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Introduction

Dominik Siegrist, Christophe Clivaz, Marcel Hunziker & Sophia lten

Management and monitoring of visitor flows in recreational and protected areas are top-
ics of growing importance worldwide. Today more than 100,000 protected areas exist glob-
ally, and the trend shows that their number is increasing, as the IUCN statistics demonstrate.
To these we must add numerous smaller areas that also have special natural or cultural he-
ritage values but do not have a special protection status. Many of these areas do not only
serve the protection of natural and cultural values or biodiversity, they are also important
points of attraction for tourism and recreation. These sites must be professionally main-
tained and managed if they are to conserve their natural and landscape values in the future.

With the rise of nature-based tourism in protected areas one is confronted with the in-
creasing need for effective visitor management. Visitor management is a key matter, espe-
cially when one considers that tourism’s basic resources, nature, landscape, and cultural
heritage, are increasingly under pressure. Therefore, applied tourism research wishes to
contribute to ease conflicts between these resources and tourism use. This goal is pursued
by the development of new monitoring methods and the data they provide as well as the
comprehensive presentation of results and their application in practice.

From this scientific and practical background four central questions arise:

1. Which impacts do tourist use and recreational activities have on recreational and
protected areas and how can these be presented?

2. Which images of landscape, nature, and wildlife are the basis for the use and man-
agement of recreational and protected areas?

3. What requirements must be met for regional development and nature-based tourism
to take place in relation to recreational and protected areas?

4. How relevant is research for actual practice and how are research results integrated
into planning and management?

The present compilation presents the results of ten studies that contribute to answering
these four central questions. By publishing this work, the editors wish to display the results
of applied research from different parts of the world and make them accessible to interested
managers and administrators.

To guarantee scientific quality, each submitted paper was given a double-blind reviewing
by two international experts who read the contributions critically and commented them ano-
nymously. To reinforce the link between research and practice, each study was judged by a
management and a research expert.

The contributions of ABSHER et al/, AIKOH and CIHAR & TREBICKY discuss long-term visitor
monitoring as a basis for sustainable development of protected areas. Thus, general trends
can quickly be identified and negative consequences can be limited by the management:

—  The matter of how imposing fees for nature-based tourism offers are perceived by
the public and which social mechanisms influence this perception is approached in
a study from the northwest of the United States.

—  How the spreading area of impacts due to lack of sanitary infrastructure can be ana-
lyzed using aerial photographs is explored in a case study from Daisetsuzan Na-
tional Park in Japan.



—  Which trends are impeding the sustainable development of parks and by which
means they can be overcome is investigated in a study from the Czech Sumava Na-
tional Park.

The contributions of BACKHAUS et al.,, Lupp & KoNoLD, WIRTH ef al. and YUAN & LUE address the
central questions of how knowledge of visitor needs and their preferred communication
channels can help planning processes to be more focused on user requirements and market
the tourism offers more effectively.

- How certain images of landscapes are linked to the perception of sustainable devel-
opment is investigated in two protected areas in Switzerland.

- How knowledge of the environment can lead to a different perception of landscapes
and a change of visitor behavior is described in a case study on the Miritz National
Park in Germany.

—  The preferred communication channels of different visitor types and their informa-
tion needs are analyzed in a study from Taiwan.

—  The importance of protected areas in the marketing of tourism destinations is pre-
sented based on the example of the pan-European concept Natura 2000.

The contributions of LINTZMEYER & SIEGRIST, SPIESS ef al. and MONNECKE et al. discuss success
factors of protected area tourism and analyze the application of different planning instru-
ments in the fields of nature-based recreation and nature sports.

— A study of parks in several Alpine countries discusses success factors for protected
area tourism.

— A case study in Switzerland serves as a basis to investigate which planning instru-
ments are most suitable for the development of local recreation areas with high visi-
tor requirements.

- How approaches to solutions in the conflicting areas between nature-based sports
and protection of nature can be made accessible to a wide audience is presented
from a case study in Switzerland.

The papers gathered here were first presented at the Third International Conference on
Monitoring and Management of Visitor Flows in Recreational and Protected Areas (MMV3),
which took place in Rapperswil, Switzerland, from September 13 to 17, 2006. Researchers
and managers from different parts of the world exchanged results from their current re-
search and practical experience and discussed their practical applications. Alongside the
conference proceedings, gathering the extended abstracts, and the special edition of the
Journal Forest Snow and Landscape Research of the Federal Institute of Forest, Snow and
Landscape Research (WSL), containing basic research oriented studies, the present publica-
tion dedicates itself to applied research oriented results. Thus, the editors wish to help close
the gap between practice oriented research and its successful implementation.
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Abstract: Natural resource managers
need to better understand the impact of
fees on outdoor recreationists. The debate
about recreation fees involves both opera-
tional issues such as revenue use and so-
cial issues such as justice and fairness.
The recreation fee program of the US For-
est Service is over ten years old and it is
now possible to gauge some of the longi-
tudinal effects of fees and fee communica-
tion programs. This paper presents ongo-
ing research to provide monitoring of the
recreation fee program in the Pacific
Northwest region of the United States.
Surveys of residents in Washington and
Oregon were conducted in 1999, 2001, and
2003. This paper highlights findings that
describe public perceptions about the fee
program over a six year period. The key
issues are: Shifts in public attitudes about
fees, perceptions about the balance be-
tween taxes and fees, equity and imple-
mentation concerns, and revenue uses.
Results suggest that public attitudes have
remained relatively stable and that in so-
me important ways negative reactions ha-
ve been reduced. The paper concludes
with some implications from these results,
notably the practicality and relevance to
managers of using user assessments.

Zusammenfassung: Fur Manager nattr-
licher Ressourcen ist es wichtig, die Aus-
wirkungen von Geblhren auf Erholungssu-
chende besser zu verstehen. Die Debatte
Uber Gebuhren fur Serviceleistungen/ Ange-
bote im Erholungsbereich beinhaltet zwei
Aspekte: einen betriebswirtschaftlichen, et-
wa hinsichtlich der Verwendung der Ein-
nahmen, und einen sozialen, wie Gerechtig-
keits- und Fairnessfragen bei ihrer Erhebung.
Das Geblihrenprogramm des US Forest Ser-
vice existiert seit uber 10 Jahren. Dieser Zeit-
raum erlaubt eine Zwischenbilanz Uber die
Langzeitwirkungen von Gebuhren auf Erho-
lungssuchende und der begleitenden Kom-
munikationsprogramme zu ziehen. Dieser
Bericht beschreibt aktuelle Forschungsaktivi-
taten Uber erholungsrelevante Gebuhren-
programme im pazifischen Nordwesten der
Vereinigten Staaten. Flir einen Zeitraum von
sechs Jahren wird dargestellt, wie solche
Gebihrenprogramme o6ffentlich wahrge-
nommen werden. Befragungen von Einwoh-
nern der Staaten Washington und Oregon
wurden in den Jahren 1999, 2001 und 2003
durchgefuhrt. Schlisselthemen waren: Wan-
del der offentlichen Einstellung gegentber
Gebihren, Wahrnehmung eines Gleichge-
wichts zwischen Steuern und Geblhren,
Gleichheits- und Implementierungsaspekte
sowie Fragen Uber die Verwendung der Ein-
nahmen. Die Ergebnisse deuten darauf hin,
dass die Einstellung der Bevodlkerung zu Ge-
buhrenprogrammen im Erholungsbereich
Uber die Zeit relativ stabil blieb und negative
Reaktionen durch Kommunikationsprogram-
me vermindert werden konnten. Abschlies-
send wird auf die Relevanz und Praktikabili-
tat solcher Meinungsumfragen flir Ressour-
cen-Manager hingewiesen.
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INTRODUCTION

Charging fees for recreational access is not entirely a new idea. Places such as National
Parks have charged entrance fees for almost a hundred years. Various other agencies have
instituted fees for a range of services such as parking, site entry or use permits, especially
for developed sites such as campgrounds, beaches, boating access and at times less devel-
oped areas such as wilderness areas. Some of these are not “recreation fees” per se, but of-
ten the public does not make distinctions among the categories and rationales agencies use
to justify fees and other charges for recreational use. Our focus here is on the access fees
implemented by the US Forest Service (USFS) in the Pacific Northwest. Initially this was part
of a three year pilot “fee demonstration” program legislatively established in 1996. After
several extensions, it was made a permanent authority under the Federal Lands Recreation
Enhancement Act (FREA) in 2004 (Public Law 108-447). The dual purposes of this Act were to
improve the situation on the ground through the use of revenues to reduce maintenance
backlogs, especially for infrastructure such as roads, toilets, etc., and to establish a balance
between free provision of recreation opportunities and a system where those who directly
benefit pay some of the cost of provision. This program attempts to strike a balance be-
tween a pure public lands doctrine that includes free access and a more business-oriented
model that emphasizes the exchange of goods or services. This has not been without con-
troversy. Some have argued that fees are a necessary part of modern land management
systems (McCARVILLE 1995; WARREN & REA 1998) while others have seen them as simply anti-
thetical to agency purposes (DUSTIN et al. 2000; BENGSTON & FAN 2001). There have been other
controversial aspects as well, notably surrounding questions of equity in public services
provision (NYAUPANE 2004; MORE & STEVENS 2000), how taxes and fees should be balanced
and used (VASKE et al. 1999; USGAO 2003), public response to a shift in managerial empha-
sis (SCHNEIDER & BUDRUK 1999), and whether managers incorporate public monitoring or
evaluation such as we present in this paper (ABSHER et al. 1997). There is much more litera-
ture available on these topics and the reader is directed to more comprehensive reviews for
greater detail (NYAUPANE 2004; USGAO 1998; REy 2005)

The US Forest Service authority to charge recreation fees has been in place for over ten
years, although some places were added or deleted in the early years as the program grew.
New fees were initiated at many sites in 1997 or slightly later as decisions about how to im-
plement the authority were made. Some sites, e.g. scenic overlooks, were deleted from the
program over time as the criteria for implementation evolved. Recreation fees are charged
for a variety of uses, such as parking at trail heads, camping at developed camp sites, or
launching a boat at a developed ramp. Typically, daily fees range between $5 for parking or
using a launch, to a higher and more variable fee (e.g., $8 to $20) for camping that depends
on the level of development at a specific campground or campsite. As the fee program de-
veloped it has generated substantial revenue that has been used locally to improve the rec-
reation infrastructure and reduce maintenance backlogs (USDA 2006). However, some of the
controversial aspects may still remain as concerns in the minds of the users and little re-
search has been done to better understand preferences in relation to recreation fees over
time.

The purpose of this investigation is to determine the extent to which the public recog-
nizes and supports USFS efforts to establish a recreation fee program. In particular, we want
to know if support and preferences for the USFS fee program have changed over the first six
years of implementation in one USFS region, the Pacific Northwest. Because fees involve
social issues related to taxation, fairness, management options, revenue use, and equity, we
address the following six issues:

1. General acceptability of recreation fees,

2. The role of user fees in relation to general appropriations, i.e., fees versus taxes,
3. General preferences for management under budget constraints,
4

Equity of access concerns, especially for low income groups,

10
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5. Management (implementation) options to ensure fairness,

6. Preferences for fee revenue use (environment, facilities, etc.).

METHODS

One key aim of this research was to enable longitudinal evaluation of the recreation
fee program. Accordingly, some survey questions were replicated in each wave of the
survey in order to track changes in the public’s attitudes. The data are from three inde-
pendent telephone surveys. Each survey was conducted in the fall and spaced two years
apart. Adults from the general population in the states of Washington (WA) and Oregon
(OR) were targeted. Random digit dialing was conducted each time by professionally
trained survey staff, who were monitored for consistency and compliance to accepted
phone survey sampling protocol (DILLMAN 2000). Adult residents were screened for an
interest in outdoor recreation and visitation to public lands (parks or forests) in the past
12 months. For the purposes of this study, the response rate was defined as the number
of completed or useable interviews divided by the number of eligible reporting units in
the sample. Accordingly, the response rate for the 1999 survey was 52% (3199 house-
holds contacted, 1676 useable), the response rate for the 2001 study was 53% (3775
households contacted, 2005 completed interviews, 1989 useable), and the response rate
for the 2003 survey was 32% (2200 contacted, 847 completed telephone interviews, 710
useable). Fewer were targeted in the final wave due to budget constraints and the inclu-
sion of another state, which lowered the number of respondents for WA and OR. Thus
the entire database has 4,375 respondents. Because the analysis below keeps each wave
separate, and each sample was internally consistent and representative of the target
population, there was no need to use case weights.

RESULTS

First we report on the general socio-demographic breakout of the samples (TABLE 1). The
samples do have some differences; notably, the respondents were older in the 2003 survey
and more evenly balanced in gender in the 1999 sample. In all years the ethnic makeup of
the sample was dominated by White/Caucasian. This profile is similar to the adult popula-
tion in the states of WA and OR, but cannot be directly compared because of the screening
questions that focused on only those with an interest in and use of public lands. No attempt
was made to adjust the results to account for the effect of these differences on the variables
of interest.

TABLE 1: Socio-demographic

1999 2001 2003 comparison by survey year,
Age (>40) 54.4 61.1 66.3 in percent.
Gender (M) 51.3 57.1 56.3
White/Caucasian 84.7 88.5 86.4

Next we present results on overall fee acceptability and revenue use (TABLE 2). The items
were worded: “There is nothing wrong with charging fees to recreate on National Forests”
and “Charging fees helps the Forest Service to protect the land and provide recreation op-
portunities”. Each employed a five-point Likert type scale that ranged from strongly dis-
agree (1) to strongly agree (5). The first question measures the acceptability of charging fees
for recreation activities (Fees OK?). The results were generally consistent between the three
surveys. Means ranged from 3.05 to 3.31, and although the differences are statistically sig-
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nificant (p<.05), the initial measurement of 3.16 dropped to 3.05 then rose to 3.31, suggest-
ing the public opinion has stayed in the middle, or slightly positive range throughout. Also
in TABLE 2 is the general attitude toward the idea that fees are helpful to manage recreation
sites (Fees help). Here there has been a steady increase over the years, with a total increase
of a quarter of a scale point. This pattern of differences is statistically significant (p<.01) and
may in part be attributed to increasing public acceptance of the fee program. Although the
difference is real, it is rather small, suggesting the public remains in a moderately positive,
stable position and that support is increasing slowly.

1999 2001 2003 ANOVA test of means
Fees OK? 3.16 3.05 3.31 F=5.90, p<.05
Fees help 3.54 3.66 3.79 F=4.98, p<.01

Next we report on a second major issue: the public’s opinion about the “proper bal-
ance between taxes and user fees” for operating recreation areas (TABLE 3). The domi-
nant response in all years was equal support from taxes and user fees (43.6 to 47.9 per-
cent) with a noticeable rise in support for taxes in 2001. Although there was a slight
trend in 2001 and 2003 towards increasing the proportion derived from taxes and a
lower proportion who support a purely user fee source in 2003, the general pattern sug-
gests that a balanced approach is desired with some emphasis on taxes as contributing
the larger share.

Fees versus taxes 1999 2001 2003
Entirely from taxes 10.3 9.7 10.2
Mostly from taxes 20.7 29.2 26.2
Equally from taxes and user fees 47.9 43.6 471
Mostly from user fees 15.1 11.8 13.7
Entirely from user fees 6.0 5.8 2.9
TOTAL 100.0 100.1 100.1

Chi square = 41.8, p<.001

Third, we looked at site management options. Using the same 5-point response scale
as before respondents were asked about the consequences of budget tightening,
namely if money is not available should the managers close a site or keep it open and/or
accept some site deterioration (TABLE 4a). There are low ratings for either option, with
means ranging from 1.69 to 2.12, which correspond to disagree to somewhat strongly
disagree. The level of disagreement does diminish with time and, although each series
is statistically very significant, this is not a large change in practical terms. Closing a site
is slightly more acceptable than letting it deteriorate, but the lack of support for either is
consistent and obvious.

1999 2001 2003 ANOVA test of means
a. Site options
Close site? 1.84 2.12 2.10 F=21.62, p<.001
Let deteriorate 1.69 1.83 1.77 F=6.40, p< .001
b. Equity issues
Only rich? 3.89 2.59 2.58 F=32.9, p<.001

Should not use 1.96 1.87 1.91 F=1.66, p = ns

12

TABLE 2: Acceptance of fees
and general attitude toward
their usefulness.

TaBLE 3: Preference for fees
or taxes as revenue source,
in percent.

TABLE 4: Agreement with site
options, equity issues, man-
agement issues and reve-
nue use questions.
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c. Management options

No fee sites? 4.18 4.17 4.03 F=6.39, p=ns
Free day? 3.82 3.86 3.84 F=1.15, p=ns
Developed only? 3.37 3.58 3.54 F=11.24, p< .001
d. Revenue use
Natural Environment 4.59 4.38 4.43 F=13.617, p< .001
Restrooms 4.25 4.35 4.33 F=2.892, p=ns
Trails 4.04 4.08 4.11 F=0.675, p=ns
Universal access 3.55 4.06 3.89 F=58.665, p< .001
Recreation information 3.40 3.70 3.61 F=21.357, p<.001

Fourth, we report on equity issues. From the above discussion it seems obvious that
most people felt that charging some fees is acceptable and helps the Forest Service do a
better job of protecting the land and providing recreational opportunities. However, as a
public agency there are social equity considerations to incorporate as well. The next sec-
tion of results (TABLE 4b) shows the responses to two aspects of this issue, namely
whether charging fees makes it so that some people cannot use the public lands and
whether people who cannot pay the fees should not use the forest. Question wording was:
“Charging fees on National Forests will make it so that only the rich can use the best ar-
eas” (Only rich?) and “If someone cannot afford to pay the fee, they should not use the
National Forest” (Should not use). The second question remains stable over time with
moderately strong disagreement in all three surveys (means of 1.87 to 1.96, differences
not statistically significant). The other question shows a large, significant shift. Initially re-
spondents mainly agreed that fees would have such an exclusionary effect (mean= 3.89)
but this has dropped precipitously to 2.58 and remained there. Thus it seems that most
people would now disagree that charging fees will make it so only the rich can use the Na-
tional Forests. A combination of personal experiences and information effects has likely
contributed to this shift.

Fifth, there are three questions that look at management options to ameliorate equity
and access issues (TABLE 4c). First we asked if some sites should always be free, i.e., “Set
aside some areas of the National Forest where no fees are charged” (No fee sites?). Strong
and continuing agreement (means from 4.18 to 4.03) was evident for this idea. Secondly re-
spondents were asked if some days should be free: “Make one day a month free” (Free
day?). Here there was moderately strong and consistent agreement (3.82 to 3.86). And fi-
nally we asked if fees should be restricted to developed sites only: “Do not charge fees for
use of National Forest lands, except for activities like camping at developed sites” (Devel-
oped only?). Again positive and consistent agreement (3.37 to 3.58) was recorded. The pat-
tern is not statistically significant for the first two and highly significant for the third item.
Thus the public opinion seems to be that some accommodation to equity and access is im-
portant and should be part of the fee management scheme, especially the principle that it is
appropriate to charge for sites that include infrastructure developments.

The sixth and final bank of questions focused on residents’ priorities on how fee reve-
nue should be spent (TABLE 4d). These were purposely diverse, covering natural resource
management “Maintain the quality of the natural environment” (Natural environment),
restroom maintenance (Restrooms), trail maintenance (Trails), improvements for the dis-
abled, i.e., “Provide assistance to ensure universal access” (Universal access), and provid-
ing recreation information (Recreation information). All were agreed to, and very strongly
at times, with significant differences over the years. Maintaining the quality of the natural
environment was the top rated priority, followed closely by maintaining restrooms and
trails. Support for universal access improvements and recreation information has been
more volatile, and overall has increased slightly over the years. In the end the mean
scores seem to be converging slightly with a smaller range (3.61 to 4.43 in 2003 versus
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3.40 to 4.59 in 1999). Although the strongest support is for spending on natural resource
management projects and the weakest of these five is for information campaigns, all five
options are moderately to strongly endorsed, with means always above 3.4. This suggests
that providing multiple uses for the revenue would be a successful management strategy.

Summary of Results

In general, residents agree that fees are both acceptable and useful, and they
strongly preferred imposing fees to closing sites or allowing them to deteriorate (when
funds were inadequate). They do expect some balance between fees and taxes, and in
all three surveys, supported a variety of implementation options designed to enhance
the fairness of the fee program, such as setting aside some areas where no fees are
charged or making certain days free of charge. The initial concerns about recreation fees
being regressive and making the forest only accessible to the rich have been mollified
substantially. Finally they had no problems with a broad use of fee revenue to support
resource, facility and communication aspects of forest recreation management.

CONCLUSIONS

Results of the fee monitoring surveys suggest that public support for Forest Service
recreation fees has been rather stable. There is some evidence of changes in opinions,
and generally these have been in the positive direction. This implies that the recreation
fee program has been successful at communicating the reasons behind the program
and the benefits that have come from the program. Overall, changes have been slow,
yet steadily positive. If this experience holds up elsewhere in the US, or perhaps inter-
nationally, managers cannot expect fast or dramatic changes in acceptance.

RECOMMENDATIONS FOR PRACTICE

Repeatedly obtaining data from affected users is important for fee program manag-
ers because it provides empirical evidence supporting the overall program direction
with respect to public acceptance and preferences and leads to better informed deci-
sions. The results above were used to fine tune the USFS fee program during the dem-
onstration period and influenced the ultimate decision to legislatively make the pilot
program permanent in late 2004. For example, this legislation specified which types of
fees could be used and the types of areas at which fees could be charged, based on the
public’s response to the tested fee programs.

One limitation is that these results are based on population level data. Managers
may need to distinguish the general population served from known fee paying groups.
Comparisons of those who actually purchased a pass against those who support the
idea but may not have actually paid a fee recently would add substantially to the discus-
sion over user fees. Both perspectives are needed to make a complete assessment of
market conditions and practical effects.

Another limitation is that this data applies to the USFS region. While it may be that
these results are the same for other places we cannot conclude that with certainty.
Other USFS regions, and especially managers in other countries, may find different so-
cial mechanisms that affect support, acceptance and rates of change.

Overall, the repeated waves of surveys have provided valuable information that was
used to track public reactions and make important improvements to the fee program.
We encourage program managers to pursue longitudinal surveys with an applied focus
to not only provide administratively needed benchmarking and performance measures,
but also to play an active role in generating positive outcomes for agency programs that
rely on public interaction, acceptance, and compliance.

14
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Abstract: The long-term monitoring of
campsite impacts was conducted at two
designated campsites in Daisetsuzan Na-
tional Park, Japan. Changes in area of
bare areas and social trail length were
investigated by aerial photographs every
five years. By interpreting the aerial pho-
tographs around the campsites, enlarge-
ment of bare areas and lengthening of
radial social trails were identified. In the
last two decades, bare areas doubled at
one campsite, and increased by a factor
of eight at the other. The length of social
trails approximately doubled around both
campsites. These changes in campsites
were a result of trampling and the need
for campers to defecate, made evident by
feces and toilet paper at the end of each
social trail. If camping is limited to des-
ignated campsites, appropriate toilet fa-
cilities should be offered.

Zusammenfassung: Das Langzeitmonito-
ring Uber die Beeintrachtigung von Cam-
pingplatzen wurde an zwei Platzen im Dai-
setsuzan Nationalpark, Japan, durchgefihrt.
Alle funf Jahre wurden die Verdnderungen
in den Anteilen von Kahlflachen und Tram-
pelpfaden mittels Orthophoto untersucht.
Die Interpretation der Orthophotos ergab
eine Vergrosserung des Kahlflachenanteils
und eine Verldngerung der Fusswege um
die Campingplatze herum. In den letzten
zwei Jahrzehnten konnte annahernd eine
Verdoppelung der Kahlflachen beim einen
Campingplatz und eine Verachtfachung
beim anderen festgestellt werden. Die Lan-
ge der Trampelpfade um die Campingplatze
herum verdoppelte sich in etwa. Verursacht
wurden diese Beeintrachtigungen durch un-
achtsames Niedertreten und das Beddrfnis
der Camper, ihre Notdurft zu verrichten, er-
sichtlich durch Fakalien und Toilettenpapier
am Ende jedes Trampelpfades. Wenn Cam-
pieren auf vorgesehene Platze beschrankt
sein soll, sollten entsprechende sanitare An-
lagen angeboten werden.
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INTRODUCTION

Recreational impacts on campsites in natural settings are widely reported. These impacts
include trampling of vegetation, soil erosion, littering, growth of social trails, damage to
trees and creation of fireplaces (HAMMITT & CoLE 1998). These impacts show the traces of
past visitors and uncontrolled use of campsites.

Monitoring of campsite impacts is necessary for the appropriate management of camp-
ing in outdoor recreational settings. The monitoring of the campsites should include several
impact parameters: vegetation loss, mineral soil increase, tree damage, root exposure, de-
gree of development, cleanliness, social trails, camp area and barren camp area (COLE 1990).
LEUEN & MARION (1999) categorized campsite impact indicators into three dimensions: area
disturbance, soil and groundcover damage, and tree-related damage. Although the number
of visitor-created social trails were categorized as one indicator of area disturbance factor,
most research has focused on on-site disturbances which are occurred within campsites
boundaries (CoLE 1990; HAMMITT & COLE 1998; LEUNG & MARION 1999; MARION & COLE 1996).

Most of the monitoring methods of campsites have been limited to on-site surveys. The
on-site monitoring of campsite impacts in recreational settings requires considerable effort.
Most monitoring sites are in remote areas, and weather conditions are unpredictable. There-
fore, long-term on-site surveys are costly. On the other hand, BREWER & BERRIER (1984) and
MAGILL (1989) introduced a photographic technique for monitoring. There are some limita-
tions, notably scale and quality of photos, and photo interpretation skills (LEUNG & MARION
2000). Furthermore, results of such surveys cannot track the history of the impacts.

After World War 1l, economic growth boosted the number of hikers in mountainous na-
tional parks in Japan. Recreational impacts have been reported in many popular Japanese
national parks (AIKOH et al. 1995; AIKOH et al. 1997; GOTOH & MAKITA 1990; YAMADA 1993; YODA
& WATANABE 1999). The reported recreational impacts include trail widening, soil erosion on
trails, vegetation cover loss around trails and campsites, littering and perceptions of crowd-
ing. Park managers and researchers need monitoring information to determine recreational
impacts and develop appropriate management strategies.

The enlargement of bare areas was found around summits, trail junctions and campsites
in some mountainous national parks (GoToH & MAKITA 1990). The cause of the vegetation
loss in such areas was considered to be the concentration of trampling and camping. Fenc-
ing with iron bars and ropes was installed to prevent more trampling impacts at most of the
impacted sites. AIKOH et al. (1995) reported the enlargement of bare areas and increased
vegetation loss around several designated campsites in Daisetsuzan National Park, Japan.
Results from this study show that bare areas were increasing and vegetation cover was de-
creasing at most campsites, but the tendency towards bare area enlargement decelerated
after fencing. AIKOH et al. (1997) reported the relationship between vegetation loss and the
location of tents in one designated campsite. Visitors tend to pitch their tents at the edge of
the campsite; therefore, especially the periphery of campsites is intensively used. Such be-
havior was considered to be one cause of campsite enlargement.

Simultaneously, increasing concerns about recreational impacts and an incident of river
water contamination near a hut provoked concerns about human waste disposal in moun-
tainous national parks. THE JAPAN TOILET ASSOCIATION (1998) began to survey the disposal
methods of human waste by owners and managers of the mountain huts. At that time, most
huts did not have enough facilities, and owners and managers lacked funds and information.
Most mountain huts and shelters had only latrines. Feces and toilet paper were found
around designated mountain campsites without toilet facilities. Although managers, hikers
and guides showed concern, the impact of human waste had not been researched in Japan.
CILIMBURG et al. (2000) reviewed research on human waste disposal in recreational areas.
Most research was focused on pathogens and water quality. Few researchers had analyzed
the relationship between campsite impacts and human waste disposal.

The purpose of this study is to monitor campsite impact over the long term by interpret-
ing aerial photographs. Furthermore, we investigated the relationship between campsite
impact and toilet activities on campsites without toilets.
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MATERIALS AND METHODS

The study areas were designated campsites in Daisetsuzan National Park, Japan. Da-
isetsuzan National Park is located in central Hokkaido, northern Japan (FIGURE 1). This moun-
tainous area was designated as a national park in 1934. It is composed of volcanic moun-
tains including Mt. Asahidake (2,290 m), the highest peak in Hokkaido. There is a variety of
periglacial landforms and alpine plant communities in the park. Altitude of tree line is about
1,500 to 1,600 meters. Although about 130,000 hikers per year are estimated to visit this park,
visitor flow is concentrated at some popular trailheads (SHoJI et al. 2004). Recreational im-
pacts such as trail erosion, vegetation trampling, and crowding have been reported at some
popular summits, trails, and campsites.

FIGURE 1: Location of Da-
isetsuzan N.P.

Pref. Hokkaido H

Daisetsuzan
NP Q
® Sapporo

There are nine shelters and twelve designated campgrounds in Daisetsuzan National
Park. Two shelters and seven campgrounds have no toilet facilities (TABLE 1, FIGURE 2). Hikers
are asked by managers to camp only at those designated campsites. Several campsites and
shelters do not have toilet facilities, although they are located in popular areas. Scattered fe-
ces and paper were found, and many complaints by hikers and guides were registered. Sim-
ple coverings were then used and “booths for plastic bags” were installed at some camp-
sites. A compost toilet was established at one campsite in 2004.

TABLE 1: Designated camp-

Name Toilet Managed  Shelter sites in Daisetsuzan N.P.

1 Kurodake compost Jun. to Sep. adjacent
2 Hakuunndake latrine  Jun. to Sep. adjacent
3 Ura-Asahi booth” no no

4 Tyubetsudake latrine  no adjacent
5 Hisagonuma latrine  no adjacent
6 Onuma no no no

7 Buyonuma no no no

8 Kotengu booth”  no no

9 Futagonuma no no no
10 Bieifuji no no adjacent
11 Kamihorokamettoku latrine no adjacent
12 Minaminuma booth  no no

*booth for using carry-out plastic bags
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The campsite numbers correspond with the name in TABLE 1.

Two campsites were chosen for our study. Minaminuma (12) campsite (altitude
1,960 m) is just beneath Mt. Tomurausi (2,141 m), which is popular among intermediate
hikers. It takes about five hours on foot from the nearest trailhead to reach it. The hik-
ers who climb Mt. Tomurausi and walk along the longitudinal traverse trail stay at this
campsite. The campsite is located beside a small stream and slopes slightly. Situated
above tree lineg, it is surrounded by alpine meadows and dwarf scrub.

Bieifuji (10) campsite (1,630 m) is located on the longitudinal traverse trail; a shelter
is adjacent. It takes about four hours by foot from the nearest trailhead to reach. The
hikers who climb Mt. Oputatesike and walk along the longitudinal traverse trail stay at
this campsite and shelter. It is located above the tree line and surrounded by alpine
meadows and dwarf scrub. Around both campsites, voluntary rangers set up fencing
with steel pickets and ropes to prevent vegetation trampling from July to September
since the 1990s. There are no exact statistics about the number of hikers who stay at
these campsites.

The Japanese Forestry Agency has been taking aerial photographs of the National
Forest every five years and distributing them to the public. We chose aerial photo-
graphs taken in summer from 1977 to 1997 because clear photographs were available
and recreational impacts were expected. Photographs were magnified and printed from
the original negatives at a scale of 1 to 5,000. Photographs were digitized as TIFF im-
ages using a flat bed scanner. Scanned images were color adjusted and sharpened
with Adobe Photoshop. Bare areas and social trails were traced manually, referring to
actual on-site survey results. Some images were blurred by snow. The area of bare
ground and the length of social trails were measured by image processing and analyz-
ing software, NIH Image. In 1998 we conducted an on-site survey to verify the traced
maps and assessed the existence of feces and toilet paper around the campsites.
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RESULTS

At the Minaminuma campsite, an increase both in bare areas and lengthened social trails
was found from the interpretation of the aerial photographs (FIGURE 3). There were three
small bare areas and several social trails in 1977. From 1977 to 1987 the campsites grew lit-
tle by little and social trails became denser at the campsites. In 1992 five bare areas and
elongated social trails were found. Finally, there were eight bare areas and many social
trails stretching radially from the campsites. The aerial photographs showed that the num-
ber of bare areas increased from three to eight, the area of bare ground increased from
120 m?to 1,066 m?, and the length of the social trails increased from 876 m to 2,409 m in the
last two decades (TABLE 2).

TABLE 2: Enlargement of

Minaminuma Bieifuji bare areas and extensions
Number Bare Area Social Number Bare Area Social of social trails on campsites.

Year of Sites (m?) %" Trails (m) %" Year  of Sites (m?) %" Trails (m) %"

1977 3 120.4  100.0 876.1 100.0 1978 3 276.9 100.0 499.4  100.0

1982 3 141.7 117.7 1,174.1 134.0 1982 » - - - -

1987 3 203.5 169.0 1,376.4 157.1 1988 3 318.3 115.0 798.8 160.0

1992 5 4426 367.6 19760 2255 1992 5 446.0 161.1 844.5 169.1

1997 8 1,066.0 8854 2.409.1 275.0 1997 2 559.6  202.1 963.7 193.0

a: Percentages show the change from 1977.
b: The aerial photograph around Bieifuji was blurred in 1982.

FIGURE 3: Changes of bare

areas and social trails
around Minaminuma camp-
\/m site.
1978 1982 j?
1987

0 50 m
|

At the Bieifuji campsite an increase in bare areas and lengthened social trails was
found from interpretation of the aerial photographs (FIGURE 4). In 1982 the aerial photo-
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graph was blurred, and therefore impossible to interpret. There were three bare areas
and several social trails in 1978. From 1978 to 1988 the bare areas gradually increased
and social trails became denser around the bare areas. In 1992 five bare sites were
found. Finally, small bare areas joined two larger bare areas and many social trails
stretched radially from the campsite. The area of bare ground increased from 276 m? to
559 m?, and the length of the social trails increased from 499 m to 963 m in the last two
decades (TABLE 2).

Shelter

0 5|0 m|

At both campsites, there were two types of social trails. The first type connected the camp-
sites. They grew denser year by year between campsites and seemed like short cuts. The second
type stretched from the campsites. They repeatedly bifurcated and lengthened; some newly
emerged from the campsites for some distance and joined existing social trails. In the on-site
survey during the summer of 1998 a considerable amount of feces and toilet paper was found at
the end of each social trail. At the end of the lengthened social trails we found trampled bare
sites with a diameter of 2 m.

DISCUSSION

Interpreting aerial photographs leads to an understanding of the trend of recreational impacts
from the past. On the other hand there are several limitations. First, we will not always be able to
get clear images. Obscure images will make interpretation difficult. Second, the scale of the sur-
vey is limited. It is impossible to interpret subtle changes. Information from on-site surveys is al-
ways necessary. Moreover, it is impossible to survey a campsite from the air that is located un-
der a tree canopy. The aerial photographs are useful to survey impacts occurring above the tree
line. Photographs taken on-site will be one option for monitoring under the tree line (BREWER &
BERRIE 1984; MAGILL 1989). Furthermore, information about visitors’ behavior and their attitude
will be needed to establish management strategies.
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CONCLUSIONS

Enlargement of bare areas and growing social trails on campsites were found from
interpretation of aerial photographs. At two campsites bare areas increased gradually,
social trails were dense at sites, and stretching out radially. We considered that tram-
pling by camping and walking around the campsites caused those impacts. At the end of
the social trails, feces and paper were found. The lack of toilet facilities led to lengthen-
ing social trails and the emergence of bare ground. As LEUNG & MARION (1999) indicated,
the number of social trails radiating from a campsite can be one indicator for the level
of off-site disturbance and the potential for campsite expansion.

Enlargement of bare grounds and extensions of the length of social trails at Minami-
numa and Bieifuji had been increasing for a long period. Many studies showed that
campsite impacts increased rapidly with initial disturbance, then stabilized with ongoing
disturbance (CoLE 1990; MARION & COLE 1996). These continuing impacts are relevant to
the management strategy. Fencing around campsites in Daisetsuzan has been set up
since around 1990. Bare grounds at a campsite surrounded by fencing set up in the
same location since around 1980 have not increased in size since then (AIKOH et al. 1995).
At Minaminuma, Bieifuji and some other campsites, fencing is set up on the boundary
between bare grounds and vegetation at the beginning of the hiking season every year.
The location of the fencing has been changed every year, and the fencing follows the
enlargement of bare grounds. Managers should define fixed locations of fencing and in-
form voluntary rangers.

This study showed that human waste disposal at campsites without toilets resulted
in the lengthening of radial social trails. The major factors of campsite impacts are the
amount and frequency of use, the type and behavior of users and the environment con-
ditions (CoLE 1990). Although the effects of the amount and frequency of use were not
obvious, the campers’ toilet behavior has a connection with campsite impacts. Our find-
ings suggest that the length of social trails are one indicator for impacts at campsites
without toilet facilities.

The enlargement of bare grounds and the length of social trails increased much
more at the Minaminuma campsite than at the Bieifuji campsite. Minaminuma campsite
is not only closely located to a popular summit, it is also slightly sloped. Minaminuma
campsite was chosen by usage; therefore we may say that its current location is not
necessarily the best place for the designated campsite. An unsuitable location of recrea-
tional facilities will cause more impacts. Although there is a booth for carry-out plastic
bags in Minaminuma campsite, there are still few hikers using this system. It is hard to
consider that the campsite’s impact will be reduced only by installing a booth.

RECOMMENDATIONS FOR PRACTICE

Enlargement of campsites and growing social trails are indicative of the disordered
condition of the campgrounds. Limiting camping on designated campsites might re-
duce the campsite impacts at heavily used sites (CoLE 1981) and temporarily closing
them might be one management strategy (MARION & COLE 1996). More impacts will oc-
cur if no appropriate facilities are provided. If toilet facilities are considered inappro-
priate in terms of technological, financial or aesthetic perspectives, managers should
recommend that visitors use existing social trails, dig a cat-hole or pack and carry out
their feces in plastic bags. In any case, education on low-impact camping is necessary.
Continuous monitoring will bring more information, such as the trend of impacts;
subsequently managers should evaluate the effect of impacts and the suitability of
current campsites.
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Abstract: The main objective of the pa-
per is to evaluate, compare and interpret
data from eight years of monitoring tour-
ism in Sumava National Park. Sumava is
the largest Czech national park and is si-

tuated in the southeast part of the country.

The research results show that nature-
based tourism in the park experienced
significant changes during the period from
1997 to 2004. From the point of view of
regional sustainable development, some
changes are positive, like the regional,
semi-autarkic character of tourism in the
park and the positive attitude of visitors
towards conservation management in the
park. Other characteristics are negative,
such as a growing dependence on car use,
the fact that the park reaches its carrying
capacity, and an increasing level of con-
sumption among visitors. The park ad-
ministration should be aware of tempo-
rary characteristics and trends of nature-
based tourism in Sumava and should ac-
tively prevent continuous attempts made
by the tourism industry towards unsus-
tainable development in the park.

Zusammenfassung: Das Hauptziel des
Berichts besteht in der Auswertung, im Ver-
gleich und der Interpretation der Daten ei-
nes acht-jahrigen Tourismus-Monitorings
im Sumava Nationalpark. Sumava ist der
grosste Nationalpark in Tschechien und liegt
im norddstlichen Teil des Landes. Die For-
schungsresultate zeigen deutlich, dass sich
der naturnahe Tourismus uber die letzten
Jahre, von 1997 bis 2004, deutlich verandert
hat. Einige Veranderungen sind vom Stand-
punkt der nachhaltigen Regionalentwicklung
aus positiv zu bewerten, so z.B. der regiona-
le, semi-autarke Charakter des Tourismus
im Park und die positive Einstellung der Be-
sucher gegenuber Schutzmassnahmen. An-
dere Auspragungen sind negativ, wie z.B.
die wachsende Abhéangigkeit vom Auto, das
Erreichen der Tragfahigkeit und das Kon-
sumwachstum der Besucher. Die Parkver-
waltung sollte von den temporaren Auspra-
gungen und Trends des naturnahen Tou-
rismus in Sumava Kenntnis haben und Ver-
suche, den Tourismus im Park ungeachtet
von Prinzipen der Nachhaltigkeit weiterzu-
entwickeln, aktiv unterbinden.

25



Cihar, M. & Trebicky, V.
INTRODUCTION

The past decades have seen a pronounced increase in tourism, both domestic in the
Czech Republic and internationally. Tourism is primarily based on mobility and the con-
sumption of distances (WHITELEGG 1997), places and visual images (URRY 1995) Therefore,
it has traditionally been regarded as an environmentally benign sector, with a positive
economic impact on local, regional and national economies (WORLD BANK 1972). However,
since the mid-1970s, evidence of tourism’s negative environmental, economic and social
impacts has accumulated. Natural areas and protected areas are the most vulnerable.
They are visited by a growing number of visitors, both in the Czech Republic and abroad.
Travel defined by its principle aim — visiting natural areas — is called nature-based tourism.

On a global scale, nature-based tourism accounts for about 10% of international tour-
ism and is often regarded as the fastest growing tourist sector, with annual growth rates
of 15% (GOssLING 1999). Official indicators of nature-based tourism’s volume in the Czech
Republic are not available; the only published expert study found nature-based destina-
tions to have a 17% share among the “126 top tourist areas in the Czech Republic”.

As tourism is probably the world’s largest industry and nature-based tourism is be-
coming an increasingly important sector, the direct and indirect impacts on protected ar-
eas are on the rise (GOsSSLING 1999). Therefore, a systematic research and monitoring of
nature-based tourism in protected areas is needed. Research on nature tourism impacts
started as early as the 1920s (SuN & WALSH 1998). However, a systematic approach pre-
vailed only in the second half of 1970s (LIDDLE 1997). Contemporary authors dealing with
tourism research often employ the terms ecotourism (Boo 1990) or sustainable tourism
(WELFORD et al. 1999). In this study, however, we prefer to use a more precise term: nature-
based tourism, which is defined by the principle motivation of the travel - visiting of na-
ture areas (ROE et al. 1997).

Sumava National Park in the Czech Republic was chosen as a study area for monitor-
ing and assessing the development of nature-based tourism over a longer (eight-year) pe-
riod. It is the country’s largest national park, visited by 1.1 to 1.3 million visitors annually.

MATERIALS AND METHODS

Research results are based on annual surveys that were carried out in the high sum-
mer season over a nine-day period at four monitoring points in the central area of the park,
from 1997 to 2004. The survey’s methods include interviewing a random sample of visi-
tors via an extensive questionnaire. It involved addressing every 10th passing visitor at
given monitoring points in case of a high intensity of tourists. In case of low intensity, one
tourist was approached and interviewed every 15 minutes. The following number of ques-
tionnaires were collected each year: N1997 = 1,274, N1998 = 1,020, N1999 = 1126, N2000 =
665, N2001 = 959, N2002 = 648, N2003 = 900, N2004 = 911.

The questionnaire was split into nine sections with 42 questions in total:
—  Tourist socio-demographic characteristics (7 questions);
— ltineraries (5 questions);
—  Modes of transport and types of accommodation (5 questions);
—  Purpose of visit and role of the national park (5 questions)
-  Environmental awareness of visitors (6 questions);
- Evaluation of conservation and tourism management in the park (4 questions);
—  The park’s carrying capacity in terms of visitor numbers (3 questions);

— Tourist activities and spending in the national park (7 questions).
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Over the eight years of monitoring, 7,503 completed questionnaires were collected.
The total number of records derived from these questionnaires was 450,000. The pri-
mary data was entered into an MS Access database and statistically processed in the
NCSS program (HiNTzZE 2001). In the next stage, the data was statistically treated using
the x2 test for evaluating cases where results differed between different years of moni-
toring. In such cases, a modifier pair test, based on the Bonferroni Difference, was used
for identification of the particular year and sub-question where the difference occurred.

The response rate was high, ranging from the lowest, 68% in 2001, to the highest,
86% in 2004. As with other empirical surveys, the data were subject to non-sampling er-
rors. These were reduced by the exclusion of insufficient or incomplete questionnaires.
However, some respondents could misunderstand questions or provide incorrect an-
swers. The indicative estimate error of the questionnaire survey is 10-15%.

Control of the representativeness of the results was evaluated by method THD 5 (RE-
HAK & REHAKOVA 1986), based on the hypothesis that the composition of testing parame-
ters in the sample population (i.e. Sumava tourists) is similar to the total population of
the Czech Republic. Three parameters of the sample population using THD 5 were
tested — gender, age and education.

Furthermore, the x2 test and the Kruskal-Wallis one-way ANOVA method were em-
ployed to determine differences between visitors’ socio-demographic characteristics
and their attitudes and opinions towards management of the park.

RESULTS AND DISCUSSION

By comparing Sumava National Park’s visitors with the population of the Czech Re-
public, we learned that the first group is better educated, higher in social status and
more often male than female. Further, park visitors tend to be in the middle (25-39 years)
and upper-middle (40-59 years) age groups. These findings correspond with many au-
thors and institutions dealing with nature-based tourism and eco-tourism (WIGHT 1996;
HVENEGARD & DEARDEN 1998; PARKS CANADA 1998).

The results of monitoring show that nature-based tourism in Sumava National Park
experienced significant change over the eight years of study. From the point of view of
regional sustainable development, some positive characteristics can be named, e.g. the
regional, semi-autarkic character of tourism in the park, the fact that the distances trav-
eled by tourists within the park have not increased, the fact that the costs of recreation
have not grown faster than inflation, and the positive attitudes towards conservation
management in the park.

The regional, semi-autarkic character of tourism in the park can be illustrated by two
findings. Firstly, in the national make-up of respondents there is a prevailing domination
of Czech tourists. Over the eight-year period an average of 93% of park visitors were
Czech. The share of foreign visitors has never exceeded 10% (TABLE 1). If we focus on
the Czech visitors more in detail, the highest proportion of tourists came from nearby
districts. Prague and nine other nearby districts accounted for 55% of the Czech visitors.
In relative terms (the share of tourists from a given district relative to the share of in-
habitants of a given district on the total population of the Czech Republic), the two Su-
mava districts (Klatovy, Prachatice) and the nearby Plzen-mésto district were prevailing.

TaBLE 1: National composi-
Average Median SD Min. Year Max. Year tion of visitors: Czechs vs.
forei .
Czechs 93,10% 93,60% | 1,20% 91,20% 2001 94,40% | 1997 erelgners
Foreigners 7,00% 6,50% 1,20% 5,60% 1997 8,80% 2001
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The share of foreign visitors in some well-known and even less-known national parks
of the world is often higher — 31% in case of Kruger NP in South Africa (TURPIE & JOUBERT
2001), 93% in case of NP Komodo in Indonesia (WALPOLE et al. 2001), 30% in NP Keo-
ladeo in India (GoobWIN et al. 1998), etc. A comparison of the national make-up of for-
eign visitors of the Sumava NP and the Czech Republic shows a higher proportion of
Germans in Sumava NP (71% of foreigners compared to 28% nationwide).

The median travel distance by Czech tourists to the park increased only 10 km over
the eight years. Average distances increased by 8 km (TABLE 2). First-time visitors are
mostly younger people and students, mostly from distant larger cities. Repeated visits
to the park are mainly from nearby regions.

Year 1997 2000 2004
N (number of respondents) | 1,122 557 795
Average distance 198 196 204
Median distance 160 160 170
Minimum 40 40 40
Maximum 625 676 626

The median recreational costs per visit (spent by tourists for accommodation and
food in the park) rose from 2,100 CZK (82 USD) in 1997 to 2,800 CZK (109 USD) in 2004.
This represents an increase of 33% (TABLE 3), which corresponds to inflation over the
same period.

The same method (calculation of gross costs) is often used for estimating the value
of protected areas (e.g., GOSSLING 1999; MACLELLEN 1999; WALPOLE et al. 2001). These au-
thors concluded that nature tourism can be an important source for financing biodiver-
sity protection and management of protected areas. Multiplying the median recreation
costs per tourist stay with the lower estimate of total visits to the greater Sumava region
(1.1 million) reveals a rough approximation of the total gross costs of recreation in Su-
mava National Park per year. For the year 2004, the result is 1.65 to 2.20 billion CZK
(64.4 to 85.9 million USD), which is 9-12% of all domestic recreation costs (CSO 2005).

Year 1997 1998 1999 2000 2001 2002 2003 2004
N (number of respondents) | 1,156 | 936 1,057 | 611 850 555 804 821

Average costs 2,683 | 3,009 | 2,760 | 2,503 | 2,543 | 3,250 3,250 | 3,231
Median costs 2,100 | 2,700 | 2,100 | 21 2,050 | 2,800 | 2,800 | 2,800
Minimum 100 100 100 100 100 100 100 100
Maximum 25,200 | 33,600 | 30,000 | 25,200 | 29,400 | 21,000 | 16,400/ 14,000

Finally, tourists’ attitudes towards conservation management can be regarded as
positive. For example, if we use the eight-year average, 57% of visitors polled declared
their unwillingness to enter the forbidden Zone 1 of the park; 65% of visitors were able
to cite specific ecological problems in the park; and only 17% suggested that the envi-
ronmental quality in the park has declined over the past years. However, 17% was the
highest share among the Czech national parks.

On the other hand, from the point of view of regional sustainable development,
some negative characteristics were also identified, e.g. a growing dependence on car
use, a reaching of the park’s carrying capacity in terms of visitor numbers, an increasing
level of consumption among visitors, a passive form of tourism developing and a very
small share of active ecotourists among park visitors.
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The car dependence of traveling to and within the park increased over the monitor-
ing period. On average, 82% of visitors traveled by car to the park. This share increased
from 78% in 1997 to 85% in 2004. The bus was the second most popular travel mode,
but its share of modal split was 10 times smaller. While traveling within the park, most
visitors combine different travel modes. However, several important trends were identi-
fied, such as a decreasing share of people using entirely non-polluting modes of trans-
port (walking or walking/cycling). From 2000 to 2004, their number decreased from 48%
to 31%. Secondly, the share of car use in combination with other transport modes has
grown proportionally (from 33% to 54% — see FIGURE 1).

FIGURE 1: Transport modal
split in the Sumava National
Park (1997-2004).

Transport modal split in the in the Sumava NP (1997-2004)|
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According to several authors (e.g. HALL 1999), transport for tourists is not just a
means of getting from A to B, but can be an end in itself. Experience while in transport
is then an essential part of the tourist experience. In this context, transport to/from the
Sumava National Park and especially transport within the park is an important part of
the nature-based tourism experience. To meet the objective of CO2emissions reduction
associated with passenger transport, a modal shift away from cars is necessary. As our
results illustrate, nevertheless, most people associate their nature-based tourism ex-
perience with using a car. Paradoxically, the nature-based tourism experience is to
some extent a car-based experience and changing the modal choice of visitors would
therefore require altering the way they experience nature. It is not surprising that poli-
cies aimed to reduce car dependence have so far had only minor influences on behavior.

The social carrying capacity of visitor numbers has also been examined. According
to literature (ROE 1997) social (or aesthetic) carrying capacity is reached when the num-
ber of visitors reaches a level where tourists frequently encounter other tourists, or see
their impacts, such as litter, and lack of wildlife, so that their enjoyment of the site is
diminished. Our results show that in the central parts of the park it has nearly been
reached. Only a small percentage of visitors (less than 5%) would not mind if the num-
ber of visitors increased further. The feeling that tourism is too concentrated is more
widely held by tourists in the park’s central areas than in the more peripheral areas (in
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2004, 53% of visitors stated that the intensity of tourism was too high). The carrying ca-
pacity in terms of visitor numbers has been reached or even exceeded in many pro-
tected areas worldwide (GOSSLING 1999). The most sensitive areas are protected areas in
developing countries, which are exposed to an ever-growing number of visitors (Boo
1990).

Several trends have been identified suggesting a growth in consumption and a pas-
sive form of tourism in Sumava. The consumption patterns of park visitors were shifting
towards less sustainable options — car dependence increased as well as the ‘pace of
visit’ (preference of cycling over walking, etc.). Several authors (e.g. WEAVER 2001) dis-
criminate active and passive forms of eco-tourism. The active form involves environ-
mentally aware participants who embark on relatively long specialized trips, and have
physically active, non-mediated experiences with the natural environment. In contrast,
passive eco-tourists tend to a more consumeristic approach, expecting a high level of
comfort and services and are more likely to rely on interpretation and mediation to ap-
preciate the relevant nature attractions. Based on the results of the survey, we esti-
mated the share of active eco-tourists among park visitors to be only 3-5%. The rest of
the visitors may be categorized as passive eco-tourists or even ordinary tourists.

Regarding visitors’ perceptions of Sumava National Park, we learned that it is to a
large degree based on mental images of the Sumava (“clean, pristine, natural nature”).
However, over the past years, this image contradicted reality in the park. The image did
not inspire visitors to act accordingly — in a more environmental friendly way.

Conclusions and recommendation for practice

Several conclusions for the park administration and regional tourism management
have been derived from the above-mentioned results. The park administration should
be aware of temporary characteristics and trends of nature-based tourism in Sumava
and should actively prevent continuous attempts by the tourism industry toward unsus-
tainable development in the park. This refers to, for example, building a huge number of
new apartments for tourists in green fields, or intensively developing the road network.
On the contrary, sustainable ways of tourism development should be encouraged, such
as supporting walking instead of car use or cycling in the central parts of the park,
and/or building new houses only on the grounds of previous and vanished (thank tot he
“iron curtain”) ones.

The environmental information system of the park administration has to be re-
conceptualized to meet visitors’ true mental images of the park. It should also try to
highlight alternatives to the way that most people currently experience nature, which is
based on car use. Moreover, it was suggested that the park administration conduct re-
search based on the willingness-to-pay method to set the optimal level of the park en-
trance fee. If established, entrance fees can generate a significant amount of income to
finance the park administration’s activities connected with tourism.

Finally, the biggest challenge for all stakeholders is to change human behavior pat-
terns in the park. This will be a time-consuming process and both governmental and
park administration actions are essential for the enforcement of appropriate measures.
To provide valuable scientific arguments for such measures, further research is needed
on the tourism-national parks interface, especially with regard to direct and indirect im-
pacts of tourism. It should also address the connection between emissions of CO; asso-
ciated with the visit and other visitors’ characteristics could be statistically investigated
and interpreted.
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Abstract: Sustainable development is
not a process that simply happens, rather
it has to be achieved and agreed upon by
the voters. In both case study areas - the
UNESCO Biosphere Entlebuch and the
World Heritage Site (WHS) Jungfrau-
Aletsch-Bietschhorn - voters and parish
councils have decided in polls to finan-
cially contribute to the establishment and
management of protected areas that are
committed to sustainable development. In
this paper we focus on the role that im-
ages (i.e., photographs and pictures in
published media) played in this process
and we analyze the potential appropria-
tions of space and use of the regions’ re-
sources that are depicted. Results show
that there are differences between inside
and outside views as well as between the
case study areas. Moreover, there is ac-
cordance between the way the regions
were presented and the integration of dif-
ferent stakeholders into the process of sus-
tainable development. Therefore, for in-
stance we recommend using a multi-
option visualization in order to promote a
project that is aimed at sustainable devel-
opment rather than an approach that po-
larizes.

Zusammenfassung: Nachhaltige Ent-
wicklung ist nicht etwas, das einfach ge-
schieht. Vielmehr muss ausgehandelt und
daruber abgestimmt werden, ob und wie
sie erfolgen soll. In unseren beiden Fall-
studien — der UNESCO-Biosphére Entlebuch
und dem Weltnaturerbe Jungfrau-Aletsch-
Bietschhorn — haben Stimmberechtigte ent-
schieden, sich (finanziell) an der Errichtung
und dem Management von Schutzgebieten
und deren nachhaltiger Entwicklung zu
beteiligen. In diesem Artikel fokussieren wir
auf die Rolle, die Bilder (z.B. Fotografien,
und Darstellungen in Printmedien) in die-
sem Prozess spielten. Konkret analysieren
wir die potenziellen Aneignungsmoglichkei-
ten und Ressourcennutzungen, die darge-
stellt werden. Die Resultate zeigen, dass es
Differenzen zwischen dem Blick von aussen
und von innen und zwischen den Fallstu-
dien selbst gibt. Dartber hinaus besteht ei-
ne Ubereinstimmung zwischen der Art, wie
die Regionen prasentiert wurden und dem
Grad der Integration verschiedener Stake-

holder-Gruppen in den Entwicklungsprozess.

Deswegen empfehlen wir Projekten, die auf
nachhaltige Entwicklung abzielen, unter an-
derem, eher eine multi-optionale Visualisie-
rung zu verwenden als eine polarisierende,
wie dies vielfach in der Werbung geschieht.
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INTRODUCTION

In recent years, mostly due to the growing public acknowledgment of direct and indi-
rect threats of climate change, the question of how sustainable development can be
successfully communicated has gained more and more attention (cf. BITTENCOURT et al.
2003). The objective of this article is to analyze how sustainable development was
communicated — in information brochures and newspapers - so that the voters of two
Swiss pilot regions for sustainable development (the UNESCO Biosphere Reserve Entle-
buch and the World Heritage Site Jungfrau-Aletsch-Bietschhorn) agreed upon striking a
new, sustainable development path. Thereby, we focus on the increasingly important
visual communication during the campaign for the application for the UNESCO labels.
The aim is to analyze how the idea of sustainable development was communicated and
to make recommendations for successful visual communication in such processes.

The term ‘sustainable development’ has some commonly shared meanings, of
which the most prominent is the so-called Brundtland definition of a development “that
meets the needs of the present without compromising the ability of future generations
to meet their own needs” (WCED 1987). However, its concrete meanings have evolved
and are evolving in several, sometimes conflicting, directions (cf. WILBANKS 1994).
Therefore, there is no single recipe that can be applied everywhere at any time to attain
sustainable development, its content has to be continuously negotiated and renegoti-
ated (LUKE 2005:228). Thus, the achievement of sustainability is strongly associated
with the participation of all actors concerned. In addition to this normative reasoning
(cf. MULLER & KOLLMAIR 2004) the political context of our two case studies provides us
with a convincing argument for a bottom-up approach of sustainable development:
Both the Swiss Entlebuch and the region of Jungfrau-Aletsch-Bietschhorn became
UNESCO approved model regions for sustainable development on their own initiative.
In both regions, the concerned population voted in local referendums for the respective
candidature and thereby committed itself to strive for sustainable development. Such a
bottom-up understanding of sustainable development has consequences for its com-
munication.

Hence, we start with the assumption that sustainable development has to be com-
municated in an inclusive, integrative way, in order to make all people feel they belong
to the process by taking their concerns seriously. A successful approval and vote for
sustainable development depends on the images people have about the development
of their region, the values they attribute to specific resources or places, the ideals they
have, and the constraints they expect to face with certain developments. Within the
complex process of decision making visual images can play an important role. There-
fore, in the following, we want to concentrate on the role of images within the estab-
lishment of the two model areas for sustainable development: the UNESCO Biosphere
Entlebuch (UBE), on which we put the emphasis in this paper and the Jungfrau-Aletsch-
Bietschhorn World Heritage Site (JAB), which serves as comparative example. By ana-
lyzing how the two projects were presented during the application process we can
learn much about both how “image producers” imagine their region’s development
through the way they presented them and what ideas “image consumers” had in mind
when they voted for the projects. We subsequently ask the following research ques-
tions:

- "How did the promoters of the projects present the concept of sustainability to
the public?”

- "What potential meaning and use of space are suggested by these images?”
- “How do media from the outside depict the regions?”

- "What recommendations can we make for endeavors that pursue a sustainable
development of the regions?”
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Choosing a human geographical perspective (cf. BACKHAUS & MULLER 2006; MULLER &
BACKHAUS 2007) we are particularly interested in how visual representations suggest cer-
tain interactions with space or, in other words, the possibility to appropriate space (cf.
JAGER 2001:78-111; BOURDIEU 1991; GIDDENS 1984; SCHELLER 1995). Spatial appropriation can
be divided into physical and mental appropriation. The former describes the situation
when people are physically present in an area, the latter describes an attitude towards
space that is mental but that can have consequences for the use and shaping of natural
resources (e.g., the image of the Entlebuch as “Switzerland’s poorhouse” in the heads of
people can have an impact on tourism in that area). Hence, categories of spatial appro-
priation indicate how space in each region can or should be appropriated when becoming
a biosphere reserve or a World Heritage Site and how its resources can be used (see also
below). The published images (i.e., photographs and pictures) convey notions about po-
tential spatial relations which they can have within predefined regions. They show the
current land-use activities and emphasize those that are desirable in the future.

Behind this approach lies the notion that different social groups can imagine differ-
ent kinds of spatial appropriation, and that these can result in diverging notions about
their region’s development and even to conflicts. If differing ideas about the same re-
gion develop further into visions for its future development, conflicts are to be expected.
These conflicts can be a consequence of unreflected reproductions of the social images
inherent to each group. Therefore, it is an important precondition for sustainable devel-
opment that unquestioned social images are dealt with on a discursive level.

In the following chapters we will introduce our method of image analysis — based on
categories of appropriation of space — that allows for the processing of a great number
of images. Subsequently, we will present our results that show a difference between an
inside and an outside view and also between the two research areas. Finally, we will
make recommendations regarding the use of images in projects that aim for regional
sustainable development.

Space and spatial appropriation

Elements of the material world only become “things” or “objects” when they are
named, when they are attributed with meaning. Something without an attribution of
meaning remains diffuse, hidden, it does not exist. “All meaningful reality exists for us
because we make it meaningful or because it has been instilled with meaning by our
ancestors or neighbors and is still important to us” (JAGER 2001:17). During their sociali-
zation, people can learn about the pre-structured meanings of the material world and
they orient themselves in relation to the meanings given to others and thus reproduce
them (cf. GIDDENS 1984). Space only “emerges” through the duality of spatial appropria-
tion which is a combination of attribution (production) and the incorporation of pre-
structured meanings (reproduction). In everyday life, the reproduction of social ideas or
images of space (IPSeEN 1997) is done routinely and often the meaning of objects and
space seems to stick to them and to be part of them. Thus, space is very often conceived
as a container of objects (cf. WARDENGA 2002). In discussions on the development of a
certain region it is very important to keep in mind the fact that people attribute different
meanings to different spaces.

In such debates it is important to discuss what can be done in an area and what not
and who can do it and who cannot or, in other words, who can appropriate space and
how. We discern between physical and mental appropriation. The physical appropria-
tion of space usually means actively accessing a certain place in order to perform spe-
cific activities (e.g., people trekking on footpaths or campers pitching their tent).
Whether a space can be appropriated in the desired way depends on institutions (for in-
stitutions cf. NORTH 1990; GEISER et al. 2007) or rules that are in place within a society.
These rules can be formal (e.g., the prohibition to pitch a tent on private property or
within a strict conservation area) or informal (e.g., the rule not to walk through mead-
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Talking about desired forms of spatial appropriation leads to the concept of mental
appropriation and its relation to its physical forms. Physical appropriation of space (in
its intentional form) implies that people have a conception of their interactions with real
or fictitious spatial units. Mental appropriations are people’s ideas about what certain
spatial units or objects mean, what one can expect from them and what one’s relation to
them can or should be (TopiITscH in THABE 2002:96). Mental appropriation neither re-
quires people to be physically present in the specific area nor do the images people
have about these areas have to correspond to “reality”. Mental appropriations generally
come before physical appropriations (e.g., before someone goes hiking in the Alps he or
she has a more or less concrete conception of how it feels and looks like to actually be
there). Even if mental appropriations do not lead to physical ones they can have an in-
fluence on other people’s decisions or images, for example if they are talked about
(BOURDIEU 1991).

Spatial appropriation may appear to be a personal affair. However, since meanings are
based on social structures, routines and power relations, the form of possible appropriations
is more or less conventionalized. Therefore, we can make a distinction between different so-
cial groups that appropriate space differently according to their members’ disposition, which
can cause conflicts when they are not compatible with each other.

Spatial appropriations result in regionalizations that establish regions (HARD 1994:54;
WERLEN 1997; BACKHAUS & MULLER 2006). Regions are meaningful constructs that are
more or less stable depending on their constant re-structuration (GIDDENS 1984) and
their social acceptance. The labeling of the Entlebuch as the Swiss poorhouse because
of its inhabitants’ low income is such a regionalization that is about to change due to its
newly acquired status as biosphere reserve (at least that is what people living there
hope for) (cf. MULLER & BACKHAUS 2007).

MATERIALS AND METHODS

Ideas that people have about the world are shaped by their own experiences and in-
creasingly by various media (e.g., TV, movies, newspapers, magazines, advertisements,
etc.). LUHMANN (1996:9) goes as far as to claim that “whatever we know about our soci-
ety, indeed about the world in which we live, we have learnt from the mass media.”
Therefore, it makes sense to have a look at how the media present places and land-
scapes visually, for these images shape the notion people have about them and conse-
quently the way they appropriate space.

In a simplified way FIGURE 1 shows the relation between image production, image
consumption or reception, and the social world that serves as a bridge of understanding
between encoding and decoding and thus enabling “preferred readings” (cf. HALL 1994).
The meanings that image producers (e.g., photographers, editors, journalists, advertis-
ers) wish to convey materialize in the images they produce. We call these materialized
meanings inherent meanings in order to emphasize that per se, they neither entirely
conform to the intended nor to the perceived meanings. On the one hand, differences
between the producer’s intention and the meanings that effectively materialize in an im-
age are likely to occur for instance by a lack of skills and resources, negligence etc. On
the other hand, the readings made by the image beholders must not necessarily be in
line with the intentions of the image producers — in other words, there is no causal
transmission of meaning from the image producer to the consumer. They vary accord-
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ing to changing contexts within which images are placed and read, different socio-
cultural backgrounds, and even alternating situative relations between beholders of an
image (e.g., the actual mood or interest). In this paper we focus on the analysis of the
inherent meaning of visual images to reveal the likely, context-specific range of inter-
pretations by readers or consumers. The method used must be adapted to the type and
amount of the images analyzed. Our data consist of several hundred images that were
published in newspapers, brochures and magazines during the critical process before
the populations of the UBE and the JAB decided upon the application for UNESCO
status. Therefore, we have adopted a quantitative approach in order to get an overview
over whole publications (cf. FIGURE 2). By applying categories of spatial appropriation
we are able to ascertain potential spatial appropriations that are deemed to be adequate
for the two regions.

FIGURE 1: Model of the theo-
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For the development of our categories we have followed an abductive procedure (cf.
ScHEFF 1990) that combines theoretical considerations (deduction) with the empirical
analysis of the available image material (induction). For the former we took important
indications of the basic functions of existence (Daseinsgrundfunktionen) of the Munich
school of social geography (here we shall not develop on the weaknesses of this ap-
proach; for this cf. WERLEN 1988:230f.) and further thoughts were taken from BORGHARDT
et al. (2002), BozoNNET (1992), BRECHBUHL & REY (1998), BUWAL (2002, 2003), GAMPER et al.
(1997), IPseN (1997), REUTLINGER (2003), RODEWALD (1999) and STEGMANN (1997). Catego-
ries are adequate if (ideally) all images can be included and categorized (cf. ROSE
2001:62). Therefore, we produced additional categories from the description of images
(i.e., detailed paraphrasing of image elements with increasing abstraction from one
level to the next). During the categorization we further differentiate between the primary
and secondary occurrence of a category. While primary forms dominate the image or its
focal point, secondary forms can be found in the background or at the edge of an image.
The reliability of the category definitions and their coding is approached through inde-
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pendent coding of the same data sample by different coders (inter-coder reliability) as
well as of different data (and the same data after a certain time) of the same coder (in-
tra-coder reliability; cf. BELL 2001:22).

As already mentioned, the effect of images depends on the context in which they are
placed (cf. BIGNELL 2002:46f.). Especially the text that accompanies the images has a
great impact on the meaning that is conveyed (cf. MITCHELL 1990:52). Therefore, a paral-
lel analysis of the text hones the categorization of the images. It gives an indication of
the importance of a person, building or landscape and it even can negate the meaning
of an image (e.g., “we do not want our region to be appropriated like this”).

The last step is to draw together the categories of the images that we find in one
publication and to aggregate them according to the respective image size. Thus we get a
kind of an alternative “area statistic” about the region (see FIGURE 2).
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RESULTS

The methods outlined above were applied to five publications concerning the UBE
and three concerning the JAB. All have been published before or slightly after the cru-
cial polls on applying for the UNESCO label. FIGURE 3 shows the first approximation of
the image analysis in which we discerned between nature space and cultural space and
lists the publications we analyzed. Four of them present an outside view and four were
targeted at the people within the specific areas.
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Casting a closer look on the UBE and the differences between inside and outside
view we see that the national magazine “Schweizer Familie” depicts the Entlebuch pre-
dominantely as ‘nature space’. Moreover, images that are classified as ‘culture space’
mostly have a natural background (classified as ‘secondary nature space’). Hence, an
image of natural landscapes that is almost void of people is drawn here. The imagery of
the Entlebuch in the local newspaper “Entlebucher Anzeiger” and the voter’s informa-
tion brochure that was distributed to all Entlebuch households present a starkly con-
trasting image: almost no ‘nature space’ is shown. FIGURE 4 shows a more detailed
analysis of the information brochure. Not only is nature reduced to few images but the
pictures reveal a notion of a modern ‘production’ and ‘living space’ that lies in contrast
with general views of Swiss rural areas. The promoters of the biosphere idea deliber-
ately wanted to create this modern image. The “Entlebucher Anzeiger” adopted a simi-
lar approach, although the editors were more neutral in their coverage.

The “Revue Schweiz” edition on the Entlebuch, that targeted an outside public, takes
a middle ground. At first glance this result contradicts the outside view that was
sketched before. However, this can be explained by the fact that the management of the
UBE had control of the image production and selection. While consenting to more im-
ages depicting ‘nature space’ they explicitly wanted to present the region’s modern
production sites and living space to an outside public. The admission of more nature
space into the new edition of the information brochure after the Entlebuchs’ population
voted in favor of becoming a biosphere reserve is a sign of the importance of the (politi-
cal) context in which images and publications are placed (see chapter DISCUSSION).

In the second case study, the JAB, the difference between the inside and the outside
view is more or less the same (here the “Revue Schweiz” edition on the World Natural
Heritage site was not controlled by the JAB management). The percentage of primary
and secondary ‘nature space’ is much higher than of the inside view of the UBE. The
Great Aletsch glacier is the dominant icon in a great number of photographs. As we will
see in the next chapter this pronounced appropriation of nature space was not undis-
puted within the population of the JAB.

FIGURE 3: Proportions of cul-
ture space and natural envi-
ronment (in %) of UBE and
JAB.
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DISCUSSION

In order to understand the significance of the use of images, the context within which
they were created and used must be taken into consideration. For outsiders the Entlebuch
was either terra incognita — for instance in the Merian guides of 1975 and 1991 it is not even
mentioned - or (since a study of the 1980s; cf. FISCHER 1985) the poorhouse of Switzerland
(Ruoss 2001:128). Therefore, it does not surprise that the “Schweizer Familie” ties its report
to this “backwardness” (cf. PROBST 1999) and tries to show the region’s hidden treasures
and beautiful landscapes that were to be protected as biosphere reserve. Spatial appropria-
tions connected with this imagery are hiking, nature conservation and traditional agricul-
tural production. One important reason behind the insiders’ depiction of the UBE as a rela-
tively modern residential and economic area can be found in political events, more specifi-

cally in the acceptance of the 1987 national poll on the protection of moors (cf. MULLER 2007).

With this initiative — called Rothenthurm-Initiative — people intended to prevent the estab-
lishment of a military training field in the mire landscape of Rothenthum with the general
protection of all Swiss moors and mire landscapes of national importance and particular
beauty. This initiative was accepted and as a consequence a quarter of the Entlebuch’s area
was assigned nature protection status due to the acreage of moors in that region. The farm-
ers regarded this as a severe constraint to the use of their land that was imposed to them
from the outside. Because of this negative attitude towards nature protection the promoters
of the biosphere reserve carefully avoided creating the impression of wanting to protect
even more of the Entlebuch’s landscape. They preferred to emphasize the region’s potential
as living and production space that should prosper and develop sustainably within the bio-
sphere reserve. Hence, other kinds of spatial appropriation can be seen in the images: as liv-
ing space, production space and consumer space.
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In the JAB there was no such prominent event that influenced the opinion of its
population. As a World Natural Heritage site the rationale to label the area is different
from a biosphere reserve. The latter consists of a core zone that is strictly protected (in
the Entlebuch, mainly the highmoors), a buffer zone around them, and a development
zone where (sustainable) economic and social development is not only possible but
even asked for. In contrast, the area within the perimeter of a World Natural Heritage
site is not meant to be living space or development zone. Therefore, living and produc-
tion activities take place outside the perimeter and normally do not face any restrictions.
Nevertheless, the villages around the JAB signed a charter in which they agreed on de-
veloping their entire region sustainably. But unlike the insiders view of the UBE no vi-
sions of what that could mean were presented. The dominance of nature space in the
images of the JAB in both the insider’s and the outsider’s view gave the impression that
the primary concern of sustainable development lies in nature conservation or in pre-
serving so called outstanding landscapes; its progressive and innovative aspects re-
mained in the dark. This led to a loud and emotional dispute between conservationists
and tourism entrepreneurs whether further tourism development may or may not take
place. Whilst both parties tried to draw the majority of the population to their side, the
chance of discussing the region’s development in a more holistic manner was missed.
Moreover, the polarization due to the either-or-discussion ripped open a gap that ham-
pered further discussion about a multidimensional sustainable development of the re-
gion. Contrary to the UBE, the potential for sustainable development and for the integra-
tion of diverse interests was thrown away.

CONCLUSIONS

The analysis of images gives access to often unreflected mental images or ideas of
image producers and consumers. According to GIDDENS (1984) these are the real motiva-
tions for action. The producer of images either follows his or her personal values or
strategically aims to appeal at the assumed values of the consumers. An image’s impact
depends on whether or not it can appeal to values and arouse emotions. Therefore, im-
age analysis is a useful method to complement interviews, as subsequent consultation
with image producers made clear (cf. MULLER 2007). But even if the context in which im-
ages are placed is taken into consideration, image analysis cannot provide answers to
the exact influence images have on beholders because it changes with each person’s
changing dispositions and attitudes (cf. FIGURE 1). Even a later confrontation with such
an image within an interview will not provide scientists with these informations since
the situation in which a person saw an image cannot be reproduced. Nevertheless, the
overarching ‘social world’ allows for the analysis of the inherent meaning of images re-
garding potential spatial appropriations because they can be put in relation to sustain-
able development and give an indication about what it could look like. In a nutshell, the
UBE is a region in which sustainability is connected to people’s living and production
space and less to nature conservation, whereas in the JAB it is more a commitment to
the protection of the Great Aletsch glacier and its (already protected) surroundings and
less the habitat of the people. To a certain extent, this reflects to a certain extent the dif-
ferent orientations of the two regions. A biosphere reserve is more focused on an en-
compassing sustainable development of the region, whereas a World Heritage (Natural)
Site’s main objective is to protect its natural features. However, since the communities
within the scope of JAB specifically committed themselves to sustainable development
in the “Charta vom Konkordiaplatz”', the conceptual differences between the case stud-
ies are not that great. The example of the UBE shows that a multi-option visualization
strategy is more successful than to focus on one aspect of a project. In contrast to the

1 0n September 26, 2001,
representatives of the com-
munes of the WHS Jung-
frau-Aletsch-Bietschhorn
signed the "Charter of Kon-
kordiaplatz"
(www.welterbe.ch/en/world-
heritage/
vision-charter/charter.html)
on the symbolic “Konkor-
diaplatz” where a number of
glaciers converge to form
the Great Aletsch Glacier,
thus emblematising the
coming together of different
philosophies. The charter's
aim is to testify the willing-
ness to support the sustain-
able future development of
the WH region. Thus, the
charter expresses the "re-
gional conscience" of how
to deal with ecological, eco-
nomic and social issues re-
lating to the broader region
of the involved communes.
At a later date, the funda-
mental statements of the
charter were concretised in
the management plan for
the WHS.
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field of product advertisement where most placards choose to convey a single message
in order to sell the product to one specific target audience, sustainable development
was not narrowed down to one or two issues. The aim of the project to propagate the
region’s sustainable development must include efforts to address all stakeholders
(without compromising its content). Whereas a “normal” political campaign in order to
win a referendum can be called successful if the majority of voters could be convinced,
the communication of sustainable development should not produce offended minorities.
Part of this multi-option visualization is also to present “problematic” images (and texts)
that are not in line with the notion of sustainable development, in order to include critics
into the debate. The editor of the “Entlebucher Anzeiger” (the regional newspaper of the
UBE), who is a supporter of the biosphere idea, occasionally used such images. Other-
wise, critical or worried people would have felt excluded, have lost interest in the de-
bate or, even worse, started to refuse the dialogue because of missing transparency.
Such images were not used in the case of JAB. That is why the participation process
took longer to develop and was more problematic in its initial stages than in the UBE (cf.
WIESMANN et al. 2005).

RECOMMENDATIONS FOR PRACTICE

Regarding the promotion of sustainable development we can make the following
recommendations concerning the use of images. These recommendations are neither a
foolproof recipe nor a guarantee for the success of such an endeavor. A good choice of
images can enhance the acceptance of a viable project but it cannot change the course
of a badly planned or unrealistic process.

Since sustainable development has to be seen as a process, the successes of the
polls in the two case study areas are an important starting point and not the end like it is
the case in most political campaigns. Hence, for a strategy that depicts various options,
the key is not to say that anything goes with sustainable development but to talk to and
involve as many different stakeholders as possible in the process, even opposing ones.

A campaign that exclusively depends on images alone can be (mis-)interpreted in
much more different ways than if it is accompanied by (con)text. An image contains in-
formation in a highly condensed form and if this abundance is not channeled or tar-
geted by additional information (mostly text) its message remains unfocused and arbi-
trary. Bearing this in mind the combination of text and image can be shaped into strong
messages. Editors are often faced with the problem that the image that they have in
mind is not available or too expensive. In combination with a good (con)text less favor-
able alternatives can be forged into a powerful message.

There is no such thing as a project without drawbacks or problems. When having a
goal in mind people tend to avoid addressing negative aspects. And because images
can rarely be provided with ‘ifs’ and ‘buts’ as with texts, negative or counter images are
rarely shown. However, any intended negligence of problematic issues usually creates
problems at a time when it is often too late or more costly to tackle them. Therefore, we
recommend to also address negative aspects from the beginning of a project in order to
find solutions and to involve opponents of the project.

Sustainable development does not just occur; it is made by and dependent on peo-
ple and personalities that stand for it. Therefore, in all phases of such projects but
mostly in their initial phases it is important to involve personalities other people can
identify with. Both our case studies used a lot of images of personalities that have a
distinct opinion about the project (not always a positive one). These personalities are
focal points — or anchor people — of discussions and debates and have a great potential
to address all kinds of people even if the consumers of images have contrasting opin-
ions about them.
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Abstract: The Mueritz National Park in
Germany is undergoing landscape changes
due to wetland restoration, extensification
of agriculture and abandonment of timber
oriented forest management. In the park re-
gion, tourism is one of the main income fac-
tors. This study assesses the perception of
the landscape and landscape preferences of
both local visitors and tourists. 605 passers-
by were interviewed at five different places
inside the park. Preferences and perception
of landscapes were identified in three steps:
general preferences, perception of the scen-
ery at the interview site and by using pic-
tures. The results were differentiated and
compared according to residents, first time
visitors, and regular visitors as well as life-
style groups. Lakes, traditionally maintained
farmland and ancient currently unmanaged
beech forests (Fagus sylvatica), containing
deadwood, are preferred most. The results
show that background knowledge about
natural processes is essential for a positive
perception of these landscape features.

Zusammenfassung: Im Madritz National-
park sind durch Moorrenaturierungen, Ex-
tensivierung der Landwirtschaft und Aufga-
be der forstlichen Nutzung Verdnderungen
im Landschaftsbild unvermeidlich. Touris-
mus ist in der Parkregion ein wichtiger 6ko-
nomischer Faktor. In dieser Studie wurden
Landschaftspraferenzen und die Land-
schaftswahrnehmung naher untersucht. An
finf verschiedenen Orten im Nationalpark
wurden 605 Passanten befragt. Land-
schaftspraferenzen und die Wahrnehmung
von Landschaft wurden in drei Stufen ermit-
telt: Allgemeine Praferenzen, Wahrnehmung
der Landschaftsausstattung am Interviewort
und unter Verwendung eines Bildsatzes. Ei-
ne Auswertung erfolgte nach Anwohnern,
erstmaligen Besuchern und Stammgasten
sowie nach Lebensstilgruppen. Seen, tradi-
tionell genutzte landwirtschaftliche Flachen
und alte, lange Zeit ungenutzte Buchenwal-
der mit Totholzanteilen wurden am hdchs-
ten bewertet. Die Studie zeigt, dass Vorwis-
sen Uber Naturprozesse flir die Wertschat-
zung dieser Landschaftselemente von Be-
deutung ist.
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INTRODUCTION

Land use abandonment is a common phenomenon in rural areas of Central Europe, espe-
cially in economically less developed regions or mountain areas. Socio-economic factors are
the main reasons for the decline of agriculture and subsequent encroachment of natural vege-
tation. The perception of these scenic qualities has been described in several studies, e.g.,
HUNzIKER (2000), BAUER (2005) or HOECHTL et al. (2005). Similar processes happen in national
parks, which have been established during the last decades. The parks are set aside to provide
space for natural developments and to create “new wilderness”. They are often considered as
an essential element for regional development (JOB et al. 2005). Recreation services and tour-
ism are expected to become a main source of income for the residents in surrounding villages.
Changes of scenic qualities are perceived critically, which might lead to conflicts between dif-
ferent interest groups.

Mueritz National Park is one example for this type of national park in Central Europe. It is
situated in north east Germany, halfway between the cities of Berlin and Rostock and was es-
tablished in 1990. At present, over 70% of the area is covered by woodland. It also comprises
moors, meadows, fields and several small villages. Like many other national parks in Central
Europe, it is dominated by vast softwood forests shaped by intensive silviculture. In the Mue-
ritz National Park area, formerly intensive agriculture is being extensified and forest manage-
ment activities are changing from timber production to nature conservation, drainage meas-
ures and water pumps are being shut down and moors will be restored. In the surrounding
area, socio-economic changes are taking place rapidly. Employment in traditional sectors is
diminishing while tourism is currently increasing and is expected to become one of the main
income providing activities in the region. Given these management plans, changes of the
landscape are unavoidable in the upcoming years. However, the impact of these scenic
changes on residents and visitors of the Mueritz National Park has not yet been analyzed in de-
tail. Potential preferences of onlookers concerning certain types of landscape also still need
more research.

Therefore the research project targets at two main questions:

—  Which sceneries in Mueritz National Park are considered the most attractive by differ-
ent user groups?

—  Which changes in landscape can be expected in the coming years?

The focus of this paper is the analysis of both residents” and tourists” landscape perception.
It provides a framework for park authorities to identify scenic attractions of the national park.
Based on these results the national park authorities will be able to identify potential social con-
flicts that might emerge due to landscape changes. The initiation of a dialogue process with
different user groups is planned to follow.

MATERIALS AND METHODS

Interview design and questionnaire

An adapted method had to be developed to cope with the special information required in
Mueritz National Park. In order to suit the demands, a user-based survey was implemented. A
quantitative approach allowed one to gain a broader perspective on different park users. How-
ever, a number of open-ended questions, which are more typical for a qualitative approach,
had to be implemented especially when concerning perception. According to ALLESCH & KREUL
(1995), this blurred line between quantitative and qualitative research is necessary to cope
with the specific demands of on-site environmental research.

In order to cover all types of park users such as day visitors, long term guests, and locals,
interviews with passers-by at sites inside the park were considered the most efficient way to
gain information. Standardized questionnaires were developed. People gave the answers to an
interviewer, who would fill in the form. This type of interviews with passers-by suggested the
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inclusion of “real” on-site sceneries for analyzing scenic preferences. Five different, well fre-
quented sites inside the park were chosen. Each location selected represented a different type
of landscape. The places with its respective relevant landscape elements were:

— Serrahn: an old, for a long time unmanaged beech-forest, some visible deadwood,
core zone';

- Langhagen: vast, man-made pine-forests (Pinus sylvestris), development zone?;

— Granzin: pine regeneration on a devastated former military training range, portage fa-
cilities for canoes at an impassable river-section, core zone;

—  Specker Horst: restored moor, huge amount of deadwood visible, popular bike route
leading through on a dam, core zone;

- Mueritzhof: traditionally maintained meadows, lake visible, farmhouse with garden,
management zone®.

The interviews were conducted between the beginning of May and the end of August 2005,
since the park is visited mainly in the summer. Three interview-sessions were carried out at
each place, one session in early, one in mid and one in late summer. In order to get a good,
random selection of passers-by, a weekday, a Saturday, and a Sunday were selected. Ques-
tioning started at 9:00 am and ended at 5:00 pm. Passers-by were asked to participate in the
survey, and were told its purpose and its overall duration (approximately 20 — 30 minutes). Af-
ter the interview was finished, the next person approaching was contacted.

Persons were asked for their reasons to visit the park as well as for their activities planned.
In order to obtain information on different aspects of the scenery and to minimize faults that
may occur in each step, landscape preferences were assessed in three different steps.

Firstly, general questions on preferences for certain types of scenery in the park region
were posed (e.g., “How do you like the pine-forests in Mueritz National Park?”). Persons were
asked to rate on a 1 to 5 Lickert scale. This method is an easy and quick way of rating, though
every person interviewed has her or his own “mental landscape” in mind when being asked.

Therefore, in a second step the quality of the surrounding scenery was investigated. The in-
terviewee was requested to both rate on a 1 to 5 Lickert scale, and to name reasons for the
grade given. This way more information about the perception of these typical sites inside the
park could be obtained. However, some aspects, which might be more dominant in the future
like forests with huge portions of deadwood, are not visible yet and there are existing places
which are not well frequented. Therefore, in a final step, scenic impressions were given in a
picture set. However, the aesthetics of a photo may be influenced by the viewpoint and seg-
ment. Therefore, the interviewees were asked to judge the landscape but not the picture as
such.

Pictures had to be sorted according to a Q-Sort test method as described by STEPHENSON
(1953). From 16 pictures shown, the interviewee was asked to select 4 pictures with land-
scapes liked more than average and 4 pictures with landscapes liked less than average. From
these pre-selections the interviewees selected one picture each with the type of landscape
liked best respectively the type of landscape liked least. The interviewees were then asked to
explain their choice of best and least preferred type of landscape. Using this method a ranking
of landscape preferences was achieved.

Defining different user groups

To detect possible discrepancies between different users of the park, three sub-groups are
classified: First Time Visitors, Regular Visitors and Residents. First Time Visitors are literal ‘first
time visitors’ as well as persons who had been in the park before but only for a few times.
Regular Visitors are defined as persons visiting the park frequently at least over the last ten
years. Residents or Locals are defined as persons living in national park villages and the towns
of Neustrelitz, Waren and Mirow, situated at the park entrances.

1 Core zone: Inner part of a
national park; natural proc-
esses, N0 management ac-
tions, is set to cover over
80% of the park area in the
long run.

2 Development zone: Area
to be developed towards ei-
ther core zone of a national
park by restoration (forests
and wetlands) or manage-
ment zone e.g., by extensifi-
cation of meadows or fields.

3 Management zone: Areas
with precious man made
biotopes. Management ac-
tions are necessary to main-
tain rich biodiversity. Man-
agement zones sometimes
also form buffer zones be-
tween surrounding in-
tensely used land parts and
core zones of a national
park.
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Additionally, all interviewees were sorted into so-called lifestyle groups, according to the
concept of the German sociologist ScHULZE (1997). The reason for forming these groups is that
people with a certain educational background show specific behavior patterns in their leisure
time. For this query, it is of interest if and how many individuals of each of these groups come
to Mueritz National Park. Also there might be different activities and landscape preferences for
each of these groups. ScHULZE (1997) identifies the following five groups (TABLE 1):

TABLE 1: Lifestyle groups.

Lifestyle Group Names given by SCHULZE Education Age Scheme
(1997) (in German) Level

Entertainment Unterhaltung Low Below 40 Excitement

Self-fulfiliment | Selbstverwirklichung High Below 40 Both Excitement and
Upper Class

Harmony Harmonie Low Above 40 Common

Integration Integration Mid Above 40 Mix of Common and
Upper Class

Class Niveau Very high Above 40 Upper Class

The two lifestyle groups with members below 40 years old, follow a so-called Excitement
scheme. For example, they like listening to rock music. Self-fulfillment, the group with a higher
educational background, also shows culture oriented leisure patterns typical for Upper Class
people, e.g., listening to classical music, visiting art exhibitions or theater performances. Har-
mony shows a so-called Common scheme, meaning that they prefer more easy and simple to
understand literature and music. Integration mixes both the Upper Class and the Common
scheme (ScHULZE 1997).

In some studies questions about the educational level were considered very critical in face
to face situations (e.g. KORFF 2005). This was confirmed by the results of the investigation’s test
run.

Therefore, in the main run, besides age only a trained profession was asked on a voluntary
basis. Instead of asking for the educational level, indicators for the different lifestyle groups
were used. Regular everyday leisure activities were asked, which are assumed to correlate
well with the educational level. (TABLE 2).

Indicators Scheme TABLE 2: Selection of indica-
tors chosen to distinguish
Classical music Upper Class lifestyle groups.
Learning languages UpperClass
Reading quality books/m zines focusing on politics, economy,
eading quality boo s/magazines focusing on po economy Upper Class
society
Concerts, museums, art exhibitions Upper Class
Easy listening Common
TV/quiz —-shows Common

The lifestyle groups formed by using above-mentioned indicators give information about
general preferences for certain activities, leisure-time demands and communication channels
used. However, these indicators are not of a high significance. This leads to inaccuracies to
some extent when forming the groups. For the aim of the study, to gain information on visi-
tors and their behavior patterns at home, lifestyle groups formed mainly by indicators are still
valuable for visitor management.

Selection was made by age, and, if possible, by trained profession. If no suitable profession
was given, indicators were taken instead. The interviewee was also assigned to a group, when
all indicators clearly directed towards a group, no matter which trained profession was stated.
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In most cases, sorting into the groups worked well. In 63 cases however, it was not possi-
ble to clearly sort into Class or Integration lifestyle. This appeared to be a more general prob-
lem, since item patterns of Integration are mixing with the Class group. To solve this problem,
a sixth category was formed and named “I/C".

Significance to differences in answers between lifestyle groups on one side and Locals,
Regular and First Time Visitors on the other side was tested by ANOVA and by Chi-Square
tests, using SPSS.

RESULTS

Origin and distribution of the interviewees

722 passers-by were asked to participate in the survey, and 605 of them eventually took
part. This is a response rate of 83.8%. Most interviews were carried out at Specker Horst, the
least in Serrahn. Estimations suggest that the portion of persons asked to participate in rela-
tion to all passers-by between 9 am and 5 pm were around 20% in Serrahn, around 5-7% both
in Specker Horst and Granzin, and 10-15% in Langhagen and at Muritzhof. The number of visi-
tors in Serrahn is very low and therefore quite a large portion of passers-by could be inter-
viewed. At the other sites only a very small amount of all Park users during the interview pe-
riod could be asked to participate due to the high frequentation on these places. 78% in the
survey were First Time Visitors (n=469), 9% Regular Visitors (n=55) and
13% Locals (n=81) (Figures 1 and 2).

Most of the First Time and Regular Visitors came from Berlin, followed by those from the
German region of Lower Saxony. 7% of the tourists were from a foreign country, mainly from
the Netherlands and Belgium. Over 57% of the First Time and Regular Visitors stated living in a
big city of over 100’000 inhabitants or in a heavily populated urban area.

Distribution on Lifestyle Groups

A look at the groups indicates that most of the interviewees belong to Class (36%), and the
second largest category is Self-fulfillment (22%). This suggests that the majority of park users
lead lifestyles which indicate a higher educational level (Entertainment 8 %, Harmony 10%, In-
tegration 14%, 1/C 10%). Self-fulfillment is extremely over-represented at the canoe-route.
Every second person at that place was assigned to this lifestyle group.

Reasons for visiting Mueritz National Park

This question was posed to name the importance of landscapes and scenic qualities when
visiting Mueritz National Park. There were no predefined answers to this question, and the an-
swers most frequently given were: “Area is very natural”, “Beautiful scenery”, “Possibilities to
go biking”, “Quietness” and “Canoeing”. 3.6% of the visitors explicitly named “Visiting a na-

tional park”. Regular Visitors stated “Biking”, “Beautiful scenery”, “Nature” and “Canoeing”
significantly more often as their visiting motives than First Time Visitors.

Activities planned or carried out

For the visitor's perception of landscape, the way of exploring it is very important. A multi-
ple choice list of activities was applied to find out the motives for visiting the park. Biking was
the most popular way to get around inside the park (85%). More than 60% wanted to go
swimming in one of the lakes. The percentage for this activity among Locals was significantly
higher, around 80%. Half of the interviewees named “Hiking” or “Canoeing”. “Canoeing” var-
ies strongly among the lifestyle groups. While only 25.9% of the Integration group planned this
activity, 76.9% of the Self-fulfillment group intended or carried out this activity. Among the En-
tertainment group of the same age as Self-fulfillment, only 53% mentioned it (statistically sig-
nificant). Also Regular Visitors liked canoeing more than other groups (70% in comparison
with 48% of both Locals and First Time Visitors).
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About 60% of the interviewees intended to observe animals and plants, about 45% also
considered using one of the information offers or a guided tour by national park rangers.
While “picking berriessrmushrooms” was not of great importance for any interviewed person,
it was named by over two thirds of the “Locals” interviewed as an activity carried out inside
the park boundaries.

Positive and negative perceptions of the park

The open question “What do you like/dislike about the park” allows interviewees to refer to
different aspects of the park considered positive or negative, not only those related to land-
scapes. “Unspoiled/clean nature”, “Quietness”, “Loneliness” and “No noise” were the most
frequent positive impressions, followed by “Lakes” and “Forest”. Regular Visitors especially
mentioned “Quietness”. 54% of this group highlighted this feature (statistically significant).

Negative aspects were the surface quality of trails (“Too sandy”, “Rough”), and improv-
able signposting for trails and destinations. 8% felt crowding, 7% were disturbed by noise or
motorized vehicles.

General impression of the scenery inside the park

In this question, interviewees were asked to give a grade for the different types of sceneries
found within the park boundaries. 5 different quotes were possible: Very good (5), good (4),
middle (3), bad (2), very bad (1). There was also the possibility to state “do not know, have not
seen it yet”.

Lakes were voted the best, followed by avenues and viewpoints. Moors, reeds, beech-
forests and mixed forests formed a third block in rating. The least preferred general impres-
sions were villages, fields and pine forests (FIGURE 1). Residents disliked “abandoned fields”
most and in comparison with tourists, they appointed significantly lower grades. Locals found
the pine-forests less attractive than tourists (FIGURE 2). For the aspects reed, moor and fallow
land, lifestyle groups with a higher educational background gave better grades than the life-
style groups Harmony and Entertainment.

An interesting aspect is that every fourth person quoted moors as “I do not know”/"l have
not seen them yet”, although this type of landscape occurs frequently inside the park and it
was also the most visited interview-site (FIGURE 3). Possibilities to overlook the land and fields
exist mainly in the less frequented hillsides in the northern parts of the park, which is an ex-
planation for the higher rate of “Do not know” answers. Especially Self-fulfillment lifestyle
group members often mention overlooks, avenues, and fields as “l do not know"”, because the
canoe-route has none of these features.

General Impression - All Interviewees
g 0.
_;4,574I—I—I—I—-—. -
2 4 i
I | | | | [ ] |
S35
=
g 3
(=]
52,5
& 2
€@
5 15
[ ,
1]
1 T T T T T T T T T T T T
¢ & £ £ 3 £ £ 2 2 2 g 5 £
¥ 53 @@ g o ¥ O 3F B & O T D
[} = o o Fa ot -0 =} — ] = =
— o e = o o @ = L 2
: O L oL o = E = I
<L = . = = [=]
o T 3 B H 2
£ X e T
T =
2
m

52

FIGURE 1: General impres-
sion —all interviewees.



Siegrist, D.; Clivaz, C.; Hunziker, M.; Iten, S. (eds.) (2008).

Visitor Management in Nature-based Tourism. Strategies and Success Factors for Recreational and Protected Areas.

General Impression - First Time Visitors,
Regular Visitors and Locals

g s T .
535 = =
5 3 T o First Time Visitors
g 2517 m Regular Visitors
n 2__
0, A Locals
@
g 15
~
o 1 T T T T T T T T T T T T
o] 0w »m (2] ) %) w T O W W [}
bl [(h] e [(F] - [1h] =]
£ 28 82 % % § 5 § 23 ¢
- 8 3 = 5 5 § 2 = & b
< 5 L £ L E 3 > =
e 3 -n:é " =
B = o
o
o

"Do not know"/"Have not seen it yet” - All

Interviewees
30% .

25%
20%

15%
10%
5%

0%

Moors
Overlooks
Fallow Land
Fields
Shrubland
Villages
Avenues
Reed

Pine Forests
Meadows
Mixed Forests
Lakes

Broadleaf Forests

Sceneries at the interview sites

The satisfaction with the surrounding scenery at the interview site was appraised with
Lickert scales. In addition, an explanatory statement was asked for the rating of the land-
scape in the form of an open question, i.e., no predetermined answers were placed on the
sheet. The Granzin site with its natural pine regeneration on the military driving range was
given an overall evaluation of 3.82. Most of the passers-by named the place “Monotone”
and “Pines artificially planted”. Positive comments were “Nature” and “Nature conquers the
military driving range”. Pine forests in Langhagen had an average of 3.98. The main reason
for this was the positive aspect “Quietness”, after which “Prefer mixed forest” ranked sec-
ond. Around 9% highlighted that “Positive developments in the forests are visible”. This is
mainly due to forest management activities that try to establish higher portions of broadleaf
tree species.

The restored moor at Specker Horst was graded with 4.05. Information about this scen-
ery is vital for its positive perception. Some information boards exist at Specker Horst that
explain this kind of scenery.

The main reason was “l think regenerating and raising the water-level is a good thing”.
However, the huge amount of dead birch-trees (Betula pendula) lead to polarization. Around
21% said, that “Dead trees are negative”, while 19% regarded it a positive aspect. Other fre-

FIGURE 2: General impres-
sion: Differentiated between
First Time Visitors, Regular
Visitors and Locals.

FIGURE 3: “Do not
know”/“Have not seen it
yet” - all interviewees.
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quently mentioned impressions (15-20%) were: “Interesting”, “Unusual impression”, “Natu-
ral”. 15% thought that “This impression needs explanations” or stated “l have questions
about this scenery”. Around 14% felt confronted with “Death”, while 8% saw “New life visi-
ble”.

The most appreciated sites were Serrahn with 4.71 and Mueritzhof with 4.75. In Serrahn,
passers-by named a general preference for old trees and beech forests. Frequently men-
tioned was “Intense green spring color”. Also “Virgin forests” and “Very close to natural
forest” were named. More than 15% named “Deadwood” a positive feature in the Serrahn
forests. Mueritzhof was liked for “Blooming plants/ Beautiful garden with flowers”, “Views
towards a lake” and “Quietness”.

Regular Visitors and Locals were asked to name their favorite place inside the park. 28%
of the Locals named the old beech forests in Serrahn as their favorite place. Among Regular
Visitors the Havel River was named as their favorite place (38.2%), followed by Serrahn
(25%).

The picture set assessment

A set of 16 pictures was used to ask for certain types of landscape which cannot be
posed as a question without precise landscape knowledge or which are not yet found at well
frequented places. The interviewees were asked to select preferred and disliked pictures ac-
cording to the Q-Sort test method described by STEPHENSON (1953). The best and the worst
image had to be chosen and were taken out. Then three pictures of each liked and disliked
ones had to be chosen. The following types of pictures were given in the set:

1. Lake placed in a cultural landscape (meadow in the foreground);

Lake view from a canoe;

Initial state of a regenerated moor with dead trees;

Initial phase of natural reforestation with pine on abandoned agricultural land;
Pine forest;

Initial phase of transformation of pine towards broadleaf stand;

Mixed forest with pines and broadleaves;

Structured beech forest with little deadwood;

© © N o o ;M w N

Beech forest with a large portion of deadwood;

—
e

Avenue (typical feature of cultural landscape in the northeast of Germany);

-
JEEY

Overlook (abandoned dry meadow in the foreground);

12. Meadow with single oak trees (Quercus robur), traditional half-open cultural land-
scape;

13. Small scale cultural landscape without lake view;
14. Large scale unstructured abandoned field, blooming;
15. Large scale unstructured field;

16. Village or settlement, renovated.

In general, there were no major variations in sorting the pictures between user or life-
style groups. The most preferred pictures were those showing waters. The most favorite one
was a lake embedded in a cultural landscape (PICTURE LEFT) followed by the regenerated
moor with deadwood. Third was the lake view from a canoe. A very interesting aspect was
the picture showing fallow land. It ranked on the neutral, more positive side of the Q-sort
Test in average. However this impression was polarizing. A closer look at this feature
showed, that 7.3% selected this picture as their favorite one. It ranked fourth when compar-
ing only first choice picks. However, the impression of fallow land was chosen by 5.1% as
the least attractive scenic impression. It was liked for “Blooming”, “Colors” and showing
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“Wideness” but disliked for being “Monotone”, “Vegetation too dry”, and showing “Aban-
doned agricultural land”.

The least favored picture in the set was pine forest in initial transformation phase (Pic-
TURE RIGHT), followed by plain pine forests. Reasons for the two pine forests being least pre-
ferred were “Being monotone”, “Not interesting” and “Dead, ill trees” and “Artificial”. As
reasons for the most preferred landscape on the pictures 52% of the interviewees consid-
ered aesthetic qualities only, while 24% also reasoned with landscape potential for leisure
time activities. 24% stated ecological qualities. Lifestyle group Harmony argued a little less
on an ecological level. For negative pictures, around 38% chose an ecological reason for not
liking the landscape shown, while still around 50% argued only on an aesthetical level.

PICTURE LEFT: Picture pre-
ferred most in the Q-Sort-
test.

PICTURE RIGHT: Impression le-
ast preferred in the Q-Sort-
test.

DISCUSSION

This study shows that it is necessary to analyze landscape perception in more than one
step. Each way of interviewing or only using a picture set is not adequate to cope with the
complexity of landscape and its perception.

In Mueritz National Park, a majority of visitors are identified as members of Class or Self-
fulfillment lifestyle groups. This suggests that people visiting the park have a higher educa-
tional background. This fits quite well with other studies, e.g., MUHAR et al. (2006) or BRAUN
(1999). Lifestyle groups with lower education tend to prefer more cultivated places.

The old Serrahn beech forests are considered very attractive, which supports the general
impression that this kind of forest is liked by the visitors. Deadwood in these forests, at least to
some extent, is seen as a positive feature. In other recent surveys deadwood in forests is also
seen more positive (e.g., LINDHAGEN & HOERNSTEIN 2000). However, purposeful background in-
formation is important. This is vital for judging whether scenery is considered positively or
negatively, especially for unsusual impressions like the regenerating moor scenery at Specker
Horst and its large portion of deadwood.

CONCLUSIONS
Some features of cultural landscape like avenues and viewpoints are liked as such. Mead-

ows and open cultural landscape are important for aesthetics when providing views towards
lakes. This fits to more general theories of landscape perception and preferences (e.g., APPLE-
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TON 1975; KAPLAN & KAPLAN 1989). The impression of abandoned fields and fallow land was
perceived negatively. Especially Locals relate fallow land with diminishing agriculture and had
a negative perception when asked. However, blooming, open land is often considered interest-
ing and attractive, although the picture of an abandoned field had no other landscape struc-
tures in it. The ambivalent quality of fallow land was also reported from studies in Alpine areas
(e.g., HOECHTL et al. 2005).

Pine forests are considered less attractive compared to other landscapes. The pictures show-
ing these types of forests were judged the least attractive ones. Locals dislike the pine forests
more than visitors, although they have been shaping the region for a long time. This is a surpris-
ing result as e.g. NoHL (2001) claims that locals may prefer them. However, grades were not to-
tally bad. Asking for the scenic quality at the interview site revealed that other factors for judging
were important. Non-visual elements like “Quietness” were positive features. Also visible small
broadleaf trees in the shelter of pine stands were considered a “Positive development”.

The studies in Mueritz National Park support theories of landscape perception based on
three different strategies, which are biological laws, cultural laws and personal strategies
(BourAssA 1991). General human habitat theories explain only some preferences, e.g. for lakes
and rich structured cultural land.

RECOMMENDATIONS FOR PRACTICE

Water is preferred most by visitors and there is a huge demand for this feature. However,
this is not strictly correlated with its use for activities and is liked just for being visible from
landside. Also in regions with few lakes, where this feature is rather atypical, there is a strong
wish for this element (e.g., ASSEBURG et al. 1985). As a recommendation for Mueritz National
Park, agricultural activities should be continued close to lake sites in management zones, since
they provide views on lakes and maintain very valuable biotope structures. This is to a certain
extent a contradiction to national park plan objectives which aim at diminishing farming at
lakeshores in some places in order to reduce nutrient inputs. Moreover, farmers might prefer
to give up these very wet places close to waters due to difficult maintenance. A careful, sensi-
tive land management involving farmers might maintain these aspects for the future.

In abstract questions fallow land was considered negative, especially by Locals. However,
it seemed to be more an impression of the “mental landscape” as the real scenic quality was
considered both positive and negative when questioned on site. Blooming aspects in early
summer are attractive and can improve scenic qualities especially compared to large unstruc-
tured fields. Information about the ecological values of fallow land might be a strategy to gain
acceptance for this feature. An alternative could be to manage these fallow lands again.

According to the lifestyle concept by ScHuULzE (1997), people with lower education tend to
watch nature films on television frequently. However, these groups are under-represented
when participating in outdoor activities (SCHULzE 1997; BRAUN 1999; MANNING 1999 cited in
some studies; MUHAR et al. 2006). Important reasons for this might be the lack of mobility or lit-
tle money that can be spent for experiencing nature; but certainly they are not the only ones.
Further research on this issue is necessary and fundamental, since these lifestyle groups rep-
resent a large group of society.

Using the lifestyle concept by ScHuLzE (1997), important communication and information
channels with visitors can be for example high quality magazines, newspapers, radio and TV
programs. National park experiences can be combined with arts exhibitions, cultural events
and theater performances in the region. A large majority of park visitors is generally interested
in this kind of offer.

Landscapes in national parks often do not provide impressions suiting habitat theories. Ac-
ceptance for sceneries resulting from natural regeneration processes can be promoted by in-
formation. Judgment of these landscapes by passers-by is based on knowledge, values and
positive experiences. The predominance of visitors with a higher education but with a certain
lack of knowledge about nature suggests that there is a demand for information of high quality.
It can help develop acceptance and appreciation of landscape change.
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Abstract: Alpine tourism strongly relies
on the natural integrity of destination ar-
eas. It is argued in this paper that pro-
tected areas can and will play an increas-
ingly important role in the branding of
tourism destinations. This article dis-
cusses whether the concept of Natura
2000, a European-wide network of pro-
tected areas, may contribute to a unique
selling proposition for Alpine destinations
based on an analysis of core demands for
brand positioning. Surveys that have been
conducted in two Alpine Natura 2000 sites,
one in Germany and one in Austria show
that protected areas have an influence on
the destination choice of tourists and rec-
reation seekers; also, the visitors’ attitude
is favorable towards protected areas.
General knowledge about Natura 2000,
however, is rather low among tourists as
well as recreationists, and even among
tourism stakeholders. Therefore, the per-
formance of Natura 2000 for destination
branding is rather limited at the moment,
but promising examples exist in the Al-
pine area and also in other European re-
gions how to link Natura 2000 and tourism.
Key strategies of good practice examples
are analyzed and compiled as recommen-
dations for destinations.

Zusammenfassung: Der alpine Tourismus
ist in groBem Mal3e auf naturnahe und unver-
sehrte Landschaft angewiesen. Nachdem ge-
schiitzte Landschaften diesem Anspruch ge-
recht werden, kann angenommen werden,
dass diese zunehmend eine wichtige Rolle in
der Markenbildung und im Marketing von
Tourismusdestinationen spielen werden. In
diesem Artikel wird diskutiert, ob das Konzept
Natura 2000 als europaweites Schutzgebiets-
netzwerk einen Beitrag zu einem Alleinstel-
lungsmerkmal (USP) fiir alpine Tourismusdes-
tinationen leisten kann, basierend auf einer
Analyse von Kernanforderungen fiir die Mar-
kenpositionierung. Befragungen, die in zwei
alpinen Natura 2000-Gebieten in Deutschland
und Osterreich durchgefiihrt wurden, zeigen,
dass Schutzgebiete einen Einfluss auf die Des-
tinationsentscheidung von Touristen und Er-
holungssuchenden haben. Ebenfalls stellte
sich heraus, dass die Besucher zum grof3en
Teil eine positive Einstellung gegeniber
Schutzgebieten haben. Der Bekanntheitsgrad
von Natura 2000 ist jedoch bei Touristen und
Erholungssuchenden sowie bei Tourismusver-
tretern sehr gering. Zum gegenwartigen Zeit-
punkt ist deshalb die Eignung von Natura 2000
fir die Markenbildung von Tourismusdestina-
tionen ziemlich eingeschrankt. Allerdings gibt
es viel versprechende Beispiele im Alpenraum
sowie in anderen europaischen Regionen, wie
Natura 2000 und Tourismus vernetzt werden
konnen. Erfolgsfaktoren von Praxisbeispielen
werden in diesem Artikel analysiert und als
Empfehlungen fir Tourismusdestinationen
zusammenstellt.
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INTRODUCTION

Destination marketing and branding is of growing relevance to tourism in the Alps.
The Alpine area is a prime tourism destination in Europe, characterized by an increasing
competition between its destinations, decreasing demand or stagnation and permanent
pressure for adaptation, and improvements in quality and standards. However, the mar-
ket is still characterized by many rather similar and replaceable products which lack a
unique profile. Researchers have pointed out that especially in the Alpine region a type
of “standard destination” has evolved (BIEGER 2006:185). Therefore destinations attempt
to add value by different means such as providing a meaning to tourists (BIEGER
2006:185; SCHERHAG 2003:1-7).

One increasingly used strategy is to use the various types of protected areas in des-
tination marketing and branding (MEHNEN & MoSE 2007; WEIXLBAUMER et al. 2007; PROBSTL
2006; BMLFUW 2005; JoB et al. 2005; GETzZNER & JUNGMEIER 2002). The Alpine space is
characterized by a high level of biodiversity with many endangered species and natural
habitats of European significance. To protect this special biological diversity, a signifi-
cant proportion of the region has been protected in the last decades. Across the Alpine
space, six main categories for nature conservation exist: national parks, nature parks,
biosphere reserves, nature reserves, protected landscapes, and the European network
Natura 2000.

Especially in areas where tourism strongly relies on natural integrity, protected areas
are used in destination marketing and branding. The concept of Natura 2000 is quite ap-
pealing for tourism. Over the past 15 years, a coherent network to protect the European
natural heritage has been established across the entire European Union. Tourists in
Scotland can experience parts of the network as well as tourists in Greece. Based on a
conceptual framework of brand building and positioning of tourism destinations, this
paper discusses and evaluates the possible role of Natura 2000 for this purpose. Oppor-
tunities and limitations for the Alpine region are described. Because of its Europe-wide
distribution and its rather strict level of protection, it is assumed that Natura 2000 can
contribute to a unique selling proposition for Alpine destinations.

Background
Natura 2000 - European network of protected areas

The aim of Natura 2000, a recently developed type of protected area, is to establish
a European network of protected areas according to the Habitats Directive (DIRECTIVE
92/43/EEC) and the Birds Directive (DIRECTIVE 79/409/EEC) of the European Union. This
network has to be implemented by the respective member countries of the European
Union to restrain the loss of biodiversity. Over the past few years, large areas of the
Alps have been included in the Natura 2000 network. Natura 2000 differs from the vari-
ous national protection categories as the same rules apply to all nations of the Euro-
pean Union.

Destination choice and destination branding

The tourist’s choice of a holiday destination is a complex decision. A holiday is a
high value purchase and usually high expectations are associated with it (SWARBROOKE
& HORNER 1999:48). Furthermore, vacations are also associated with risks because the
product cannot be tested or inspected prior to consumption, the working population
only has limited time available for a holiday, money usually has been saved exclusively
for the holiday, and frustration is possible if the holiday does not meet the expecta-
tions (LIPING 2002:721; MuUNDT 2001:153; MANSFIELD 1992:408). As destinations become
more diversified the decision is becoming more difficult and complex for tourists, and
so support in the choice of destination is needed (SCHERHAG 2003:133-135).
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This situation makes it necessary for tourism destinations to differentiate their
product from each other with a clear profile and an appealing image. Also tourists who
are experienced in traveling perceive a brand as a guarantee of quality which reduces
their risk during the decision for a destination (BIEGER 2005), especially in the Alpine
area. In the highly fragmented and competitive environment new products are easily
imitated by competitors (PECHLANER 1998:367). For all these reasons destination brand-
ing plays an important role.

Protected areas in destination choice and branding

Several studies show the influence of protected areas on the destination choice.
Most studies focus on national parks. In a study in the Miritz National Park in Germany,
57% of the visitors stated that the existence of the national park played an important
role for their choice of destination (JOB et al. 2005:61). In a survey in the region of the
Swiss national park, the national park played an important role in their choice for 42%
of the interviewed visitors (KUPFER 2000:102). In a nationwide telephone survey in Ger-
many by the WWF, 72% of the interviewees would preferably choose a holiday destina-
tion adjacent to a designated national park (WWF GERMANY 1999:39).

Some studies investigated the role of other types of protected areas. Apparently,
nature parks have less influence on the destination choice. However, it is quite difficult
to compare the results because of different survey designs. A study in four nature
parks in the Austrian federal state ,Burgenland” shows that for 34% of the visitors
knowing of the existence of a nature park in the region the nature park played a very
important or important role (WEIXLBAUMER et al. 2007:45). In Germany, JOB et al.
(2005:72-76) found that for 39% of all visitors of nature park “Altmiihltal” and for 31%
of nature park “Hoher Flaming” the existence of the respective parks played an impor-
tant role in their destination choice.

A study in the Canadian mountain resort of Whistler, BC, using a discrete choice ex-
periment technique, shows that visitors preferred resorts with a higher percentage of
designated protected areas, even if it is of local area designation only (KELLY et al.
2007:384; ENGLUND 2005:69). BRAU & CAO (2005:17) find that tourists leaving Sardinia
had a significant preference for resorts with nature reserves in the vicinity. So far no
studies have been published that include Natura 2000 in the investigation of destina-
tion choice. But there are studies describing possible positive effects on the regional
economy by Natura 2000 (GETzZNER & JUNGMEIER 2002; LEIBENATH & BADURA 2005). Given a
positive perception in tourism regions, GETZNER & JUNGMEIER (2002) propose that Natura
2000 may be seen as unique selling proposition.

MATERIALS AND METHODS

Evaluation framework

To study the possible use of Natura 2000 as a brand for tourism destinations a suit-
able framework for the assessment of Natura 2000 was developed based on two sig-
nificant publications on destination branding and brand positioning. To analyze the
core demands, in addition to a literature review and expert interviews, a survey was
conducted in two Natura 2000 sites'. The methodological approaches are described be- ' this article all protected
areas according to the Habi-
low. tats Directive (Directive

Following KLEIN-BOLTING & MAskUS (2003:84) and MORGAN & PRITCHARD (2005:70) the  92/43/EEC) and the Birds Di-

rective (Directive

79/409/EEC) of the EU are

utes as well as benefits for the visitor (see TABLE 1). subsumed as Natura-2000-
sites.

core demand for brand positioning can be divided into functional and emotional attrib-
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Modules Core demands for brand positioning
Functional attrib- | - Deliverable (service or product must justify position-
utes ing)

- Defendable (cannot be copied easily)

Emotional attrib- - Possible to communicate
utes

= Compatible with the overall concept

Benefit - Conveying salient ideas

- Differentiating in the competition

- Relevant for target group

- Attractive for target group

= Authentic for the target group

According to the concept of KLEIN-BOLTING & MAskus 2003 and MORGAN & PRITCHARD
2005 a brand consists of functional attributes, the so called “reason to believe”: it must be
deliverable, meaning that the performance justifies the positioning. A brand also has to be
defendable and unique, in order not to be copied easily. The functional attributes are ana-
lyzed based on a literature review.

Furthermore, a brand consists of emotional attributes: it must be possible to commu-
nicate the key issues in a straightforward and coherent way. Moreover, all elements of the
brand should be compatible with the overall concept of the destination strategy. The emo-
tional attributes are analyzed based on literature review and expert interviews.

In addition a brand has to provide a benefit for the visitor, a so called value proposition,
and create an emotional attachment for the visitor. Thus, a brand has to be relevant, at-
tractive and authentic for the target group and convey salient ideas. The brand needs to
differentiate the destination in the competition against other destinations. To assess the
benefits for the visitors, surveys have been conducted in two Alpine Natura-2000 sites in
Germany and Austria with high levels of tourism and recreation use but with very differ-
ent characteristics.

Survey

Surveys were conducted in both study sites in Germany and Austria. Alpine Natura
2000 sites have been selected with a very high importance of tourism and recreational use.
This selection was carried out in close co-operation with the federal administration in both
countries (Bayerische Staatsforstverwaltung, administration for rural development in
Lower Austria). Both sites constitute internationally important natural or cultural attrac-
tions with accordingly high numbers of visitors. The German study area “Falkenstein,
Alatsee, Faulenbacher- und Lechtal” is located in the Allgdu, Bavaria. It is situated in one
of the most famous Alpine destinations in Germany with the castles “Neuschwanstein”
and “Hohenschwangau”, which attract many international visitors. It is also a popular
destination for local recreation. Parts of this Natura 2000 site are visited by more than
3,000 visitors a day at peak days during summer. The area is a rather small (987 ha) and
ecologically fragile. Main habitats are undisturbed alpine lakes and bogs, near-natural al-
pine forests and dry alpine pastures.

The Natura 2000 site “Norddstliche Randalpen” in Lower Austria is a large area (64,066
ha) including the peak and the plateau of the “Schneeberg”, the easternmost peak of the
Alps with 2,000 m of altitude. The area is a typical day trip destination from Vienna and
can be reached easily from Hungary and Slovakia. The area is popular in summer and au-
tumn for hiking and in winter and spring for backcountry skiing. During the summer sea-
son, a rack railway leads to the plateau. Sensitive habitats are alpine grasslands and rock
crevice plant communities.
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Standardized personal interviews have been conducted in both test sites during tourism
and recreational use peak time. In both test sites the interview days included weekdays and
weekends as well as holiday time and off-holiday time. In the German site the interviews
were conducted on six days in summer and autumn 2005. A total of 297 interviews were
completed with a refusal rate of 25%. In the Austrian test site interviews were conducted on
seven days during summer and autumn of 2005. These efforts yielded a total of 134 com-
pleted responses, with a refusal rate of 10%. Due to climatic conditions during the winter
season in the Austrian test site, a mail-back questionnaire was distributed to tourists and
recreation seekers with a postage free envelope (81 respondents and a return rate of 40%).

Expert interviews

Interviews were also conducted with tourism stakeholders in and around the study areas
in both Germany and Austria. Interview partners were pension and hotel owners (24), hut
keepers (3) as well as marketing professionals (2). These experts were asked for their per-
ception of risks and opportunities associated with Natura 2000 sites and brand. Additional
scientific experts working in the field of Natura 2000 from Germany (4), Austria (2), Italy (2),
and Slovenia (2) were involved in the evaluation process of the required core demands via
the research project AlpNaTour.

RESULTS

Analysis of functional attributes

The analysis of functional attributes shows that Natura 2000 can be perceived as a deliver-
able label because it is a comparatively strict protection category. The designation of the
Natura 2000 sites follows strictly scientific criteria. It has been argued repeatedly that there has
not been enough participation in the designation process (SAUER et al. 2005; SUDA et al. 2006).
But on the other hand this uncompromising designation practice ensured a rather high quality
of the sites. What also contributes to this fact is that the member states have to avoid the dete-
rioration of natural habitats and the habitats of species (Art.6 COUNCIL DIRECTIVE 92/43/EEC).
Natura 2000 can also be called defendable; it has legal status so that it cannot be copied easily
by other regions or communities without designated Natura 2000 sites. The designation proc-
ess is nearly finalized but minor additions are still to be made (BfN 2007; ELLMAUER et al. 2005).
Natura 2000 satisfies the functional criteria: it is both deliverable and defendable.

Analysis of emotional attributes

The second module in building a successful brand encloses the emotional benefits. Be-
cause of the Europe-wide consistency of the name and logo the concept of Natura 2000 can
be communicated well across the EU (TEN BRINK et al. 2002). Natura 2000 can also be com-
patible with the overall concept of a destination strategy as long as the destination focuses
on landscape and nature-based offers. Experts and tourism stakeholders in the study areas
perceive Natura 2000 as predominately compatible with their tourism strategies and target
groups. Further experts (PROBSTL 2005; LICHTENECKER 2004) stated that the protection of en-
dangered species in a Natura 2000 helps to communicate Natura 2000; an emotional at-
tachment to the vision of Natura 2000 can be created.

Analysis of benefits
Salient ideas, differentiability and authenticity

Analyzing the benefits for the visitor it can be clearly stated that Natura 2000 conveys sa-
lient ideas: Natura 2000 has a pan-European vision to protect the natural heritage and to hal-
ter the loss of biodiversity within the European Union; it is described as one of the most im-
portant initiatives of nature conservation policy (GETZNER & JUNGMEIER 2002:31). This vision
can also be very attractive for landscape-based tourism. In addition, Natura 2000 can be de-

63



Wirth, V. et al.

scribed as authentic for the visitors. As stated above, Natura 2000 is a strict protection cate-
gory. Specific test procedures (FFH Impact Assessment) exist to ensure the quality of the
sites. Projects that may lead to a significant deterioration or disturbance of habitats and spe-
cies protected are not allowed. Summarizing these aspects, Natura 2000 has the potential to
differentiate a destination from other communities or regions, which have no designated
Natura 2000 sites. But this differentiability is also depending on other benefits.

As background for the analysis of benefits the visitor structure is analyzed. Visitors inter-
viewed in the German test site “Falkenstein” were mainly tourists (50%). Most visitors
stayed between two and four hours (36%). In the Austrian test site “Schneeberg” day visi-
tors from a distance greater than 50 km made up the largest part of the visitors (67%). Most
visitors stayed for more than six hours in the area (41%). In winter, the percentage of day
visitors was even higher and visitors also stayed longer. These results illustrate the very dif-
ferent types of tourism and recreation use in the two test sites.

Attractiveness

To assess the attractiveness of Natura 2000, the motives of the visitors to visit the area
and the attitude of the visitors towards protected areas are analyzed. The main reason to
visit the German test site was “nature and landscape” (47% of all respondent). In the Aus-
trian test site “nature and landscape” was ranked equally with “doing sports” (28% each).
Reasons for the differences in the test sites are that in the “Falkenstein” area visitors are
more focused towards quiet recreation activities while visitors in the Schneeberg area are
attracted by challenging routes during more physically oriented recreation activities, in
which nature and landscape experience also play an important role.

For about a third of the respondents in both test sites nature and landscape is the main
reason for their visit. This offers a fundamental opportunity to use protected areas for pro-
motional purposes. Protected areas guarantee a protection of the landscape against more
intensive future use and infrastructure projects. Natura 2000 designation also protects cul-
tural landscapes to a large part; the amount of cultivated habitat types (e.g., mountain
meadows and pastures), which have been underrepresented in other protection types, has
increased. Also a favorable conservation status of these areas has to be ensured. Apparently,
Natura 2000 contributes to the maintenance of attractive and typical cultural landscapes.
However, these characteristics may not apply to all Natura 2000 sites, especially if they are
small and scattered.

The visitors’ attitudes towards protected areas provide some insights into the attractive-
ness of protected areas. The large majority of tourists and recreation seekers in both test
sites agreed with the statement that protected areas are a sign of quality for a community or
a region; in the Falkenstein area 57% strongly agreed and 30% agreed with the statement
(see FIGURE 1). In the Austrian test site, 62% of the visitors agreed strongly and 33% agreed
with the statement during the summer season, while the rate of agreement was clearly
lower during the winter.

| strongly agree
Protected areas are a sign of quality for a community or a region. @ partly agree

O partly dissagree
0O do not agree at all

Falkenstein, Germany
(n=280)

Schneeberg, Austria -
summer (n=133)

Schneeberg, Austria -
winter (n=80)

0 20 40 60 80 100
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FIGURE 1: Statement: pro-
tected areas are as sign of
quality for a community or a
region (in percent).
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About half of the visitors see protected areas as restrictive for outdoor sports and recreation
(see FIGURE 2). In the “Falkenstein” area 48% strongly agreed or agreed with the statement. 52%
partly disagreed or did not agree at all. In the “Schneeberg” area, in summer, 59% of the visitors
strongly agreed or agreed that protected areas mean restrictions for recreation and outdoor
sports, whereas 41% partly disagreed or did not agree at all. In winter the visitors perceived
themselves slightly less restricted.

B strongly agree FIGURE 2: Statement: pro-
Protected areas mean restrictions for recreation and outdoor sports. | partly agree tected areas mean restric-
O partly dissagree tions for recreation and out-
O do not agree at all door sports (in percent).
Falkenstein, Germany
24 | 28 |
(n=282)
Schneeberg, Austria -
25 I
summer (n=132)
Schneeberg, Austria -
: 40 | 15 |
winter (n=80)
0 20 40 60 80 100

It turns out that the attitude of tourists and recreation seekers towards protected areas is an
overall positive one. The overwhelming majority in both test sites recognizes protected areas as
a sign of quality for a community or a region. But around half of the visitors perceive protected
areas as restrictive for recreation and outdoor sports. However, this does not imply that for these
visitors protected areas are not attractive — they indicate even higher importance of protected ar-
eas in the destination choice. Apparently, most visitors accept the restrictions willingly.

Relevance

To assess the relevance of protected areas, the importance of protected areas in the overall
destination choice of visitors and the recognition of different protection categories has been ana-
lyzed. To the question of how important the existence of protected areas generally is for their
choice of holiday or day trip destination, 48% of the interviewed visitors in the German test site
stated that it is very important and 31% that it is rather important (see TABLE 2). In the Austrian
test site 34% of the interviewed visitors stated that the existence of protected areas is very impor-
tant and 32% that it is rather important for their choice of destination.

- - — - - TABLE 2: Protected i
Protected areas in the choice of destination Falkenstein, Germany Schneeberg, Austria ABLE frotected areas in
the destination choice (in
(n=294) (n=216)
percent).
% %
very important 48 31
rather important 31 33
rather unimportant 18 31
not important at all 3 5

Two thirds of the visitors of both test sites stated that protected areas play a very impor-
tant or important role in their choice of day trip or holiday destination, which indicates a
high relevance of protected areas in the destination branding. Protected areas are appar-
ently relevant and attractive for the visitors.
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The visitors were also asked about their recognition of the various categories of pro-
tected areas (see FIGURE 3). The best known categories turned out to be “Nature Re-
serve” and “National Park”. The visitors were also fairly familiar with the categories
“Protected Landscape” and “Natural Monument”. However, the category “Natura 2000
Site” was unknown to the majority of the visitors. For 85% of the respondents in the
German test site and for 56% of the respondents in the Austrian test site this category is
unknown. Only for 9% of the visitors this category is well-known in Germany and for
23% in the Austrian test site.

Knowledge of Types of Nature Conservation Areas -
Falkenstein, Germany

100% ~
o n | well-known
90% - 6
80% | @ have heard the name
70% - 0O unknown
72
60% - 80
92 88
50% -
40% -| 85
30% -+
20% 15
16
10% -
| 6 | 14 8
0% 2 - ‘
Nature Protected Natura 2000 Natural National
Resene Landscape Site Monument Park

Knowledge of Nature Conservation Areas -
Schneeberg, Austria

100% -
90%
80% - | well-known
70% 1 7 19 71 @ | have heard the name
60%
50% 89 0O unknown
b
40% -
30% 59
20% 21 20
e el
9 9
0% > : : ]
Nature Protected Natura 2000  Natural National
Resene  Landscape Site Monument Park

This deficit of knowledge regarding Natura 2000 by the vast majority of respondents
is absolutely striking and documents a large information deficit among both tourists and
recreation seekers. Also striking is the different degree of familiarity with Natura 2000 in
the German and the Austrian test sites. The distinction of clientele might explain the
higher recognition of Natura 2000 in Austria: visitors of “Schneeberg”, a higher Alpine
area, seem to be more interested in nature. Austria might also have a superior informa-
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Types of Nature Conserva-
tion Areas in Falkenstein,
Germany (n= 286).

FIGURE 3b: Knowledge of
Types of Nature Conserva-
tion Areas in Schneeberg,
Austria (n=211).
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tion policy. The lack of name recognition contrasts with the demands for successful
brand positioning.

DISCUSSION

The controversial results on the performance of Natura 2000 for brand positioning are
summarized in TABLE 3 and discussed below.

TABLE 3: Performance of
Modules Core demands for brand positioning Performance of Natura 2000 in the brand
Natura 2000 positioning (based on inter-
Functional - Deliverable (service or product must justify posi- J views In tes_t sites andﬂ litera-
ttributes tioning) ture analysis (KLEIN-BOLTING
a & Maskus 2003 and MORGAN
- Defendable (cannot be copied easily) J & PRITCHARD 2005, modified).
Emotional - Possible to communicate J J=requirements fulfilled
attributes ()= partly fulfilled
- Compatible with the overall concept J
Benefit - Relevant for target group W)
- Attractive for target group )
- Authentic for the target group )
- Conveying salient ideas J
- Differentiating in the competition J

The results clearly show that Natura 2000 performs well regarding the functional and
emotional attributes. Natura 2000 sites even carry some advantages compared to other pro-
tected areas because of the Europe-wide distribution of Natura 2000 and the consistent logo
used throughout the EU. Some similarities exist with other forms of protected areas such as
national parks. They are seen as a guarantee of an intact natural landscape and convey a
positive image for the region. National parks are sparse and thus enjoy a monopoly position
in the market; they are not transferable or imitable because of the legal status and can ex-
tend the season (JOB et al. 2005:18-19).

But in contrast to the national park protection category that is fairly well known by the
majority of visitors, the label Natura 2000 is unknown to most visitors. Because of the low
degree of name recognition, the performance of Natura 2000 is low regarding the benefits
for the visitors; Natura 2000 cannot be called relevant, attractive and authentic for the target
group. This also weakens the other attributes. In contrast to the working hypothesis that
Natura 2000 has the potential to contribute to a unique selling proposition of tourism desti-
nations, the answers of tourists and recreation seekers show that at the moment Natura
2000 cannot contribute to destination branding because of the extremely low degree of
name recognition and background knowledge. Similar effects are known from studies which
were analyzing different types of protected areas. Based on a differentiated evaluation of
several case studies, JOB et al. (2005:82) even sees nature parks as too diffuse to use as label.
MEHNEN & MOSE (2007:2) however state that although nature parks are not actively recog-
nized, they can give a positive image to a region. But to be successful with tourism in pro-
tected areas certain critical factors must be fulfilled, among them a consistent marketing
strategy (SIEGRIST 2007).

Protected areas which are more well-known do fulfill the requirements to be relevant, at-
tractive and authentic for the target group. Especially national parks or nature parks are in-
creasingly used in destination branding. JOB et al. describe national parks as “officially sanc-
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tioned unique selling propositions” (2005:18) which provide a unique competitive advantage.
The survey results show that protected areas do have large potential for destination brand-
ing in the Alpine region if their ideas and concepts are communicated in a more sophisti-
cated manner.

This study faces some limitations. Due to the questionnaire design the impact of pro-
tected areas on the destination choice as well as the agreement on the statements may be
over-estimated. But the results still show a relevant impact. Also, the comparison with other
studies show that similar trends exist in other regions: see for example KELLY et al. (2007),
BrRAU & CAO (2005), ENGLUND (2005), and BMLFUW (2005). Furthermore, the different sam-
pling methods in the Austrian test site for winter and summer may have introduced a cer-
tain bias in the data. However, these different approaches were necessary due to climate
conditions; it was too cold to conduct oral interviews in winter. There were no significant dif-
ferences found between the survey groups, except regarding Natura 2000 as a sign of qual-
ity. This effect may be explained by the different visitor groups; the winter survey contained
mostly ski tourists, a group that is more focused on their sport activity. Finally, the visitor
structure in both test sites is very different. This makes the samples less comparable. How-
ever, there were not any significant differences found between locals, recreation seekers
and tourists. A possible explanation is that the questions targeted general behavior, knowl-
edge and attitudes of the visitors.

CONCLUSIONS

The study results show a large potential for protected areas, especially for well-
known categories to be used as marketing and branding vehicles for tourism and recrea-
tion promotion. The main motives of tourists and recreation seekers in Alpine Natura
2000 study areas are to experience nature and landscape. Furthermore, tourists and rec-
reation seekers state that protected areas are important in their destination choice. Also
the majority of tourists’ and recreation seekers’ attitude is favorable towards protected
areas; they perceive them as a sign of quality in a given region. In contrast to the ex-
periences with land owners and farmers, protected areas have a positive image for tour-
ists and recreation seekers.

Natura 2000 possesses some important requirements but it is still unknown among
most tourists and recreation seekers and so strongly limited in the performance for
branding and marketing tourism destinations. Natura 2000 could be built slowly as a
brand, step by step. Overall, a positive attitude towards protected areas in general and
also towards Natura 2000 exists in the tourism branch (GARBE et al. 2005).

To introduce Natura 2000 as a sole brand would require an EU communication strategy
to promote its vision and benefits. If this is not the case, cooperation with nature based tour-
ism destinations seem very useful and could lead to a win-win situation: Natura 2000 would
become known to a wider range of people, raising awareness among the citizens and tour-
ism destinations which on their part could make use of a supporting sign of quality. Within
such cooperation, attention has to be paid that services and products using the Natura 2000
sign and logo reach a quality standard which is compatible with the aims of Natura 2000.
Otherwise, there is a danger of losing the newly achieved credibility or of not even being
able to establish a credible label - not even for the conservation purposes of the label and
concept. Therefore, the following recommendations and requirements for practice can be
derived. They are addressed to local and regional tourism organizations as well as to mana-
gers of Natura 2000 sites and planners in charge of the management planning.
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RECOMMENDATIONS FOR PRACTICE

A better promotion of the concept Natura 2000 would be the precondition to correct the
deficits identified above and make Natura 2000 more relevant, attractive, authentic and dif-
ferentiating for visitors of a destination. To increase the opportunities for the Natura 2000
concept in the destination marketing and branding it would be necessary to change the
communication policy on Natura 2000 on different levels. The vision and benefits of the
concept need to be more strongly promoted, and there is urgent need for better public rela-
tions. The first approaches of tourism destinations using Natura 2000 can be classified into
the following types (see TABLE 4).

TABLE 4: Instruments to in-
Instruments to increase Description of good practice examples Relevance crease mutual benefit of

mutual benefit of Natura for brand Natura 2000 and tourism,
own compilation (+++ =

2000 and tourism positioning high relevance for brand
Recreational infrastruc- Information centers using the logo and providing in- ++ positioning, ++ = medium
ture formation on Natura 2000; relevance, + = low rele-

playgrounds presenting species protected by Natura vance).

2000; information trails with platforms

Publications and advertis- | Tourism brochures explaining aims of Natura 2000 in ++
ing the tourism destination
Web sites Natura 2000 name and logo included in web sites of the | ++

community and tourism destination

Work camps Work camp offers to help managing special Natura ++
2000 habitats and species

Events Communicating Natura 2000 in the destination in tour- +++
ism events like exhibitions, competitions, election of a

“Hay - Queen”

Products Regional Products using a regional label and the Natura | +++
2000 label as sign of quality

Cooperative projects Projects including Natura 2000 in the tourism marketing | +++

strategy; Projects communicating aim of Natura 2000 in

general and on site

TABLE 4 illustrates different types, opportunities and examples of promoting the concept
of Natura 2000 which have been developed recently by tourism destinations. Furthermore,
their impact on a positive destination branding is highlighted. An adequate level of service
and product quality has to be ensured in order to establish a credible label. A valuable first
step would be the exchange of examples of good practice, because so far no studies exist
on effects of this kind of cooperation in the field of Natura 2000.

Recreational infrastructure can be used to communicate the Natura 2000 concept; infor-
mation centers and information trails can use the Natura 2000 name and logo and provide
information on vision and benefits. In a children’s playground those species that are pro-
tected by the respective Natura 2000 site can be presented in large scale to play with
(planned in the German test site “Falkenstein”). Using this instrument, the degree of name
recognition among tourists and recreation seekers can be increased and it is also possible to
address the emotional benefits for visitors. Tourism brochures can include the logo and
name of Natura 2000 as a sign of quality of the community or region and also provide in-
formation of Natura 2000’s aims and benefits. This means of communication reaches a
broad audience, but does not motivate very much (EUROPEAN COMMISSION 2004) so there is a
medium relevance for the destination branding. Also web sites of communities or tourism
destinations as well as hotels, pensions and other suppliers can include the Natura 2000
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logo and name. The relevance for brand positioning is medium; web sites are becoming
more important for the information search for a holiday destination and the actual target
group can be reached. But still not everybody is connected to the internet and Natura 2000 is
only partly recognized being not the main focus of research in the internet.

Volunteer camps can create an emotional attachment and increase the understanding of
Natura 2000 habitats and species (SUCHANT & BRAUNISCH 2004:7). But the target group that
can be reached is relatively small. Mainly young and active persons can be reached - they
can serve as multipliers and future promoters, however.

With tourism events it is possible to reach larger groups; it is easier to raise emotions
and reach the main attention of tourists and recreation seekers. In Pfronten, Germany, con-
cept, aims and specific local requirements of Natura 2000 have been communicated in the
frame of the “hay festival” that was focused on diverse alpine meadows predominately
situated in Natura 2000 sites.

Environmentally sensitive goods (e.g., food, traditional products) produced in coherence
with the aims of the Natura 2000 site can be branded using both a regional label and the
Natura 2000 logo as complementing sign of quality. Further examples exist in different
European countries (TEN BRINK et al. 2002). This instrument has a high relevance for destina-
tion marketing and branding because a product of the respective region can make the desti-
nation experience tangible. The visitors can also take a souvenir back home.

Most relevant for the brand positioning are cooperative projects of tourism and nature
conservation organizations. These projects mostly pursue a broad communication strategy
where different means of communication are applied. Also the emotional dimension is in-
cluded; this aspect is important to build up a brand personality. The LIFE project “Natura
Trails” in Austria, initiated by the “Naturfreunde” organization is a trail network leading
through protected areas —also Natura 2000 sites — providing nature experience and explaining
the aims of the respective protected area (LICHTENECKER 2004). Main means of communication
of this project are web sites, publications, and recreational infrastructure. In the project “Tal
der Sinne” (valley of senses) in Flissen, Germany, it is planned to include the Natura 2000
name and logo as sign of quality into a tourism marketing concept for one part of the town
and its local tourism offer. Planned means of communication are web sites, publications, rec-
reational infrastructure on site, and events. The above mentioned examples and their success-
ful implementation show potential for a win- win situation where Natura 2000 can reach a
broader audience and tourism destinations have a supporting sign of quality at their disposal.
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Abstract: Understanding the uses of
communication channels in relation to in-
formation needs will enable forestry manag-
ers to deploy better information campaigns
and to deliver education programs more ef-
fectively. This study examined the perceived
usefulness of communication channels in re-
lation to 11 types of hiking-related informa-
tion needs (HIN) against different characteris-
tics of hikers. The perceived usefulness of
each communication channel for 11 types of
HIN differed significantly with respect to hik-
ing status, region of residence, and expertise.
Overall, friends and relatives were identified
as the most useful communication channels
in fulfilling 5 types of HIN, including seeking
a companion for planning hiking trips, infor-
mation sources for hiking knowledge and
skill, extending hiking experiences, sharing
hiking knowledge and skills, and gaining
knowledge and firsthand experience on
equipment and gadgets. The internet was
identified as the most useful communication
channel for weather information. In terms of
degree of expertise, respondents with a
higher level of expertise were more inclined
to obtain information from organized
groups/clubs than those with less expertise,
who were more inclined to obtain informa-
tion from the internet. Also, respondents
with a high level of expertise rated the
internet as the most useful communication
channel, over friends/relatives, in obtaining
hiking route related information. On the
contrary, respondents with less expertise

Zusammenfassung: Das Verstédndnis um
die Nutzung verschiedener Kommunikations-
kanale im Verhéltnis zum Informationsbedarf
befahigt Manager von Waldgebieten, verbes-
serte Informationskampagnen zu lancieren und
effektivere Bildungsprogramme zu entwickeln.
Diese Studie untersuchte die wahrgenommene
Ntzlichkeit verschiedener Kommunikations-
kanale im Vergleich zu elf Formen von wan-
derbezogenen Informationsbedirfnissen (hi-
king-related information needs - HIN) und ver-
schiedenen Typen von Wanderern. Die wahr-
genommene Nutzlichkeit jedes Kommunika-
tionskanals fir die elf HIN-Typen unterschied
sich betrachtlich in Bezug auf ihren Wandersta-
tus, das Einzugsgebiet und die Fachkenntnis.
Insgesamt sind Freunde und Bekannte als die
nitzlichsten Kommunikationskanale identifi-
ziert worden. Sie erflillen finf Bedlrfnisse
(HIN): Begleitung fiir die Planung eines Wan-
derausflugs, Informationsquelle fir Wander-
wissen und -fahigkeiten, Ausweiten von Wan-
dererfahrungen, Teilen von Wanderwissen und
-fahigkeiten, Aneignung von Wissen und Er-
fahrung aus erster Hand bzgl. Ausriistung und
Geraten. Das Internet zeigte sich als die niitz-
lichste Quelle fiir Informationen tber das Wet-
ter. In Bezug auf den Grad der Fachkenntnis
neigten die Antwortenden mit einer grosse-
ren Fachkenntnis eher dazu, sich Informatio
nen Uber organisierte Gruppierungen/Vereine
zu beschaffen, als diejenigen mit einer gerin-
geren Fachkenntnis. Diese stlitzten sich eher
auf die Informationsbeschaffung via Internet.
Antwortende mit einer grossen Fachkenntnis
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rated friends and relatives more useful. In
terms of region of residence, respondents
that lived outside of the southern region
of Taiwan were more inclined to use the
internet and organized groups/clubs to ob-
tain hiking related information than those
that lived within the southern region. For-
estry managers and outdoor activity pro-
grammers should take these findings into
account when they attempt to influence
choice and behavior through provision of
information. First, the internet is not used
equally among hikers. It is also not effec-
tive in delivering every type of hiking-
related information. Extra effort will be
needed to make the internet reach the ex-
pectations of users. Second, hiking pro-
grams that stress bringing families and
friends together should be developed to
attract hikers. Third, small workshops and
training programs to target people who
act as leaders during hiking might be a
more effective way to reach this type of
hiker and help them advance their under-
standing of hiking.
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gaben das Internet als die nitzlichste Infor-
mationsquelle fiir Wanderrouten an, wahrend
von denjenigen mit geringerer Fachkenntnis
eher
wurden. In Bezug auf das Einzugsgebiet konn-
te festgestellt werden, dass Besucher, die von
ausserhalb der sudlichen Region Taiwans an-
reisten, eher das Internet und organisierte
Gruppen/Vereine kontaktierten, um wanderbe-
zogene Informationen zu erhalten, als Leute
aus dem Suden. Manager von Waldgebieten
und Outdoor-Anbieter sollten diese Erkennt-
nisse bericksichtigen, wenn sie versuchen, die
Wahl des Kommunikationskanals und das
Verhalten Uber die Informationsvermittlung zu
beeinflussen. Einerseits wird das Internet un-
ter den Wanderern nicht durchgéangig gleich
verwendet; andererseits ist es auch nicht fur
jede Art von wanderspezifischer Information
geeignet. Zusatzliche Massnahmen werden
notwendig sein, damit das Internet die Erwar-
tungen der Nutzer erflillt. Zweitens sollten
Wanderprogramme entwickelt werden, die auf
kleinere Gruppen (Familien und Freunde) fo-
kussiert sind, um Wanderer anzuziehen. Drit-
tens wird vorgeschlagen, kleine Workshops
und Trainingsprogramme anzubieten, die sich

Freunde und Verwandte beigezogen

an Personen richten, welche die Funktion ei-
nes Wanderleiters Gibernehmen. Dies konnte
ein effizienter Weg sein, diesen Wandertyp zu
erreichen und im Vorfeld zu einem besseren
Verstandnis flir das Wandern beizutragen.
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INTRODUCTION

Hikers have a number of possible information sources they can access when deciding
which actions to take during their hikes. Human recreation behaviors relating to leisure
research in information behavior have improved understanding of the effect, sources, and
availability of recreational information (ROGGENBUCK 1992; SCHREYER et al. 1984; MANFREDO
1988). Understanding information needs and how communication channels are used to
obtain information is the basis of wilderness recreation management for guiding and
changing user attitudes and behaviors (ROGGENBUCK 1992; STEWART et al. 2000). However,
the effectiveness of communication channels can vary significantly across diverse user
groups. For example, studies of minimum impact practices and subsequent behavior
found that the use of single on-site communication channels for message delivery could
only reach limited audiences since not all user groups paid equal attention to onsite mes-
sages (COLE et al. 1997).

Scholars (JOHNOSON 1997; DERVIN 1997; TALJA et al. 2000) have proposed that the proc-
ess of seeking and demanding information occurs within a context and must be under-
stood as influenced by that context. Hiking in a wilderness involves a unique context of
constantly changing trail conditions, weather and wildlife. Consequently, to enjoy the ex-
perience of hiking it is crucial that hikers understand what information is available and via
which channels. However, previous studies have found that insufficient information provi-
sion by forestry managers was the most frequent complaint among hikers; and hikers per-
ceived hiking-related information often as being difficult to obtain (YUAN & LUE 2007).

Surprisingly, few studies have examined information needs and searching behaviors
of hikers (McDONOUGH 1986; STYNES 1986), and existing ones mainly focused on the effects
of specific channels for informing, persuading, and initiating behavior change (ROGERs &
STOREY 1987; CONFER et al. 2000; CoLE 1998) as well as on information usefulness (STEWART
et al. 2000), and on information collection style (RAMTHUN et al. 2000). Much of the previ-
ous research has focused primarily on situations that only considered subjects as passive
recipients of information.

Based on these concerns, this study investigated the following questions:

—  What communication channels do hikers with different degrees of expertise prefer
to use in fulfilling their hiking-related information needs?

- Does the usefulness of each communication channel in relation to information
needs differ among different types of hikers?

—  Has the mass diffusion of internet technology influenced the information search be-
havior of hikers?

Therefore, the objective of the study was to examine the relationships between the dif-
ferent characteristics of hikers and their perception of the usefulness of different types of
communication channels in fulfillment of various information needs.

Information Seeking and Communication Channel

Extensive research exists on information needs and information searching behavior.
However, few studies have examined such behavior in the context of outdoor recreation.
This study incorporated the concept of serious leisure into the information behavior
model proposed by WILsON (2000). WiLsoN (2000) defined information seeking behavior as
the behavior of an individual purposefully “seeking for information as a consequence of a
need to satisfy some goals” (p. 49). WILSON further stressed that the needs arise in specific
contexts, which “constitute necessary conditions for achieving sufficient understanding of
information needs and seeking phenomena” (VAKKARI et al. 1997:9), i.e. the manner in
which desired information is sought. This definition identified a three-fold understanding
of information seeking: hiker context, communication channels employed by hikers to sat-
isfy needs for hiking-related information, and hiker involvement.
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Information seeking in the context of hiking

Context provides a frame of reference for the hiker information seeking behavior
that is the subject of this study. This study considers two aspects of context. First, in-
formation seeking behavior is referred to as “behavioral pattern” which is influenced by
problem saturations and communities (TALJA et al. 1999). Hikers have differing levels of
contentment with information provision depending on the situation they are in. The
situations faced by hikers include frequent changes in landscape, vegetation, and
weather. Such situations are not only making hiking a highly challenging outdoor rec-
reation activity, but also one that requires appropriate equipment and is associated with
considerable risk and uncertainty. Information seeking is undertaken when individuals
sense the need to reduce uncertainty (ATKIN 1973) and to improve their understanding of
the environment (DERVIN 1983). External information is thus needed to solve problems
(LoveLock & WEINBERG 1984) and overcome constraints (ANDERSON 1987; COBLE & SELIN
2003) in response to situation-specific information needs (DERVIN 1981). Generally, hik-
ing requires a certain degree of outdoor knowledge and skill as well as familiarity with
the condition of the trail, which are the main concerns in information seeking (ERNEST et
al. 2005). Additionally, individuals require information on directions, trail condition and
length, choosing appropriate equipment (STEWART et al. 2000), safety (STEWART et al.
2000; YUAN & LUE 2007), facilities and their location as well as the enrichment of cultural
and ecological understanding (YUAN & LUE 2007) that would maximize the quality of the
hiking trip.

Second, communication is mediated by social and cultural meanings and values
(TALJA et al. 1999). Restated, the reference group (e.g., members of hiking organiza-
tions/clubs) can also influence hiker communication patterns. Hiking is a social activity
for many hikers, i.e. it involves meeting others, sharing experiences, and being part of a
network. For most hikers hiking is not about experiencing nature but rather forming so-
cial bonds and enjoying social interaction. Hiking trips thus are often planned during
other non-hiking social gatherings. Information regarding hiking partners, trail condi-
tions and new information on appropriate hiking equipment might be obtained on such
occasions (LUE 2006).

Communication Channel and Utility

People plan recreational trips by searching for information obtained from various
communication channels (FONDESS & MURRAY 1999). Hiking information can be accessed
on site and off site through various communication channels. Communication channels
can be classified into two categories: “direct contact” and “mediated” (CASe 2002). Di-
rect contact describes face-to-fact interactions with others, including personal conversa-
tions and guided tours. Information can be recorded and delivered via various formats,
including CD, booklet, brochures, electronic media, and so on, all of which are consid-
ered to be mediated communication channels. The 15 communication channels listed in
TABLE 1 are commonly used in the outdoor recreation management.

Communication

Channel On Site Off Site
Directed Interpreter Friends or relatives
Interaction with other Organized groups/Clubs
hikers/tourists Sport shops
Information center
Recorded Brochures Tape/CD/Slide show
Guide book Internet
Booklet Books/Magazines
Signage Radio/TV
Bulletin board
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People actively select communication channels based on their utility (CHATMAN 1991).
The utility of a communication channel thus determines its usefulness and importance in
terms of fulfilling individual information needs (JOHNSON 1997). Therefore, hikers select com-
munication channels based on how well they fulfill their information needs. CONFER et al.
(2000) investigated the readership of different types of magazines and found that readers
identifying themselves as wilderness users were more likely to read outdoor recreation
magazines regularly, and also had more knowledge and awareness of Leave No Trace (LNT)
practices than non readers. This study also indicated that various groups of users read dif-
ferent magazines as information sources; such as wilderness users read outdoor recreation
(non-consumptive) magazines regularly; horse users read equine sports magazines. Evi-
dence also demonstrates that there are significant differences in the patterns of communica-
tion channels used by outdoor recreationists to obtain information (RAMTHUN et al. 2000).

Involvement

STEBBINS (1992) stated that individuals who develop strong personal and behavioral
commitment to a leisure activity are most likely serious about their participation. STEBBINS
proposed that behaviors of pursuing casual and serious leisure differ in at least two ways.
First, people who treat their leisure activities as serious pursuits tend to devote significant
personal effort to acquiring special knowledge, training, and skills. Second, those who treat
their leisure activities as serious pursuits tend to identify strongly with their chosen leisure
activities (STEBBINS 1992). Accordingly, we hypothesized that serious hiking participants take
a strong interest in their hiking pursuit that differentiates them from those who are less de-
voted to hiking.

The extent of personal effort a hiker devotes to engaging in hiking-related activities is
known as their involvement, and is taken to indicate the “degree of importance or concern”
(LoveLock & WEINBERG 1984:73) of hiking for that hiker. Hikers might intentionally seek infor-
mation out of a need to satisfy various hiking-related information needs, which are recog-
nized as a hiker perceived problematic situation (LoveLock & WEINBERG 1984; DERVIN 1981),
such as planning a new route and knowing weather conditions. Hikers with high involve-
ment in hiking are likely to be highly knowledgeable about hiking gadgets, equipment, and
route conditions compared to hikers with less involvement. Highly involved hikers are also
more likely to utilize different information sources than hikers with low involvement. Thus,
serious hikers and dabblers in hiking differ in their patterns of information seeking and use
of communication channels. Consequently, factors which influence involvement should be
considered in examining the use of communication channels; those factors include exper-
tise, commitment, and perceived status within a group (e.g., group “leader” versus “fol-
lower”).

The use of communication channels is determined by expertise. Expertise is defined as
“the ability to perform product related tasks successfully” (ALBA & HUTCHINSON 1987) or “the
ability to solve problems” (SuJAN 1985). ALBA & HUTCHINSON (1987) suggested that expertise
is a multidimensional concept composed of cognitive effort, cognitive structures, ability to
analyze information, ability to elaborate on given information, and ability to remember in-
formation. Each concept itself is also a multidimensional construct. The complexity of exper-
tise limited this study to focus on examining cognitive effort and cognitive structures as
these two are increased with an increase of experience and knowledge.

Cognitive effort refers to the cumulating of experience and knowledge as well as learning.
The degree of individual expertise results from the time and effort expended in pursuing a
specific activity. The expenditure of more time and effort in pursuing hiking enables hikers
to obtain more experience and knowledge. Hikers with different degrees of expertise may
request different levels of information (e.g., general vs. detailed), for example, a backpacker
in Yellowstone National Park who used an informational brochure published by the park had
less backpacking experience in Yellowstone National Park than those who bypass the bro-
chure (KRUMPE & BROWN 1982). Also, they might request the same information from different
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communication channels, since hikers with a higher degree of expertise are more likely to
know which channel offers rich and accurate information.

Previous research examined the degree of expertise by asking subjects to rate their
knowledge related to others about the object of the study via a Likert scale (KERSTETTER &
CHO 2004). The drawback of this approach is that subjects might either underestimate or
overestimate their knowledge. This approach also did not properly indicate cognitive effort
and cognitive structure. The time and effort spent in hiking might be a better alternative
measurement to be tested.

Commitment indicates personal investments that bind individuals to consistently pursu-
ing hiking as their favored leisure activity. People with a strong commitment to hiking tend
to regard hiking as a central life interest. Hikers seriously involved in hiking might identify
strongly with this pursuit and be psychologically committed to it.

Hikers frequently hike as a group. Generally, hiking groups comprise leaders and follow-
ers. Leaders are the ones making decisions while hiking and are responsible for planning
hiking routes and watching over the safety of others, while the followers follow the lead of
these leaders. Leaders, thus, have stronger commitment to and must have higher degree of
expertise in hiking activity than followers. Followers have only a limited understanding of
hiking. Hiking group members must coordinate and communicate efficiently to make their
hiking trip enjoyable. KIRCHLER & DAvIS (1986) proposed that differences in status influenced
the use of information in decision making. They found that high status individuals in a group
reacted directly to information more than individuals playing more subordinate roles. This
finding has important implications in relation to group dynamics. Restated, leaders and
subordinate group members are likely to be concerned with identical information but assign
different importance to it. Leaders and subordinate group members are also likely to obtain
information from different communication channels.

MATERIALS AND METHODS

Study Setting

This study was conducted at the Da Wu Mountain Hiking Trail (DMHT) in cooperation
with the Republic of China Forest Bureau. DMHT is located adjacent to the Da Wu Natural
Reservation Area in southern Taiwan and is one of the most popular hiking trails in this area
(FIGURE 1). The trail has a length of 8.7 kilometers, trail head elevation is around 1,500 meters
above sea level, and the highest point is 3092 meters above sea level.

N,

Station Point Data
Collection

Hiking trail
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Sampling

The raining season and typhoon strongly influence visitor numbers and DMHT management.
Heavy rain frequently causes closure of DMHT. To take this factor into account, sampling was
performed from June 19, 2004 to March 31, 2005. Hikers were approached as they were setting
out or entering the trail. Interviewers identified themselves as members of a research team who,
in cooperation with the Forest Bureau, was conducting a user study for the hiking trail system.
Interviewees were asked to provide contact information (i.e., name, addresses, and cell phone
number) and invited to participate in the study. Data was collected on 42 different days, including
11 days during the rainy season (26.2%), and 31 days during the dry season (73.8%). Sixteen
days were on weekends (38.1%) and 26 were on weekdays (61.9%). The sampling period lasted
from 7:30 in the morning to 15:00 in the afternoon. A total of 1728 subjects were approached, 39
of whom (2.3%) refused to give contact information, while 164 (9.5%) were repeated visitors, and
117 (6.8%) were rangers and forestry workers. Thus, the contact information of 1408 subjects
was collected and double checked to eliminate duplicates. After removing duplicates there were
1354 subjects to comprise the data sampling frame.

737 subjects were randomly drawn. The contact information was gathered over nine months;
for instance, questionnaires were mailed out during three different time periods to avoid gradual
dissipation of willingness to participate this study. The first mail-out was from September 1, 2003
to October 30, 2003, the second was from November 1, 2004 to January 15, 2005, and the third
one was from January 16, 2005 to March 31, 2005. A three-step process (initial mailing, postcard
follow-up, second mailing to non-respondents) was taken to maximize the return rate. These ef-
forts resulted in 549 completed questionnaires, which represent a 74.5% response rate.

Data Collection

The survey instrument was a self-administered questionnaire comprising three sections, two
of which are referenced in this study.

The second section focused on the use of communication channels. To assess the usefulness
of communication channels in responding to 11 specific types of information needs, the instru-
ment included eight categories of communication channels: organized groups/clubs, sports
shops/specialized stores, friends/family members, mountaineer/hiker magazines, outdoor books,
travel magazines, and the internet. Respondents were asked to identify the best or most useful
communication channel for obtaining 11 specific types of hiking-related information needs,
those types of information needs included: general hiking information, seeking companions for
planning hiking trips, the primary information source of hiking knowledge and skill, opinion
sources for planning a hiking trip, acquaintance of aficionados, extending hiking experience,
sharing hiking knowledge and skills, gaining knowledge and firsthand experience on hiking gear
and gadgets, obtaining the latest information about hiking gear and gadgets, weather informa-
tion, and hiking route related information.

The third section of the questionnaire included questions on respondent involvement and
socio-demographic characteristics, including gender, age, education, hiking style, and member-
ship of hiking/backpacking organized groups/clubs, as well as the location of residence.

Degree of expertise: The degree of expertise was measured by three variables: “duration of
participation”, “frequency of participation”, and “training”:

1. Duration of participation - Knowledge and skills related to hiking are largely obtained
during hiking; the longer a hiker pursues hiking, the more experience and knowledge
he/she is more likely to have. The number of years spent pursuing hiking was used to
measure the duration of participation.

2. Frequency of participation - The frequency of participation also affects knowledge and
skill of hikers. The number of days spent hiking during the past year was used to meas-
ure the frequency of participation.

3. Training - Subjects were asked to identify whether or not they had intentionally de-

voted time to obtain hiking skills and knowledge by attending outdoor skill training
camps/seminars.
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Hiking status: The role of a hiker that affects his/her effort should be “Role adopted while
hiking”.

Commitment: Commitment has been shown to influence the effort devoted to pursuing a
certain activity. In this study subjects were asked to identify the perceived importance of hiking in
daily life as one of the following: 1) the only leisure pursue, 2) the most favorite leisure activity, 3)
one of a number of leisure choices, 4) casual leisure pursuit.

Residence: The location of residence was surveyed because the development of regional in-
frastructure has an influence on the accessibility to communication channels, especially the
internet. The region of residence question examined the differences between southern regions
and non-southern regions. Counties and cities which are located on the south of Taichung prov-
ince are called southern regions, which consist of Pindoun, Kaohsiung, Kaohsiung city, Chiayi,
Yunlin, Zhanghua, Nantou, Tainan, Tainan city, and Taitung. Although in the two cities of Kaoh-
siung city and Tainan city the infrastructure is well-built and slightly above average, all eight
counties are relatively ill-equipped with internet infrastructure and the internet literacy of resi-
dents falls behind the national average (RESEARCH, DEVELOPMENT AND EVALUATION COMMISSION 2007).

Data Analysis

The Statistical Package for Social Sciences was used to analyze the survey data. First, de-
scriptive statistics were calculated for respondent profiling. Chi-square statistics were then em-
ployed for hikers who perceived hiking as a serious pursuit or casual leisure activity in order to
examine differences in the use of communication channels.

RESULTS

TABLE 2 lists basic descriptive information regarding the respondents. Some 76.1% of re-
spondents came from southern Taiwan. A significant proportion of respondents (32.3 %) spent
20 to 50 days hiking each year, with the next largest category comprising those who spent over
50 days hiking. Most respondents (60 %) acted as followers while hiking: Approximately 49 %
had between 4 and 10 years of experience of hiking, while 22.7 % had over 11 years of experi-
ence. Over half of the respondents were not members of any organized groups/clubs (57.4 %),
while 15.1 % were members of local organized groups/clubs, 15.1 % were members of company
and college outing groups, and a further 124 % were members of national organized
groups/clubs.

Variables N % Variables N %
Gender Hiking style
Male 406 74.0 Solo 49 8.9
Female 143 26.0 With friends/family 326 59.5
Age members
Under 18 6 1.2 Participated hiking 115 210
19-30 85 17.3 organized via organized
31-45 156 31.8 groups/clubs
46-60 229 46.6 Participated hiking via 58 10.6
61 and over 15 3.1 commercial travel
Education organizers
Senior high 73 13.4 The attendance of outdoor skill training
Junior high 143 26.3 camps/seminars
Technique school 122 224 No 313 575
College and beyond 206 37.9 Yes 231 42.5
Residence Years in pursuing hiking activity
Southern region 418 76.1 0-3 200 375
None southern region 131 239 4-10 212 398
Hiking days in a year (days) 11-40 121 227
0-10 157 29.5 Memberships
11-20 100 18.8 None 315 57.4
21-50 172 323 Company or college outing 83 15.1
51 and Over 103 194 groups
Role taken during hiking Local organized 83 15.1
Leader/Assistant 216 49.8 groups/clubs
Follower 327 60.2 National organized 68 12.4

groups/clubs
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TABLE 3 lists the usage of eight communication channels by respondents to fulfill
their information needs. Friends/relatives were the primary information channel for all
respondents for most information needs, with the exception of “acquaintance of aficio-
nados” and “weather information”. The second most useful communication channel
was organized groups/clubs, particularly for “general hiking information”, “seeking po-
tential companions for hiking trips”, and “acquaintance of aficionados”, and as a chan-
nel acting as “the primary source of hiking knowledge and skill”. Over 45 % of respon-
dents identified the internet as the best communication channel for obtaining weather
information. The internet was also identified as the second most useful communication
channel for obtaining information on the condition of “hiking route related information”
and “general hiking information”. Unsurprisingly, numerous respondents identified
sports shops as the second most useful source for gaining knowledge and firsthand ex-
perience on hiking gear and gadgets. TABLE 3 also reveals that the best place to make
acquaintance of companions was during a hike.

Making Sense Seeking Answer Social
Communication A B (o D E F G H | J K
Channel
Organized 22.1 246 21.3 288 144 122 105 189 31.0 269 185
groups/Clubs
Sportsshops 28 14 3.0 _ 181 214 23 19 09 28 1.2
During a hike _ _ _ _ _ 156 7.6 7.2 388 _ 288
Friends/Relatives 45.0 66.5 51.7 489 48.9 32.7 252 376 249 545 476
Internet 22.1 46 95 95 83 122 463 274 0.7 8.1 3.2

Mountaineer/Hiker 3.7 20 49 42 49 51 14 49 00 47 0.0
magazines
Travel 23 06 48 04 438
Books/Magazines
Others 19 04 18 16 05 07 67 19 37 1.9 0.4

TABLE 3: Use of communica-
tion channels to fulfill in-
formation needs.

A: General hiking information E: Gaining knowledge and first hand I:  Acquaintance of
B: Seeking companion in planning experience on hiking equipment and companion
stage gadget J:  Extending hiking
C: The primary information source F: Hiking gear and gadget experience
of hiking knowledge and skill G: Weather information K: Sharing hiking knowledge
D: Opinion sources for planning a H: Hiking route related information (trail and skill

hiking trip

condition, hiking distance/direction,

and water source)

Respondents who acted as hiking leaders and followers differed significantly in the
use of communication channels to fulfill their information needs, including general hik-
ing information, opinion, firsthand experience, understanding the newest hiking
gear/gadget, weather information, and hiking route-related information (see TABLE 4).
Respondents who acted as hiking leaders were more likely than those who acted as fol-
lowers to use the internet to obtain general hiking information, weather information,
and hiking route-related information. Such respondents were also more likely to use or-
ganized groups/clubs as their primary source of hiking knowledge and skills, and as the
main source of opinions for planning hiking trips. Additionally, respondents who acted
as hiking leaders were more likely than those who acted as followers to obtain firsthand
experience and the most recent information regarding hiking gear/gadget via sports
shops/specialized stores. Overall, those acting as followers were more inclined to rely
on friends/relatives to fulfill their various information needs, except those related to
weather information. Numerous respondents from both groups agreed that the best

place of acquainting aficionados was while hiking.
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Communication Channel Leader Follower DF Chi- P-value
(%) (%) square
General hiking information
Organized groups/clubs 24.7 24.6 2 23.409 .000**
Friends/family members 38.9 57.3
Internet 36.3 18.1
Seeking companions as planning hiking trips
Organized groups/clubs 29.0 23.4 2 2.060 .357
Friends/family members 66.4 71.6
Internet 4.7 5.0
The primary information source of hiking knowledge and skill
Organized groups/clubs 32.8 21.4 2 11.025 .004*
Friends/family members 53.1 68.4
Internet 14.1 10.2
Opinion sources for planning a hiking trip
Organized groups/clubs 39.7 29.6 2 11.505 .003*
Friends/family members 46.0 61.5
Internet 14.3 9.0
Acquaintance of aficionados
Organized groups/clubs 35.9 30.7 2 3.631 .163
Friends/family members 22.0 29.2
Hiking 42.1 40.1
Extending hiking experience
Organized groups/clubs 34.0 27.8 2 3.857 .145
Friends/family members 55.3 64.1
Internet 10.7 8.2
Sharing hiking knowledge and skills
Organized groups/clubs 22.4 16.4 3 7.216 .065
Friends/family members 42.2 53.5
Hiking 31.8 271
Internet 3.6 3.0
Gaining knowledge and firsthand experience on equipment and gadget
Organized groups/clubs 19.1 14.5 3 8.948 .030*
Sports shops/specialized stores 24.2 17.7
Friends/family members 45.9 59.5
Internet 10.8 8.4
Obtaining newest info about hiking gear and gadget
Organized groups/clubs 13.9 12.3 4 12.298 .015*
Sports shops/specialized stores 26.9 19.8
Friends/family members 26.9 39.9
Hiking 20.2 14.2
Internet 12.0 13.8
Weather information
Organized groups/clubs 15.3 11.4 2 7.366 .025*
Friends/family members 235 35.2
Internet 61.2 53.5
Hiking route related information
Organized groups/clubs 234 22.4 2 11.720 .003**
Friends/family members 35.6 50.2
Internet 41.0 27.4

Respondents living in southern and non-southern regions differed significantly in their use of
communication channels to fulfill all aspects of their hiking-related information needs, as shown in
TABLE 5. Generally, respondents living in the southern region were more likely to fulfill all of their
hiking-related information needs by asking friends/relatives than those living elsewhere. In contrast,
respondents living in non-southern regions were more likely to use organized groups/clubs to seek
companions, acquaint aficionados, and increase the hiking experience, and share knowledge and
skills than those living in the southern regions. Many of the respondents living in non-southern re-
gions also identified this communication channel as being the primary source of information re-
garding hiking knowledge and skill. Over fifty percent of respondents living in non-southern re-
gions even considered this channel the most useful source of information for planning hiking trips.
Additionally, such hikers had low inclination to use sports shops/specialized stores to obtain
knowledge and firsthand experience or the latest information regarding hiking gear and gadgets.
Furthermore, the internet was used to obtain information regarding weather and hiking routes by
the many respondents from both the southern and other regions; however, respondents from non-
southern regions were more likely to obtain this information from the internet.
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TaBLE 5: Communication

Communication Channel None Southern Southern DF Chi- P-value channels used by respon-
Region (%) Region (%) square dents living in different re-
General hiking information gions to fulfill information
Organized groups/Clubs 33.3 22.0 2 23.462  .000** needs.
Friends/Relatives 31.7 56.6
Internet 349 21.4

Seeking companions as
planning hiking trips

Organized groups/Clubs 41.4 20.6 2 25.947 .000**
Friends/family members 51.9 75.2
Internet 6.8 4.2

The primary information source
of hiking knowledge and skill

Organized groups/clubs 35.7 22.7 2 12.609 .002*
Friends/family members 48.7 67.1
Internet 15.7 10.2

Opinion sources for planning a

hiking trip "
Organized groups/clubs 52.1 26.9 2 32.974 .000**
Friends/family members 33.9 63.2
Internet 14.0 9.9

Acquaintance of aficionados
Organized groups/clubs 47.3 28.3 2 25.992 .000**
Friends/family members 10.9 31.0
Hiking 41.9 40.8

Extending hiking experience
Organized groups/clubs 41.3 26.5 2 12.787 .002*
Friends/family members 471 65.2
Internet 11.6 8.2

Sharing hiking knowledge and

skills
Organized groups/clubs 27.6 16.0 3 15.969 .001*
Friends/family members 37.3 52.1
Hiking 29.1 29.5
Internet 6.0 2.4

Gaining knowledge and
firsthand experience on
equipment and gadget

Organized groups/clubs 24.8 13.2 3 35.517 .000**
Sports shops/specialized 27.2 17.9

stores

Friends/family members 32.0 61.8

Internet 16.0 7.0

Obtaining newest info about
hiking equipment and gadget

Organized groups/clubs 14.8 12.4 4 27.282 .000**
Sports shops/specialized 33.6 19.3
stores
Friends/family members 20.3 394
Hiking 11.7 18.1
Internet 19.5 10.9
Weather information
Organized groups/clubs 14.9 12.1 2 22.142 .000**
Friends/family members 13.2 36.5
Internet 71.9 51.4
Hiking route related information
Organized groups/clubs 26.5 22.5 2 38.262 .000**
Friends/family members 21.4 44.8
Internet 52.1 32.6

Respondents with different degrees of expertise also differed significantly in their
use of communication channels. Generally, respondents with lower expertise were
highly likely to ask friends/relatives for general hiking information, seeking companions,
extend and share hiking experience and knowledge, and gain firsthand experience re-
garding hiking gear/gadget, and route-related information. Over 65% of respondents
with low expertise also were heavily dependent on friends/relatives as the primary
source of information regarding hiking knowledge and skills, and indicated it as the
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most useful source of information when planning hiking trips (see TABLE 6). On the other
hand, respondents with higher expertise were more likely to use organized groups/clubs
to obtain the above mentioned information needs. Furthermore, the internet was used
to obtain weather information by respondents. Notably, respondents with higher exper-
tise were less likely to use the internet to fulfill their information needs. Additionally, re-
spondents with lower expertise were more likely to use sports shops/specialized stores
to obtain firsthand experience regarding hiking gear/gadgets.

Communication Channel H(%) M (%) L (%) DF  Chi- P-value
square
General hiking information
Organized groups/clubs 31.9 23.0 18.4 4 9.876 .043*
Friends/Relatives 41.7 54.4 54.4
Internet 26.4 22.6 27.2
Seeking companion as planning hiking trips
Organized groups/clubs 32.0 26.4 15.8 4 10.826  .029*
Friends/ Relatives 65.1 68.0 78.3
Internet 3.0 5.6 5.8
The primary information source of hiking knowledge and skill
Organized groups/clubs 37.8 24.5 12.1 4 26.778 .000**
Friends/ Relatives 54.7 65.1 68.2
Internet 7.4 10.4 19.6
Opinion sources for planning a hiking trip
Organized groups/clubs 46.8 30.2 20.0 4 23.761 .000**
Friends/ Relatives 43.0 59.0 67.8
Internet 10.1 10.8 12.2
Acquainting aficionados
Organized groups/clubs 34.1 33.3 30.1 4 3.464 483
Friends/ Relatives 235 24.7 325
Hiking 42.4 42.0 374
Extending hiking experience
Organized groups/clubs 38.4 28.0 22.3 4 12.042 .017*
Friends/family members 56.7 61.2 66.1
Internet 4.9 10.8 11.6
Sharing hiking knowledge and skills
Organized groups/clubs 23.7 171 15.5 6 12.691 0.48*
Friends/ Relatives 41.2 49.4 57.4
Hiking 333 29.9 22.5
Internet 1.7 3.6 4.7
Gaining knowledge and first hand experience on equipment and gadget
Organized groups/clubs 245 16.2 5.0 6 20.047 .003*
Sports shops/specialized stores 17.0 20.5 24.0
Friends/ Relatives 50.3 54.6 59.5
Internet 8.2 8.7 11.6
Obtaining newest info about hiking gear and gadget
Organized groups/clubs 19.6 10.0 9.8 8 14918 0.61
Sports shops/specialized stores 23.8 221 22.8
Friends/ Relatives 29.2 37.9 36.6
Hiking 18.5 15.8 14.6
Internet 8.9 14.2 16.3
Weather information
Organized groups/clubs 21.6 10.9 4.4 4 18.970 .001**
Friends/ Relatives 25.0 37.3 33.6
Internet 53.4 55.7 61.9
Hiking route related information
Organized groups/clubs 30.7 21.0 144 4 15.983 .003*
Friends/ Relatives 33.3 47.7 55.0
Internet 36.0 31.3 30.6

Hikers with different commitments only differed significantly in terms of sharing hik-
ing knowledge and skills and route-related information. Hikers that identified hiking as
their favorite activity shared their hiking experiences during hiking and in organized
groups/clubs more frequently than those that only considered hiking to be a casual ac-
tivity. Such respondents were more likely to perceive the internet as a useful source of
information regarding hiking route condition (see TABLE 7).
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TaBLE 7: Communication

Information sources The most Casual DF Chi- P-value
Favorite Leisure square
Activity (%) Pursuit (%)

channels used by respon-
dents with different com-

oo 5 = mitments to fulfill informa-
General hiking information

Organized groups/clubs 27.9 21.8 2 2806  .246 tion needs.
Friends/family members 47.4 53.6
Internet 24.7 24.6
Seeking companion as planning hiking trips
Organized groups/clubs 28.3 233 2 1.753 0.416
Friends/family members 67.3 71.5
Internet 4.5 5.2

The primary information source of hiking
knowledge and skill®

Organized groups/clubs 29.7 22.0 2 3.789 .150
Friends/family members 59.9 65.3
Internet 10.3 12.7

Opinion sources for planning a hiking trip "
Organized groups/clubs 37.0 29.3 2 4.510 .105
Friends/family members 51.2 60.6
Internet 11.8 10.0

Acquainting aficionados
Organized groups/clubs 31.9 335 2 5.655 .059
Friends/family members 22.6 30.1
Hiking 45.6 36.5

Extending hiking experience™
Organized groups/clubs 325 27.8 2 1.409 494
Friends/family members 59.0 62.5
Internet 8.4 9.7

Sharing hiking knowledge and skills
Organized groups/clubs 17.6 20.1 3 8.877 .031*
Friends/family members 45.0 52.3
Hiking 34.9 23.7
Internet 25 3.9

Gaining knowledge and first hand
experience on equipment and gadget

Organized groups/clubs 16.9 15.3 3 2.460 .483
Sports shops/specialized stores 20.6 19.8
Friends/family members 51.6 57.3
Internet 10.9 7.6

Obtaining newest info about hiking
equipment and gadget

Organized groups/clubs 12.9 13.1 4 7.913 .095
Sports shops/specialized stores 21.6 24.0
Friends/family members 31.4 38.2
Hiking 20.8 12.4
Internet 13.3 12.4
Weather information
Organized groups/clubs 15.1 10.6 2 2.201 .333
Friends/family members 29.3 32.2
Internet 55.6 57.2

Hiking route related information (road
condition, hiking distance/direction, and
water source)

Organized groups/clubs 26.4 18.8 2 9.692 .008*
Friends/family members 37.9 51.9
Internet 35.7 29.3

Hikers that belonged to different groups/clubs differed significantly in the use of
communication channels to fulfill various information needs. Respondents who were
members of local organized groups/clubs and of company/corporate outing groups were
more likely to use organized groups/clubs as their primary communication channels to
obtain general hiking information. They were also more likely to use such groups/clubs
as sources of information for planning hiking trips than those that belonged to national
groups/clubs and those not belonging to any club. Respondents who belonged to local
organized groups/clubs and company/corporate outing groups were also more likely to
extend their hiking experiences in the organized groups/clubs to which they belonged
(see TABLE 8).
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Information sources A(%) B(%) C(%) D(%) DF Chi-square P-value
General hiking information
Organized groups/clubs 11.3 47.6 45.7 33.8 6 88.690 .000**
Friends/family members 63.6 23.8 22.2 53.2
Internet 25.1 28.6 321 13.0
Seeking companions as planning hiking trips
Organized groups/clubs 10.1 50.0 52.3 37.5 6 98.907 .000**
Friends/family members 84.1 48.5 45.3 56.3
Internet 5.8 1.5 2.3 6.3
The primary information source of hiking knowledge and skill®
Organized groups/clubs 10.1 51.8 50.6 38.2 6 91.739 .000**
Friends/family members 76.0 37.5 36.4 60.3
Internet 13.9 10.7 13.0 1.5
Opinion sources for planning a hiking trip ""
Organized groups/clubs 14.9 57.1 65.4 44.7 6 103.061 .000**
Friends/family members 72.5 34.9 24.7 47.4
Internet 12.7 7.9 9.9 7.9
Acquaintance of aficionados
Organized groups/clubs 17.2 45.6 64.7 46.9 6 97.815 .000%*
Friends/family members 37.0 11.8 14.1 11.1
Hiking 45.9 42.6 21.2 42.0
Extending hiking experience"™
Organized groups/clubs 14.6 51.6 53.7 45.3 6 78.096 .000**
Friends/family members 74.3 43.8 37.8 49.3
Internet 11.1 4.7 8.5 5.3
Sharing hiking knowledge and skills
Organized groups/clubs 9.1 29.0 48.3 171 9 77.373 .000%*
Friends/family members 54.7 36.2 33.3 51.2
Hiking 32.2 31.9 16.1 30.5
Internet 4.1 29 2.3 1.2
Gaining knowledge and firsthand experience on gear and gadget
Organized groups/clubs 6.2 29.7 30.9 27.0 9 74.147 .000**
Sports shops/specialized stores 18.6 34.4 12.3 23.0
Friends/family members 66.7 25.0 44.4 43.2
Internet 8.6 10.9 12.3 6.8
Obtaining newest information about hiking gear and gadget
Organized groups/clubs 6.1 22.6 21.2 24.0 12 52.796 .000**
Sports shops/specialized stores 19.0 27.4 31.8 24.0
Friends/family members 42.9 25.8 17.6 28.0
Hiking 17.7 16.1 12.9 16.0
Internet 14.2 8.1 16.5 8.0
Weather information
Organized groups/clubs 6.3 36.4 12.3 18.3 6 53.717 .000**
Friends/family members 38.8 12.7 17.3 31.0
Internet 54.9 50.9 70.4 50.7
Hiking route related information
Organized groups/clubs 12.0 41.9 32.9 34.3 6 61.866 .000%*
Friends/family members 56.6 27.4 19.7 42.9
Internet 31.5 30.6 47.4 22.9
A: None C: Local organized groups/clubs
B: Company or college outing groups D: National hiking organizations/Clubs

However, a different pattern emerged when the respondents were asked which
communication channel they used to obtain firsthand experience regarding hiking gear
and gadgets. Respondents who belonged to corporate outing groups/hiking clubs were
more likely to obtain such information from sports shops/specialized stores, while re-
spondents who belonged to other groups/clubs were more likely to obtain the latest in-
formation regarding hiking gear and gadgets from organized groups/clubs or sport
shops/specialized stores. Additionally, TABLE 8 shows that respondents who did not be-
long to any groups/clubs were more likely to rely on information from friends and rela-
tives.

DISCUSSION
This study examined communication channel choice in responding to various infor-

mation needs of hikers against different characteristics of hikers in a forest setting. The
study findings indicate that channel choices vary in response to information needs. As
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in previous studies, the most commonly used communication channels for obtaining in-
formation regarding forest environment were friends and relatives (see THAPA et al.
2002). Relatively few hikers used mountaineer/hiker magazines and travel books/park
newspapers to obtain such information, and even fewer directly contacted agency staff
to ask about trip planning and hiking trail condition.

As noted by ROGERS (1983), mass communication channels, such as magazines and
travel books, are effective for informing and building awareness. In contrast, interper-
sonal communication channels are more effective for persuading and achieving attitude
change. Additionally, information provided by multiple channels receives more atten-
tion than that provided by single channels (HARKINS & PETTY 1987).

Channel choices also differ based on hiker status, region of residence, degree of ex-
pertise, and club/group memberships. The findings of this study indicated that hiking
leaders were more likely to use organized groups/clubs to fulfill their information needs
than followers. There are several possible explanations for this finding. First, hiking is a
social activity; people frequently go hiking with friends and relatives, who are perceived
as an accurate and useful communication channel (THAPA et al. 2002). Consequently, it is
convenient for inexperienced hikers to obtain information from such channels. Second,
hiking leaders may have more hiking experience and better hiking skills than their hiking
partners. Organized groups/clubs comprise hikers with various levels of experience, and
may contain hiking experts from whom leaders can obtain advanced skills and better in-
formation. Previous studies found that experienced visitors were less likely to use trail
information, while highly specialized recreationists tended to seek additional informa-
tion (HUFFMAN & WiLLIAMS 1986). Hiking leaders thus may need to acquire improved in-
formation to maintain their lead.

Nevertheless, the perceptions of hikers living in southern Taiwan regarding the use-
fulness of friends/relatives as a communication channel are noteworthy. Hikers living in
southern Taiwan were more likely to fulfill their information needs by asking
friends/relatives, and relied less on other communication channels. The majority of hik-
ers in this region were also not internet users. This finding suggests different styles of
social networking and information seeking patterns between the southern and other re-
gions.

Notably, the internet was only identified as the most useful communication channel
for obtaining weather information. Numerous hikers also perceived the internet as use-
ful for obtaining information on hiking routes. Group comparisons demonstrate that hik-
ing leaders and more experienced hikers were more likely to use the internet to obtain
information regarding weather and hiking routes. This finding differs from the findings
of KERSTETTER & CHO (2004), who found that individuals with more past experience and
expertise were less likely to use the internet to obtain information, suggesting that hik-
ers may deliberately select certain communication channel depending on the type of in-
formation they require.

CONCLUSIONS

To establish the generalizability of the picture presented in this study, similar pro-
jects employing the same methods in other locations would be useful. Some of the is-
sues raised in this study deserve greater attention, including the following: How do hik-
ers simultaneously use different communication channels to obtain desired information;
what are the factors that differentiate communication patterns of hikers from different
regions? Is it affected by the socio-economic status? Is it affected by the inequality of in-
formation infrastructure due to regional development? Do hikers from different regions
react differently to conservation messages?
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Future research efforts should attempt to understand the leisure involvement of hik-
ers in relation to their information needs and to identify why hikers select particular
channels to fulfill their information needs. A particularly interesting question is whether
channel selection is guided by the richness of the information provided or by the ease of
accessing it. Theoretically, there are three forms of serious leisure: amateurism, volun-
teering, and hobbies. Members of the hobby class are enthusiastic to learn about their
hobby. Hobbyists should be of particular interest to the information behavior commu-
nity due to their eagerness for information. Hikers who treat hiking as their hobby may
be more likely to join hiking communities (organized groups/clubs) for sharing interests
and obtaining information. Their need for information might be driven by “the enjoy-
ment derived from the information consumption process itself” (PURDUE 1993:184).

A longitudinal approach and qualitative research design are recommended for ob-
taining an in-depth understanding of the social and cultural value of information seeking
in the context of hiking. If hikers with different roles and levels of involvement are fol-
lowed while searching for various types of information, it should be possible to develop
a conceptual framework that can be used to test various types of hikers with different
degrees of expertise.

Furthermore, this study only analyzed eight communication channels used by hikers
to fulfill their information needs, and other communication channels should be exam-
ined in future studies. Moreover, the scale for measuring the importance of communica-
tion channels needs to be revised.

RECOMMENDATIONS FOR PRACTICE

It is important for forestry mangers to learn about the influence of various communi-
cation channels and to combine the effects of those channels to improve the effective-
ness of information dissemination. Forestry mangers should make special efforts to
reach hikers from different residential regions. They should also recognize that the use
of the internet to distribute wilderness information is not as effective as generally
thought. It is necessary for forestry mangers to incorporate the clubs and organizations
into their communication networks to make information more widely available. This
area of study is especially important to managers, since communication regarding con-
servation occurs both on and off site. Off-site communication allows recreationists ade-
quate planning time to implement desired behaviors (VANDER STOEP & ROGGENBUCK 1996).
The selection of information strategies for delivering specific educational programs and
conservation messages (e.g., LNT) thus depends on the communication channels used
by hikers.

Based on those findings, three strategies are suggested. First, the internet is not
used equally among hikers. It is also not effective in delivering every type of hiking-
related information. Extra effort will be needed to make the internet reach the expecta-
tion of users, such as providing trip planning tools to assist making a hiking trip, or pro-
viding blogs to allow hikers to share their experiences and enable them to form an at-
tachment to official websites. Second, regional differences should be taken into account
in future information campaigns; strategies with personal touch and face-to-face contact
(e.g., interpreters) might be more effective than non-personal forms of communication
(e.g., the internet), volunteer programs and summer camps should make more effort to
attract hikers of southern regions. By doing so, a seed of knowledge could be planted
and spread through friends/relatives circles. Third, small workshops and training pro-
grams that target people who act as leaders during hiking might be a more effective
way to satisfy the information needs of this type of hiker and help them advance their
understanding toward hiking.
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Abstract: The project SUSTOURPARK
aimed for the identification of success fac-
tors for protected area tourism or for park
tourism, respectively. Hence, new knowl-
edge regarding a targeted promotion of
park tourism was gained. These success
factors were elaborated in the context of
the evaluation of a two-stage Delphi sur-
vey among 27 experienced persons in
charge of parks and their corresponding
tourism destinations in the Alpine area.
The research was conducted in 2006 in
Austria, ltaly, Germany, Switzerland, and
France.

As a result 14 success factors divided
into three central categories were distin-
guished:

- Success factors regarding general fra-
mework conditions of park tourism;

- Success factors concerning the coopera-
tion of participating stakeholders;

- Success factors which are reflected in
the design of tourism offers.

Resulting from the identified success fac-
tors it became clear that appropriate set-
ups and a good cooperation between the
stakeholders are central requirements for
the creation of attractive tourism offers. In
turn, attractive offers enhance coopera-
tive efforts and the improvement of
frameworks in order to promote success-
ful park tourism.

Zusammenfassung: Das Ziel des Projek-
tes SUSTOUPARK besteht darin, Erfolgsfak-
toren des Schutzgebiets- bzw. Parktouris-
mus zu identifizieren. Daraus sollen Er-
kenntnisse beziiglich einer gezielten Forde-
rung des Parktourismus gewonnen werden.
Die Herausarbeitung dieser Erfolgsfaktoren
erfolgte im Rahmen der Auswertung einer
zweistufigen Delphi-Befragung von 27 er-
fahrenen Verantwortlichen von Parken und
der zugehorigen Tourismusregionen im Al-
penraum. Die Untersuchung wurde im Jah-
re 2006 in Osterreich, Italien, Deutschland,

der Schweiz und in Frankreich durchgefiihrt.

Aufgrund der Ergebnisse kbnnen 14 Er-
folgsfaktoren in drei zentralen Kategorien
unterschieden werden:

- Erfolgsfaktoren, bezuglich der Rahmen-
bedingungen des Parktourismus;

- Erfolgsfaktoren betreffend die Zusam-
menarbeit der beteiligten Akteure;

- Erfolgsfaktoren, die sich in der Ausges-
taltung des touristischen Angebots nie-
derschlagen.

Aus den ermittelten Erfolgsfaktoren ergibt
sich, dass geeignete Rahmenbedingungen
und eine gute Zusammenarbeit der Akteure
eine zentrale Bedingung flir die Erarbeitung
eines attraktiven touristischen Angebots
darstellen. Attraktive Angebote wiederum
sind motivierend flir eine gute Zusammen-
arbeit und die Verbesserung der Rahmen-
bedingungen zur Weiterentwicklung eines
erfolgreichen Parktourismus.
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INTRODUCTION

Can nature conservation and tourism coexist in protected areas of the Alps? Depend-
ing on the technical background of scientists and the regional and local conditions, the
answer to this often posed question varies from a categorical negative to a conditional
affirmative (see HALL 2005; Mose 2006). While one finds a long tradition of cooperation
between nature conservation and tourism in North America, this approach is new in the
European context (see HAIDER 2007). Relatively dense populated and intensively devel-
oped regions like the Alps present fundamentally different starting conditions than
North America. In these areas nature conservation is more strongly confronted with the
claim for usage rights from the local population than it is the case in the sparsely popu-
lated American West and North. Thus the implication of the local population receives a
greater importance as a success factor of nature conservation in the Alps.

Looking across the Alps at protected areas such as the Swiss National Park in Lower
Engadin, the Hohe Tauern National Park in the Austrian Tauern region, or the UNESCO-
Biosphere Entlebuch in Switzerland, most of these large protected areas have become
major tourist attractions in their respective regions. This involves a significant creation
of value for the regional economy (LAURENS et al. 2000; JoB et al. 2003; KUPFER 2000;
CROMPTON 2001). For the Berchtesgaden National Park in Germany a quantitative survey
of park visitors carried out by JoB et al. (2003) assessed the added value per year that
can be related to the protected area at 5 million USD. A similar study conducted in the
Swiss National Park came to the conclusion that an added value of 6 to 8.7 million USD
can be related to park visitors (KUPFER 2000). Protected area tourism contributes to local
acceptance of nature conservation schemes (WEIXLBAUMER 2005).

Regional park initiatives rarely evoke massive opposition in their respective regions,
which is partly due to the integrated concept of nature conservation and regional devel-
opment of the regional park category. On the other hand, broad acceptance indicates
that these regions are expecting tangible economic benefits from the establishment of
protected areas, particularly in the field of tourism and marketing of regional products.
A survey in Austria has revealed that among regional economic sectors, the establish-
ment of a national park was least disputed in the tourism sector (see BMWA 2001). Addi-
tionally, the survey came to the conclusion that there were remarkably few conflicts re-
lated to tourism and conservation objectives.

In the process of this paradigm shift (PHILLIPS 2004; BROGGI 2003; WEARING & BOWDEN
2000) large protected areas and their administrations are increasingly perceived as ac-
tors in sustainable regional development and are being involved in the development of
regional guidelines, in the creation of tourism packages as well as in marketing efforts
(see MoSE 2007; EAGLES & McCooL 2002; WEIXLBAUMER 2005). This reassessment of roles
on a local level is remarkable given the clashes between the interests of nature conser-
vation and tourism over the past decades. While the incorporation of regional tourism in
protected areas differs from region to region and varies according to the category of
protected area (see HAMMER 2003, NEWSOME et al. 2002), the questions remain how pro-
tected areas in the Alps react to the increasing trend for nature-based tourism (see SIE-
GRIST & STUPPACK 2002) and whether certain factors of success can be generalized for
tourism in protected areas to reconcile economic, social as well as ecological objectives.

Against this background the SUSTOURPARK survey gathers first-hand information
from Alpine park managers and tourism representatives on successful park tourism:

— It describes the current and future general conditions and goals of park man-
agements on the basis of the specific know-how of local actors;

— It depicts possible approaches to resolve user conflicts and searches for ways of
creating potential cooperation between tourism and parks;

—  Furthermore, the significant areas of mentioned cooperation are examined as
well as success factors for protected area tourism that is tolerable both envi-
ronmentally and socially and at the same time economically fruitful.
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These modules were intended to provide answers to the overall research question as
to what framework conditions and success factors can be identified for sustainable tour-
ism in protected areas of the Alps.

MATERIALS AND METHODS

The SUSTOURPARK survey was designed and administered between 2003-2006 by
the University of Applied Sciences in Rapperswil (Switzerland) with assistance from the
Alpine Network of Protected Areas'. A pool of 78 relevant park managers and tourism
representatives from Austrian, French, German, Italian, and Swiss protected areas was
identified in cooperation with the Alpine Network of Protected Areas. These experts on
park management or tourism in protected areas were then asked to participate in a two-
stage online Delphi survey.

The principle of the Delphi method is to repeatedly confront a group of experts with
an issue to gain consensus on the issue and its themes and develop priorities. In this
type of survey method results from the first round of questioning form the basis of fur-
ther iterations of inquiry. Experts have the opportunity to react and respond to aggre-
gate responses from the other survey participants in successive rounds, and at the end
of the different rounds of questioning one obtains a widely supported and generally
consensual result in view of future developments (see HADER 2002). Furthermore, the
Delphi method enables the researchers to follow up new aspects as they appear and
add them to the discussion. This would not be possible in a conventional single-tier sur-
vey.

The questions of the Delphi survey were structured in 5 categories with a series of
subcategories:

1. Current and future objectives of protected area management;

Framework conditions for successful park tourism;

2

3. Demand side;

4. Success factors of park tourism;
5

Tourism and park-related management instruments.

The Delphi method is not intrinsically representative in any statistical sense. The re-
sults of the Delphi survey gain relevance not from quantity but from the expertise of the
participants. The emphasis lies in the process of creating an idea for future develop-
ments that derives from the three components: knowledge (information), speculation,
and opinion (projection) (see STUDIENKREIS FUR TOURISMUS UND ENTWICKLUNG 1997).

Thus, the aim of applying the Delphi method was to collect knowledge, speculations,
and opinions of the park managers in the first round, to react to their statements and to
concentrate these in the second round towards general, consensual trends. By means of
the online evaluation tool Q-feedback, experts' estimations of success factors for pro-

. . . . 1This t tional network
tected area tourism were obtained in two rounds. Open and closed questions were used | . :e;:r;ir::l;ﬁ::e;?nwor
and the participants had the option to comment each question in a separate field. In the 1997 and maintains strong
first Delphi round 42 out of a total of 78 contacted experts replied, a return rate of 53%.  'inks with the Alpine C°’|"

vention, an internationa
In the second round, these 42 have again been contacted, out of which 28 returned their  ;,4ing agreement between
questionnaires for a second time — a return rate of 67%. Alpine countries. The aim of

The participants were made aware of the survey both by regular mail and email. Af-  theAlpine Network of Pro-

.. ) ) tected Areas is to pool ex-
ter the contacted participants agreed to the two-round survey, a personal login to their  eqise, techniques, and
online questionnaire was sent by email. They had four weeks to fill in the form. The  methods used by the man-
analysis of results was simplified through the online data collection, since the question-  29°'s °f Alpine protected
areas and to promote coop-

naire data was available to the research team in real-time. The survey could also be ad-  gration among these pro-
ministered more easily than through back-and-forth postal correspondence. tected areas.

95



Lintzmeyer, F. & Siegrist, D.

Country Protected area Tourism representatives
representatives
France 3 0
Italy 6 6
Germany 1 0
Austria 6 2
Switzerland 3 1
Sum 19 9

Protected area category?® Overall number Represented in the survey

National Parks 14 7
Regional or Nature Parks 70 13
Nature Conservation Area 430 -
Biosphere Reserves 9 3
UNESCO Word Natural Heritage | 2 -
Sum 525 23

The average area of the participating protected areas is 506 km?; the smallest one
with an area of merely 3 km? and the largest one with an area of over 1800 km?. In total,
the Alpine region has over 500 large protected areas (more than 100 ha)%.

Numerically, there are more survey participants than protected areas because in
5 protected areas park managers as well as tourism representatives took part in the
study. Looking at the number of participants from each field there is somewhat of a bias
towards the perspective of protected area representatives reflected in the study, which
is a result of the protected area focus of the study.

RESULTS

The results of the survey are summarized below under the categories: ‘Goals and
framework conditions’, ‘Demand side’, ‘Management tools in regard to tourism and pro-
tected areas’ and ‘Success factors of protected area tourism’.

Goals and framework conditions

Expectations related to the establishment of protected areas are growing as these
areas are increasingly considered as “catalysts” of sustainable regional development.
Even though protected area tourism does, based on its economically measurable effect,
not qualify as a key economic branch in most Alpine regions, it does generate regional
economic effects beyond the traditional tasks of conservation and environmental educa-
tion in protected areas.

Managers perceive this multi-functionality to be a key asset of their protected area
and even more so in the future (cp. FIGURE 1). According to their assessment all tasks of
protected area management — from the promotion of nature-based tourism to the pre-
vention of human interferences - will become more important in the future. Furthermore,
they stress that many aspects are closely interacting.
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TABLE 1: Survey participants
by country.

TABLE 2: Protected area
categories in the Alps and
their representation in the
survey.

2 Source: www.alparc.org.
As nature conservation ar-
eas mainly do not have a
mandate to promote tour-
ism, this protected area
category was not a target of
this study.

3 The International Union
for the Conservation of Na-
ture and Natural Resources
(IUCN) classifies protected
areas in 7 categories
(www.alparc.org): la Strict
Nature Reserve (Protected
area mainly for science), Ib
Wilderness Area (Protected
area managed mainly for
ecosystem protection and
recreation), Il National Park
(Protected area managed
mainly for ecosystem pro-
tection and recreation), Ill
Natural Monument (Pro-
tected area managed mainly
for conservation of specific
natural features), IV Habi-
tat/Species Management
Area (Protected area man-
aged mainly for conserva-
tion through management
intervention), V Protected
Landscape/Seascape (Pro-
tected area managed mainly
for landscape/seascape con-
servation and recreation), VI
Managed Resource Pro-
tected Area (Protected area
managed mainly for the
sustainable use of natural
ecosystems). Due to dense
settlements and intense
land use, one finds few
category la and Ib in the
Alps, although for example
the Swiss National Park be-
longs in this category. The
national parks in the Alps
correspond to category I,
nature parks to category V.
As UNESCO designations,
Biosphere Reserves and
World Heritage sites are not
part of the IUCN classifica-
tion.
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In the eyes of survey participants, the most important goals of park management are,
currently and in the future, the promotion of nature-based tourism, environmental education,
and the promotion of sustainable regional development (cp. FIGURE 1). Traditional core ob-
jectives of protected areas such as habitat and species protection are rated as being of sec-
ondary importance, which is due to the perception that these goals are safeguarded under
current legal provisions.

Informing guests about regional nature and landscape is regarded as the most important
goal of protected area tourism, while the promotion of regional cooperation is ranked as
rather low in importance. Some representatives of tourism organizations criticize protected
area managers for their lack of sensitivity of towards the needs of tourism.

Framework for successful protected area tourism

The most important framework condition for successful protected area tourism is a posi-
tive environment for the promotion of nature-based tourism. This is characterized by a
stronger awareness of beneficial effects of protected areas among the resident population
and local representatives and their positive attitude towards the protected area. It is only
under these preconditions that a protected area can be positively advertised in the market-
place.

In regard to the legal framework, participants were divided into two groups: One group
cautioned against additional legal requirements and uniformity of protected areas, while the
other argued that additional steps need to be taken to ensure standards and to avert infla-
tionary use of labels related to protected areas.

Professional experience from park managers across the Alpine region revealed differ-
ences in the application of protected area categorizations. In South Tyrol, a uniform applica-
tion of protected area categories appears to be safeguarded by legal basis, while in Austria,
the implications and preciseness of protected area categories vary from state to state. In
France, the new National Park Law of 2006 has strengthened the position of local stake-
holders in national park administrations, which is expected to require more persuasive ef-
forts on behalf of park managements.

In general, participants favored a stronger orientation towards European and interna-
tional standards such as the IUCN-categorization in order to make supervisory bodies more
independent from the influence of local interest groups.

As a core future contribution to regional development, the experts deemed necessary an
improved collaboration of protected area management with private and public stakeholders
in the respective region, not so much in quantitative terms, but in terms of a clear assign-
ment of tasks.

Public subsidies for nature-based tourism were strongly endorsed by the experts, even
though they stressed that these should be used for investments related to the start-up phase
of projects and not as permanent assistance. The participants were split into two groups
over the question of whether these subsidies should be restricted to sustainability-labeled

FIGURE 1: Current and future
objectives of protected area
management.

4 Source: www.alparc.org.
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products. Those in favor of the idea emphasized the steering function of labeling, while
those opposing it feared bureaucracy and underlined that tourism-related products and ser-
vices such as marketing, vocational training and tourism infrastructure are not solely tar-
geted towards nature-based tourism and nonetheless are worth public support.

Demand side

In the future, the experts consider scenic landscape, good accommodation facilities at
fair prices, guest houses featuring regional products, and good service to be crucial factors
in visitors' decision making processes.

In the context of the low importance that participants assigned to premium accommoda-
tion in the first round, the experts were asked to position tourism in protected areas in re-
gard to the much voiced call for upgrading tourism facilities in the Alpine region. It is inter-
esting to note that most participants of the survey considered park tourism to be directed
towards simple and middle class accommodations. While premium hotels and correspond-
ing packages including wellness and gastronomy are crucial for completing the regional
range of offers and thus for a region's competitiveness, the main demand seems to be for
middle and lower class accommodation. Nonetheless, 'quality' and 'luxury' must not be con-
fused in this context. Generally, there exists the need for Alpine tourism offers to introduce
a certain minimum quality based on authenticity and local character in all categories instead
of creating premium offers on a large scale.

For all types of nature-based sports activities, except climbing, park and tourism manag-
ers expected a future growth of demand, with hiking being the main activity in protected
area tourism, followed by mountain biking and nature excursions. The highest potential for
growth is attributed to nordic walking, tobogganing, and outdoor swimming. In the future, it
is expected that activities in protected areas will be polarized in adventure-oriented (trekking
excursions, glacier hikes, sunrise/sunsets) and wellness- and recreation-oriented activities,
the latter implying contemplative and inward-bound activities and retreats.

Park representatives are calling on the tourism industry to actively develop these products
tailored to the specific needs of certain target groups. Protected areas, in their eyes, need to be
incorporated even more into the regional chain of tourist services and experiences.

However, park representatives stressed that one still needs to keep in mind that success-
ful tourism in protected areas is not so much defined by increasing visitor arrivals as by eco-
logical and socio-cultural impact mitigation. The quality of the visitor experience thus re-
mains the only unique selling proposition for protected areas in a competitive tourism mar-
ket, while aiming at price competitiveness would jeopardize their ecological and socio-
cultural basis.

Management tools in regard to tourism and protected areas

To implement these park objectives and to resolve conflicts between conservation and
tourism, managers have a variety of instruments at their disposal, ranging from ‘soft’ tools
such as environmental information, cooperative agreements between interest groups, and
economic incentives to ‘hard’ tools such as management of visitor flows, and legal restric-
tions and regulations. In general, park managers opted for a mixed approach with an em-
phasis on ’‘soft’ instruments, while still acknowledging the usefulness of top-down-
instruments for certain conflict areas. Long-term studies on the effectiveness of participatory
and cooperative instruments for conflict resolution between tourism and conservation ob-
jectives are still pending.

Core instruments for the promotion of nature-based tourism on behalf of park managers
includes informing visitors and local residents on the objectives of the protected area, fol-
lowed by visitor monitoring (see MCINTYRE 1999). Even though the latter is considered to be
essential by the participants, it is often not carried out due to financial constraints. Accord-
ing to the survey experts, the most important aspects of monitoring are visitor motivation
and satisfaction, statistics of arrivals and number of overnight stays, activities and their spa-
tial distribution, and regional economic effects. For Alpine protected areas, KUPFER (2000)
and Jos et al. (2003) have carried out ground-breaking surveys on regional economic effects
generated by park tourism.

98



Siegrist, D.; Clivaz, C.; Hunziker, M.; Iten, S. (eds.) (2008).
Visitor Management in Nature-based Tourism. Strategies and Success Factors for Recreational and Protected Areas.

Target-group-oriented tourism offers which integrate protected areas as well as their na-
ture-based offers into the regional chain of tourism products and services are considered to
be the most important tasks of tourist management in protected areas (cp. FIGURE 2). It was
stressed, however, that park management authorities must always remain the decision-
making bodies in all fields relating to the condition and development of the park.

On a regional scale, one single park manager obviously is not capable of covering all as-
pects of park management in-depth. Therefore, the role of park management in regional
governance needs to be interpreted as a platform for exchange of conservation expertise
and experience (see MOSE & WEIXLBAUMER 2003; STOLL-KLEEMANN et al. 2006). In view of inter-
national cooperation and exchange of experience networks like the Alpine Network of Pro-
tected Areas or those affiliated with EU-programmes such as INTERREG or LEADER seem to
be firmly established and well used; more than 70% of park managers claim to have bene-
fited from one of these networks.

Success factors of protected area tourism

The underlying assumption of the concept of success factors is that success or failure of
the subject of study is — despite all multi-dimensionality and multi-causality — determined by
a limited number of core factors (TROMMSDORF 1991). In the early stages of the concept, it
was believed to produce universally valid recommendations. While this objective still holds
true for some output of the concept, it has nonetheless been acknowledged that success fac-
tors need to be differentiated into comprehensive or branch-specific factors. Furthermore,
within one branch, they can apply to either all subjects of study, to a limited number de-
pending on their size, legal status and strategic group or to only one individual subject of
study. Within one enterprise success factors can again either address the entire subject of
study or only sub-groups of it.

The following results originate from experiences of protected area management and
tourism across the Alpine region. One has to keep in mind that the group of protected areas
is not homogeneous; it rather comprises spatial categories that feature distinctive differ-
ences in terms of conservation, tourism, regional development, and educational orientation.
Therefore, comprehensive success factors that apply to all types of protected area manage-
ment will be limited in number and also in significance, as situations and also envisaged
profiles differ from park to park.

Concerning the most important future partners for cooperation, survey participants iden-
tified local and regional tourism and municipal representatives, followed by the hotel and
restaurant industry and farmers. A remarkably minor importance is assigned to public
transport, which indicates that park managers and tourism representatives are somewhat
disillusioned about increasing the share of public means of transportation in tourism trans-
port.

The participants' statements concerning key success factors of cooperation between
various regional stakeholders can be summarized under the following five aspects:

—  Participation: This aspect includes the local population as well as a broad
representation of all relevant interest groups (see RONMARK 2005). Participants
considered the activation of the local population in terms of a Local Agenda 21
process to be particularly successful. In this context the common elaboration of
guidelines establishes a mutual trust and a kick-off meeting signals the start of a
process.

—  Personality of key stakeholders: Crucial for the success of multi-stakeholder working
groups and steering committees is the consensus-orientation of those involved.
Reliable and qualified persons with a long-term perspective should represent these
diverse and often opposing interests.

—  Balance of top-down and bottom-up-processes: A balance between top-down and
bottom-up-processes enables an effective implementation of objectives and projects
while safeguarding participatory principles.
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—  Project-oriented cooperation: Joint projects facilitate contacts among different interest
groups and help to reduce prejudices. The incorporation of sociocultural stakeholders
broadens the range of offers in terms of cultural offers and enables to create
packages.

— Institutionalization of a broad sponsorship: The incorporation of stakeholders from
policy, economy and civil society in form of a park supervisory board - a type of Park
Ltd. - creates a broad identification with the park, allows cooperation and helps to
resolve conflicts at an early stage.
More precisely, these bodies can assume tasks such as improving the quality stan-
dards of tourism offers or marketing. It is decisive that every member of these park
administrative boards is adopting a perspective that goes beyond his/her immediate
field of expertise. Protected area as well as tourism representatives should be able to
inform guests on each other's range of offers.

A similar set of success factors has also been identified by BRENDLE (2002) in regard to con-
servation projects in Germany.

Just as there are key success factors, there are also factors that — according to experience —
do not bode well for the tourist performance of protected areas. These “factors of failure” in-
clude the following aspects:

- Top-down character of projects: If projects are enacted from above and objectives and
measures appear to be predetermined, then the acceptance of and identification with
the protected area will suffer.

— Insufficient participation: It is on the one hand characterized by a pro forma
participation of the public in the planning stage without considering their contribution
in the implementation. The investment of time it takes for coordinating and organizing
public participation is often underestimated.

—  Unclear objectives: Ambiguity regarding objectives and lack of qualified leadership on
behalf of project supervisors jeopardize successful protected area management.

—  Unrealistic expectations: Establishing sustainable protected area tourism requires a
long-term perspective and, in this respect, the expectation of short-term success may
quickly lead to frustration.

On the other hand, it is important for reasons of acceptance to accompany the estab-
lishment of the protected area with state subsidies for the region and to create small
and easily achievable milestones of success.
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The personal contact between park administrative staff and tourism representatives
should be further intensified in the future (see FIGURE 3). Joint marketing and joint participa-
tion in publicly funded programs are further fields of cooperation.
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FIGURE 3: Fields of future co-
operation.
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Whether or not shared offices between tourism organizations and park administra-
tions are a viable solution was disputed among the experts. While some stress the posi-

tive, synergetic aspects, others are skeptical and fear an unproductive mixture of these

two institutions that jeopardizes conservation objectives. Furthermore, different precon-

ditions in regard to funding - tourism organizations are privately funded, while park

administrations are public bodies — would impede a close cooperation in shared offices.

According to participants, obstacles for further cooperation are not so much of a
structural character such as lack of moderators or structural impediments, but rather
the insufficient provision of protected areas with financial and human resources (cp.
FIGURE 4). The staff of protected area administrations is notoriously overstrained, a
situation that is in contradiction to the much-voiced need for more professionalism in

park management.
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Participants claim that — apart from the natural surroundings — authentic and nature-
based offers would be the backbone of protected area tourism. Offers that are in accordance
with the park's guidelines should be particularly promoted. After all, successful tourism in
protected areas is not so much defined by absolute numbers as by improving visits in eco-
logical and socio-cultural respects. The high quality of the nature experience is a chance for
protected areas to reach a unique selling proposition, as they cannot and should not com-
pete with discount offers (see GRIFFIN & VACAFLORES 2001).

The following sequence illustrates how many aspects of protected area tourism
combine to form an attractive offer (cp. FIGURE 5):
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The existence of competitive offers forms the very basis for any type of marketing.
This marketing, which ideally is carried out according to a marketing concept, in turn
enables one to position the offer in the marketplace and should follow a long-term
strategy. Keywords describing this strategy are ‘clear positioning’, ‘bundling of re-
sources’, ‘coordination with public and private local stakeholders’, and ‘economic feasi-
bility within the ecological carrying capacity’.

According to experts an optimized chain of tourism services is again of crucial im-
portance for visitor satisfaction. These service chains include the chance to centrally and
easily access information on the protected area, to book all-inclusive offers, and to ob-
tain information from tourism staff on nature-based offers. In this context, participants
suggest to annually host a guided tour in the protected area for employees working in
the tourism industry.

The success factor of an optimized chain of tourism services should also be seen in
context with the increasing competition from large horizontally and vertically integrated
tourism enterprises, such as the French Compagnie des Alpes, that small and medium
sized tourism enterprises have to face in the Alps. These large-scale enterprises are ca-
pable of offering a variety of services in one package. Only if the local tourism industry
in the Alpine region manages to establish a regional network and to create synergies it
will stand a chance against these large-scale structures.

The factor of professionally prepared information on nature and culture of the region
is taking effect both internally and externally (see MACLENNAN 2000). In the process of es-
tablishing a protected area, informing the local population adequately is crucial, and
during the operational stage it is important to provide appropriate information both for
hosts and guests. In the eyes of the experts, communication between protected area
representatives and local hosts needs to be intensified in the future; the adoption of
park-related information by hosts in accordance with the objectives of the protected
area could provide a starting point.
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DISCUSSION AND CONCLUSION

SUSTOURPARK confirmed the assumption that the range of tasks of protected area ad-
ministrations has expanded over the last years towards trans-sectoral regional development.
Park managers of the Alpine region are very well aware of the contribution to regional de-
velopment that is being expected from their protected areas. Core contributions in that re-
spect are the promotion of nature-based tourism and the integration of local farmers and
their products and services in these schemes. Protected areas, however, cannot fulfill this
multifunctional role, unless their core task — habitat, process and species conservation - is
sufficiently safeguarded through a legal framework. Furthermore, there are still constraints
in funding and staff resources of protected area management that impede certain efforts be-
yond the parks' immediate objectives.

Throughout the survey it became evident that this balance between core tasks of nature
conservation and broader responsibilities in regional development is a constant and at
times difficult challenge for protected area management in the Alpine region. The incorpora-
tion of protected areas into the regional range of tourism offers should not obscure their
core responsibilities, for which they have been installed in the first place. Blaming park ad-
ministrations for not fully embracing tourist strategies and offers would neglect this balance;
even in the future, park administrations will not become full-fledged tourism organizations.

Looking ahead, park and tourism authorities will need to combine efforts to be able to
tap the full potential of protected areas in regard to regional development. For the parks,
this means to appropriately address problems of visitor impacts and to support tourism
stakeholders in creating nature-based activities and packages. Particularly in regional parks,
visitors are sometimes not even aware of the park label. Therefore, an added value effect of
regional products will require more marketing efforts on behalf of protected areas.

In view of implementation and funding of projects, it is decisive to permanently stay in
touch with local decision-makers and to incorporate them in the parks' supervisory board.
Without communicating objectives and cooperation between tourism and park management
to local stakeholders, results are unlikely to be reached on a sustainable basis.

For the regional tourism industry, to tap the full potential of parks means to increasingly
incorporate protected areas in their range of offers. Due to their positive image and high
profile among park representatives, transnational networks pose potential platforms for mu-
tual exchange and increasing capacity.

RECOMMENDATIONS FOR PRACTICE

To be successful, tourism-oriented monitoring and management of natural areas needs to
incorporate the view and practice of tourism (tourist management). Sustainable tourist
management could be part of integral, tourism-oriented management of protected areas.
Therefore, it is in the future recommended to increasingly pay attention on the development
of integrated methods and instruments used for that purpose. Against this background, the
following recommendations are important for the practice:

—  The existence of qualitatively good basic rules at national and/or regional level; the
existence of comparable and actually implemented best practices and management
concepts; precisely coordinated strategies and methods for regional protection and
development plans; clear framework defining tourism activities in relevant tourism
regions and recreational areas.

—  The availability of staff and financial resources for the strategic and practical guid-
ance of managements. These resources further support general activities for the lo-
cal public and guest support (information, visitor guides, environmental awareness
etc.); they also support quality control and the realization of protection and devel-
opment plans.
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—  The realization of an integrated management philosophy in regard of nature and
landscape protection, which provides an opportunity for sustainable regional
development and would foster the cooperation with those involved in nature-
related projects (local authorities, tourism, land and forestry interests, environ-
ment, etc.).

— A sufficient consideration of bottom-up-strategies with focus on communication,
especially in the process of establishing regional parks. The local population and
relevant interest groups of the park region (e.g., agriculture, tourism, small and
medium sized enterprises, nature protection and culture) have to be involved.

—  The creation of a comprehensive tourism offer with qualitative service chains as
well as the integration of the park as an independent product in the destination
and the development of a professional marketing. On a regional and national
level, parks need to be differentiated according to their unique selling proposi-
tions and park tourism strategies need to be created.
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Abstract: The goal of this research pro-
ject is to indicate how peoples’ needs for
and expectations towards local recreation
areas can be met by means of employing
different formal and informal planning in-
struments. The examined instruments are
also evaluated regarding their applicability
for conflict resolution between locals, seek-
ing recreation and other interests on land
use. Further, the project investigates how a
communication and cooperation process
may improve the explanatory power and
acceptance of planning instruments com-
pared to the present code of practice.

Four case studies within the Swiss ag-
glomerations of Zurich, Basle and Winter-
thur illustrate the functional capacity of the
analyzed planning instruments. The evalua-
tions of these case studies lead to recom-
mendations concerning future implementa-
tion of the various planning instruments.

Zusammenfassung: Das Forschungspro-
jekt will Moglichkeiten aufzeigen, wie tber
informelle und formelle Planungsinstrumen-
te die Anspriche von Naherholungsuchen-
den an eine attraktive Alltagslandschaft
verwirklicht werden kénnen und inwieweit
die betrachteten Instrumente geeignet sind,
zur Losung von Konflikten zwischen Naher-
holungsinteressen und anderen Raumnut-
zungsinteressen beizutragen. Ferner wird

ermittelt, wie in einem kommunikations-
und kooperationsorientierten Prozess die
Aussagekraft und Akzeptanz von Planungen
erhoht beziehungsweise im Vergleich zur
derzeitigen Planungspraxis verbessert wer-
den kdnnen.

Anhand von vier Fallbeispielen in den
Schweizer Agglomerationen Zirich, Basel
und Winterthur wird die Zweckmassigkeit
der eingesetzten Planungsinstrumente ana-
lysiert und illustriert. Die Evaluation dieser
Fallstudien fuhrt zu Empfehlungen betref-
fend der zukiinftigen Anwendung der ver-

schiedenen Planungsinstrumente.

landscape planning,
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INTRODUCTION

Urbanization and urban sprawl lead to rapid disappearance of attractive open land-
scapes in built-up areas. As a result, there is less space available for local recreational
purposes, and people have to travel further distances to find the kind of landscape they
are looking for. In order to tackle and hopefully improve this situation in the long term,
adequate instruments for controlling the development of landscapes within built-up ar-
eas are essential.

This paper aims to show how different planning instruments can be implemented to
achieve best outcomes for people seeking decent recreational areas. The planning in-
struments must aim at preserving an attractive landscape. The findings gained from this
research between 2003 to 2007 provide the basis for recommendations concerning the
future implementation of planning instruments, as well as for their future development.

METHODS

The following methods were applied:

1. Analysis of existing studies: In an extensive analysis of literature on the subject,
the needs of people looking for local recreation and recent trends in the field of
local recreation were identified and collected.

2. Evaluation and analysis of planning instruments related to recreation’: The most
suitable planning instruments, which result in local recreation facilities and
landscapes preferred by the public, were evaluated.

3. Analysis of case studies: Four case studies (see short description in section be-
low) were selected and evaluated based on a four level evaluation grid, adapted
from MONNECKE (2000) (see TABLE 1). The following methods were used to ana-
lyze the questions given by the evaluation grid:

— Analysis of existing documents such as meeting minutes, planning docu-
ments, development and implementation concepts, and previous scientific
research.

— Subject-specific, qualitative, guided expert interviews with representatives
from public authorities, politics and the general public. The selection of inter-
view partners was based on the respective project leaders’ knowledge of par-
ties concerned and involved.

— Bachelor’s thesis containing a non-representative survey of passers-by and
field studies (in the case of Téss / Leisenthal).

4. Comparison and discussion of the case studies: The findings gained from the re-
search provide the basis for formulating recommendations for the implementa-
tion of selected planning instruments in order to ensure that people’s needs in
the field of local recreation can be taken into account more effectively.
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1 The following planning in-
struments were evaluated:
communal spatial plan
(Kommunale Richtplanung),
cantonal spatial plan (Kan-
tonale Richtplanung), com-
munal land use plan (Kom-
munale Nutzungsplanung),
landscape development
concept (Landschaftsent-
wicklungskonzept LEK), fo-
rest development plan
(Waldentwicklungsplanung
WEP), Local Agenda 21.
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Valuation level

Evaluation of objectives

- Which objectives with respect to recreation were considered in the planning proc-
ess?

- Have the objectives been operationalized? Which design features are planned for
implementation?

- Did the planning process take into consideration the expectations of relevant stake-
holders?

Evaluation "state of the art"

- To what extent are the requirements from a professional point of view included?
- To what extent are possible requirements of future users considered?

- To what extent should further aspects of recreational land use be implemented?

Evaluation of the process

- Which instruments have been implemented in order to assess the expectations of

future users?
- How was the involvement, collaboration, participation of stakeholders organized?

- Has a solution been reached that gains wide acceptance among relevant stake-
holders?

- Which conflict solving strategies are ready to be implemented?

Evaluation of the contribution to sustainable development (where available)

- Ecological dimension: to what extent has living space for people, animals and plants
been preserved, and to what extent can natural resources be used considering the

quality of life of future generations?

- Economic dimension: to what extent has the well-being and development capacity

of the economy been considered?

- Social dimension: to what extent has society (people, their lives and development,

solidarity and well-being) been considered?

RESULTS

Needs and activities of individuals seeking recreation
The literature survey yielded the following results:

Desires to experience nature and attractive landscapes, to recover and enjoy qui-
etness, the opportunity to exercise as well as other health aspects are most
prominent. These are followed by the desire to experience social interaction, for
example with friends, colleagues, or family. In this respect all studies surveyed
basically came to the same results (LAMPRECHT & STAMM 1993; NOHL 2001; THELIN
1983; SEELAND 1999; ZEIDENITZ 2005).

The most frequent activities of people seeking recreation include strolling, walking
dogs, and hiking, while sporting activities like jogging, cycling, mountain biking,
and swimming seem somewhat less important. Newer trend activities such as
nordic walking, snowshoeing or skating hardly receive any attention in the studies
surveyed (BuwAL 2000; FRICK & BUCHECKER 2005; JACSMAN 1994; HoisL et al. 2000;
LAMPRECHT & STAMM 1993; NOHL 2001; SCHMITTHUSEN & WILD-Eck 2000; SEELAND 1999;
THELIN 1983; ZEIDENITZ 2005).

The high number of studies focusing on recreational activities in forests (BAUR 2003;
BERNASCONI et al. 1998; BuwaAL 2000; BuwaAL 1999; ELSASSER 1996; GASSER 1997;
JACSMAN 1997, 1994; RoscHEWITZ 2003) shows the high importance attached to such

TABLE 1: Valuation levels
(Source: adapted from MON-
NECKE (2000)).
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areas — while, for example, lakes, rivers, outskirts of forests, or agricultural areas
have received only little attention up to the present.

— In order to balance the high density of visitors in forests nearby cities, more efforts
are required to increase the attractiveness of open landscapes (e.g., agricultural
landscapes) for individuals seeking recreation. Increasingly, strategies and concepts
focusing on the redesign of open landscapes are required in order to respond to the
demands of the respective individuals (e.g., infrastructure, accessibility, etc) (BECKER
et al. 1992; BUWAL 2000; LAMPRECHT & STAMM 2000; NOHL 1991; OPASCHOWSKI 1986;
ZEIDENITZ 2005).

Leisure trends

Trends indicate a continual, significant growth in both indoor and outdoor recreational
activities, even with no population increase. This will inevitably lead to an increased use of
open spaces in built-up areas.

The trend towards even more rapid sequencing of activities (recreation, sports, work,
family), or towards the simultaneous practice of different activities (‘multitasking’) will in-
crease and will become an important factor in the development of local recreation areas in
European agglomerations.

However, the focus on trend sports should not be overestimated. Focussing on Germany,
OPAScCHOWSKI (2004) finds that only a small fraction of the population is attracted to ‘trend
sports’ and that the demographic trends towards an aging population will lead to an in-
crease in more relaxing activities such as walking, hiking, and cycling.

TABLE 2 presents the results of the analysis of the literature addressing current and future
trends in leisure and recreation relevant for spatial planning in built-up areas (BAuD-Bovi &
LAWSON 1998; BECKER et al. 2004; ESCHER et al. 2000; GERKEN & KONITZER 1996; KLEINHANS 2000;
LAMPRECHT & STAMM 1993, 2002; OPASCHOWSKI 2004; RUPE 2000; SCHAFER 1995; SCHWIER 1998;
WOHLER 2003; ZEIDENITZ 2005).

Leisure and recreation Current impor- | Anticipated Relevancy regarding recreation
trends tance development in agglomeration areas
over the next Impact on Pressure on
10 to 20 years landscape landscape
change (Qual- (Quantity)
ity)
Fitness sports, outdoor 000 > o 000
(Jogging)
Club sports, outdoor 000 3 000 oo
(soccer, tennis)
Indoor sports (badmin- 000 ? o oo
ton, volleyball, gymnas-
tics, etc.)
‘Soul sports’ (moun- 00 > 000 0000
tain biking, windsurf-
ing, inline skating)
@ Fun sports (para- o ? 00 000
g sailing, verti-biking,
‘,f bungee-jumping)
Eg Extreme sports (ice- o > 00 o
fall-climbing, cave-
diving)
Thrill sports (base- o > 00 oo
jumping, canyoning)
‘Being outdoors’ (walk- 00000 7 00 000
ing, hiking, biking)

110

TABLE 2: Leisure and recrea-
tional trends and their im-
pacts.



Siegrist, D.; Clivaz, C.; Hunziker, M.; Iten, S. (eds.) (2008).
Visitor Management in Nature-based Tourism. Strategies and Success Factors for Recreational and Protected Areas.

Case studies

The following four projects, in which areas close to built-up areas have been
developed, were selected and evaluated:

1. Development plan Salina-Raurica (vicinity of Basle)

Wellness 000 > o o
Event shopping 00 7 o o
Amusement parks 00 2 00 [o)
Mega events in sports 00 ? 00 o
and culture
Virtual recreational offers | © > - -
(video games, play sta-
tions, virtual hotels)
Key: o low relevance
00000 high relevance

re-

The open area between ‘Schweizerhalle’ and ‘Augst’, delimited by the Rhein and
the highway A2/A3 as well as the area of the roman city ‘Augusta Raurica’ shall be-
come an area accommodating high quality living and workplaces within a time
frame of 10 to 20 years. It is the largest extension of a residential area and infra-
structure of the Canton Baselland. The combination of different land uses such as
leisure, recreation, events, and exhibitions, are meant to create an outstanding
character defining a label that will show effects beyond the actual region itself (AMT
FUR RAUMPLANUNG KANTON BASEL-LANDSCHAFT 2002). The guiding principles of the de-
velopment plan for Salina-Raurica were elaborated in three studies conducted by
private organizations in 2002; implementation of the development plan will follow
with a special cantonal spatial plan (Spezialrichtplan).

The evaluation on the three levels ‘Objectives’, ‘State of the Art’ and ‘Process’
(see section ‘Methods’) revealed that only within the participation process little ef-
fects regarding recreational usage are yielded. It is most likely that this is due to the
fact that recreational usage received only relatively little weight within the participa-
tion process.

Nevertheless, all in all the participation process should receive sufficient credit. It
created a good communication basis and intensified cooperation on different plan-
ning levels, even if not all expectations could be fulfilled. Especially on the side of
public authorities improved coordination between different planning projects (e.g.,
between the canton and municipalities, different municipalities as well as within in-
dividual municipalities) could be observed. The initial position improved to trans-
form the area of Salina Raurica into an attractive residential and work area.

Landscape Development Concept LEK ‘Limmatraum Ziirich’

The perimeter of the LEK ‘Limmatraum’ (SCHUBERT 2000) extends from the Ber-
noulli residential area in Zurich to the ‘Erdbeeri-Feld’ Schlieren, ZH. The ‘Limma-
traum’ is characterized by a variety of different land uses. In addition to recreational
use, the area also provides for nature conservation, living space, waste disposal as
well as farming. LEK Limmatraum’s objective is to mitigate current and future con-
flicting interests as well as to exploit opportunities to valorize and optimize a goal
oriented development of the ‘Limmatraum’. Public authorities, users as well as the
general population were involved in the project at an early stage.

The evaluation showed that the acceptance of the project ‘Limmatraum’ in the
population was increased through a participation process. Different effects were
identified that would not have been present without the participation process. Exist-
ing conflicts of interest were made transparent and solutions were found within and
beyond the LEK Limmatraum.
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3.

Land-use Concept ‘Allmend Brunau Zurich’

Since the end of military activities in the year 1987 the Allmend Brunau, in the
southern outskirts of Zurich, has been open to recreational use and effectively used
by different groups (GRUN STADT ZURICH 2003). The increasing usage of the surround-
ing area for infrastructure projects such as highways, road tunnels and railway
tubes as well as the continually increasing usage pressure have led the City of Zu-
rich to initiate an intensive participation process in order to define how the area
should be used in future. The result of this process is a land-use concept that forms
the basis for the implementation of development intensions in the form of individual
subprojects.

The evaluation yielded positive results for the participation process. It initiated
different effects that would not have taken place otherwise. The broad analysis of
needs formed the basis for decisions and lead to a concept supported by a majority
in both the general population as well as in parliament. The involvement of con-
cerned parties lead to adjustments of subprojects and to improved solutions (e.g.,
for the location of the bike park).

However, not all impulses that were created within the participation process
were beneficial for the new concept and its implementation; for example the skater
park was delayed by objections, but the intensive discussion of the subject at hand
lead to an overall more careful planning and to better solutions. It will be especially
important to maintain good communication. The public and the parties concerned
should be informed at length on a regular basis about ongoing and future measures
as well as implementation steps.

Development and implementation Concept Téss / Leisental, Winterthur

The case study ,TOss’ investigated a small project. Its aim was to allow a river to
re-find its natural course (PICTURE 1). At the end of the 1990s, a decision was taken to
allow the river more freedom in certain sectors rather than to renovate existing
dams. Until now, only a few interventions have been made. The development of the
landscape (SUTER VON KAENEL AG 1998) is mainly left to the forces of the river itself.

During the realization of the development and implementation concept, several po-
tential conflicts between goals, such as groundwater supply, forest use, protection of
nature, and research requirements were identified (RUEEDE 1999, 1997). Authorities
managed to reduce the conflict potential by creating a trans-disciplinary ‘core group’
(FIGURE 2), (vON RIJCKEVORSEL 2001). As a result it was possible to plan and implement
the project comparatively quickly.

PICTURE 1: River section
Toss/Leisental (Winterthur)
with a renaturation of the
natural course / Source:
MARINELLO 2005.
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The development and implementation concept ‘Toss / Leisental’ in Winterthur was
evaluated on all four levels: ‘Objectives’, ‘State of the Art’ ‘Process’, and ‘Contribution
to Sustainable Development’ (see section ‘Methods’). It is interesting to note that peo-
ple’s interest for local recreation opportunities were only included marginally. Never-
theless, when questioned on the subject’, comments made both by experts and pass-
ers-by at the actual location of the project indicate a high level of acceptance of the
river project’s goals. Future research will have to validate whether the following quote
is universally applicable: ‘as long as we shape attractive river landscapes, people will
come to see them'.

The maintenance and development concept ‘Toss / Leisental’ contributes to a sus-
tainable development if the formulated and implemented measures are economically
efficient, ecologically acceptable, and socially equitable. Since the objective designs a
gradual renaturation of the river, we assume that the requirement for ecological ac-
ceptability is fulfilled. Whether the measures are economically efficient or not, can not
yet be concluded. Although it is a stated objective of the concept to reduce the run-
ning costs by renaturating the river, the economic consequences for forestry and the
operator of the groundwater wells remain ambiguous to date. Finally, social equita-
bleness is hardly affected. A final evaluation with respect to sustainability will become
possible when larger sections of the river are renaturated and first observations and
experiences can be analyzed.

Process Flow

FIGURE 1: Process: Develop-

Who What Result ment and implementation
concept ‘Toss — Leisental’
(source: own depiction).
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CONCLUSIONS

A comparison of the four case studies based on the dimensions presented in TABLE 1 lead
to the following conclusions.

Dimension I|: Evaluation of objectives

The goals formulated in the planning documents are principally dedicated to aesthetics
(e.g., within the context of rehabilitating river sections) and infrastructure (e.g., roads and
pathways). The categories relating to the use of natural environments (e.g., the creation of
natural areas requiring no maintenance and suitable for both children and young people),
resolving conflicts (e.g., between various leisure activities such as cycling and walking, or
between leisure activities and environmental protection), and the designation of areas for
leisure (e.g., areas for peaceful, contemplative relaxation, fun and games, etc.) are consid-
ered to a lesser degree.

Dimension II: Evaluation ‘State of the Art’

All case studies concentrate on upgrading the leisure potential of less attractive areas
(e.g., opening up streams, rehabilitating natural environments). Additional leisure-time op-
portunities will be created, such as skating and cycling facilities along the banks of the Sihl
and the Limmat.

Only the implementation concept of the project ‘Allmend Brunau’ systematically deter-
mined the needs of people seeking leisure and relaxation before the planning process.

The needs of future user groups, which should be taken into account, are not explicitly
addressed in the case studies. The reason for this is that it is rather difficult to give substan-
tial weight to potential future user groups in the participation process since current users
and inhabitants are generally not prepared to consider such needs when ,their” local leisure
facilities are at stake.

Dimension llI: Evaluation of the Process

All examined planning processes included some form of collaboration at different stages
of the processes. However, the precise form of collaboration was different in each project. In
all case studies, the participation process led to improved communication and collaboration
between the various actors (authorities, politicians, citizens):

— Involvement of the local population;

— Involvement of young people (e.g., skate-boarders and cyclists in the case of the
‘Allmend Brunau’);

— Improved exchange between cantonal, community and federal authorities;

- Focussed public relation work involving experts (‘Tdss/Leisental’).

Thanks to a close collaboration between different actors throughout the planning proc-
esses, various goals were achieved. However, the right selection of participants to involve is
a key factor for success.

Participative processes lead to new expectations of those involved. It is important that
the goals of collaboration, the possibility to influence participants and especially the rela-
tionship between collaboration and decision-making are clearly defined and communicated.

However, the analysis also revealed the limitations of participatory processes, especially
when applied to meetings that target a very heterogeneous audience. Not all participants
were able to accommodate the views of others, keeping strictly to their initial position. As a
conclusion, participatory processes are instruments best used for the analysis of require-
ments and needs, rather than for resolving conflicts.

It can be assumed that participatory processes have led to a broader acceptance of the
various projects within the relevant population. Most of the requirements and objections
expressed could be accommodated in the design of the projects. In all the case studies, cer-
tain stakeholders felt they had been inadequately included in the process. In such cases, it
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was found to be important to continue the dialogue with these groups, and to keep looking
for potential solutions acceptable to all participants concerned. A suitable concept concern-
ing information and communication, at both the planning and the implementation stages
proved to encourage acceptance.

Dimension IV: Evaluation "Sustainability"

Only one case study (‘TOss’) was evaluated regarding its contribution to sustainable de-
velopment. Whether projects are really economically efficient, ecologically viable, and so-
cially acceptable can only be evaluated precisely when the initial steps towards transforma-
tion have been taken, and the consequences of the measures employed can be observed at
least to some degree.

On the level of development and transfer concepts it becomes clear that the main focus
of the planned measures is rarely equally distributed between the three sustainability di-
mensions: economy, society, and environment. In the ‘Téss’ case study, for example, the
main focus clearly resided on the ecological dimension.

DISCUSSION

The study revealed important insights but also showed various aspects which require
further research:

—  Selection of participants to be included in the participation process: The evaluation
of the four case studies revealed that the careful selection of participants is a major
challenge. The difficulty resides in the necessity to identify all those persons who
will be affected by a specific project either positively or negatively. At the same time
a high number of participants is more likely to substantially complicate the process.

—  Significance of the soft location factor ‘local leisure’: Additional sound knowledge of
the significance of the soft location factor ‘(local) leisure’ compared to the classical
location factors is absolutely vital and necessary. This would provide planners and
politicians with the necessary arguments to increasingly include leisure aspects into
planning processes.

Local leisure time facilities are increasingly being seen as a relevant marketing
factor for communities, towns, and regions. The most immediate and closest avail-
able leisure facilities play an increasingly important role when choosing either
where to live or where to set up a business. However, the relative importance of the
leisure factor compared to other classic location factors (e.g., availability of highly
qualified employees, communication networks, taxation, etc.) remains unclear.

- Representative surveys on leisure-time needs outside the forests: In order to coun-
teract the sometimes extremely high numbers of people who visit nearby forests,
and the constantly diminishing proportion of open and green spaces, a greater ef-
fort should be put into making agricultural and cultural landscapes more attractive
for leisure time activities.

RECOMMENDATIONS FOR PRACTICE

The following recommendations are the result of the evaluation of planning instru-
ments and the analysis of the four case studies:

—  Combination of formal and informal planning instruments': In order to implement
goal- and result-oriented planning instruments, the following elements should be
combined with a clear purpose in mind: formal instruments, such as general guide-
lines on spatial planning, land use planning and zone selection planning, are mainly
suitable for ensuring and establishing leisure requirements. Informal instruments,
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such as landscape development concepts, forest development planning and Local
Agenda 21 are particularly suitable for dealing with the needs of individuals seeking
leisure.

—  Creation of ‘nature experience’ as well as spaces to encourage learning about nature:

Within the future planning framework it is important to pay more attention to the
needs of both children and young people. Natural areas requiring no maintenance
(e.g., quarries, gravel pits, former fields, areas in the forest) which are left to them-
selves and which can be designed and changed have become rare in residential ar-
eas (SCHEMEL 1998).

—  Orientation on success factors: previously gathered experience and knowledge for
identifying success factors shows that project results are not only influenced by the
content structure of a project but also by the procedural form, the way a project is
carried out, and the behavior of the participants. The studies undertaken by WoLF &
APPEL (2003), STOLL (1999), BRENDLE (1999) and WIENER & RiHM (2002) offer an overview
of success factors for the planning and transfer of projects within the fields of sport,
leisure, tourism, mobility, and nature protection.

—  Equal and timely inclusion of all relevant actors: It is essential to ensure that all rele-
vant actors are equally included in all phases of the planning process.

- Win-win situation for all participating actors: If the planning process shall be suc-
cessful and accepted, it is absolutely vital that it results in an improvement of the
situations of all individual actors.

—  Speedy transfer of measures: A speedy transfer of measures encourages motivation
and ensures that the same people can be involved at all stages, from conflict resolu-
tion to transformation.

- Monitoring and controlling: To ensure that the measures taken are effective, it is es-
sential to ensure that both the measures and regulations are monitored and adhered
to after implementation.

—  Establishing a communication concept: Successful planning processes contain
communication concepts, which describe how agreements, measures, and regula-
tions are communicated to all the relevant parties concerned.
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Abstract: Outdoor-oriented sport activi-
ties that have a proven positive effect on
human health can lead to massive strain
on nature and landscape. There are differ-
ent approaches and strategies to solve the
conflict between nature conservation and
sports interests. Some of these ap-
proaches have been applied in practice.
However, there is insufficient knowledge
about the success and efficacy of the ap-
plied measures.

The objective of the study was to per-
form evaluations of measures that were
applied and tested in six concrete case
studies. On this basis, suggestions, rec-
ommendations, and information for con-
flict resolution in the area of sports and
nature conservation were presented in the
form of a toolbox which is a component of
the internet platform "NaturSportinfo".
Focus is placed on the spreading of infor-
mation regarding conflict resolution that
sportsmen can access at appropriate loca-
tions.

Zusammenfassung: "Outdoor"-orientierte
Sportaktivitaten, die erwiesenermassen eine
positive Wirkung auf die menschliche Ge-
sundheit haben, kdnnen zu betrachtlichen Be-
lastungen fiir Natur und Landschaft flhren.
Es liegen unterschiedliche Ansétze und Stra-
tegien vor, wie der Konflikt zwischen Natur-
schutz und Sportinteressen geldst werden
kann. Ein Teil dieser Ansatze ist in der Praxis
angewandt worden. Ungentigend sind hin-
gegen die Kenntnisse uber den Erfolg und
die Wirksamkeit der propagierten Massnah-
men.

Ziel der Arbeit war, Evaluationen von
Massnahmen durchzufiihren, die in konkre-
ten Fallbeispielen angewandt und erprobt
wurden. Auf dieser Grundlage wurden adres-
satenorientiert Hinweise, Empfehlungen und
Informationen zur Losung von Konflikten im
Spannungsfeld Sport und Naturschutz in
Form einer Toolbox als Bestandteil der Inter-
net-Informationsplattform  "NaturSportinfo"
prasentiert. Ein besonderer Schwerpunkt
liegt auf der Vermittlung von Informationen
zur Konfliktlosung, welche die Sportler an der
richtigen Stelle abholen sollen.
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INTRODUCTION

Starting position

Sports belong to our everyday culture. Activities that are practiced outdoors or that
are linked to the enjoyment of nature are in unfailing demand. Positive effects on health
and positive perceptual experiences are undisputed. However, the effects of outdoor ac-
tivities can also lead to behavioral change in wildlife, loss of habitat for plants and ani-
mals, physiological changes and death of individual organisms (INGOLD 2005; BAUR 2003;
SCHNIDRIG-PETRIG & INGOLD 2001; SUCHANT 2003). Good solutions to these problems
should therefore seek to maximize the positive benefits of outdoor activities while
minimizing the negative impacts on nature and landscape.

There are different possible approaches and strategies to resolve conflicts effectively
(see among others AUBE 2002; ScHEMEL & ERBGUTH 2000; LORCH 1995; WEBER 1998; BU-
WAL 1997). The suggestions for conflict resolution range from individual technical and
organizational measures, legal restrictions and directives, steering measures, zoning,
exclusion of sensitive areas, appeals, distribution of information, incitation, landscape
shaping, creation of special areas (e.g., bike courses), to voluntary agreements and
commitments between sports associations and nature conservation organizations (INOK
2004).

Previous studies have examined voluntary agreements (WoLF & ApPEL 2003), accep-
tance of steering measures, and stakeholder’s compliance with the resolutions (ZEIDENITZ
2005; KAISER 1999). However, there is insufficient knowledge about the success and effi-
cacy of the applied measures.

Project Goals

The project’s goal was to evaluate existing measures and methods of resolution re-
garding conflicts between outdoor activities and nature protection. On the basis of dif-
ferent approaches of problem solving (e.g., zoning concepts, voluntary agreements and
commitments, adoption of new laws) applied in six case studies, helpful indications and
recommendations for practitioners and management authorities dealing with such con-
flicts were expected.

In this context, the following research questions were pursued:

1.  What measures and methods of resolution were applied and how did they func-
tion?

2. What were the main reasons for success or failure with regard to a) the process
design and the stakeholders’ willingness towards a solution, b) the implementa-
tion of and adherence to measures, and c) the awareness and acceptance of
measures?

3.  Which are the main success factors for resolving conflicts between outdoor ac-
tivities and nature conservation?

METHODS

Evaluation is to be understood as a task, by which "Programs, plans, projects, in-
struments and measures are rated from different points of view (e.g., scope, content,
implementation, planning process, results, costs, convenience) through the application
of corresponding methods (...)" and "(...) predominantly measured by their implementa-
tion and their effects," (MONNECKE 2000).

In our investigation we used the approach frequently called "summative" or "ex-post".
This type of evaluation has the aim of summarily judging the results or the effects of
past planning or measures (after implementation and/or execution) (see BORTz & DORING
1995). In this context, the term "efficacy" refers to:
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—  The execution of measures: it is necessary for measures to be implemented in
order to achieve the aspired positive effects.

—  Durability: Most methods of resolution are oriented towards long-term effects. Thus,
evaluation procedures are required to ensure the stability and lastingness of the ap-
proaches.

Evaluation Procedure

For the evaluation a procedure was elaborated that examined the applied measures and
methods of resolution on three levels. To derive evaluation criteria, results from previous
studies were taken into account during this elaboration procedure (see APPEL 2002; BRENDLE
1999; WoLF & APPEL 2003; BROSCH 2002; PENKER 2001; MONNECKE 2000).

Level of investigation "Process design and stakeholder’s willingness towards a solution”

The goal of this level of investigation was to find out if and how far the process design,
from the definition of the problem to the implementation of resolution measures, has a
measurable influence on the success of the problem solving. The following evaluation crite-
ria were devised:

- Inclusion of relevant stakeholders;

—  Use of instruments for enhancing communication and cooperation (e.g., discussion
groups, round tables);

—  Existence of a common problem definition;
—  Possible win-win situation for the parties involved;

—  Transparency of the process and ability to relate to it.

Level of investigation "Implementation and adherence to measures”

Solutions can only be effective if they are implemented. The goal of this level of ex-
amination was to evaluate if/which measures of conflict resolution were implemented.
Moreover, it had to be analyzed to what extent measures were introduced to ensure
compliance and longevity of conflict resolution. The evaluation criteria were established
as follows:

—  Execution of the established solutions and measures;
—  Application of measures to the main conflicts;
—  Enforcement and monitoring of adherence to measures and procedures;

—  Risk of sanctions for non-compliance to directives or procedures.

Level of investigation "Awareness and acceptance of measures”

For adherence to and long term success of methods of resolution acceptance by stake-
holders and their degree of awareness of directives and procedures are of central impor-
tance. The goal of this level of investigation was to identify these aspects as well as if initia-
tives have been made or activities undertaken to ensure awareness and acceptance of
measures in the long-run.

With respect to this, the following evaluation criteria were selected:

— Degree of ignorance and criticism towards the defined approaches for problem
resolution;

— Implementation of initiatives and activities regarding the distribution of information
about directives and measures;

—  Execution of special sensitization measures.

The case study approach was used for the evaluation of methods of resolution and
measures that are applied in practice. Hence, a "mix of methods" with different forms of in-
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vestigation was used. Along with the analysis of literature and documentation, interviews
were undertaken with persons who were involved in the resolution process. These were par-
tially structured, with questions guiding the discussion through the evaluation procedure.
The choice of interviewees was made by taking into account the different viewpoints and at-
titudes of the relevant stakeholders towards the conflict situation. For each case study four
to five qualitative interviews were held. To complete the picture, field trips were made to
gather on-site information about the implemented measures.

Six case studies were carried out including the following sports activities: climbing (Salif-
luh, Thal region), freeride skiing (Engelberg), hang gliding (Augstmatthorn), river-rafting
(Vorderrhein), and other winter sports such as snow shoeing, cross country skiing, ski tour-

ing, and downhill skiing (Lombachalp, Habkern Municipality).

RESULTS

The following table shows the discovered conflicts as well as main measures and meth-

ods of resolutions which have been applied in the six case studies (TABLE 1):

1980s;

—in Ramsfluh the protected zone is not
respected by climbers;

- 25 climbing routes have been estab-
lished;

—Ramsfluh is even mentioned in a lo-
cal climbing guide;

—rare Peregrin Falcons are bared from
breeding.

Case study Description of conflict Main measures/methods of resolution
applied
Climbing, - Sélifluh is popular for local recrea- Elaboration of a protection concept
Silifluh tion and climbing; with the following aspects:
—rare species of rock flora and popula- | -restrictions for climbing;
tlonsdof rare wall lizards are endan- —reduction of trampling damage;
gered;
tati tthe | | —measures to promote vegetation in
~Vegetation cover at the lower slopes rocky conditions and at the lower
as well as on the belays suffers from slopes;
damage due to trespassing; !
. . —increasing public awareness;
- representatives of nature protection
institutions want to prohibit climbing | —Vvoluntary events / patronage;
at Salifluh and in other climbing ar- —monitoring of results.
eas.
Climbing, Thal —climbing boom at the end of the —agreements;

—signage for climbing rocks;

- public relation / increasing public
awareness;

—opening of new climbing rocks;

—monitoring of results through inspec-
tions.

Free ride skiing,
Engelberg

—freeride skiing has significantly in-
creased in Engelberg;

—restrictions and prohibitions are of-
ten not respected by sportsmen;

—hoofed game is in some parts sig-
nificantly distracted in denning;

—animals take flight and are pushed to
move into other areas;

—problems occur with concentration
of live stock, e.g. damage of the
vegetation and dying back of juve-
nescent plants.

—markings at both sides of the slope;
—entrance signs for freeride skiing;
- penalties in case of rule violation;

—erection of signs with rates for
monetary penalties;

—refusal of transportation as well as
revocation of tickets and subscrip-
tions by lift and cable car companies;

—elaboration of spatial plans for out-
door sports activities;

—improvement of communication.

Winter sports ac-
tivities, Lom-

bachalp

—sportsmen do not respect designated
routes for snowshoeing, ski moun-
taineering, and freeriding;

—trespassing in protected areas;

—elaboration of spatial plans;

—elaboration of concepts for visitor in-
formation and guidance;

— monitoring of results.
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—grouse habitat is severely disturbed.

Hang gliding,
Augstmatthorn

—considerable increase in hang gliding
activity in the area of Augstmatthorn
since the end of the 1980s;

—chamois and Alpine ibex are pushed
to seek refuge in the montane forest;

—consequently, considerable damage
of the juvenile trees by game and
compromise of the forest’s protec-
tive function;

- breeding birds of prey (e.g. eagle)
are disturbed by hang gliding activi-
ties.

Agreement with the following content:

- starts with hang gliders are prohib-
ited in federal areas where hunting is
banned (Jagdbanngebiet), seasonal
restrictions for flights according to
breeding seasons of chamois and
Alpine ibex, abidance of minimum
distances to aeries;

—monitoring of results: observation
journals, reporting of special obser-
vations, work group meetings.

River-rafting,
Vorderrhein

—since the 1990s considerable in-
crease of commercial river rafting
tours;

—simultaneous intensification of rec-
reational use at the river banks;

—decrease of the quantity of fish;

—vegetation cover in places where
rafting boats enter or leave the river
suffers from tread damage;

—disturbance of rare bird species;

—destruction of spawning grounds

Introduction of a new law on inland
waterway transportation:

—seasonal prohibition of access to
river islands (landing and entering);

—compulsory authorization of com-
mercial river rafting;

—education of coxswains;
—no access to sensitive watercourses;

—seasonal and temporary restricted
access to watercourses;

—abidance of minimum water levels;

and displacement of adult fish.
—start and end as well as stopovers of

rafting tours only in authorized
places.

The results of the six case studies are summarized in a kind of cross section view
through the different levels of investigation.

Process design and stakeholder’s willingness towards a solution

In several studies the premise for a successful process design lies in the competency
and engagement of the implicated stakeholders. A common understanding of the prob-
lem is as necessary as the will to play a cooperative part in its resolution. This willing-
ness to resolve is supported by field trips in groups and through objectification of the
discussion through external opinion. In Sélifluh and in the Thal region (climbing) the
appraisal of the climbing wall's situation took place on the basis of a previous study.
The joint field trip to boulders and walls led to an objectification of the discussion be-
tween outdoor sports and nature conservation as well as rapid mutual agreement to-
wards appropriate measures. In the Augstmatthorn case study (hang gliding) prepared
maps were discussed in a working group until a general consensus over significant mat-
ters (e.g. number of flights) could be established. Thus a broadly accepted conflict
evaluation was made possible.

Round tables or working groups were valuable forms of process participation. How-
ever, all relevant stakeholders must be integrated in the process. In the Lombachalp
case study (winter sports) the whole process was delayed because the information and
visitor management concept was handled excluding nature and wildlife authorities. An-
other important condition for successful process design is a mediation that is accepted
by all parties. In the Augstmatthorn (hang gliding) and Lombachalp (winter sports) case
studies the accepted mediation was an effective instrument to reach consensus. Simi-
larly, public relations work is important in accompanying the processes. In the Sélifluh
case study the use of different means of communication (e.g., press articles, excursions,
information, and articles in climber's associations) contributed to the fact that climbers
as well as the local population were informed of the protection concept for climbing
boulders.

123



Monnecke, M. et al.

Implementation and adherence to measures

Usually stakeholder groups (climbing, hang gliding case studies) or appointed com-
missions (Lombachalp, winter sports) are responsible for the implementation and re-
spect of the measures. However, in the river-rafting example (Vorderrhein) the conflict
between municipalities, water sports, fishermen, and nature conservation was solved
through the introduction of a new law.

The costs of implementation are divided in different ways, either on equal terms
among stakeholder groups or, as the case may be, single groups or municipalities bear
the main cost.

Implementation and compliance to measures occurs through guardianship of the
climbing area, oral information from on site representatives, climbing rules (Salifluh,
climbing), indications on information panels (climbing, winter sports), or through recipi-
ent specific information (e.g. Augstmatthorn, hang gliding). In some cases monitoring to
verify compliance to the implemented measures is declined because either financial re-
sources are lacking, or it is assumed that social control for adherence to directives is so
strong that actual monitoring is not necessary (Thal region, climbing). In the other case
studies, as far as implementation has taken place, there is temporary monitoring
(Augstmatthorn, hang gliding), an annual check of the results in the form of group visits
(hang gliding; Lombachalp, winter sports) as well as an active visitor management sup-
ported by rangers. A verification of compliance hardly takes place in the case of river-
rafting in which conflicts were resolved through legal measures. However, rafters who
do not respect the rules are usually reported by fishermen or other (competing) rafting
operators.

Awareness and acceptance of measures

In most case studies the degree of recognition of conflict resolution measures is es-
timated high and good. This was achieved through on site information panels (climbing,
hang gliding, winter sports), information in climbing guides, internal distribution of in-
formation in associations and their institutions as well as through word of mouth
propaganda (climbing, hang gliding). In parallel, wide PR work is undertaken with orien-
tation meetings, press articles, excursions, and press releases. It is more difficult to
reach non-local individuals for example in climbing areas or at the Vorderrhein where
only rafting operators must obtain a license. Sportsmen outside of organizations, like
canoeists, are not well informed about the rules that are applied.

Acceptance of the measures for conflict resolution is high in most of the investigated
case studies. This can be explained by the fact that the measures are justified and com-
prehensible, and they may be adapted flexibly to different conditions (e.g., added climb-
ing restrictions due to a nesting bird). It is also essential for acceptance that the new
regulations are proportional (i.e., no absolute flight interdictions for hang gliding), that
there is an equal treatment of all outdoor sports and activities in the resolution process,
and that one sport does not solely carry restrictions (Augstmatthorn, hang gliding).

Moreover, in some case studies activities were organized to sensitize sportsmen to
wildlife friendly behavior. A collective cleaning operation took place among members of
the SAC (Swiss Alpine Club) and of nature conservation associations in the climbing ar-
eas of Sélifluh. A video, building awareness of conflicts between hang gliding and wild-
life was included in the training curriculum of hang glider pilots.

DISCUSSION

The investigation of the case studies shows that good results for the resolution of
conflicts between outdoor sports and nature conservation are not only determined by
content but also by course of action during the process of resolution and by the attitude
of implicated stakeholders (see APPEL 2002). Dynamic individuals known as key personali-
ties, that have high personal engagement and readiness to assume responsibility as well
as a good network and backing, are important to this process.
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In parallel, the manner of proceeding for the inclusion of the different stakeholders in
the process of resolution is of vital importance. It is particularly necessary to secure co-
operation on equal terms of all stakeholders and in all phases of the resolution process. If
actors are included too late (e.g., after evaluation of the problem) or passed by in deci-
sion-making one may reckon that these stakeholders will refuse the elected measures
and regulations and will unnecessarily delay the process of conflict resolution (e.g.,
through opposition).

For a successful process it is indispensable that participating stakeholders have a
common understanding of the problem. If this prerequisite is not met, it will not be pos-
sible to find a consensus-oriented solution. Measures on which consensus might be
reached are characterized by preferably minimal restrictions on sports activities and as-
sured ecological compatibility. This type of measure can only be developed in a common
process if the methods of resolution lead to an improved situation for all involved stake-
holders (win-win situation).

In the areas of conflict between outdoor sports and nature conservation it is again
made clear that arguments for nature conservation must be well founded and compre-
hensible. A sign stating "Do not disturb wildlife" is not sufficient for winter sports users
to understand why a sanctuary should not be skied or walked through, whereas a refer-
ence to the large loss of energy of the fleeing animals encourages understanding of the
measure.

Predominantly planning oriented and persuasive strategies for resolution are em-
ployed in the analyzed case studies. Mostly one aims to solve existing conflicts through
voluntary agreements. In several cases this approach was successful. However, one must
also take into account the fact that such results come to be because of the potential sanc-
tions in the form of prohibitions that are effective in the background. Voluntary agree-
ments can produce solutions that act in favor of all participating stakeholders, while pro-
hibitions can act in disfavor of one particular interest group.

The following significant aspects can be used for the resolution of future conflicts be-
tween outdoor sports and nature conservation:

1. Means are needed to transfer successful examples of conflict resolution to a larger
circle of stakeholder groups like sports clubs, nature conservation associations, mu-
nicipalities, and tour operators.

2. Ways must be found to inform non-organizational sportsmen and sensitize them to
nature friendly behavior. Sportsmen that pursue their activity through organizations
or organized events are easily reached through existing channels.

3. There are different strategies and methods to conflict resolution. It is important to
sensitize sportsmen for potential negative impacts of their sport on nature and land-
scape. This aspect will gain importance in the future.

4. Communication of information or of regulations should be target group oriented as
this gives a greater chance that the information reaches the desired recipient.

RECOMMENDATIONS FOR PRACTICE

The "Good solutions for conflicts between outdoor sports and nature" toolbox is a ser-
vice that aims to make practical recommendations and basic principles for the resolution
of conflicts between sports and nature conservation accessible to a large audience.

The toolbox has been elaborated on the basis of the analyzed case studies. It is a com-
ponent of the web based information system "NaturSportinfo" (www.natursportinfo.ch) by
the Federal Nature Conservation Agency (Germany) and the Federal Office for the Envi-
ronment (Switzerland) and can be found at www.bfn.de/natursport/test/SportinfoHTML/
toolbox.html.
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The toolbox is directed to persons involved professionally or voluntarily with prob-
lems between the interests of outdoor sports and nature conservation. These can be rep-
resentatives of municipalities, tourism organizations, sports and nature conservation as-
sociations, or cantonal authorities. Based on the main interests of these target groups the
following key categories of the toolbox were defined:

—  Since problems are often generated by a type of sport, or since users may be inter-
ested in a particular sport, the category Sport is a central window for entering the
toolbox.

— In situations of conflict resolution communication processes are often the main con-
cern. Therefore, Communication Pathways is the second main entrance window into
the toolbox.

—  For an effective implementation of the methods of resolution, a representative selec-
tion of criteria linked to success is helpful. Thus, Success Factors is the third entry
point into the toolbox.

From the statements made in the previous chapter the communication pathways
should be described more precisely. In situations of conflict the aim is to find suitable
measures and apply them as quickly and effectively as possible. Hence, communication
of the chosen measures is of paramount importance. In particularly successful cases mul-
tiple and diverse media were used (e.g., flyers, club newsletters, excursions) to sow the
information as broadly as possible.

Simultaneously, some cases show that information (e.g., regarding wildlife sanctuar-
ies) is insufficiently communicated or regulations are neither well known among sports-
men nor understood nor accepted by them.

Furthermore, communication plays an important part in sensitizing outdoor sports-
men to respectful behavior towards nature. Since it cannot be expected that the "right
behavior", in the sense of environmentally friendly behavior, comes automatically, in-
formation can fill deficits in awareness and perception regarding the effects of outdoor
activities on nature and landscape. The goal is to positively influence behavior and ac-
tions of sportsmen through environmental knowledge.

The effectiveness of information and education will among other things depend on
the possibility to communicate effective practical concepts to the corresponding target
groups.

If users want to know how they can address different groups the toolbox shows dif-
ferent communication pathways (FIGURE 1). These also reflect the different degrees of
institutionalization and organization of the different sports.

Communication Pathways
I

Internal
communication

Further education

Commercial offers

Communication
gateways

Intra-institutional

Youth and sports

Outdoor tour

Preparation

associations

and environmental
associations

coach operators
] ] | |
Webpages Training for Sports schools Equipment
professional
institutions
| | | 1
Member events Training for Nature conservation Journey / arrival

|

I Meetings / gatherings I

I Transport and stay

| Qutdoor activity

FIGURE 1: Communication
pathways.
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Internal communication: Refers to internal communication of associations and clubs. In-
formation can reach members through the club's institutions, the club home page, or during
events (e.g. excursions).

Further education: Information regarding the environment can be communicated
through offers of further education (e.g., in training modules dealing with possible conflicts
between sports and nature) or through admission standards (tests that contain questions
about sports and nature).

Commercial offers: Include offers and events organized by outdoor tour operators, sports
schools as well as nature conservation associations where participants are sensitized to na-
ture conservation and environmental issues.

Communication gateways. Were designed to act more strongly than before on target
groups that do not belong to any institution. Those who wish to practice an outdoor sport
must "pass through" these information gateways. Environmental questions and recommen-
dations for practicing the sport can thus be transmitted at these different key points (e.g., at
preparation, equipping, journey and arrival, transport and stay in the area as well as while
exercising the specific outdoor activity) (FIGURE 2).

FIGURE 2: Communication

Communication gateways gateways.

Preparation — Equipment — Journey and arrival p— Transport and stay |— Qutdoor activity
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CONCLUSIONS

The toolbox is an instrument that gives recipient specific recommendations and informa-
tion relevant for the resolution of conflicts between outdoor sports and nature conservation.

The toolbox's content accents the transmission of information and measures of reso-
lution that outdoor sportsmen can access at appropriate locations. The toolbox makes
an important contribution to the discussion on how information can be communicated
to target groups in a recipient specific way. Simultaneously, working out communica-
tion pathways is something new in this discussion and makes clear that there is a great
potential for research in this field. With the presentation of communication gateways,
the issue of sportsmen not belonging to clubs or organizations is brought to the fore-
ground. It becomes clear that in practice as well as in practice oriented research new ef-
forts must be made on how these people may be addressed. The examples in the tool-
box build a valuable basis to this aim.

Through the presentation on NaturSportinfo.de/ch the toolbox is made available to a
large audience. It is well positioned since NaturSportinfo.de/ch will evolve to a central in-
formation platform in Switzerland. Simultaneously, through its focus on communication
pathways it contributes significantly to the existing NaturSportinfo.de/ch information system.
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Furthermore, the toolbox enhances the exchange of know-how in the field of outdoor
sports and the networking of responsible agencies and stakeholders which are active in
this domain. The toolbox makes practical knowledge originating from different case
studies available and useable for conception, steering, and revision of projects with con-
flicts between outdoor sports and nature conservation.
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