they may fully support or 

display positive perceptions towards tourism development in a destination. 

MacKay and Fesenmaier (2000) investigated the influence of culture on 

environmental preferences from destination images and converted it into a pure 

landscape preference. However, studies on people‟s involvement in the tourism 

industry, especially participation and perception, are few, which may resulted in a 

perceived destination image. Residents‟ destination image is important means of 

understanding the reason for the support on tourism development. That is, a person 

is focused on the unique characteristics and tourism impacts of a destination rather 

than psychological involvement with the place. 

BENEFIT OF DESTINATION IMAGE TO RESIDENTS 

Various events conduct in a destination can potential uplift destination image. 

Locals will take pride and have more sense of belongings for their community. 

Destination image research is one of the most investigated issues in tourism 

development for marketing, visitors and residents. Destination image is a critical 

element in tourism industry planning and destination marketing because it can 

affect the relationship between the supply and demand of marketing. Residents‟ 

perception of a destination (i.e. city or town) in which they live was examined 

(Henkel, Agrusa & Tanner, 2006; Schroeder, 1996; Stylidis, Sit & Biran, 2016). To 

benefit residents, tourism development should focus on residents‟ perception of 

destination image rather than tourists‟. 

Research about residents‟ perceived destination image, attitude and view 

towards their place was further supported by changing destination image and 

tourism development. According to Merrilees, Miller and Herington (2009) 

highlighted residents‟ perception to natural environment, business activities next to 

public transportation, social behaviors, employment opportunities and government 
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characters. Various factors affecting residents‟ perception should be considered for 

future developments to sustain a destination‟s special characteristics and avoid any 

negative impact. Therefore, it is worthwhile for investigate how local residents 

their attitudes towards to behavior of event development in a destination. 

RESIDENT ATTITUDE TO TOURISM DEVELOPMENT 

Resident attitude has been an important issue in recent tourism studies. 

Resident attitude is formulated by the perception of residents towards various 

benefits. Resident attitude likely differs from the perception and behavior of 

destination visitors (Devine, 2009). Keogh (1990) stated that the more government 

and marketers gave and provided individual benefits and welfare to residents, the 

more positive the attitudes towards tourism development from local communities. 

Andriotis and Vaughan (2003) stated that determining factor of residents‟ 

attitudes is that residents cannot realize the negative impacts towards tourism 

development. Residents‟ attitude can be summarized into three aspects: cognitive 

(beliefs, knowledge and perceptions), affective (likes and dislikes), and behavioral 

(action taken or expressed) (Carmichael, 2000). Harrill and Potts (2003) suggested 

that resident attitude is an important foundation for economic and destination 

development. When people living in tourism areas cannot get or receive economic 

benefits from local visitors in tourism industry, they develop negative attitudes 

towards local tourism development. Therefore, important influential factors of 

tourism development from the residents‟ side should be understood fully to realize 

residents‟ motivation (Harrill, 2004). Long, Perdue and Allen (1990) concluded 

that resident attitude toward tourism development and planning is positive at the 

beginning. However, if the cost is more expensive than the benefits that the 

residents can get, then resident attitude will reach the maximum. Support for 

destination development decreases afterwards. The attitudes are not related to 

residents‟ characteristics, except for education and gender. 

Pavlina (2013) found that residents who get more individual benefits from 

destination tourism and realize that tourism as a propel towards positive tourism 

industry fully support future destination and tourism development. He also stated 

that all residents have full perception towards positive and negative tourism 

impacts, suggesting heterogeneity within these communities. Useful marketing 

strategies should be made by local practitioners and marketers, rather than 

presenting simple theories that tourism benefits residents by stating that residents‟ 

expectations and needs in tourism development are different. 

However, Girard and Gartner (1993) examined long-term and short-term 

residents in Wisconsin. Long-term residents are willing to see increased tourism 

development in their destination. They are satisfied with the better goods and 

services from tourism industry development. 

PERCEIVED TOURISM IMPACTS BY LOCAL RESIDENTS 

Many studies concluded the importance of residents‟ perception towards 

tourism impacts in the tourism industry. Residents support tourism development on 

the basis of their perceived tourism impacts (Nunkoo & Ramkissoon, 2011; 2012). 

Tourism can lead to changes in residents‟ perception, daily lives, social behaviors, 

beliefs and values. Residents‟ perception or attitude towards tourism impacts 

received scholarly attention worldwide due to its fundamental importance in the 
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development and management of sustainable tourism in a tourist destination 

(Sharpley, 2014). Jurowski (2004) suggested three important factors in the tourism 

industry: Economic, socio-cultural and environmental impacts. Economic impacts 

include revenues or income increase, many employment opportunities, capital 

investment increase, foreign exchange leakage, tax burden, inflation, shortage of 

material and service industry and local government debt. Residents realize negative 

economic impacts if cost of living and prices of goods and services increase. They 

realize positive economic impacts if tourism provides more jobs to residents, 

increase local revenue, residents‟ income and their quality of life. 

Socio-cultural elements include racial and cultural identity, increased 

leisure opportunities, increased cultural communication and exchange, increased 

crime rates and changes in traditional cultures. Brunt and Courtney (1999) also 

found that local residents and the community also realize positive tourism impacts 

by increasing cultural exchanges, communicating with different cultural people and 

protecting historical and cultural heritage. Tourism has the potential to positively 

and negatively affect residents in three main exchange domains. Negative tourism 

impacts identified by some researchers (Andereck et al., 2005; Martin, 2008; 

Diedrich & Garcia-Buades, 2009) include increased crime rate, drug abuse, worse 

social behaviors and destroyed traditional culture and values. 

Environmental impacts include protected scenic spots and creatures, 

controlled logistics issue, crowded air management, water and noise pollution and 

destroyed creatures and trees (Andereck, 1995). The environment is also an 

important theme in tourism development. Tourism can result in extensive 

environmental damages. Tourism destinations are attractive, but they can result in 

fragile environments without effective management from organizers and marketers 

(Andereck & McGehee, 2008). Tourism also causes traffic congestion, crowding, 

noise and pollution. Residents perceive positive environmental impacts when 

tourism industry can preserve local culture and heritages, enhance environmental 

conservation awareness and keep communities quiet and roads clean. Tourism 

impacts can be considered negative if they bring disruption to society‟s orders or 

social stability. Positive impacts can enhance vital attributes. 

Indeed, social-cultural, environmental and economic impact was crucial 

for event development. However, technology impact was often missing in event 

development‟s studies .Technology impact are very powerful ingredient and it 

might be motivated and could affect the perceptions viewers of a destination image 

and travel decision –making process. (Yen & Croy, 2016). Previous scholar 

highlight destination familiarity refers to a combination of previous exposure and 

the level of information obtained, to develop a recognizable construction of the 

destination (Baloglu, 2001). Therefore, this research attempt to fill the gaps for 

previous studies. 

In the tourism context, residents‟ attitudes and behaviors are influenced 

by extrinsic factors such as the situation of development (Butler, 2010; Doxey, 

1975), Residents‟ perceptions of tourism impacts often promises industries‟ 

practitioners and marketers better strategies for local destination economic growth 

and community development. Analyzing tourism impacts in destinations by 

understanding residents‟ perceptions of tourism impacts will help tourism industry 
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gain support from local community as well as ensure sustainable development. As 

Morgan (2012) noted, successful tourism destinations should be places that 

enhance the welfare of and benefits to its residents and provide a great approach 

towards sustainable living. 

RESIDENTS’ PERCEIVED TOURISM IMPACTS ON TOURISM 

DEVELOPMENT AND PLANNING 

Tourism plays an important role in economic component programs worldwide. 

Despite the popularity of tourism planning in this research field, only a limited 

number of tourism planning approaches were published in planning journals (Jamal 

et al., 2002; Marcouiller, 1997). Many governments and planners regarded tourism 

as a stable economic development strategy under many residents experience 

industrial restructuring. Bello (2018) stated that social awareness and educational 

level in tourism development were regarded as major factors in the residents‟ 

participation in tourism planning. Harrill (2004) suggested that policy makers on 

tourism planning should prioritize the protection of a city‟s social order, economic 

improvement, and environmental protection, such that communities and visitors 

remain satisfied. They should also consider the residents‟ understanding of the 

meaning and benefits of tourism development in relation to destination 

development and willingness to maintain the local community‟s quality of life. 

Padin (2012) proposed that an effective tourism planning according to destination 

should incorporate three factors, namely, economic, social and environmental 

development, into models of tourism planning. These factors are easy to find in the 

literature and frequently arise independently and without coordination. Bello 

(2018) suggested that governments and marketers should reconsider the local 

residents‟ willingness to support tourism planning. As previously noted, several 

factors limit the participation of local residents. When applied to this situation, 

Macau should rethink the conduct of its events, which may affect the local 

community. As a result, the trade-off between economic benefits and the local 

community may harm the environment. Therefore, investigating residents‟ 

perception of development of events is worthwhile. 

The lack of appropriate tourism planning and management can cause 

problems, such as a decrease in residents‟ economic benefits from tourism impacts. 

This situation may result in hostility or dissatisfaction towards tourists and tourism 

development, which will eventually contribute to the destination‟s decline. If 

tourists create much traffic congestion and crowd public places in environmental 

impacts, residents will become angry, unhappy and eventually dissatisfied with 

tourists and may treat them impolitely. In addition, residents may ignore how much 

tourism can help the development of the local economy or increase job 

opportunities and income. Therefore, understanding the significance of resident 

perception and attitudes towards the development of the tourism industry and 

realizing the requirement for the planning of tourist destinations in many developed 

and developing areas or cities (Harrill, 2003). At the same time, local communities 

in many tourism sectors are encountering the positive and negative impacts of 

tourism. To gain a positive attitude towards the development of the tourism 

industry and initiatives from local residents, governments and marketers are 

currently investigating the perception of the local communities towards the tourism 

industry (Harrill, 2004). 
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Tourism planning should help a destination share its culture and provide 

attraction to tourists and satisfy residents at the same time. Therefore, 

understanding and realizing residents‟ perceptions of tourism impacts are 

necessary. In this manner, the government and marketers can carry out efficient 

tourism planning for tourism development. At the same time, community tourism 

planning is also important because it provides a platform in which tourism 

experiences can be shared between tourists and local residents and induces their 

satisfaction towards tourism .If a community can carry out tourism planning, then 

they can hold positive attitudes towards the creation of a friendly atmosphere for 

visitors. If local communities are willing to participate in tourism planning towards 

future tourism, then they will hold a strong sense of and perception for tourism 

development planning and present a positive support for tourism development-

related activities, which can increase the effectiveness and efficiency of the 

implementation of tourism planning (Inskeep, 1991). 

THEORETICAL MODEL 

Social Exchange Theory (SET) has been one of the most fully cited theories 

for studying residents‟ perception and attitude in the tourism industry (Sharpley, 

2014). Many scholars (Xu, 2015) studied residents‟ attitudes towards and 

perceptions of tourism predominantly using SET compared with other theories. 

SET is a social psychological and sociological theory that explains social change 

and stability as a process of negotiated exchanges among all parties. Furthermore, it 

is a general sociological theory concerned with the understanding of the exchanges 

of resources between individuals and groups in an interaction situation by Ap 

(1992). SET also describes an important consequence, that is, human relationships 

are influenced by the use of a subjective cost–benefit analysis and comparison of 

alternatives. 

Harrill (2004) noted that researches use famous theories to study residents‟ 

attitudes or perception towards the impacts of tourism development. These theories 

include community attachment, social exchange and growth-machine theories. In 

the tourism industry, residents‟ perception is influenced by their understanding of 

tourism in terms of expected benefits and costs obtained and services they supply 

(Ap, 1992). Gursoy and Rutherford (2004) demonstrated that residents‟ support for 

the tourism industry is positive when they realize or gain positive impacts. 

However, residents‟ support for the tourism industry is negative when they realize 

or gain negative impacts. Andriotis and Vaughan (2003) discovered that economic, 

environmental and socio-cultural factors are important elements to SET, which will 

elucidate residents‟ perception towards future tourism development. Researchers 

stated that SET is the most important theoretical contribution to the tourism 

industry. Specifically, SET is widely used for the research on residents‟ attitude 

and perception (Fredline & Faulkner, 2000). According to SET, local residents 

tends to support tourism development when they realized that the economic, 

environmental and socio-cultural impacts are positive and that they can obtain more 

benefits from them. Notably, these impacts comprise extrinsic outcomes for 

destination residents. 

Studies that provide an appropriate structural model between residents‟ 

destination image, perception of tourism impacts and support for event 

https://en.wikipedia.org/wiki/Social_psychology_(psychology)
https://en.wikipedia.org/wiki/Sociological_perspective
https://en.wikipedia.org/wiki/Interpersonal_relationship


Journal of Tourism & Sports Management, 1 (2) 

100 

development remain lacking. Specifically, Turker (2013) considered the direct and 

indirect effects of tourism impacts and found that residents perceived a slightly 

negative impact and focused on major economic activities in the region. In 

addition, previous studies (Echtner & Ritchie, 2003) defined destination image is a 

mental construct influenced by the loss of information about a destination. 

However, this definition does not reflect support for the perception of place image 

for its residents. An adopted and theoretical model (Figure 1) suggests that 

residents‟ destination image influences their perception of the economic, socio-

cultural and environmental impacts of events, which in turn affect their level of 

support for event development (Stylidis, 2014). Residents‟ destination image has 

been shown to have a direct effect on residents‟ support for event development. At 

the same time, the study also provided a comprehensive understanding of residents‟ 

destination image and filled the research gap in terms of residents‟ support and 

perception of tourism impacts and destination image.(see figure 1). 

Figure 1. Various impact affecting the level of support for event development. 

METHODOLOGY 

Study methodology providing a deep understanding of the residents‟ 

perception of tourism impacts and destination image in event development in 

Macau in a natural setting that is sensitive the residents‟ perception and attitude. 

Therefore, research adopted qualitative approach to collect data to present the 

commitment to a certain version of a naturalistic, interpretive approach to the 

subject matter and an ongoing critique of the politics and methods of post-

positivism (Denzin & Lincoln, 2003). The descriptive research design aims to 

obtain five elements about interviewees, such as: „who‟, „what‟ and „where‟ from 

single or multiple cases (Yin, 2010). Moreover, we focused on the nature of the 

research questions, complexities involved in event development in Macau and local 

perception of local destination image and tourism impacts. This study used in-depth 

interviews to obtain qualitative data. The responses were subsequently transcribed 

for accurate presentation. Open-ended questions were used, and data were analyzed 

using the grounded theory frame. The study used non-probability sampling to 

represent the entire population of interest and infer the possible generalization of 

the findings. The selection of responders is an important approach in obtaining rich 

information sources. Interviewees must be residents in Macau for more than one 

year and willing to participate in the interview. The study adopted snowball 

sampling to select potential candidates. Sampling the residents ensured that the 
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answer would be verified. Residents were selected as the target respondents in 

Macau‟s major communities. Hence, the questionnaire was completed using the 

back-translation method to ensure that the questions were comprehensible in 

English and Chinese. To maintain construct validity, the English and Chinese 

versions were compared to ensure that the translation was accurate and did not 

induce bias in the research. 

The minimum sample size that is required to reach saturation and redundancy 

in grounded theory studies was 30 participants (Dworkin, 2012). A fact sheet 

provided to local residents for sharing more information to the participants. The 

interview took place in the local restaurants and library which provide a quiet area 

for interviewees feel free to share their comments. The data were summarized and 

organized according to the themes generated by the documentary review. 

Summaries of the interviews were also prepared to highlight the main concepts that 

emerged and set the context for selecting quotes from their comments, which were 

used as examples in the research report. The data analysis and coding were 

conducted in several stages. The generated codes were categorized and displayed in 

themed charts. Domain analysis was used to describe and analyze each theme 

separately. The coding results at different levels were compared to explore 

differences in opinions and suggestions. 

DISCUSSION 

Thirty participants were interviewed in this study (Table 2). They were 

located in Macau peninsula. The age of the interviewees ranged from 18 to 75 years 

old and were distributed as follows: 26.7% (8 out of 30) were 18 to 23 years, 26.7% 

(8 out of 30) were 24 to 38 years, 23.3% (7 out of 30) were 39 to 52 years, and 

23.3% (7 out of 30) were 53 above. Approximately 60% of the respondents (18 out 

of 30) were male and 40% (12 out of 30) were female. In terms of education level, 

10% (3 out of 30) were bachelor‟s degree holders; 46.7% (14 out of 30) were high 

school and primary school graduates; 16.7% (5 out of 30) were certificate, diploma 

or higher diploma degree holders; and 26.6% (8 out of 30) were master‟s degree 

holders. Twenty-eight interviewees had attended local events, whereas two had not. 

Table 2. Profile of interviewees. 

No Gender Age Education Level Income 

Level 

Attend local  

events in Macau 

Yes No 

P01 Female 18 to 23 High school 

graduates and 

primary school 

$5000 under Yes 

P02 Female 18 to 23 High school 

graduates and 

primary school 

$5000 under Yes 
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P03 Male 18 to 23 Certificate, 

Diploma or 

Higher Diploma 

$5000 under Yes 

P04 Male 18 to 23 Master‟s Degree 

or above 

$5000 under Yes 

P05 Male 18 to 23 Master‟s Degree 

or above 

$5000 under Yes 

P06 Male 18 to 23 Master‟s Degree 

or above 

$5000 under Yes 

P07 Female 18 to 23 Certificate, 

Diploma or 

Higher Diploma 

$5000 under Yes 

P08 Male 18 to 23 High school 

graduates and 

primary school 

$5000 under Yes 

P09 Male 24 to 38 Master‟s Degree 

or above 

$5000 under Yes 

P10 Male 24 to 38 High school 

graduates and 

primary school 

$10,001 to 

$15,000 

Yes 

P11 Female 24 to 38 Master‟s Degree 

or above 

$5000 under Yes 

P12 Male 24 to 38 Master‟s Degree 

or above 

$5001 to 

10,000 

Yes 

P13 Female 24 to 38 Master‟s Degree 

or above 

$5001 to 

10,000 

Yes 

P14 Male 24 to 38 Bachelor‟s 

Degree 

$20,001 to 

25,000 

Yes 

P15 Male 24 to 38 Bachelor‟s 

Degree 

$20,001 to 

25,000 

Yes 
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P16 Male 24 to 38 Master‟s Degree 

or above 

$5000 under Yes 

P17 Male 39 to 53 High school 

graduates and 

primary school 

$15,001 to 

20,000 

Yes 

P18 Female 39 to 53 High school 

graduates and 

primary school 

$15,001 to 

20,0000 

Yes 

P19 Male 39 to 53 High school 

graduates and 

primary school 

$15,001 to 

20,000 

Yes 

P20 Male 39 to 53 High school 

graduates and 

primary school 

$10,001 to 

15,000 

No 

P21 Female 39 to 53 Certificate, 

Diploma or 

Higher Diploma 

$15,001 to 

20,000 

No 

P22 Female 39 to 53 Certificate, 

Diploma or 

Higher Diploma 

$10,001 to 

15,000 

Yes 

P23 Female 39 to 53 Certificate, 

Diploma or 

Higher Diploma 

$15,001 to 

20,000 

Yes 

P24 Female Above 53 High school 

graduates and 

primary school 

$5001 to 

10,000 

Yes 

P25 Female Above 53 High school 

graduates and 

primary school 

$5000 under Yes 

P26 Female Above 53 High school $5000 under Yes 
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graduates and 

primary school 

P27 Male Above 53 High school 

graduates and 

primary school 

$40,001 or 

above 

Yes 

P28 Male Above 53 Bachelor‟s 

Degree 

$25,001 to 

30,000 

Yes 

P29 Male Above 53 High school 

graduates and 

primary school 

$5000 under Yes 

P30 Male Above 53 High school 

graduates and 

primary school 

$25,001 to 

30,000 

Yes 

This study base on four key questions to examine locals their perception of 

support for event development.  

1) What are your perceptions towards to event development in Macau?

2) What is the overall effect of event tourism on Macau‟s image and the

community? 

3) What are the potential perceived impacts to Macau event development?

4) What is your recommendation for future event development and improvement of

Macau from a tourism perspective? 

Interviewees need to response to the above four key questions and 

expressed their feeling about the potential image which may to the local 

community. Interviewees will highlight the potential impacts may cause to support 

event development in Macau. 

MACAU RESIDENTS’ ATTITUDES TOWARDS EVENT DEVELOPMENT 

IN MACAU 

Most respondents believe that tourism development relied on the gambling 

industry, because it was a key tourist attraction and largely contributed to tourism. 

The respondents believe that Macau lacks scenic spots. Though the service industry 

was an important industry in Macau, four young respondents said the service 

quality level in Macau was low, and service staff lack advanced knowledge in 

service quality. Two senior respondents also believe that tourism development 

resulted in a large number of visitors, especially low-quality group tours. However, 

one respondent believe that Macau had gathered many international events, making 

it an international event tourism destination.   
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Almost half of respondents hardly attended events in Macau despite 

events being a new industry. This situation included three reasons, namely, locals‟ 

lack of interest in the event themes, lack of discount for locals and simply a lack of 

time. Moreover, unattractive event themes were the main reason residents do not 

attend events. However, four senior respondents argued that event themes were 

interesting, which offer a new form of leisure for families. Some respondents 

agreed that event development was supported by the government. Furthermore, 

several respondents considered the event industry‟s reliance on the gambling 

industry and its benefit to other industries. Almost all respondents have a positive 

attitude towards event development in Macau, even though events result in 

crowding and congestion. 

RESIDENTS’ PERCEPTION OF THE EFFECTS OF EVENT TOURISM 

ON DESTINATION IMAGE AND TOURISM IMPACTS IN THEIR 

COMMUNITY 

All respondents stated that they have realised that tourism effect on destination 

image and tourism impacts in their community. Researchers relate the importance 

of proper image development to the overall success of a tourism destination (Chen 

& Kerstetter, 1999). Therefore, residents‟ perception of destination image is a 

crucial issue for destination tourism in Macau. Only three negative impacts were 

stated by respondents, including environmental harm, increasing crimes and too 

much commercialisation. According to the respondents, event tourism may harm 

the environment because it can result in crowding, congestion and pollution 

brought about by the large number of visitors. Positive impacts included increased 

jobs, cultural exchange and entertainment. Event tourism will increase jobs because 

it can contribute to economic development, as stated by most respondents. In 

addition, young residents focus on cultural exchange with humanistic nature, 

whereas senior residents focus on gastronomy. 

In the potential image of economic impacts, several job opportunities were 

stated by most respondents. The event industry can solve employment issues to 

some extent. In fact, it has provided numerous jobs opportunities to Macau 

residents. Respondents also stated issues such as industry innovation, government 

income and infrastructure. 

The potential image of socio-cultural impacts included 1) preservation of 

culture and heritage, 2) entertainment, 3) development of science and technology in 

Macau, 4) transformed food culture and 5) increasing crime rate. The event 

industry has caused a change in the flavour of local food. Respondents agree that 

traditional Macanese flavours have been combined with other flavours. 

Potential image of environmental impacts only included environmental 

destruction and noise. Respondents stated that the event industry can contribute to 

destroying the environment, such as crowding, congestion and pollution. However, 

events can bring economic benefit to residents. Locals also agree that the event 

industry causes noise.  

Most Macau residents have positive attitude towards event development 

in Macau. They support event development in Macau because of its positive 
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economic and socio-cultural impacts despite its negative environmental impacts. 

Therefore, the government and practitioners should focus on negative 

environmental impacts and address the associated problems. 

RECOMMENDATIONS FOR THE GOVERNMENT FOR FUTURE 

DESTINATION IMPROVEMENT AND DEVELOPMENT 

More than half of the respondents (22 out of 30) stated that the 

government should focus on locals‟ needs, such as job opportunities, improved 

social welfare and diverse events. Respondents‟ answers reveal that local residents 

are concerned about benefits on the quality of life more than other issues, but they 

all have positive attitude and support towards the event business in Macau. Shim 

and Lee (2003) identified that the government expects accrued benefits to 

positively influence economic and environmental development along with 

residents‟ support and enhancement of their quality of life. Thus, the government 

must fully understand and ensure locals‟ need to enhance their quality of life. 

The youth also prefer to receive information about events via advanced 

and traditional approaches, and social media. Marketers and organizers should 

particularly focus on using WeChat and Weibo when promoting events because the 

youth will be the key target market of events. Thus, marketers and organizers must 

change traditional word-of-mouth promotion methods to social media to capture 

the youth. 

A total of 13.4% of interviewees (4 out of 30) said that the government 

should control logistic issues to avoid crowding. Crowding is that the main 

negative environmental impact perceived by local residents because the large 

number of visitors gathered in scenic spots, public transportation stations and even 

in communities make local residents feel crowded. Local interviewees tented to 

control visitors in communities and improve public transportation condition. Thus, 

the government and marketers must make proper tourism management planning to 

avoid inconvenience to local residents. 

A total of 13.4% of interviewees (4 out of 30) said that the government 

should educate residents and tourists regarding tourism development in the future. 

Their answers show that visitors‟ social behavior should be managed to protect the 

environment and maintain the quiet living conditions of locals. Residents should 

also adopt a policy of courtesy and become good hosts especially because the local 

youth had serious complaints about the service industry. Thus, the government and 

marketers must make proper planning about training to enhance quality of service 

between residents and visitors. 

NEW FRAMEWORK OF RESIDENTS’ IMAGE AND 

PERCEIVED IMPACTS FOR EVENT DEVELOPMENT IN MACAU 

Figure 2 shows residents‟ image and perceived impacts for event 

development in Macau. Residents‟ support for event development was influenced 

by perceived economic impacts, perceived socio-cultural impacts, perceived 

environmental impacts, perceived technological impacts and residents‟ image. 

Science and technology is the foundation for rapid event development. Apart from 

exhibitors, visitors and designers can gain benefits via science and technology. 

However, residents‟ quality of life would be influenced by science and technology. 
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Positive technological impacts for locals would strengthen their support for the 

event business. Residents‟ image also could impact perceived economic impacts, 

perceived socio-cultural impacts, perceived environmental impacts and perceived 

technological impacts. 

Figure 2. Residents‟ perceived image and tourism impacts for event development 

in Macau. 

Technological impact also relates to residents‟ support for event 

development. Modern science and technology are becoming the dominant force 

towards the development of the event industry. It can not only improve the 

efficiency of exhibition activities, but also improve the quality of life of locals in 

hosting locations. Young locals also use mobile payments in Macau. This trend 

originated from Mainland visitors through event tourism. It was a convenience in 

daily life and resulted in numerous economic benefits. Previous studies were 

limited to social, economic and environmental impact. However, this study filled 

the gap by considering technological impact. 

IMPLICATION FOR DESTINATION MARKETERS 

This research discovered that environmental impact and environmental 

destruction are unique negative concern in residents‟ perception. Hence, the 

government and practitioners should focus on this issue. Therefore, effective 

management strategies considering environment management should be made in 

future event development. This study identified that marketers need to adopt 

technology to capture the youth‟s attention. The youth prefer to receive and use 

technology if it is interesting and convenient. In the event industry, young 

generation locals prefer simple and convenient social media when receiving 

information about events. The government and practitioners should replace the 

word-of-mouth approach with social media. At the same time, the government and 

marketers should focus on technological impacts towards locals, because these 

impacts would strengthen locals‟ support for the event business. 
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This study also identified strong expectations of locals to satisfy their needs, 

provide numerous jobs and welfare to residents, balance locals‟ need and event 

development. If the government handles the suggestion well, then residents would 

support future event development. 

LIMITATIONS AND FURTHER RESEARCH 

This study emerged from the related literature, which included the use of 

secondary data analysis and in-depth interviews. However, this study has several 

limitations. Firstly, its sample size was small. The sample size included only 30 

participants. Secondly, the research employed convenience sampling in Fai Chi Kei 

and Iao Hon two small local communities. Thus, the results may vary from other 

communities in Macau. Therefore, the analysis that remaining parts of residents‟ 

perception of other perspectives in tourism was drawn with these restrictions in 

mind.  

Future studies should utilize different approaches to identify this issue and 

not only qualitative approaches. Sample size should also be enhanced and different 

communities. Furthermore, in-depth interviews on the perception of residents‟ 

image and perceived impacts for event development should be taken. 
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