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Background
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= Landscape and nature experience Is increasing as motivation for tourism

= Experience nature is for 78-83% of the German population very
important or important. (F.U.R. 2004)

= Alpine summer tourism strongly relies on landscape.

= | andscape is the most important factor in the decision for a summer
holiday in Austria (Tourismus Monitor Austria 2005:16).

= Trends supporting nature based tourism and eco-tourism in the alpine area

= Hiking and authentic experiences (ETC 2006, Tourismus Monitor
Austria 2006, Schmitz-Veltin 2005)

= Hopes for a revival of summer resort epoche of the Alps
(“Sommerfrische”) in the Belle Epoque as more days of sun can be
expected in the alpine space. (Mller et al. 2007).
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Rural development -

KU

role of protected areas

In Europe there is a trend to urbanisation. Negative impacts for rural
areas are feared.

This trend takes shape especially in the alpine space
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Marketing of rural areas
enhancement via protected areas

<
In the context of rural tourism marketing and branding plays an
Increasing role:

= The competition in the tourist sector increases. On the market there
are more and more similar products without independent profile.

= The destination choice becomes more difficult and complex for
tourists. The image of a destination can be the critical stimulus in
the decision

= This situation makes it necessary to offer a differentiated product
with a clear profile and an appealing image. This can be achieved

most effectively by branding.
(European Travel Commission 2006, Bieger 2005, Scherhag 2003)
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Model of destination branding
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Factors In tourists' destination choice @K“
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Accessibility Human
Resources

UNWTO 2007:1

08.07.2008 Veronika Wirth, Ulrike Probstl, Wolfgang Haider



Research questions

@
= Which role do protected areas play in the destination choice?

= Which tourists find destinations in protected areas attractive? What are
their expectations?

= Can protected areas contribute to destination branding?

= |s a higher price in a region with protected areas acceptable, a kind of
“nature- tax™?

= Under which conditions are tourists willing to pay more in regions with
protected areas?

= What amount are tourists willing to pay?
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Sampling and survey @Ku

= Web based survey in a major tourist origin area for Appled Life Sciences vienta
alpine summer tourism tacrucns Scences.

= Germany-wide representative online survey
= at least one holiday trip in the last 3 years
= age group: 18-70 years

= Sampling procedure via online panel

= N=1153

= Response rate: 56%

= 34/26 questions
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Design of one choice set
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Results — Motives
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Attributes In the destination choice

Attributes and offers of a
holiday destination in the Alps

W5 Very important

@4 O3 0O2 [l not important

Good quality of accomodation and gastronomy

Intact, unspoilt nature

Good price of accomodation and gastronomy

Over average days of sun

Protected areas in the region (e.g. national parks, nature parks)
Swimming opportunities

Beautiful, versatile cultural landscape

Hiking and mountaineering opportunities

Nature experience offers (e.g. guided tours, educational trails...)

Versatile cultural offers

Family friendly offers

Versatile shopping facilities

High quality wellness and spa facilities

Events and festivals

Entertainment and nightlife

Health resort facilities

Extended sport offers (e.g. horse riding, golf, indoor facilities)
Climbing opportunities and fixed rope routes

Versatile mountain bike routes

Other offers
N= 990

University of Natural Resources and
Applied Life Sciences Vienna
Department of Landscape, Spatial and
Infrastructure Sciences

11



First results of the DCE

Latent class segmentation to document heterogeneity

= Social oriented visitor (60%)

= Significant attributes influencing the destination choice positively: rather large busy locations,
sport activities, cultural offers, nature experience offers, days of sun, price; no influence of
protected areas.

= Group characteristics: Over average representation of young persons, with basic education and
A-levels, under average time spent outdoors; Motivational factors: Conviviality and fun.

= Nature oriented visitor (27%)

= Significant attributes influencing the destination choice positively: small locations with only basic
facilities, sport activities, cultural offers, national parks, nature experience offers, price.

= Group characteristics: Over average representation of elder persons, secondary school and
university degree, time spent outdoors. Motivational factors: Nature and regional
characteristics.

= Qutdoor oriented visitor (13%)

= Significant attributes influencing the destination choice positively: sport activities, days of sun,
national parks.

= Group characteristics: Over average representation of elder persons, basic and secondary
school.

08.07.2008 Veronika Wirth, Ulrike Prébstl, Wolfgang Haider 12



Different protection categories in the @Ku
destination choice

= National parks and nature parks are a selection criteria e U scences vmna
for some market segments Prsivas somees T

= National parks are most preferred

= Nature parks are a significant selection criterion
only for people who are well informed about PA

= Natura 2000

= Opportunities have been associated with this “brand”
= Disappointing results

= Even negative for some visitor segments
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Willingness to pay for PA

m 5 fully applicable

Would you consider to pay a higher price in aregion with protected areas, ma
akind a"nature tax" if the following conditions apply? o3
a2

If the money is dedicated...

to protect endagered plant and animal species

to the protected area in general

to improve the quality of the recreational
infrastructure, e.g. trails information, look outs

to research related to protected areas

to guided tours and educational offers

Other

01 not applicable
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Willingness to pay for PA

Which amount do you consider to pay
if your selected criteria apply?

more than 10€ per
adultand week

204 none atall
5€-10 € per adult 13%
and week
17% up to 1€ per adult
‘ and week
11%
3 €-5€ peradul
and week
27% 1€ - 3 € peradultand
week
30%
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Discussion

= These results reflect the opinions of a representative o
sample of the German population interested in Appiied Uit Sciences viemna -

Department of Landscape, Spatial and

spending summer holidays in the Alps

= For a market segment of about 30-40% (classes 2 and
3) protected areas are an attribute affecting destination
choice, strongly related to the motives.

= Protected areas are an attraction only in combination
with other offers, especially recreational activities.

= There are large differences between different protection
categories.

= Respondents state a general willingness to support the
maintenance of conservation issues and recreational
Infrastructure in protected areas.
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