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Foreword

This thesis was written in partial fulfilment of the requirements for the degree of Mas-
ter of Arts in Tourism and Destination Development at the University of Applied Sci-
ences Hochschule Harz. Ms Luisa Wolter examined tourist demand for sustainable
products within the natural parks on the Spanish island of Mallorca and was support-
ed in her work by the Govern de les llles Balears.

Based on a thorough literature review, the motivations and interest of over 400 tour-
ists for sustainable activities and products were empirically examined. Visitor motiva-
tion profiles were created using exploratory factor analysis in order to then examine
tourist satisfaction levels with the existing products, as well as interest and prefer-
ences for various sustainable products using both correlation analyses and analyses
of variance. Based on the findings, recommendations for new sustainable tourism
product developments were made. Based on Ms Wolter’'s work, the natural parks can
develop new products and marketing strategies adapted to their current visitor pro-
files in order to contribute to the promotion of a more sustainable tourism develop-
ment within the region.

Louisa Klemmer



Geleitwort

Die vorliegende Arbeit von Frau Luisa Wolter wurde an der Hochschule Harz in Wer-
nigerode am Institut fir Tourismusforschung (ITF) im Rahmen des Master-
Studienganges ,Tourism and Destination Development® verfasst. Betreut wurde die
Arbeit von Frau Prof. Dr. Louisa Klemmer und Herrn Prof. Dr. Harald Zeiss. Beide
Betreuer haben ihren Forschungsschwerpunkt im Bereich Nachhaltiger Tourismus.
Prof. Zeiss leitet dariiber hinaus das Institut flir nachhaltigen Tourismus (Inatour) in
Hannover.

Die zentrale Fragestellung der Arbeit von Frau Wolter liegt in der Prifung, ob und
inwieweit Naturparkbesucher auf Mallorca Interesse an nachhaltigen touristischen
Produkten haben. Die aus der Analyse gewonnenen Erkenntnisse werden zur Defini-
tion von Besucherprofilen herangezogen, welche als Grundlage bzw. Handlungs-
empfehlungen fir die Erstellung neuer, maRgeschneiderter touristischer Produkte auf
der groRten Insel der Balearen dienen. Die Untersuchung erfolgte mittels einer
quantitativen Vor-Ort-Besucherumfrage mit 423 Touristen aus Deutschland und
GroRbritannien. Als Auswertungsmethode wurden die explorative Faktorenanalyse
sowie die Korrelations- und Varianzanalyse angewendet.

Wissenschaftliche Untersuchungen im Bereich Naturtourismus untersuchen meist
nur einzelne spezifische Tourismusformen. Die vorliegende Untersuchung hat durch
den empirischen Ansatz eine besondere wissenschaftliche Bedeutung. Die Erstel-
lung der Besucherprofile und die damit verbundene Produktgestaltung sind dartber
hinaus von hohem Nutzen fiir die Praxis. Trotz des empirischen Schwerpunkts der
Arbeit wird aber auch ein sehr guter und ausfiihrlicher Uberblick {iber den theoreti-
schen Stand im Bereich des Naturtourismus gegeben, insbesondere zu den vier
Formen Agri-, Abenteuer-, Wildlife- und Eco-Tourismus.

Die Arbeit wurde vom Govern de les llles Balears unterstiitzt und geférdert.

Harald Zeiss
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Abstract

Nature-based tourism studies have mainly researched what specific forms are like or
what nature-based tourists do, instead of studying what they would like to experience
and in which way.

According to the definition of sustainable tourism, it addresses the needs of the des-
tination and those of the tourists. Hence, it also is of paramount importance to under-
stand the motivation and interest of nature-based tourists to make sustainable devel-
opment feasible, matching theoretical guidelines and actual demand. Therefore, the
primary purpose of this study was to investigate motivations of nature-based tourists
visiting natural parks. A secondary purpose was to analyze their satisfaction with the
existing park offer, and interest in and importance of sustainable products and will-
ingness to pay for these products. The data for this study were collected from tourists
in the two natural parks s’Albufera and Llevant in the North of Mallorca, in support of
El Govern de les llles Balears. A total of 423 park visitors were approached in 11
days and 402 agreed to complete the questionnaire, which resulted in a 95% re-
sponse rate.

This study found four distinct motivational dimensions among the visitors in the natu-
ral parks s’Albufera and Llevant, respectively, identifying an overlap of different forms
of nature-based tourism. Overall, educational products/ offers are of high interest
among all visitors, however, a large part also indicated that imparting knowledge
should be combined with an experience/ fun factor. Except for only one motivational
group, all other visitors placed high importance on sustainable product characteris-
tics, such as conservation of nature and involvement of the local community. By ex-
amining natural park visitors’ motivations and interests, natural area managements
can develop new products and marketing strategies that address their very own visi-
tors, contribute to the sustainable development of their region and influence the visi-
tors’ views and behaviors by raising environmental awareness.
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Chapter 1

Introduction

“Over the decades, tourism has experienced continued growth and deepening
diversification to become one of the fastest growing economic sectors in the world”
(UNWTO, 2013a). A look at the numbers of international tourist arrivals confirms
this statement: the number grew from 277 million in 1980 to 1,035 billion in 2012
(UNWTO, 2012, 2013b). With a contribution of approximately 5% to the gross do-
mestic product, the tourism industry has even surpassed the food and automobile
industry (UNWTO, 2013a).

The World Tourism Organization (WTO) defines tourism as “(...) the activities of
persons travelling to and staying in places outside their usual environment for not
more than one consecutive year for leisure, business and other purposes” (2002, p.
101).

Tourism takes place all over the world, both in urban and natural areas, and it may
favor the development of a country and can create economic, environmental and
social benefits for a destination’s community. However, it does not have only posi-
tive impacts, taking the example of development of tourism on Mallorca.

"Simple, calm Majorca is a green Switzerland beneath a Calabrian sky, and with the
silent solemnity of the Orient" (Sand, 1855 cited in Paul, 2005, p. 28) — that is how
the Balearic Island was described by the French writer and one of the pioneering
tourists to Mallorca, George Sand, back in 1838. Her book attracted many royal and
aristocratic figures from all over Europe during the second half of the 19" century
and led to the first stage of destination development - exploration of the island, ac-
cording to Butler’'s (1980) Tourist Area Life Cycle (TALC) (see Figure 1.1).

L. Wolter, Nature-Based Tourism in Mallorca's Natural Areas, BestMasters,
DOI 10.1007/978-3-658-04536-4 1, © Springer Fachmedien Wiesbaden 2014



Figure 1.1 Tourist Area Life Cycle (TALC)
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In order to meet the demand of the increasing number of tourists arriving between
1900 and 1960, the Mallorcan Tourism Board, Fomento del Turismo, was founded
and also the local community realized the enormous potential of the island. Infra-
structure was improved; hotels, attractions and entertainment facilities were built.
Until World War 11, “(...) which brought tourism to a temporarily halt” (Haak, 2009, p.
32) about 40,000 tourists had visited the island. After the war and with increasing
income, Europeans rediscovered Mallorca as a destination (Barceld, 1990).

The development of the destination for mass tourism started in the early 1960s, with
360,000 visitors a year at that time. Only 27 years later, the number of tourists rose
up to five million. A once agricultural-oriented community turned into a modern ser-
vice society (Haak, 2009).

Since Mallorca has turned into a well-known sun and beach tourism destination in
the 1960s, high investments in mass tourism facilities construction led to environ-
mental deterioration and high consumption of its natural resources. This exploitative
development, also known as the process of deCOASTruction (Cabellos, 2012), led
to the image of overcrowded beaches and coastlines, indicating a missing sustaina-
ble tourism-policy. Ever since, Mallorca is perceived as a holiday destination for
package travel, sun and beach and party tourism. As in most cases, Mallorca en-
tered the consolidation stage (see Figure 1.1) after the attacks on September 11,
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but a downward trend could already be recognized before, probably because of its
negative image as a mass tourism destination, most of all popular among German
and British people. “Therefore, Mallorca intends to eliminate the bad reputation
through focusing on quality instead of quantity” (Haak, 2009, p. 27).

With new market segments emerging, such as sports tourism, wellness tourism,
cultural tourism, and congress and incentive tourism, the number of tourists started
increasing again after 2003 and reached 11,317,291 in 2012 (ATB, 2013). But still,
Mallorca is perceived as a mass tourism destination where most of all coastlines are
overcrowded. The island needs to change its strategy of tourism development by
making use of its natural assets, promoting and protecting them at the same time in
order to diversify its demand and reallocate the masses of visitors, and hence, re-
position its destination image.

Due to the industry’s rapid growth, more and more of the tourism industry’s stake-
holders worldwide recognize its pressures and therefore, the need to protect a des-
tination’s environmental, social and cultural heritage (UNEP, 2002). However, the
economic potential of tourism should not be reduced or limited. The concept of sus-
tainable tourism development (defined further below in Chapter 2) takes these re-
quirements into account.

As the development of Mallorca’s natural areas for tourism is focused in this study,
this resarch is based on the framework of sustainable tourism, which is defined as
“tourism that takes full account of its current and future economic, social and envi-
ronmental impacts, addressing the needs of visitors, the industry, the environment
and host communities” (UNEP & UNWTO 2005, p. 12). Retaining both, economic
and social advantages of tourism development, and reducing negative impacts on
the environment, are the objectives of sustainable tourism.

1.1 Statement of the Problem

It has been acknowledged that tourism in protected areas causes pressure on the
environment (Eagles et al., 2002; Rossi, 2002; UNEP & UNWTO, 2005; Buckley,
2011) and therefore, a sustainable approach of development is essential (Eagles et
al., 2002; Zhenhua, 2003; UNEP & UNWTO, 2005).

In past studies, where tourism in protected areas is heavily researched, the main
focus is on: principles and guidelines for park management (Eagles et. al, 2002;
UNEP & UNWTO, 2005; Buckley, 2009c), impacts (Pickering et al., 2003; Strick-
land-Munro et al., 2010; Belsoy et al., 2012), visitor numbers (Eagles et al., 2000;
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Mason, 2005; Shultis & More, 2011), financing (Font et al., 2004; Eagles & Hillel,
2008; Crompton, 2011), and access and partnerships (Kaltenborn et al., 2001;
Pfueller et al., 2011).

However, it seems as if there is a gap in research in terms of focusing on the pro-
tected areas’ visitors. According to the definition of sustainable tourism, it addresses
the needs of the destination and those of the tourists. Hence, it also is of paramount
importance to understand the motivation and interest of park visitors to make sus-
tainable development feasible, matching theoretical guidelines and actual demand.
Therefore, the primary purpose of this study was to investigate motivations of na-
ture-based tourists visiting natural parks on Mallorca. A secondary purpose was to
analyze their satisfaction with the existing park offer, and interest in and importance
of sustainable products and willingness to pay for these products in order to deter-
mine different visitor park profiles and suggest suitable products.

Please note

Instead of the English name Majorca, the author decided to apply the denomination
Mallorca as this name is originated in Mallorquin and Spanish as the official lan-
guages of the island. Moreover, all proper nouns in this thesis are written in Mallor-
quin as the author wants to support the current language issue on the island con-
cerning whether Mallorquin should be kept as the first official language or not.

1.2 Research Questions

This study was undertaken to answer the following research questions:

Overall: How can Mallorca’s natural parks be used to develop sustainable
tourism products?

1. What are tourists’ main motivations when visiting the natural parks?

2. How satisfied are tourists with the presently existing products?

3. What type of products/ offers would be desirable from the tourist perspec-
tive?

4. What would tourists be willing to pay for such products?



1.3 Contribution of the Study

Nature-based tourists’ motivations have been widely studied, but research has con-
centrated mainly on specific types of nature-based tourists (such as ecotourists,
bird-watchers or wildlife tourists). Studies were carried out focusing the tourists’ ac-
tivity (Hvenegaard, 2002; Meisel & Cottrell, 2003; Parsons et al., 2003; Eubanks et
al., 2004; Kwan et al., 2008) which led automatically to their classification, for in-
stance tourists taking part in whale-watching activities were determined as whale-
watchers. Earlier studies have mainly researched what different forms of nature-
based tourism are like or what they do, instead of studying what they would like.
This study proposes to extend previous studies by measuring motivations with items
derived from relevant literature, but with the difference that research concentrates
not only on motivation but also on interest which will lead to a better understanding
of tourist types in natural parks in order to specify their demand and create suitable
products/ offers.

1.4 Delimitations

This study was delimited to German and British tourists who were 14 years and old-
er visiting the two natural parks s’Albufera and Llevant in the North of Mallorca be-
tween May 15" and June 1% 2013. As the German and British tourists represent the
two biggest guest segments of all arriving visitors on Mallorca (approx. 56%) and
the Balearic Government expressed high interest in the two groups, this research
was delimited to these two nationalities only (Agencia de Turismo de les llles Bale-
ars 2012).

1.5 Limitations

The findings are not generalizable to all groups of tourists on Mallorca, due to sam-
pling of visitors from Germany and the UK only. Additionally, this research was only
undertaken during spring. Findings may differ depending on the season of the year.
Moreover, recommendations given are based on the type and nature of the parks.
Therefore, it has to be taken into account that products/ offers have to be custom-
ized to the natural circumstances and may vary depending on the type of protected
area researched.



1.6 Definitions

The following terms were used as defined within the context of this study:

Nature-Based Tourism: Tourism that depends on nature and natural set-
tings (Hall & Boyd, 2005). In this study, nature-based tourism is defined as
outdoor tourism activities in natural areas.

Sustainable Tourism: “Tourism that takes full account of its current and fu-
ture economic, social and environmental impacts, addressing the needs of
visitors, the industry, the environment and host communities” (UNEP & UN-
WTO 2005, p. 12).

Demand: Demand in economics is defined through the consumer’s desire,
the willingness and ability to pay for the desired good/ product (Gupta, 2006).

Motivation: Motivation is described as a state of need that makes individuals
take particular actions or activities to satisfy their needs (Brown, 2007).

Natural Area: A natural area is an area of unique ecological, scenic, historic
or geologic value, usually protected to maintain its natural condition and
character (Dudley, 2008).



Chapter 2

Literature Review

The literature related to the examination of nature-based tourists in natural areas,
their impacts and sustainable tourism development is presented in this chapter. The
chapter is organized in four major sections:

1. Sustainable Tourism Development in Protected Areas
a) Protected Areas
b) Sustainable Tourism Development

2. Nature-based Forms of Tourism
a) Adventure Tourism
b) Agri-Tourism
c) Wildlife Tourism
d) Ecotourism

3. Impacts of Tourism in Protected Areas
a) Economic Impacts
b) Environmental Impacts
c) Social-Cultural Impacts

4. Summary

2.1 Sustainable Tourism Development in Protected Areas

“To illustrate how difficult communication can be internationally, here is an example
from outside of conservation. If you walk into a Starbucks in America and ask for a
café grande, they will give you a medium-sized cup of coffee. If you ask for a café
grande in Mexico, they may give you a bowl of coffee and a quizzical look. Ask for a
café grande in Venice, and they will direct you to a shop on the Piazza Indipendenza.
To understand parks and protected areas globally, we have to have a common lan-
guage” (Mitchell, 2007, p.1).

In order to address the problem of misconception, the International Union for Con-
servation of Nature (IUCN) created a classification system for protected areas which
will be presented in the following. Further, the idea of sustainable tourism develop-
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ment will be defined to allow a comprehensive understanding of its relevance for pro-
tected areas.

2.1.1 Protected Areas

According to the Guidelines for Applying Protected Area Management Categories by
the IUCN, Dudley (2008) specifies a protected area (PA) as “a clearly defined geo-
graphical space, recognised, dedicated and managed, through legal or other effec-
tive means, to achieve the long-term conservation of nature with associated ecosys-
tem services and cultural values” (p. 8). The term encompasses a wide variety of
designations, such as nature reserve, wilderness area, national park or protected
landscape that can be land, inland water, coastal or marine areas, or a combination
thereof. Different aims and restrictions apply to every IUCN protection category.
However, all categories pursue the principle of conserving biodiversity and maintain-
ing diversity of landscape or habitat (Dudley, 2008).

In total, the IUCN classified protected areas into six categories with each having dif-
ferent management objectives to “reflect recognition that conservation is not
achieved by the same route in every situation” (Dudley, 2008, p. 3). Table 1 gives an
overview of the different categories and their characteristics, based on the IUCN
guidelines (2008).

Table 1 IUCN Management Categories of Protected Areas

Category Description

la. Strict nature - strict control and limitation of human visitation, use and impacts
__feserves - managed mainly for scientificresearch
Ib. Wilderness areas - usually large unmodified or slightly modified areas

- focus is on preservation of the areas’ natural character without

Il. National parks - large natural or near natural areas
- managed mainly for ecosystem protection, education and

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, recreation
lll. Natural monument - generally quite small areas with a huge visitor value

or feature - managed mainly for conservation of specific natural features
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, (e.g. submarine cavern, cave, landform)
IV. Habitat/species - managed mainly for protection of particular species or habitats
___management areas through management interventions
V. Protected - areas of distinct character with significant ecological, biological,

landscapes/seascapes  cultural and scenic value
- formed by high interaction of people and nature

VI. Protected areas - generally large areas
with sustainable use - managed mainly for the sustainable use of natural ecosystems
of natural resources and conservation of cultural values

Source: Adapted from Dudley, 2008, p. 13-22



As can be noticed from the descriptions above, the extent of human intervention dif-
fers in every category. However, this classification system does not automatically
imply a gradation in the areas’ naturalness in order from | to VI, as illustrated in Fig-
ure 2.1(Dudley, 2008).

Figure 2.1 Naturalness and IUCN Protected Area Categories

Protected areas Outside protected areas

IUCN protected
area category

o Line shows degree
Vi of environmental
1/ modification
la/lb
e >
Most natural conditions Least natural conditions

Source: Adapted from Dudley, 2008, p. 24

It should be noted, however, that all designations of each of the IUCN categories are
not fixed. The classification is rather “a framework to guide improved application of
the categories” (Dudley, 2008, p. 3) and it is up to individual countries to determine
which category and term describes their protected areas best. For example, the term
‘national park’ existed long before the IUCN category system and many national
parks worldwide pursue different aims than those defined under the guidelines’ cate-
gory Il. Therefore, some national parks are categorized under other IUCN categories
(see Table 2).

Table 2 Various Categories for ‘National Park‘

Category Name Location
la Dipperu National Park Australia
I Yellowstone National Park USA

I Gross Barmen Hot Springs National Park Namibia
v Ethniko Parko Schinia Marathona National Park Greece

\% Fuji-Hakone-lzu National Park Japan

VI Koroyanitu National Heritage Park Fiji

Source: Adapted from World Database on Protected Areas, 2012a-f



Regardless of the category, according to Stolton (2009, p. 13), all protected areas
serve a variety of purposes along with biodiversity, conservation and have their main
benefits in providing a basis for:

e “Recreation

e Health and well-being, quality of life

e Environmental education

e Sustainable tourism and transport

e Sustainable land-use (agriculture, forestry, fishery, hunting)

e Sustainable development of rural areas

e Regional and national identity

e Regional marketing

e Integrated regional development (including economic impacts)
e Employment (including economic impacts).”

If a protected area is managed in an environmentally sound way to aim for these
benefits and the principle of conservation is pursued, it may be used economically for
sustainable tourism development.

2.1.2 Sustainable Tourism Development

Increasing tourist numbers worldwide have led to the recognition of an urgent need
“to promote sustainable tourism development to minimize its environmental impact
and to maximize socio-economic benefits at tourist destinations” (Neto, 2003, p.
218). As mentioned at the beginning of this thesis, uncontrolled tourism development
can lead to destruction and exploitation of nature and thus, a destination may lose its
original appearance, identity and resources.

The concept of sustainable development was popularized by the World Commission
on Environment and Development (WCED) in its 1987 report entited Our Common
Future, also known as the Brundtland Report (Tosun, 1998), that defined sustainable
development as “development that meets the needs of the present without compro-
mising the ability of future generations to meet their own needs” (WCED, 1987, IV.1).
Five years later, the Rio Earth Summit adopted Agenda 21, a blue print to secure the
concept of sustainability and to address environmental and development issues
(Jafari, 2000). It should be noted that tourism was not included in Agenda 21. How-
ever, it pointed out that tourism could offer sustainable development opportunities.

As tourism as an industry grew more and more and its impacts on the environment
emerged and were recognized by the industry’s key stakeholders, sustainability in
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tourism gained in importance and resulted in the definition of the priorities of sustain-
able tourism and finally in the development of Agenda 21 for the Travel and Tourism
Industry by the World Travel and Tourism Council (WTTC) in 1995 (UN, 2001). The
growing awareness of sustainability paved the way for a more sustainable approach
to development of tourism and led to the publication of the Global Code of Ethics for
Tourism by the United Nations World Tourism Organization (UNWTO) in 1999, focus-
ing the postulates of sustainable tourism to assist governments and diverse tourism
organizations to achieve sustainable development. The guiding principles are high-
lighted in Table 3.

Table 3 Guiding Principles for Sustainable Development

1. Travel and tourism should assist people in leading healthy and productive lives
in harmony with nature.

2. Travel and tourism should contribute to the conservation, protection, and restoration
of the earth’s ecosystem.

3. Travel and tourism should be based upon sustainable patterns of production
and consumption.

4. Nations should cooperate to promote an open economic system, in which
international trade in travel and tourism services can take place on a
sustainable basis.

5. Travel and tourism, peace, development, and environmental protection are
interdependent. Protectionism for trade in travel and tourism services should be
halted or reversed.

6. Environmental protection should constitute an integral part of the tourism
development process.

7. Tourism development issues should be handled with the participation of concerned
citizens, with planning decisions being adopted at the local level.

8. Nations shall warn one another of natural disasters that could affect tourists or tourist
areas.

9. Travel and tourism should use its capacity to create employment for women
and indigenous peoples to the fullest extent.

10. Tourism development should recognise and support the identity, culture, and interests
of indigenous peoples.

11. International laws protecting the environment should be respected by the travel and
tourism industry

Source: UNWTO, 1996, p. 34

The above-mentioned principles underpinning sustainable development in tourism
are, however, not unique to tourism and can be applied to sustainable development
in general. It is of paramount importance that tourism stakeholders cooperate with
local authorities and environmental agencies to work towards a sustainable devel-
opment and achieve the principles of sustainability. Due to varying interpretations
and perceptions of sustainability, a holistic approach is therefore essential (Slee et
al., 1997).
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In 2004, the UNWTO defined “sustainable tourism development guidelines and man-
agement practices [as being] applicable to all forms of tourism (...), including mass
tourism and the various niche tourism segments” (UNEP & UNWTO, 2005, p. 11).
The organization also highlighted that the principles of sustainable development in
tourism must concern environmental, economic and socio-cultural issues in a suita-
ble balance in order to ensure a long-term effect (UNEP & UNWTO, 2005). These
issues will be described more closely in Chapter 2 (p. 32).

Finally, the UNWTO’s concept of sustainable tourism in the context of sustainable
development refers to tourist activities “leading to management of all resources in
such a way that economic, social and aesthetic needs can be fulfilled while maintain-
ing cultural integrity, essential ecological processes, biological diversity and life sup-
port systems” (UN, 2001, p. 3).

To tighten a holistic approach towards sustainable development and offer a common
framework for sustainable practices in the tourism industry, the World Conservation
Congress in Barcelona in 2008 announced for the very first time globally relevant
sustainable tourism criteria (UNEP, 2008). The Global Sustainable Tourism Council
(GSTC) was established two years later to ensure the dissemination and application
of the global sustainable tourism criteria. To date, the GSTC developed two sets of
criteria: one for hotels and tour operators, and one for destinations. Both sets focus
on the four main themes of maximizing tourism's social and economic benefits to lo-
cal communities; reducing negative impacts on cultural heritage; reducing harm to
local environments; and planning for sustainability (GSTC, 2013).

To summarize, the term sustainability “implies steady life conditions for generations
to come” (Zhenhua, 2003, p. 461) and can be considered state-focused. Sustainable
development is more process-oriented and encompasses managed changes that aim
at bringing improvement for those being involved. In the context of tourism, there are
several forms that can contribute to sustainable development of destinations as long
as its principles are pursued.

Most of all, fragile environments and protected areas are in need of sustainable de-
velopment to preserve their natural resources and habitats, especially when there is
a growing interest by locals and tourists. The impacts of human interference are inev-
itable but can be intentionally managed. A closer examination of impacts of tourism
on protected areas will be given in section 3 of this chapter. Prior to that, several na-
ture-based forms of tourism will be analyzed as they are considered as being alterna-
tive tourism which, according to Holden (2007, p. 232) “can be viewed as being syn-
onymous with the concept of sustainable tourism development®. Additionally, the fol-
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lowing characteristics of alternative tourism comply with the principles of sustainable
development and the four main themes of the global sustainable tourism criteria:

e “Small scale of development with high rates of local ownership

e Minimised negative environmental and social impacts

e Maximised linkages to other sectors of the local economy

e Retention of the majority of the economic expenditure from tourism to local
people

e Localised power sharing and involvement of people in the decision-making
process

e Pace of development directed and controlled by local people rather than ex-
ternal influences” (Holden, 2007, p. 233).

2.2 Nature-Based Forms of Tourism

In the late 1980s (Weaver & Oppermann, 2000), nature tourism accounted for only
2% of all tourism whereas today, according to Buckley (2009a), it represents more
than 20%. It is obvious that nature tourism nowadays is of high importance in the
tourism industry due to its explosive growth over the last decades. Therefore, nature
tourism on the one hand has a strong capability to change natural areas but on the
other also tourism itself.

The terms nature tourism or nature-based tourism are used interchangeably in the
literature (Kline, 2001; Newsome et al., 2002) and denote “all types of tourism that
rely on relatively undisturbed natural environments or natural features” (Buckley,
2009a, p. 5). It can include activities based on: consumptive uses (such as recrea-
tional hunting and fishing); outdoor recreation and adventure; passive enjoyment of
scenery, geology, flora and fauna; and non-consumptive activities for conservation
and research (Coghlan & Buckley, 2012). Thus, nature tourism encompasses the
following forms of tourism (Hall & Boyd, 2005):

e tourism in natural settings (e.g. adventure tourism)

e tourism about specific elements of the natural environment (e.g. wildlife tour-
ism, agri-tourism)

e tourism developed to protect or conserve natural areas (e.g. ecotourism).
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At first glance, this classification already reveals that nature-based tourism is a very
diverse sector and has different levels of sustainability. Moreover, the environmental
relationship differs, depending on the form of nature tourism as shown in Figure 2.2.
Therefore, the four selected categories of nature-based tourism illustrated in Figure
2.2 will be examined more closely.

Figure 2.2 Nature-Based Tourism and Sustainability

Sustainability
A

A Tourism’s Envi-
| ronmental Rela-
| tionship
|
: Ecotourism FOR
|
| Wildlife
| tourism
: Agri- ABOUT
| tourism
|
|
: Adventure IN
| tourism

Mass Nature-based (alternative)
Tourism

Source: Adapted from Newsome et al., 2002, p. 13

2.2.1 Adventure Tourism

Adventure tourism as a form of nature-based tourism with focus on the environment
and only little sustainable aspects is a worldwide industry with a global annual turno-
ver of around one trillion US dollar, offering more than hundreds of thousands of indi-
vidual products worldwide (Buckley, 2009b). According to the Adventure Travel
Trade Association (ATTA, 2012), adventure travel is growing at a rate of 17% a year,
and could be 50% of all reasons to travel by 2050.

Making use of today’s technology and looking for adventure tourism on the search
engine Google (see Appendix A), results show images of whitewater rafting, bungee
jumping, horse riding, ballooning, hiking and climbing amongst others. Hence, the
term adventure can be used for a variety of activities and therefore, a closer exami-
nation of its meaning in tourism is required. The term itself is relatively new in aca-
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demic research due to its obvious wide scope, including numerous categories of out-
door activities (Buckley, 2010).

According to the World Tourism Organization (1991), a leisure activity only qualifies
as tourism if it includes an overnight stay outside of the participant’s place of resi-
dence. Depending on the destination, the minimum threshold travel distance can vary
between 40 km (e.g. in Australia) and 160 km (e.g. in Canada). However, many
commercial adventure activities are offered as single-day tours. But, as most of the
participants are vacationers who are already far away from home, they eventually
qualify as tourists and thus, such adventure activity tours rank among tourism (Buck-
ley, 2010).

Another important distinction that has to be taken into consideration is between ad-
venture tourism and adventure recreation. In the case of adventure tourism, a client
pays mostly a tour operator to provide an adventure experience (very often as an all-
inclusive product, where equipment and specialist clothing are provided as well). De-
parture from a specified gateway and date are set and organized. Whereas, in the
case of an adventure recreation, individual participants carry out the same activity on
their own. Coupled with this, there is no general definition of the character of an ad-
venture activity given that some are fixed-site and others are mobile activities. A
dude ranch, for instance, has a fixed site, whereas a back-country horse ride tour is
mobile (Buckley, 2009a). Millington et al. (2001) therefore suggest that adventure
tourism could be divided into two types — activity-driven and destination-driven.

From the above mentioned facts, it can be already deduced that adventure tourism’s
focus is on action. Moreover, from a tourism management’s perspective, the division
allows to conclude that individual tourists traveling for adventure recreation make use
of mass tourism transportation and accommodation to access public areas of land
and water, such as forests and national parks. In contrast, commercial adventure tour
operators may adapt their offer to the needs of their clients and can negotiate with
transport and accommodation providers. Hence, it is difficult to tell in general whether
a tourist being interested in adventure holiday is rather an independent or organized
traveler.

As mentioned before, adventure tourism includes a broad range of activities and
thus, Swarbrooke et al. (2003, p. xiii) argue “the concept of adventure is highly per-
sonal, and means different things to different people. Something that is quite every-
day or mundane for one person can be rare adventure for another, depending on
experience and personality”. Buckley (2009b) adds a core characteristic of adventure
to the previous statement by stating “what fills one person with fear fills another with
boredom, and vice versa” (p. xvii). Below are some words listed that are generally
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used in magazines and brochures to purvey adventure products (Swarbrooke et al.,
2003).

* Thrill » Adrenaline » Excitement
* Fear * Terror * Risk
« Conquer * Success * Daring

These associations show that adventure is very often related with an action or feeling
being considered relatively extreme. But again, the definition of the extreme lies in
the eye of the beholder. For one person an adventure might be spending some days
with cloistered monks in silence whereas for another person adventure means jump-
ing out of an airplane with a parachute.

For this reason, adventure tourism is often divided into soft and hard dimensions.
Soft adventure vacations include biking, bird-or-animal-watching, hiking, horseback
riding, rafting, scuba diving and snorkeling; and caving, climbing and trekking are
ranked among the hard adventure activities (ATTA, 2010). Studies indicate that there
has been a shift in classification. At the beginning of the 21% century, rafting and scu-
ba diving were classified as hard adventure activities at that time (Travel Industry As-
sociation, 1998 as cited in Meyer et al., 2003). It seems as if nowadays these activi-
ties have lost some of its thrill and the adventure travelers are looking for something
more risky, unusual and novel. According to Christiansen (1990), soft adventure ac-
tivities are pursued by those tourists being interested in a perceived risk and adven-
ture with little actual risk. As the example of bird-or-animal watching shows, soft ad-
venture activities blend physical adventures (in this case, visiting the natural area)
with enriching activities (learning from the birds’ observation). On the contrary, hard
adventure activities are known by both the participant and the service provider to
have a high level of risk and involve more physically demanding activities as well as
training and preparation.

Generally, the following core characteristics or qualities are regarded to be the basis
of adventure activities (Ewert, 2001; Swarbrooke et al., 2002):

e involvement with a natural environment
e uncertain outcomes

e danger and risks

e challenge

e anticipated rewards

e novelty

e stimulation and excitement

e escapism and separation
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e exploration and discovery
e absorption and focus
e contrasting emotions.

From this examination it can be concluded that adventure tourism should be de-
scribed as tourism that is focused on active recreation participation in a natural area
which can be an exotic, remote, unusual or wilderness destination. The tourists put
themselves voluntarily in an unknown situation that challenges them either physically
or intellectually and therefore includes some risk. Thereby, a range of emotions is
induced that is different from everyday life and eventually, the adventure experience
is intrinsically rewarding and provides opportunities for learning, enjoyment and self-
development. Hence, the components that create an adventure in tourism are travel
(transportation), setting (location) and an activity (Newsome et al., 2002; Swarbrooke
et al., 2003; Buckley, 2009b).

The ATTA’s survey (2010) revealed that adventure travelers are equally likely to be
male or female, even within the category of hard adventure activities, and single or
married. Soft adventurers are slightly more female, accounting for 62.3%. The majori-
ty of the adventure tourists are between 35 and 47 years old and more highly edu-
cated than other types of travelers. In comparison to other travelers of which 47%
have a higher education, 63% of the soft adventurers and 70% of the hard adventur-
ers have a post-secondary education. Consequently, they also may have higher lev-
els of household income.

When it comes to interest and motivations, the literature review leads to the conclu-
sion that several studies (Pearce & Caltabiano, 1983; Ewert, 1985; Blamey & Hatch,
1995; Sung et al.; 1996) put early focus on the adventurers’ motivations. Findings are
that adventure tourists can be divided into inexperienced and experienced adventur-
ers and therefore have different types of motivation (Ewert, 1985). The most basic
distinction of motivation is between intrinsic or extrinsic motivation. Intrinsic motiva-
tion refers to “the doing of an activity for its inherent satisfactions rather than for
some separable consequence” (Ryan & Deci, 2000, p. 3). Hence, a person being
intrinsically motivated is moved to do an activity simply for the enjoyment or chal-
lenge. In contrast, extrinsically motivated persons do an activity in order to attain
some separable outcome. This type of motivation comes from outside of the person
(Ryan & Deci, 2000). According to Ewert’s study (1985), the inexperienced adventure
tourist is more extrinsically motivated and the experienced adventurer has an intrinsic
motivation. Fluker and Turner (2000) confirm Ewert’s findings and add that inexperi-
enced tourists’ motivations are mainly based on the exploration of nature.
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But motivation depends on the type of activity the adventure tourist participates in.
Meisel and Cottrell (2003) undertook a survey among 300 divers in the Florida Keys.
Their results showed that the top motives were to explore the underwater nature and
to have fun. Dickson and Dolnicar’'s (2006) research in New Zealand confirmed that
also for hikers enjoying and exploring nature is their major motivation. In contrast,
paragliders’ participation is mainly based on challenging themselves and having an
adventure experience. The experience of nature itself is less motivating for them, ac-
cording to Chang and Huang’s (2012) survey in Taiwan.

2.2.2 Agri-Tourism

Another form of tourism that has nature as one of its core dimensions is agri-tourism
(Colton & Bissix, 2005; Phillip et al., 2010) which stands for agricultural tourism and
is very often also named agrotourism (Kizos & losifides, 2007; Martinez, 2008). Gen-
erally, agri-tourism is “business conducted by working farms or ranches for the attrac-
tion, enjoyment and education of visitors” (DeBarbieri, 2012). The basic idea is that
tourists stay on a farm that provides touristic services (farm-prepared food service
and accommodation). During their stay, vacationers have the opportunity to partici-
pate actively in the farm life, feed animals and harvest crops, and learn about the
farmers’ daily-life routine (Jafari, 2000; Greif et al., 2011).

However, agri-tourism is not exclusively limited to spending the holidays on a farm.
Agri-tourism also includes activities such as visits to wineries, plantations, guest
ranches, agricultural festivals, fairs, craft workshops and farm tours (Adams, 2008;
Sznajder et al., 2009; Kime et al., 2011) and is then referred to as agri-tainment
(composed of agri and entertainment) or agri-education (agri and education;
Maetzold, 2002). Hence, culture and nature are complementary and the experience
of the cultural landscape as well as gaining knowledge about the locals’ life is the
focal point of agri-tourism. This aspect leads to a higher level of sustainability than
adventure tourism has. As rural areas are mainly the destinations of this tourism
type, also activities such as hiking or horse riding complement the agri-tourism expe-
rience. If those activities and experiences are offered, agri-tourism also encom-
passes other forms of tourism, such as nature tourism or ecotourism (Colton & Bissix,
2005; Kizos & losifides, 2007; Snajder et al., 2009).

Due to its extensive spectrum, agri-tourism attracts different kinds of tourists, accord-
ing to Wagner et al. (1997). It is estimated that about 55% of all agri-tourists are cou-
ples or singles without children and with an average income, being interested in trav-
eling and acquiring new experiences. But also families with children and students
show major interest in agri-tourism as the environment and farmers’ life is a great
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escape from their usual surroundings (especially for city dwellers) and helps to revi-
talize.

As Greif et al. (2011) report, a decrease in the target group of the 30 to 49-year-old
agri-tourists will be expected by 2015. The number will probably go down from 24
million to 22 million persons whereas the target group of the 50-plus-travelers is sup-
posed to increase from 32 million to 36 million. The growth is expected due to the
increased life expectancy and thus, higher health-awareness and interest in organic
products of the vacationers (Jolly & Reynolds, 2005). However, it should be pointed
out that current studies mainly concentrate on the motivations for agri-tourism entre-
preneurship and there is a lack in research regarding the agri-tourists’ motivations
(Nickerson et al., 2001; McGehee & Kim, 2004; Barbieri & Mshenga, 2008; Barbieri,
2010). The most recent study by Norby and Retallick (2012) regarding US Americans
motivations towards participating in agri-tourism activities reveals that their motivation
is most of all influenced by the opportunity to purchase fresh products, support local
farmers, spend time with family or friends and enjoy the rural scenery. A comprehen-
sive literature review revealed a paucity of research that examines agri-tourists’ moti-
vations and it seems as if Norby and Retallick’s research is in fact the only survey
that has been done to the present day. It should be noted, however, that there are
hardly studies on agri-tourism as it is “a specific form of tourism within the framework
of rural tourism” (Leco et al., 2012, p. 255) which has been widely researched.

2.2.3 Wildlife Tourism

Two associations that cross the mind when one thinks of wildlife tourism might be
animals in the wild and therefore nature that attracts tourists to a specific destination.
It is assumed that wildlife tourism focuses on the desire of human beings to have an
encounter with animals in a natural environment. In fact, early definitions restricted
the term wildlife to wild animals (Yarrow, 2009). However, wildlife covers both - flora
and fauna (Tapper, 2006).

According to Newsome et al. (2005), “wildlife tourists seek an experience that will
enable them to explore, no matter for how short a time, a new ecosystem and its in-
habitants” (p. 21). The indication of seeking an experience points out that wildlife
tourism is partly an adventure travel. Moreover, it is of course a nature-based form of
tourism and additionally involves ecotourism’s key principles of being sustainable and
educative (Buckley, 2009a). As a matter of fact, wildlife tourism is referred to by sev-
eral terms in the literature, demonstrating the overlapping of wildlife tourism with oth-
er forms. In many studies, for example, wildlife tourism is perceived as a subset of
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adventure tourism (Millington et al., 2001; Swarbrooke et. al, 2003), marine tourism
(Garrod & Wilson, 2003) or nature-based tourism (Higginbottom, 2004).

Duffus and Dearden (1990) developed an early conceptual framework for wildlife
tourism focusing on three dimensions of wildlife-human interaction: hunting and fish-
ing (consumptive use), zoos and aquaria (low-consumptive) and wildlife observation
and photography (non-consumptive).

As the focus of this thesis is on sustainable tourism in natural areas, only one of the
three dimensions is relevant, which is the non-consumptive use of wildlife. The other
two dimensions will be disregarded.

There are two forms of interaction with wildlife that are eventually of interest for sus-
tainable tourism. The first is the interaction between the tourist and free-living but ha-
bituated wildlife (Buckley, 2009a). Most commercial wildlife tours and safaris, includ-
ing those that qualify as ecotourism, focus on this form of interaction. To fulfill the
principles of sustainable development, the ideal for a wildlife-watching eco-tour is a
neutral interaction which would be the case if the animals ignored the presence of
humans and hence, no change to their behavior occurs. However, it takes a signifi-
cant period of time to achieve this goal, sometimes involving several generations of
the species concerned. Consequently, the aim is that the animals “perceive humans
neither as a threat, nor as a source of benefits, nor as potential prey or competitors”
(Buckley, 2009a, p. 14). As for the humans (especially for the guides), acquiring
knowledge of the animals’ behavior and body language is of high importance to keep
sufficient distance and behave in an appropriate manner to avoid any disturbance to
the wildlife. Tour operators offer, for instance, watching polar bears in Canada’s
Churchill or whale and dolphin watching in many sites worldwide (Audley Travel,
2013).

The other sustainable form of human-wildlife interaction involves free-ranging and
non-habituated animals. That is to say, tourists encounter the animals by accident, by
skilled tracking or by knowledge of the animals’ behavior. Therefore, the tourists
need stalking skills and experience to get a good view and approach the animals
without scaring and disturbing them. Due to the fact that such skills are required,
mostly individual travelers with high interest in wildlife participate in such an activity.
Bird watching can be named as an example for this kind of wildlife interaction (New-
some et al., 2005).

As mentioned earlier, wildlife also encompasses the flora and many travelers have
developed a fascination for plants and mushrooms. In this context, wildlife tourism is
traveling to exotic locations to explore the plants’ regions of provenance and to dis-
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cover new species. Very often, such traveling is combined with activities such as
photography or painting, for instance in the Amazon Rainforest (Rainforest Expedi-
tions, 2013).

Hence, wildlife tourism motivations can be either based on the desire to study and
explore rare wildlife to expand one’s knowledge, to commune with nature as a recu-
perative activity or to be simply entertained by the natural behavior of animals. Thus,
wildlife tourists can be divided into generalists (with an overall interest in nature and
wildlife) and specialists having a high degree of knowledge of a particular species
(Pennisi et al., 2004).

Research on wildlife tourists’ motivations is very limited and mostly concentrates on
bird-watching. Surveys carried out by Hvenegaard (2002) and Eubanks et al. (2004)
in Thailand and the United States found that there are subgroups amongst bird-
watchers (committed, active and casual) and their motivations differ depending on
their level of involvement. For the casual bird-watchers, motivations unrelated to
birds (e.g. seeing trees and wildflowers, visiting parks) are more important than for
the two advanced subtypes. However, Sali et al.’s (2007) survey among US birders
shows that the major motivations of bird-watchers are of emotional (e.g. going out-
doors and enjoying nature) and intellectual (e.g. studying birds’ behavior) character
(see Appendix B for a complete list). A study by Parsons et al. (2003) carried out
among whale-watchers in Scotland, indicates that enjoying and experiencing nature
is of key importance for participating.

With a growth rate of 10% each year, the global market size of wildlife tourism has
been estimated at 12 million trips annually and to be worth approx. US$ 45 billion
(Mintel, 2008). In terms of the tourist’s profile, there are many different types of wild-
life tourists and little research has been done on their basic characteristics (Moscar-
do, 2005). However, wildlife tourists tend to be older than 55 years when it comes to
bird-watching activities which are more time-intensive and costly (extra equipment is
needed). If a more active sport such as hiking is part of the wildlife experience, the
majority of the participants are between 35 and 54 years old. There is also almost an
even split among men and women being interested in wildlife tourism (except for
bird-watching which attracts more males than females), the majority traveling as a
couple but also traveling with family and friends or in an organized tour group is pop-
ular among the wildlife vacationers. Like adventure travelers, also wildlife tourists
have a high level of education, with 84% of bird-watchers having a college degree
and therefore they may have a higher level of income. The average annual income of
bird-watchers is about US$ 50,520 (Boxall & McFarlane, 1993; Moscardo, 2005;
Lemelin & Smale, 2006; Patterson, 2007).
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2.2.4 Ecotourism

Ecotourism is the form of nature-based tourism that pursues the concept of sustaina-
bility the most, as could be seen in Figure 2.2 above. Over the last decade, the term
ecotourism has somewhat become a buzzword in the tourism industry since almost
every tour operator seems to have ecotours on offer and ecotourism is no longer just
a niche market. However, the use of the term ecotourism does not automatically im-
ply a sustainable tourism approach if its principles are not implemented. A group tour
through the Himalayas leaving garbage behind is not an ecotour and it is rather a
labeling than pursuing the right philosophy that ecotourism stands for. Also, the Ga-
lapagos Islands, for instance, is a popular destination for ecotourism but in 2007, the
islands were placed on UNESCO's list of World Heritage Sites in Danger (UNESCO,
2007).

Trying to define this term, however, seems to be a challenge for academics as the
literature reveals a large number of definitions (Fennell, 2001). The origin of the term
can be traced back to the 1960s, when researchers started to become concerned
over inappropriate use of natural resources. Hetzer (1965) used the term to explain
the relationship between tourists and the environments and cultures in which they
interact, and identified the four following pillars that should be followed to have a
more responsible form of tourism (1965, cited in Fennell, 2008, p.17):

(1) “minimum environmental impact

(2) minimum impact on — and maximum respect for — host cultures
(3) maximum economic benefits to the host country’s grassroots
(4) maximum recreational satisfaction to participating tourists.”

Already in 1976, the Canadian government offered ecotours around the Trans-
Canada Highway passing by different ecological zones (Fennell, 1998). But it was
not until the 1980s, that the term ecotourism was named for the very first time by Ce-
ballos-Lascurain who defined it as “traveling to relatively undisturbed or uncontami-
nated natural areas with the specific objective of studying, admiring, and enjoying the
scenery and its wild plants and animals, as well as any existing cultural manifesta-
tions found in these areas” (cited in Boo, 1990). Ever since, academics have tried
hard to define the term and a research by Fennell (2001) identified 85 separate defi-
nitions. Finally, the World Tourism Organization (WTO) suggested that five distinct
criteria should be used to define ecotourism (UNWTO, 2002):

(1) Observation and appreciation of a nature-based product and its traditional cul-
ture
(2) Environmental education
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(3) Generally organized by specialized tour operators for small groups
(4) Minimal impact management
(5) Contribution to conservation and community.

Thus, ever since the four pillars mentioned above had been identified by Hetzer in
1965, the tourism industry nowadays attaches great importance to education, sus-
tainable use and conservation of the natural resources by involving the respective
community. As Ziffer (1989) argues, the concept of ecotourism serves as an ethic of
how to open natural areas for tourists, draw their attention to nature and ensure a
minimum impact on its resources at the same time. Further, unlike nature tourism
which is more consumer-based, the concept of ecotourism is based on a planned/
managed approach by the destination authorities (Ziffer, 1989).

Based on these findings, the author considers Fennell’s definition of ecotourism to be
applicable (2008, p.24):

“Ecotourism is a sustainable, non-invasive form of nature-based tourism that fo-
cuses primarily on learning about nature first-hand, and which is ethically man-
aged to be low-impact, non-consumptive, and locally oriented (control, benefits
and scale). It typically occurs in natural areas, and should contribute to the con-
servation of such areas.”

Due to the given range of activities in ecotourism, ecotourists span a wide range of
ages and interests. Generally, an ecotourist is a person engaging in “responsible
travel to natural areas that conserves the environment and improves the well-being of
local people” (The International Ecotourism Society - ITES, 2006, p.1) and embraces
the principles of ecotourism. Page and Dowling (2002) recommend classifying eco-
tourists by level of interest in nature, importance of sustainability concepts, amount of
education sought, frequency of travel, amount of physical activity involved, and level
of independence (Page & Dowling, 2002). Several surveys (Weaver, 2002; TIES,
2006; Dolnicar et al., 2008; Honey, 2008) suggest that ecotourists tend to be slightly
older (between 35 and 54), better educated (82% are college graduates) and there-
fore more affluent. Thus, they are prepared to pay more for their holidays and are
likely to stay longer as they want to explore the destination more thoroughly than
those participating in mass tourism (Weaver, 2002; Dolnicar et al., 2008). Ecotourists
are also better informed and more experienced (Page & Dowling, 2002). These stud-
ies also indicate that females are slightly more represented amongst ecotourists
(Weaver, 2002).

According to Self et al. (2010), ecotourism is the fastest growing sector within the
tourism industry, growing from 10 to 30 percent a year. During the past years, sever-
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al studies therefore have examined the ecotourists’ motivations (Ballantine & Eagles,
1994; Diamantis, 1998; Tao et al., 2004; Kwan et al., 2008; Hartley & Harrison,
2009). Ballantine and Eagles (1994) concentrated their study on two motivational
criteria — an attraction travel motivation (e.g. the wilderness) and a social travel moti-
vation (e.g. learning about nature). They then formulated a model by adding a time
dimension of at least one-third of the vacation spending in nature areas to distinguish
ecotourists from other tourists. The study was undertaken among 120 Canadian tour-
ists taking part in safari tours in Kenya and revealed that ecotourists’ (84% meeting
all three criteria) primary motivations were visiting tropical forests, wilderness or un-
disturbed nature, and learning about nature. Hence, attraction travel motivations are
drawing in ecotourists and in contrast, mainstream tourists prefer social travel moti-
vations (e.g. spending time with loved ones).

Other approaches included surveying British and international ecotourists in Australia
for their motivations without explaining the criteria used for considering them ecotour-
ists (Diamantis, 1998; Harrison & Hartley, 2009). Tao et al.’'s (2004) research in a
national park in Taiwan was based on Ballantine and Eagles’ model for ecotourists
(wilderness setting, learning about nature and spending at least one third of the vaca-
tion in natural settings) and compared their profiles to visitors perceiving themselves
as ecotourists. One of the most recent studies by Kwan et al. (2008) analyzed visi-
tors’ motivations staying at ecolodges in Belize, also making use of Ballantine and
Eagles’ model (1994) dividing the motivations into attraction and social motivations.

All four studies (Diamantis, 1998; Tao et al., 2004; Kwan et al., 2008; Hartley & Har-
rison, 2009) were similar to Ballantine and Eagles’ findings with ‘tropical forests’ and
‘wilderness or undisturbed nature’ being the major attraction motivations and ‘learn
and explore nature’ the highest social motivation (see Appendix B for a complete list).

However, an exact profile of an ecotourist does not exist and the reason for the lack
of exact data might be that ecotourism is widely researched as nature tourism and
the above mentioned studies’ motivations were fairly general (e.g. increasing
knowledge about nature (Diamantis, 1998)). Some academics even question the ex-
istence of a distinct ecotourism market (Sharpley, 2006; Beaumont, 2011) and there-
fore, only false assumptions would be made regarding the size of the market as trav-
el motivations overlap with those of other forms of tourism (Wight, 1996). Even today,
studies analyzing travel decisions based on ecotourism principles are missing
(Beaumont, 2011). Wight (cited in Honey, 2008) sees the non-existence of a stand-
ard definition and the non-homogeneity of the ecotourism market as the major barri-
ers for analyzing, distinguishing and understanding clearly the motivations and inter-
ests of ecotourists only.
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2.3 Impacts of Tourism on Protected Areas

As Wall (1994) remarks, nature-based tourism attracts attention to natural resources
but at the same time it increases the pressures and impacts upon them. “It relies on a
balance between conservation of the natural environment and the provision of a qual-
ity visitor experience. The former element often proves a challenge, as biophysical,
social, and economic impacts are inevitable in natural areas used for tourism” (Moore
& Polley, 2007, p. 291).

Impacts of tourism can be either negative or positive. Literature also refers to positive
impacts as benefits and to negative impacts as costs (Lindberg et al., 1996; Eagles
et al.,, 2002; Pickering & Hill, 2007).

In the following, the three forms of impacts, referring to the three dimensions of sus-
tainability — economic, environmental and social-cultural —, will be highlighted in order
to point out the importance of nature-based tourism for protected areas but identify-
ing potential risks at the same time.

2.3.1 Economic Impacts

Tourism in protected areas can create and increase employment opportunities and
thereby income for the local community in a destination. As protected areas are very
popular among international tourists, tourism plays an important role in foreign ex-
change earnings as Mbaiwa (2003) argues in his study about tourism development
due to wildlife attractions in Botswana. Eagles et al. (2002) add that the creation of a
job in tourism is relatively inexpensive in comparison to a job in manufacturing and
therefore, tourism is often used for economic development by a country’s govern-
ment. Since most protected areas are situated in peripheral areas, tourism activities
are especially a significant catalyst for the economic development of these areas
(Murphy & Price, 2005; Lordkipanidze et al., 2008).

A popular example is Costa Rica where tourism generates about 140,000 jobs, rep-
resents about 72% of national monetary reserves and accounts for approximately
5.2% of the gross domestic product (ICT, 2012a; UNEP, 2013). More than 25% of its
territory is classified under some protection category and it is its national park system
that “forms the foundation for its successful ecotourism industry” (Honey cited in
Brown, 2001, p. 25). Of the 2,192,059 arrivals in 2011, it is estimated that approxi-
mately 60% of these tourists visited a protected area (ICT, 2012b).
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It is important that there are products and services for tourists to spend money on in
the protected areas and that the amount that leaks out of the local area is as low as
possible in order to achieve such positive economic impacts as the case of Costa
Rica demonstrated (GCE, 2011). According to Lordkipanidze et al.’s literature review
paper (2008), the initial costs of developing tourist activities and facilities in protected
areas will be high, but the estimated revenues will exceed costs after a certain
amount of time if the PA’s management pursues an enhancement strategy with focus
on conservation. Consequently, tourism in PAs raises awareness and can increase
governmental funding for these areas and local communities (Eagles et al., 2002). As
nature-based tourists have a high interest in natural assets, they are willing to spend
and even donate money for the access and use of protected area facilities, as sever-
al studies proved (Wight, 1996; More et al., 1996; Brown, 2001).

However, negative economic impacts of tourism can be, according to Lordkipanidze
et al.’s findings (2008), the potential risk of seasonal employment in protected areas
due to high and low season for traveling. Having mostly international tourists arriving,
the demand for foreign languages increases and thus, very often local labor is re-
placed by outside labor from developed countries having the required language skills.
Moreover, tourism brings along increased living costs since also locals have interest
in visiting protected areas but are obliged to pay the same amount of money for
products/ offers as tourists do (Brown, 2001; Eagles et al, 2002; Philip, 2012).

Most of all, the development of tourism in protected areas causes the potential prob-
lem of overdependence on tourism. As Eagles et al. (2002, p. 31) argue, local econ-
omy and protected areas “(...) may become vulnerable to external factors beyond
their control, such as natural disasters, currency fluctuations, competitive capture of
markets or political instability”.

2.3.2 Environmental Impacts

As stated above, tourism in protected areas can raise awareness and be a key factor
for their conservation and preserves natural heritage. At the same time, it also sup-
ports the preservation of historic buildings and monuments as many PAs are lived-in
protected landscapes and therefore, often contain resources of historic, architectural
and archaeological interest. Revenues collected through entry or user fees may be
used for this purpose as well as for the maintenance of biodiversity. Eagles et al.
(2002) make clear that due to nature-based tourism, natural resources are protected
that have no perceived value to residents and it contributes to education and inter-
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pretation of natural and cultural heritage of both — visitors and residents — as well as
to the development of sustainable practices.

Besides improving local facilities, transportation and communications, tourism has
also the capacity and potential to improve an area’s appearance in visual and aes-
thetic terms, according to Belsoy et al. (2012), for instance through trees being plant-
ed.

Even though nature-based tourism mostly pursues the fundamental idea of sustaina-
bility, it will always produce negative impacts that are inevitable but can be reduced.

In order to be able to offer tourist activities, Belsoy et al. (2012) comment that facili-
ties (such as visitor centers or bird hides) and trails need to be built resulting in deg-
radation of landscape and destruction of habitat and ecosystems. Development of
tourism means increasing visitor numbers and with it a higher level of noise which
causes distress to wildlife and disruption of the wildlife’s natural cycles (such as
breeding cycle) and behavior.

Tourism activities and movement can also destroy flora and lead to soil erosion, es-
pecially through sporting activities. Pickering et al.’s study in Australia’s protected
areas (2003) explained that visitors may even collect plants, leave garbage and hu-
man waste behind and provoke trampling.

If the protected area is accessible with motor vehicles, air pollution rises which has
severe effects on the flora and fauna. The threat of toxic pollutants (such as used
oils) is therefore more present and can result in the impoverishment and contamina-
tion of grounds (Van der Duim & Caalders, 2002).

2.3.3 Social-Cultural Impacts

Sustainable tourism development should not only be aligned with economy and the
environment, but also the host community should benefit from it. Successful tourism
development implies a cultural exchange between the locals and visitors and the im-
provement of quality of life comes to the fore.

Especially in lived-in protected areas, tourism should contribute to strengthen com-
munity values and traditions and encourage the development and appreciation of
culture.

Nature-based tourism in PAs does not only create jobs and raise income, as de-
scribed earlier, it also improves communications in terms of upgrading roads and
providing better access to the areas’ surroundings. The establishment of protected
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areas also increases the environmental education level of locals. Since language
skills are required, some protected areas provide language training to their staff
which can then be applied in the community as well (Synge, 1999).

But increased tourist numbers may disturb community activities, lead to overcrowding
and even loss of authenticity of local traditions there where they are commercialized.
Visitor regulations also affect local residents and can sometimes represent an inter-
vention in traditional practices (e.g. prohibition on plant collection for spiritual uses).
Consequences can be loss of community character and eventually decline of local
friendliness and hospitality (Synge, 1999; GCE, 2011) when “communities are not
given choices, or have no control over their involvement with tourism” (Eagles et al.,
2002, p. 32).

2.4 Summary

Protected areas were established in order to provide long-term conservation of na-
ture and maintain their unique ecological, scenic, historic or geologic value (Dudley,
2008). Additionally, they provide opportunities for recreation and environmental edu-
cation (Stolton, 2009).

As interest in natural areas increases, there is a diversification of nature-based forms
of tourism, determined by their motivation and interest, respectively. However, as
evidenced from the overview of the literature, it is difficult to distinguish the different
forms from each other clearly, as their definitions are imprecise and vague, and their
core characteristics do overlap very often. All four forms analyzed pursue the idea of
sustainable development to some extent, with adventure tourism being the least in-
volved and ecotourism being the most sustainable form of tourism. The overlap,
however, leads to a combination of the forms, as depicted in Figure 2.3.

With a rising number of visitors, there is a growing pressure on natural areas and bi-
odiversity, and impacts (positive and negative) are increasing. Therefore, a protected
area’s management is faced with a major challenge of ensuring the basic idea of
long-term conservation. Hence, as a possible approach, the concept of sustainable
tourism development and its principles are aimed at managing protected areas visita-
tion to maximize positive benefits and minimize negative impacts. It allows the eco-
nomic use of natural resources by protecting and conserving them, and integrating
the local community in the process — always in accordance with the respective pro-
tection category. Nevertheless, tourism is an industry of fulfilling needs, and therefore
also sustainable tourism development has to take the tourists’ needs into account to
be successful. An examination of tourists’ motivation and interest in sustainable
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products in natural areas may offer an insight into park visitors’ profiles and allow a
better product development — incorporating the principles of sustainability.

Figure 2.3 The Overlap and Position of Nature-Based Forms within Tourism

TOURISM

Mass Tourism

Nature Tourism

Large numbers of people seeking Tourism in natural areas including
replication of their own culture in ecotourism as well as part of wild-
institutionalized settings life and adventure tourism
Wildlife tourism in capture

or settings _

Wildlife Tourism
Undertaken to view and/ or interac

e wi

Adventure Tourism
Emphasis is on the
adventure activity that
occurs in a natural area

Ecotourism
Nature-based,
educative and
conservation-
supporting

Agri-Tourism
Emphasis is on
experience of

Alternative Tourism

Alternative forms of tourism to mass tourism,
generally characterized by small scale sustainable activities

Source: Adapted from Newsome et al., 2005, p. 19
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Chapter 3
Methods

The methods used in the examination of the motivations and interests in nature-
based tourism and sustainable products among natural park visitors on Mallorca are
described in four sections of this chapter:

1. The study area

2. Selection of participants
3. Instrumentation

4. Treatment of data

3.1 The Study Area

Mallorca has a huge variety of landscape to offer and a total of thirteen natural areas
that are protected under different categories, including four natural parks, two nature
reserves, two natural monuments, one protected landscape and one national park
(Espais de Natura Balear, 2013a).

For this study, two natural parks were selected by the director of Espais de Natura
Balear (now known as IBANAT), the Balearic Islands’ responsible management unit
of the natural areas (Reche, personal contact March 21%, 2013). Earlier research has
shown that both parks have a great potential for tourism development (TDD-11W,
2013). This thesis is based on the research of TDD-11W.

In the following, the two natural areas Parc Natural de s’Albufera de Mallorca and
Parc Natural de la Peninsula de Llevant will be presented as the study site of this
reseach.

3.1.1 Parc Natural de s’Albufera de Mallorca

The natural park s’Albufera is located in the northeast of the island near the bay of
Alcudia (see Figure 3.1) and was the very first protected area of all four Balearic Is-
lands. On January 28" in 1988, s’Albufera was officially declared as a natural park by
the Balearic Government with the aim to conserve and restore its natural and cultural
heritage, providing educational, scientific and public use at the same time (Conseller-
ia de Medi Ambient, 2006).
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Figure 3.1 Localization of s’Albufera
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Source: Fernando Lluch Dubon, 2013

The park is a designated wetland area under the RAMSAR convention and a special
protected area for birds (SPA) declared by the European Commission. “Composed
primarily of standing water and reeds it is the remnant of a lagoon-like feature that is
cut off from the sea by dune formations” (Buswell, 2011, p. 28). With a surface area
of approximately 1,647 hectares of grassland and marsh, it is home to 303 different
bird species, 205 species of fungi and about 1,500 species of invertebrate with some
of them being endemic to the Balearics, meaning not to be found anywhere else in
the world (Espais de Natura Balear, 2013b).

S’Albufera may be accessed on foot or by bicycle and offers four trails of different
length, eight bird hides, an information center as well as an interpretation center with
an exhibition about the park’s history, flora and fauna. Some workshops and guided
tours are offered during the year but exclusively for the local community.

The number of visitors accounts for approx. 120,000 a year with almost 50% being
German tourists, 19% domestic visitors and 15% arriving from Great Britain. Peak
visitation season is between April and October (Perello, 2012).
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3.1.2 Parc Natural de la Peninsula de Llevant

Unlike s’Albufera, the natural park Peninsula de Llevant (hereinafter referred to as
Llevant only) is the youngest of all four natural parks on Mallorca, designated in
2001, and is situated in the northeast of the island, at the northern end of the Llevant
mountain range (see Figure 3.2; PN Llevant, 2013).

Figure 3.2 Localization of Llevant

LLEVANT

Source: Fernando Lluch Dubon, 2013

It covers a protected area of 1,671 hectares and “the vast [natural] diversity with
coastal cliffs [and beaches], caves and chasms, springs and streams, forests and
scrubland, gives this Natural Park an immense landscape value® (PN Llevant, 2013).
Agricultural crops such as olives, almonds, figs and carobs are widely spread
throughout the park. Old country estate houses, water wheels and olive oil mills can
still be found. It therefore is declared as a Site of Community Interest (SCI), a Natural
Area of Special Interest (ANEI) as well as an Area of Special Protection for Birds
(ZEPA). Like s’Albufera, Llevant is also home to numerous species that are endemic
to the Balearic Islands (Espais de Natura Balear, 2013c).

The park offers eleven hiking trails and attracted about 18,277 visitors in 2011 of
which approx. 54% were inhabitants of the Balearic Islands. Due to extreme heat
during the summer, most visitors come to Llevant in spring-time and fall (PN Llevant,
2013).
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As the region was once cleared through slash burning, a reforestation project, entire-
ly financed by the German tour operator TUI Deutschland, is aiming at reducing soil
erosion by planting about 50,000 trees covering an area of 48 hectares until 2014
(Inatour, 2013).

3.1.3 Classification of the two Natural Parks

As previously mentioned in Chapter 2, the IUCN classification of natural areas is not
obligatory and rather a framework. Table 1 also indicates that there is no category
designated as natural park.

The Balearic Islands do not follow the classification system proposed by the IUCN
and therefore, the natural areas are not officially classified under any of the seven
categories (Cortés, personal contact May 6, 2013).

However, if the two natural parks of s’Albufera and Llevant were to be classified, one
might argue that they belong to category Il as both parks are large areas and as de-
scribed above, ecosystem protection, education and recreation are mainly focused in
s’Albufera as well as in Llevant. But still, interpretation may vary.

3.2 Selection of Participants

The peak visitation season in both parks is in spring-time, therefore the month of May
was chosen to carry out the survey. Due to Pentecost Holiday on May 19" and 20"
2013 in Germany, it was expected that Germans would take advantage of the ex-
tended weekend for a getaway to Mallorca. Hence, a sampling plan was designed to
achieve a representative sample of park visitors between May 15" and June 1%
2013, which could be closely followed. In s’Albufera, potential participants were ap-
proached starting early noon-time as the park opened at 9 a.m. and visitors should
already have had gained a first insight into the natural park’s offer. The resting area
next to the information center turned out to be the ideal location. In contrast, partici-
pants in Llevant were approached between the early and late afternoon hours on the
parking-lot, once they finished their visit as the park covers an extensive area and
can be accessed anytime during the day.

Once approached, nature and importance of the study was explained by the inter-
viewer and tourists were requested to participate in a 7-minute voluntary survey. Par-
ticipants were assured that all responses were completely anonymous and confiden-
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tial and that the results of the survey would be presented to the Balearic Govern-
ment.

A total of 423 park visitors were approached in 11 days and 402 agreed to complete
the questionnaire, which resulted in a 95% response rate (see Table 4).

Table 4 Sampling Days

Number of

Week Sampling Days Participants TWOett;II(Iy
per Day

5/13/13 Wednesday, Thursday, Friday, Saturday 25, 45, 66, 48 184

(all days in s’Albufera)

5/20/13 Monday, Wednesday, Thursday, Friday, 38, 27, 56, 42, 16 179
Saturday (all days in Llevant)

5/27/13 Monday (Llevant), Tuesday (s’Albufera) 21,18 39
Total Number of Days = 11 N = 402

3.3 Instrumentation

The survey consisted of a one-and-a-half page, double-sided questionnaire with a
total of 88 questions for s’Albufera (see Appendix C) and 90 questions for Llevant
(see Appendix D), categorized in eight sections. The first section (question# 1 — 3)
addressed the general park visit which included first-time or repeated visit, source of
information and mode of transportation. The second section (question# 4) dealt ex-
clusively with motivations for visiting the park: 30 items measured on a five point Lik-
ert scale format ranging from ‘Not At All Important’ (1) to ‘Very Important’ (5). Satis-
faction of the existing park offer was addressed in the third section (question# 5 — 6),
with seven items for s’Albufera and five items for Llevant that measured satisfaction
of park facilities and the overall park offer on a scale of 1 ‘dissatisfied’ to 5 ‘complete-
ly satisfied’. The fourth section (question# 7 — 8) encompassed 17 items (s’Albufera)
or 20 items (Llevant) with respect to evaluation of interest in prospective park offers
on a scale of 1 to 5 (1 being the lowest and 5 the highest), and included an open-
ended question for desirable offers. The importance of sustainable product character-
istics was measured in the fifth section (question# 9) with 15 items and willingness to
pay for selected offers was addressed in section 6 (question# 10). Finally, the sev-
enth section (question# 11 — 14) included socio-demographic information and the
eighth section contained questions regarding travel behavior (question# 15 — 19).
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3.4 Treatment of Data

This section addresses two areas — the operationalization of variables (motivation,
interest, satisfaction and sustainable product characteristics) and the analysis proce-
dures for answering the research questions.

3.4.1 Operationalization of Variables

3.4.1.1 Motivation

Based on the literature, the different forms of nature-based tourism are defined by
their motivation which has been empirically tested as a set of different categories
(such as social, attraction, self-fulfillment, relaxation, adventure and challenge, and
culture). A total of 30 items representing six selected different categories of motiva-
tion (5 items per category) were derived from the literature to measure the tourists’
motivation for a park visit.

The first category addressed the social dimension that included three questions re-
lated to having an experience and sharing it with others while two questions referred
to fun and discovery. The second category addressed nature as an attraction, includ-
ing wilderness, flora, fauna, and agriculture, and capturing the natural sites in pic-
tures. Self-fulfillment was addressed in the third section that measured the respond-
ent’s need for knowledge, involvement in conservation and closeness to nature. The
fourth category dealt with nature as a place to relax, to have a change from everyday
life and to gain energy. The fifth category addressed having an adventure and chal-
lenging oneself physically, and the sixth category focused the cultural dimension,
including cultural attractions, history and two questions related to social-cultural as-
pects (see Table 5).
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Table 5 Items used to Measure Nature-Based Tourism’s Motivations for a
Park Visit

Category Motivational item

I Social - to have fun'
- to have something to share with family and friends at home
- to meet new people with similar interests'
- to spend time together
- to see maximum of Mallorca in time available’

2

1. Attraction - to explore wilderness and undisturbed nature’
- to observe the fauna (wildlife)®
- to observe the flora®
- photography of wildlife/ landscape’
- to get to know local agriculture and its products*

1. Self- - to help conserving nature®
fulfillment - to enjoy nature?
- to learn about nature and increase my knowledge®
- to learn to appreciate nature®
- to be close to nature?

IV. Relaxation - to escape the stress and surroundings of everyday life®
- to be alone®
- to relax and gain new energy5
- to have peace and quiet
- to relieve stress and tension®

V. Adventure & - be physically active'
challenge - to experience something exciting®
- to challenge myself physicallzy2
- to be in an unusual situation
- for the experience itself’

VI. Culture - to support local farmers*
- to learn about Mallorcan culture and Iifestyles6
- to see local exhibits'
- to visit historical attractions®
- to better understand the island’s history®

Note: Variables coded on a 5-point scale where 1 = not at all important, 2 = less important,
3 = undecided, 4 = important and 5 = very important.

' Adapted from Kwan et al. (2008)

2 Adapted from Hartley & Harrison (2009)

® Adapted from Sali et al. (2007)

* Adapted from Norby & Retallick (2012)

° Adapted from Chang & Huang (2012)

¢ Adapted from Diamantis (1998)

3.4.1.2 Interest

Based on work and research by TDD-11W (2013), a total of 23 different items for

proposed offers/ products (17 for s’Albufera, 20 for Llevant) were derived (see Table

6). Respondents were asked to indicate their level of interest on a five point Likert-

type scale with responses ranged from ‘No Interest’ (1) to ‘Very Strong Interest’ (5).
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Table 6 Items Measuring Interest in Prospective Products/ Offers

Offer*

RN R WN =

Guided tour by foot

Guided horseback ride tour

Guided tour by bike

Guided photography tour

Workshop for plant taxonomy and identification
Workshop for bird identification

Workshop for local products

Workshop for local handicraft

Farmer’s market to buy local products'

. Selling of local products?

. Rent a bike

. Rental of Nordic walking equipment!

. Rental of guidebooks for plant taxonomy and identification?
. Rental of guidebooks for bird identification?

. Rental of binoculars

. Rental of audio guides

. Visitation of country estates’

. App for smartphone with information about park and tours

. Hiking booklet (collecting stamps)’

. Exhibits about the history of the park

. Interactive media offering (e.g. touch screens) about the history of the park
. Merchandise
23.

Camping'

* Variables coded on a 5-point scale with 1 = No Interest, 2 = Rather Low, 3 = Average,
4 = High, 5 = Very Strong

Note: All items adapted from TDD-W11 (2013).
" ltem only used in questionnaire for Llevant.
?Item only used in questionnaire for s’Albufera, all other items were used in both

questionnaires.

3.4.1.3 Satisfaction

It is important to note that the work of TDD-11W also created the basis of the satis-
faction items in the third section (question# 5) of this survey, as their research pro-
vided information about the parks’ facilities (see Table 7). Level of satisfaction was
measured on a five-point Likert scale, from ‘Dissatisfied’ (1) to ‘Completely Satisfied’

(5).

Table 7 Items Measuring Satisfaction of Existing Park Offer

Park Facilities

Number of hiking trails**
Signposting**

Number of bird hides*

Exhibition in information center**
Opening hours of park*

Opening hours of information center**
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3.4.1.4 Sustainable Product Characteristics

Based on the guiding principles of sustainable development and eco-tourism (as the
most sustainable form of nature-based tourism), items that describe sustainable
product characteristics were derived from the literature for the purpose of this study.

15 items were adapted from a guide for policy makers to make tourism more sustain-
able, published by the UNEP and UNWTO, and from the UNWTQ'’s criteria to define
eco-tourism, that include environmental education, minimal negative impacts, tours
organized by special tour operators, contribution to conservation and empowerment
and integration of the local community (see Table 8).

Respondents were asked to indicate their level of importance of the 15 items on a
five point Likert-type scale with responses ranged from ‘Not At All Important’ (1) to
‘Very Important’ (5) and were also given the possibility to answer in don’t know for-
mat. The statements were phrased in such a way that they addressed the above-
mentioned criteria indirectly (e.g. integration of local community was addressed as
‘workshops and guided tours are offered by locals’).

Table 8 Items Measuring Importance of Sustainable Product Characteristics

Statement*

Unrestricted use of nature during the park visit

Focus is on conservation of nature and natural resources’
Knowledge about nature is imparted'

My participation has only the smallest possible impact on nature’
Environmental awareness of the visitors is raised’

The experience itself is focused

The offer is customized to nature and its circumstances
Availability of local products and services'

Offers can be booked through tour operators'

10. English/German is the language of communication

11. English/German is the language of exhibitions at the information center
12. Workshops + guided tours are offered by British/German people
13. Workshops + guided tours are offered by locals

14. Revenues are used for the protection and conservation of nature
15. Number of park visitors per day is limited

©COENOIOPrWN =~

* Variables coded on a 5-point scale with 1 = Not At all Important, 2 = Less Important,
3 = Undecided, 4 = Important, 5 = Very Important
! Adapted from UNWTO (2002), all other items from UNEP & UNWTO (2005).
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3.5 Analysis Procedures of Research Questions

Data were entered and analyzed using the IBM SPSS Statistics version 17.0 (former-
ly known as Statistical Package for the Social Sciences).

For the examination of the six dimensions of motivation (social, attraction, self-
fulfillment, relaxation, adventure and challenge, and culture), all 30 items were sub-
jected to a principal component analysis using varimax rotation. Exploratory factor
analysis was used to “discover the nature of the constructs influencing a set of re-
sponses” (DeCoster, 1998, p.1), that is to say to reduce the number of motivational
statements that can be used to measure a tourist group (factor) and determine what
sets of motivational items interrelate and can be used to describe the different pro-
files of park visitors.

Pearson correlation coefficient (Pearson’s r) was used to investigate the potential
association between the motivational groups and the respondents’ level of a) interest
in products/ offers, b) importance of sustainable product characteristics, and c) will-
ingness to pay.

Additionally, four demographics variables a) gender, b) age, c) nationality, and d) ed-
ucation (Independent Variables) were analyzed against the different motivational
groups (Dependent Variables) using analysis of variance to determine differences
among the park visitor groups. Post hoc analysis using Scheffe’s test was also em-
ployed to determine the specific differences between groups.
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Chapter 4
Results

The results of the data analysis are illustrated in three major sections of this chapter:

1. Profile of Participants
2. Description and Analysis of Key Variables
3. Results of Analysis

4.1 Profile of Participants

Of the 402 respondents, 51% were females and 49% males. The participants were
equally chosen to represent 50% German and 50% British nationality. About 64%
were over the age of 46, while 45% of all respondents had an academic degree. The
majority of the sample was employed, with less than 4% being either a student or
unemployed and 25% being retired (see Table 9).

A few differences in the socio-demographic profile of the park visitors of s’Albufera
and Llevant could be noted. In s’Albufera about 71% were older than 46 years, 40%
had an academic degree and about 36% were retirees. 58% of the participants in
Llevant, however, were over the age of 46 and 26% were between 36 and 45 years
old. More than half of all respondents had an academic degree and only 15% were
retired (see Table 9).

Approximately 68% of all interviewees visited the respective park for the very first
time, with no major difference between s’Albufera and Llevant (see Table 9). The
guidebook turned out to be the number one source of information (41%), followed by
finding out about the parks by chance (16%) and being recommended by family,
friends and relatives (12%). Additional important sources of information for s’Albufera
were recommendation by the accommodation host (13%) and the tourist information
(12%). 50% of all visitors to Llevant became aware of the park through guidebooks
and 96% reported to have used a rental car to get to the park. In contrast, only 25%
used a car to get to s’Albufera. Almost 50% arrived on foot and 16% by bike. Fur-
thermore, two third of all tourists visited both parks with their partner, 17% with their
family and 11% with a private tour group.
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A total of 81% of the respondents were repeat visitors to Mallorca, 62% of them indi-
cated to have visited the island between two and five times, and 12% had been there
more than seven times. 57% booked their trip individually and 43% booked a pack-
age tour. Approximately 71% of the visitors to Llevant were individual travelers,
whereas 58% of those visiting s’Albufera made use of the offer of package tours. Half
of the tourists stayed between seven and ten days for their vacation, 30% stayed up
to two weeks, 10% between four and six days, and only 6% stayed longer than 14
days (see Table 10). Those tourists who stayed between four and six days on the
island, spent on average three and a half days in natural areas, followed by five days
of those staying up to ten days. Tourists with a holiday length of two weeks, enjoyed
natural areas on eight days of their vacation and those staying longer than 14 days,
explored nature for nine days (see Table 11).

Table 12 illustrates the overall maximum willingness to pay for selected products/
offers. Overall, the majority of the respondents indicated they would be willing to pay
5€ for guided tours and workshops, a bike rental would be worth to pay 10€ for, and
more than the half participants would pay 3€ for renting binoculars and information
material. Most respondents would pay between three and five Euro for Nordic walk-
ing equipment in Llevant. 62% of the visitors to Llevant indicated they would not pay
for a hiking booklet at all.
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Table 9 Socio-Demographic Profile of Respondents

Socio-demographic Char- both parks |  s’Albufera ! Llevant
acteristics n % | n % L h %
Gender i |
Male 197 49 | 94 47 | 100 50
Female 205 51 108 54 ' 100 50
Age i |
35 or under’ 67 16| 34 17 | 33 17
36 -45 77 191 25 13 | 52 26
46 - 55 87 22| 31 15 | 56 28
56 — 65 103 26| 58 29 | 45 23
66 or older’ 68 17 54 27 | 14 7
Country of Origin 5 }
Germany 201 50 i 101 50 | 100 50
UK 201 50 ; 101 50 | 100 50
Highest Level of Education i |
Secondary or less® 71 18! 38 19 | 33 17
A-Levels 66 17 34 17 1+ 32 16
Degree 77 19 | 42 21 . 35 18
Post-Graduate 104 26 | 38 19 | 66 34
Professional* 82 21 : 48 23 | 34 18
Profession : |
Pupil/ Apprentice/ Student 13 3 5 3 8 4
Worker 9 2 3 2 | 6 3
Employee 181 45 79 39 | 102 51
Retiree 101 25 i 72 36 | 29 15
Officer 38 10 | 14 9 | 24 12
Self-Employed 47 12 20 10 | 27 14
Housewife/ -man 11 3 7 4 4 2
Unemployed 2 11 2 1 0 0

Note: The percentages may not sum to 100 due to rounding

"Recoded (both parks: 14 -25: 3.5%; 26-35: 13.2%; s'Albufera: 14 -25: 2%; 26-35: 14.9%;
Llevant: 14 -25: 5%; 26-35: 11.5%)

?Recoded (both parks: 66-75: 15.2%; 76 or older: 1.7%; s'Albufera: 66-75: 25.2%;
76 or older: 1.5%;
Llevant: 66-75: 5%; 76 or older: 2%)

% Recoded (both parks: ‘In School Education’: 0.5%; ‘Primary’: 0.8%; ‘Secondary’: 16.5%;
s’Albufera: ‘In School Education’: 1%; ‘Primary’: 0%; ‘Secondary’: 17.8%;
Llevant: ‘In School Education’: 1%; ‘Primary’: 0.5%; ‘Secondary’: 15%)

“Recoded (both parks: ‘Professional’: 19%; ‘Master Craftsman’: 1.5%; s’Albufera: ‘Professional’:
21.8%; ‘Master Craftsman’: 2%; Llevant: ‘Professional’: 16%; ‘Master Craftsman’: 1%)



Table 10 Travel Behavior Profile of Respondents

both parks s'Albufera Llevant
Travel Behavior Characteristics n % n % n %
First Visit to Park i i
Yes 275 68 131 65 | 144 T2
No 127 321 71 35 | 56 28
Source of Information about Park i 3
Internet 21 51 14 707 4
Travel Agent/ Tour Operator 10 31 8 4 | 2 1
Tourist Information 40 10 25 12 | 15 8
Newspaper/ Magazine 5 11 5 3 10 0
Guidebook 165 41{ 65 32 1100 50
Recommendation by Accommodation 30 8 26 13 4 2
Host
Family, Friends, Relatives 48 12 26 13 22 1
By Chance 64 16 29 14 35 18
Other’ 19 5 4 2 15 8
Mode of Transportation
Rental Car 241 60 50 25 191 96
Public Transport 18 5 18 9 0 0
Bike 41 10 33 16 8 4
On Foot 100 25 99 49 1 1
Other? 2 1 2 1 0 0
With whom are you visiting the park?
Alone 15 4 9 5 6 3
Partner 255 63 125 62 130 65
Family 69 17 35 17 34 17
Organized Tour Group 9 2 3 2 6 3
Private Tour Group 46 11 25 12 21 11
__Other® 8 2 5 3 3 2
Total Number of Visits to Mallorca i |
1 time 75 19 : 46 23 : 29 15
2 — 3 times 152 38 ; 83 41 1 69 35
4 -5 times 97 24 i 43 21 i 54 27
6 — 7 times 29 7801 5 | 18 9
Over 7 times 49 12 : 19 9 : 30 15
] I
Length of Stay i i
4 -6 days 38 10 14 7 1 24 12
7 — 10 days 218 54 i 117 58 1101 51
11 - 14 days 121 30 i 61 30 | 60 30
Over 14 days 25 6 i 10 5 | 15 8

Note: The percentages may not sum to 100 due to rounding.
" Maps; 2 Not Indicated; n = Frequency
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Table 10 Travel Behavior Profile of Respondent - continued

both parks s’Albufera Llevant
Travel Behavior Characteristics _np_ % T ., T,
n % n %
How many days are you spending in i i
natural areas during your vacation? i i
1 20 5! 16 8 | 4 2
2 40 10 | 27 14 1 13 7
3 28 7 15 8 | 13 7
4 54 14 | 26 13 | 28 14
5 43 11 | 22 11 P21 1
6 40 10 | 19 10 P21 11
7 40 10 | 22 11 | 18 9
8 36 9 i 12 6 i 24 12
9 10 3! 4 2 i 6 3
10 41 10 14 7 27 14
11 4 1 1 1 3 2
12 12 3 6 3 6 3
13 5 1 2 1 3 2
14 16 4 8 4 8 4
15 4 1 1 1 3 2
20 1 0.3 1 1 0 0
Type of Trip Booked
Individual Trip 227 57 85 42 142 7
Package Tour 175 43 117 58 58 29

Note: The percentages may not sum to 100 due to rounding.

Table 11 Length of Stay & Days Spent in Natural Areas — All Respondents

Days spent in natural areas (in days)

Length of stay more
on Mallorca 1|12 |3 |4|5|6|7|8/|9[10]| than | Mean
10*
4 -6 days 7| 6| 4/ 9/ 3] 8] 0] 0|O] O 0 3.5
7 —10 days 1112421382927 |31|17]6| 9 0 5.1
11 — 14 days 11 9] 83| 7] 9] 5| 8[17]4|25 31 7.9
more than 14 days 1 1 0] 0] 2] O 1 2|0] 7 11 9.1

*A minimum of 11 days was used for calculative purposes.
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Table 12 Frequency Distributions (Percentage) for Overall Respondents’
Maximum Willingness to Pay

Questionnaire Items* 0€ 3€ b5€ 7€ 10€ N
Guided tours 3 11 42 24 20 350
Workshops 9 10 30 25 26 324
Rent a bike 4 7 19 32 39 329
Rental of binoculars 9 59 30 2 1 324
Rental of information material 18 53 26 2 0 358
(guidebooks, audio guides)

Hiking booklet’ 62 19 2 25 1 200
Rental of Nordic Walking equipment’ 6.5 29.5 265 7 2 200

* Variables coded on a 6-point scale with 0 = | don’t know, 1 = 0€, 2 = 3€, 3 = 5€, 4 = 7€,
5=10€

' Answers only valid for Llevant.

Note: Frequencies for ‘| don’t know’ are not presented above.

Note: The percentages may not sum to 100 due to rounding.

4.2 Description of Variables
4.2.1 Motivation

A 30-item scale was employed to investigate the motivation among park visitors.
Frequency distributions for the items are reported in Table 13. About 80% (important
combined with very important) of the respondents indicated to visit the park for
spending time together, and 75% indicated visiting the park is part of seeing maxi-
mum of Mallorca in time available. Within the social dimension, 58% also reported
having fun as an important reason, while 82% (not at all important combined with
less important and undecided) reported meeting new people with similar interests
was not really a decisive factor.

Overall, participants reported that nature as an attraction was a crucial element, as
between 62% - 90% reported photography of wildlife/ landscape, to observe the fau-
na and flora, and to explore wilderness and undisturbed nature were important and
very important to them for visiting the park. 60% were not convinced that they came
to get to know local agriculture and its products.

Approximately 94% indicated enjoying and being close to nature as their main moti-
vation for the park visit, and between 71% - 78% wanted to learn and increase their
knowledge about nature.

Between 67% - 78% of the respondents reported that the park was a place where
they could relax and have peace and quiet, escape from everyday life and relieve
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stress and tension. Being alone was nevertheless not important for 61%. About 75%
went to the parks to be physically active, while 67% did not decide to go there to ex-
perience something exciting.

Only between 42% - 44% indicated learning about Mallorcan culture and lifestyles,
and visiting historical attraction were important for their visit. Cultural aspects were of
less or no importance to more than a third of the participants, and another third was
undecided about them.

As mentioned, the main motivations in both parks are enjoying and being close to
nature. However, a difference could be noted between s’Albufera and Llevant. Re-
spondents visiting s’Albufera indicated that observing fauna (83%) and flora (82%)
were two other main motivations for their visit (see Table 14). In comparison, being
physically active (93%) and exploring wilderness and undisturbed nature (91%) had
dominant influence on the tourists’ decision for a visit to Llevant (see Table 15). Ob-
serving the flora (75%) was more important than observing the fauna (54%) in
Llevant. In the same park, being alone was important to 52%, in s’Albufera only 27%
thought it was important for their visiting.
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The motivational items were then subjected to a principal component analysis using
varimax rotation to examine the interrelation of the motivational items of the six di-
mensions. Factor analysis was used in order to determine differences in motivation
between the two parks.

For s’Albufera, five factors and a single item were identified (see Appendix E). One
item (to have something to share with family and friends at home) out of the 30 did
not load at all and was therefore not included in the further analysis. One factor con-
taining two items (fo have peace and quiet and to be alone) and the single item factor
(to meet new people with similar interests) were not extracted due to little informative
value, even though they had high loadings (.7, .74 and .80). Scree plot and parallel
analysis also suggested retaining four out of the six initial factors (see Appendix F).
The extracted four factors and loadings of more than 0.4 are reported in Table 16.
Each factor was checked for internal consistency using Cronbach’s alpha.

The first factor included nine items of which four addressed the attraction dimension
and the other five items represented the complete self-fulfillment dimension. The fac-
tor was named Dedicated Nature-Lover and had an alpha value of .87. The second
factor consisted of one attraction item and all five items that were culturally oriented,
hence was named Culture-Explorer (alpha = .88). The third factor contained four
items related to adventure and challenge, two social items and one item that ad-
dressed relaxation and was referred to as Adventurer (alpha = .86). Finally, the fourth
factor was named Relaxation-and-Variety-Seeker (alpha = .74) as two of its four
items addressed relaxation, one item was related to adventure and challenge, and
another social item was included. Collectively the factors explained 51% of the total
variance. Based upon reliability analysis, the mean values of the items within each
factor were computed into composite index scores (see Table 17).
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Table 16 Factor Loading for Respondents‘ Motivations — s’Albufera

Questionnaire Items * Factor1 Factor2 Factor 3 Factor 4

To observe the fauna (wildlife) 0.810
To observe the flora 0.759
To be close to nature 0.733
To explore wilderness and

undisturbed nature 0.728
To learn about nature and

increase my knowledge 0.641
To enjoy nature 0.624
Photography of wildlife/ landscape 0.619
To help conserving nature 0.593
To learn to appreciate nature 0.560

To visit historical attractions 0.838
To get to know local agriculture and its

products 0.766
To better understand the island’s

history 0.705
To see local exhibits 0.647
To learn about Mallorcan culture

and lifestyles 0.639
To support local farmers 0.548

To relieve stress and tension 0.824
To challenge myself physically 0.730
To have fun 0.726
To be physically active 0.686
To experience something exciting 0.622
To be in an unusual situation 0.550
To spend time together 0.498

To escape the stress and
surroundings of everyday life 0.671
To see maximum of Mallorca in
time available 0.616
To relax and gain new energy 0.601
For the experience itself 0.567
Number of Items 9 6 7 4
Eigenvalue 4.68 4.15 4.11 2.40
Percentage of variance explained 15.60 13.83 13.69 8.01
Cumulative variance explained 15.60 29.43 43.12 51.13

* ltems coded on a 5-point scale from Not At All Important (1) to Very Important (5)
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Table 17 Reliability Analysis for Motivational Dimensions — s’Albufera

Corrected Alpha
Item Total If tem
Questionnaire Items Mean SD' Correlation Deleted
Dedicated Nature-Lover
To observe the fauna (wildlife) 4.34 0.8 0.644 0.85
To observe the flora 419 0.9 0.670 0.85
To be close to nature 4.46 0.7 0.699 0.85
To explore wilderness and
undisturbed nature 4.40 0.8 0.622 0.86
To learn about nature and
increase my knowledge 4.02 1.0 0.641 0.85
To enjoy nature 4.58 0.7 0.556 0.86
Photography of wildlife/ landscape 3.65 1.3 0.551 0.87
To help conserving nature 4.11 1.0 0.597 0.86
To learn to appreciate nature 4.10 0.9 0.622 0.85
Overall index (n = 200) 4.21 0.9 NA 0.87
Culture-Explorer
To visit historical attractions 3.09 1.1 0.708 0.85
To get to know local agriculture and
its products 2.93 1.1 0.731 0.85
To better understand the island’s
history 2.92 1.2 0.721 0.85
To see local exhibits 2.69 1.2 0.673 0.86
To learn about Mallorcan culture
and lifestyles 2.95 1.2 0.687 0.86
To support local farmers 2.71 1.3 0.588 0.87
Overall index (n = 196) 2.88 1.18 NA 0.88
Adventurer
To relieve stress and tension 3.44 1.4 0.713 0.82
To challenge myself physically 2.58 1.3 0.705 0.82
To have fun 3.34 1.3 0.595 0.84
To be physically active 3.53 1.3 0.625 0.84
To experience something exciting 2.86 1.2 0.609 0.84
To be in an unusual situation 2.18 1.2 0.618 0.84
To spend time together 3.96 1.1 0.468 0.84
Overall index (n = 194) 3.13 1.26 NA 0.86
Relaxation-and-Variety-Seeker
To escape the stress and
surroundings of everyday life 3.95 1.1 0.611 0.64
To see maximum of Mallorca in
time available 3.80 1.2 0.465 0.73
To relax and gain new energy 3.91 0.9 0.542 0.69
For the experience itself 3.54 11 0.540 0.70
Overall index (n = 199) 3.8 1.08 NA 0.74

" Standard Deviation
NA = Not Applicable



For Llevant, seven factors and a single item were identified (see Appendix G). Due to
little informative value and in spite of high loadings (between 0.52 and 0.84), the fol-
lowing four out of the initial eight factors were not extracted: Factor 4 (photography of
wildlife/ landscape, to enjoy nature and to have peace and quiet), Factor 6 (to have
fun, to have something to share with family and friends at home, and to experience
something exciting), Factor 7 (to be in an unusual situation and for the experience
itself) and the single item Factor 8 (fo be alone). Scree plot and parallel analysis also
suggested retaining only four factors for further analysis (see Appendix H). The ex-
tracted four factors and loadings of more than 0.4 are reported in Table 18. Each fac-
tor was checked for internal consistency using Cronbach’s alpha.

The first factor included eight items of which four addressed the cultural dimension,
two were related to self-fulfillment, one to attraction and one was a social item. Given
the similarity, the factor was also named Culture-Explorer (alpha = .87). The second
factor for Llevant encompassed three attraction items and two referring to self-
fulfillment, hence was named Nature-Scout and had an alpha value of .79. The third
factor was also named Relaxation-and-Variety-Seeker (alpha = .69) due to similarity
with s’Albufera, as two of its four items addressed relaxation, one item was related to
self-fulfillment and another social item was included. Given that the fourth of the ex-
tracted factors (Factor 5) consisted of three adventure and challenge items, and one
social item, it was named Self-Challenger (alpha = .68). All four factors together ex-
plained 40% of the total variance. Based upon reliability analysis, the mean values of
the items within each factor were computed into composite index scores (see Table
19).
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Table 18 Factor Loading for Respondents‘ Motivations — Llevant

Questionnaire Items * Factor 1

Factor 2 Factor 3 Factor 5

To visit historical attractions 0.790
To get to know local agriculture

and its products 0.775
To better understand the island’s

history 0.752
To see local exhibits 0.663
To learn about Mallorcan culture

and lifestyles 0.653
To learn to appreciate nature 0.636
To meet new people with similar

interest 0.578
To support local farmers 0.570

To observe the fauna (wildlife)
To explore wilderness and
undisturbed nature

To observe the flora

To help conserving nature

To learn about nature and
increase my knowledge

To relax and gain new energy
To escape the stress and
surroundings of everyday life
To be close to nature

To see maximum of Mallorca in
time available

To be physically active

To challenge myself physically
To relieve stress and tension
To spend time together

0.806
0.666
0.602
0.588

0.513

0.785

0.763
0.477

0.455

Number of ltems 8
Eigenvalue 4.71
Percentage of variance explained 15.70
Cumulative variance explained 15.70

5
2.92
9.74

25.44

2.44
8.12
33.56

* ltems coded on a 5-point scale from Not At All Important (1) to Very Important (5)
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Table 19 Reliability Analysis for Motivational Dimensions — Llevant

Corrected Alpha

Item Total If item
Questionnaire Items Mean SD'  Correlation _ Deleted
Culture-Explorer
To visit historical attractions 3.37 11 0.750 0.84
To get to know local agriculture
and its products 3.36 1.2 0.709 0.84
To better understand the island’s
history 3.12 1.0 0.636 0.85
To see local exhibits 2.94 1.0 0.615 0.85
To learn about Mallorcan culture
and lifestyles 3.28 1.2 0.581 0.86
To learn to appreciate nature 4.09 0.9 0.597 0.85
To meet new people with similar
interest 248 1.1 0.520 0.86
To support local farmers 2.75 1.2 0.561 0.86
Overall index (n = 199) 3.17 1.09 NA 0.87
Nature-Scout
To observe the fauna (wildlife) 3.55 1.1 0.688 0.70
To explore wilderness and
undisturbed nature 4.41 0.7 0.546 0.76
To observe the flora 4.05 0.9 0.490 0.77
To help conserving nature 3.66 1.1 0.635 0.72
To learn about nature and
increase my knowledge 3.79 1.0 0.506 0.77
Overall index (n = 200) 3.89 096 NA 0.79
Relaxation-and-Variety-Seeker
To relax and gain new energy 4.30 0.8 0.548 0.57
To escape the stress and
surroundings of everyday life 4.28 0.8 0.541 0.57
To be close to nature 4.56 0.6 0.442 0.65
To see maximum of Mallorca in
time available 418 0.9 0.388 0.69
Overall index (n = 200) 4.33 0.78 NA 0.69
Self-Challenger
To be physically active 4.39 0.7 0.548 0.58
To challenge myself physically 3.76 1.0 0.495 0.58
To relieve stress and tension 4.10 0.9 0.486 0.59
To spend time together 4.23 0.9 0.350 0.68
Overall index (n = 200) 4.12  0.88 NA 0.68

" Standard Deviation
NA = Not Applicable
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4.2.2 Interest

A 17-item scale for s’Albufera and a 20-items scale for Llevant measured on a 5
point-Likert scale ranging from ‘no interest’, ‘rather low’, ‘average’, and ‘high’ to ‘very
strong interest’, were employed to measure interest in proposed offers/ products, re-
spectively. Based on frequency distributions, and for a clearer and more precise pic-
ture, answers were recoded into ‘moderate interest’ (rather low and average com-
bined) and ‘high interest’ (high combined with very strong). ‘No interest’ was retained.
Frequency distributions for these recoded answers are presented in Table 20 for the
17 items in s’Albufera and in Table 21 for Llevant (20 items).

In s’Albufera, between 25% - 41% indicated high interest in guided tours, where
guided tours by foot were the most favored. 37% had no interest at all in guided tours
by bike. Notwithstanding, 46% reported high interest in renting a bike. Half of all visi-
tors reported moderate interest in all types of workshops; however, 39% expressed
high interest in workshops for bird identification. 43% also had high interest in renting
guidebooks for bird identification and 40% for plant taxonomy and identification. Al-
most half of the participants had no interest in merchandise and moderate interest in
interactive media offering, 41% indicated an app for smartphones would not be nec-
essary. 87% reported a moderate or high interest in exhibits about the history of the
park (see Table 20).

Visitors to Llevant expressed lower interest in guided tours, only between 10% - 26%
reported being highly interested. Workshops indicated the same moderate interest as
in s’Albufera. Of high interest in Llevant are: farmer's market (59%), visitation of
country estates (56%) and in contrast to s’Albufera, 44% reported being highly inter-
ested in an app for smartphones. Interactive media offering turned out to be interest-
ing for 61% of the respondents, and also 87% had a moderate or high interest in ex-
hibits about the history of the park. 47% indicated interest in camping, 79% in renting
a bike and 73% in rental of audio guides. 56% were not interested in a ‘hiking book-
let’ (see Table 21).

In both cases, the open question about interest resulted in a response rate of only
3%. In s’Albufera, the availability of a cafeteria was mentioned several times as well
as offering an early bird walk (one mention). In Llevant, visitors would have liked a
local restaurant nearby, hiking maps of the area, tours at night, and more information
about the park’s history.
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4.2.3 Satisfaction

Seven items for s’Albufera and five items for Llevant measured on a 5 Point-Likert
scale ranging from ‘dissatisfied’, ‘not too satisfied’, ‘undecided’, and ‘satisfied’ to
‘completely satisfied” were employed to measure respondents’ satisfaction with the
existing park offer. The answers were recoded into ‘not satisfied’ (dissatisfied com-
bined with not too satisfied and undecided), ‘satisfied’ and ‘completely satisfied’ were
both retained. Frequency distributions for the seven items for s’Albufera are present-
ed in Table 22 and in Table 23 for Llevant (five items).

Between 79% - 86% of the tourists visiting s’Albufera were either satisfied or com-
pletely satisfied with the park’s facilities, including number of bird hides, signposting
and number of hiking trails. Almost half of the respondents were not satisfied with the
exhibition in the information center. 78% indicated they were satisfied with the open-
ing hours of the park, but a third thought opening hours of the information center
should be improved. A total of 85% reported to be satisfied with the overall park offer.

In Llevant, almost all respondents were either satisfied or completely satisfied with
the number of hiking trails (95%). However, a third was not satisfied with the sign-
posting, 82% reported dissatisfaction with the exhibition in the information center and
also 83% indicated not to be satisfied with the information center’s opening hours. In
terms of the overall park offer, 84% reported to be satisfied or completely satisfied.

Table 22 Frequency Distributions (Percentage) for Respondents’ Satisfaction —
s’Albufera

Questionnaire Items Not Satis- g, tisfieq COmPpletely

fied' Satisfied

Number of hiking trails 13.9 45.3 40.8 201
Signposting 15.9 40.6 43.6 202
Number of bird hides 20.8 48.0 31.2 202
Exhibition in information center 41.9 414 17.7 198
Opening hours of park 224 40.3 37.3 201
~ Opening hours of information center 29.9 35.8 34.3 201
How satisfied are you with the overall 14.9 55.9 29.2 202
park offer?

Note: The percentages may not sum to 100 due to rounding.
' Answers for ‘dissatisfied’, ‘not too satisfied’ and ‘undecided’ are grouped as ‘not satisfied’.
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Table 23 Frequency Distributions (Percentage) for Respondents’ Satisfaction —
Llevant

. : Not Satis- e Completely
Questionnaire Items fied" Satisfied Satisfied N
Number of hiking trails 5.0 31.5 63.5 200
Signposting 33.7 45.2 211 199
Exhibition in information center 81.7 13.9 4.4 180
Opening hours of information center 829 14.9 22 181
How satisfied are you with the overall 15.5 49.5 35.0 202

park offer?

Note: The percentages may not sum to 100 due to rounding.
' Answers for ‘dissatisfied’, ‘not too satisfied’ and ‘undecided’ are grouped as ‘not satisfied'.

4.2.4 Sustainable Product Characteristics

A 15-item scale was employed to investigate the importance of sustainable product
characteristics. Based on the frequency distributions, answers were recoded into ‘not
important’ (‘not at all important’ combined with ‘less important’ and ‘undecided’). Fre-
quency distributions for the items for s’Albufera are reported in Table 24 and Table
25 illustrates the distributions for Llevant.

In both parks, the focus on conservation of nature and natural resources was im-
portant or either very important for almost all visitors (91% in s’Albufera and 94% in
Llevant). Equally important was the use of revenues for the protection and conserva-
tion of nature (89% in s’Albufera, 96% in Llevant). However, about a fourth in Llevant
and a third in s’Albufera reported that they did not favor restricted use of nature dur-
ing their visit. Between 46% - 56% stated it was not important for them to limit the
number of park visitors per day. Half of the tourists indicated that environmental
awareness should be raised as very important in s’Albufera, in Llevant 44% agreed
on its importance. Not important to all tourists were the focus on the experience itself
(57% - 62%) and the availability of local products and services (57% - 59%). Only
between 16% - 23% considered the booking of offers through tour operators as im-
portant or very important. 54% in Llevant indicated that it was not important for them
to have their mother tongue as the language of communication in the park. In
s’Albufera, the proportion was somewhat lower with 38%. More than the half of tour-
ists in both parks thought it was important or very important to have their mother
tongue included in the exhibitions at the information center. Between 63% - 75% in-
dicated it was important that locals offered workshops or guided tours.
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4.3 Results of Analysis

Pearson correlation coefficient (Pearson’s r) was used to investigate the potential
association between the motivational groups and the respondents’ level of 1) interest
in products/ offers, 2) importance of sustainable product characteristics, and 3) will-
ingness to pay.

1. Association between Level of Interest in Products/ Offers and Motivational
Groups

a) s’Albufera

The correlation between the 17 interest-in-product-items and the four motivational
factors resulted in 47 out of 68 significant relationships at the .01 level and five at the
.05 level (see Table 26).

The Dedicated Nature-Lover (DNL) resulted in 13 out of 17 significant relationships
and showed its (and also the overall) strongest relationship with workshop for bird
identification (r = .54), while rent a bike, app for smartphone, interactive media offer-
ing and merchandise failed to demonstrate any significant relationship with DNL.
Overall, the relationships between DNL and guided tour by foot, guided photography
tour, workshop for plant identification, and rental of guidebooks for bird and plant
identification registered strong positive r values (r = .48, r= .45, r= 46,r= 47,r =
.42), which indicated that as overall motivation in experiencing nature consciously
increased, interest in these products/ offers also increased.

The Culture-Explorer revealed 16 out of 17 significant relationships with the interest
items. However, a lack of significant relationship was identified with rent a bike. Of
the significant relationships, workshop for local handicraft displayed the strongest
relationship (r = .51), followed by workshop for local products (r = .48), guided tour by
foot (r = .43), and exhibits about the history of the park (r = .42). These results indi-
cated that as respondent’s level of motivation in culture increased, their level of inter-
est in culture-related products/ offers also increased.

The Adventurer registered 10 out of 17 significant relationships with the interest
items. However, a lack of significant relationship was found with workshop for plant
and bird identification, workshop for local products, rental of binoculars, rental of
guidebooks for plant and bird identification as well as with rental of audio guides. Of
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the significant relationships, interactive media offering displayed the strongest but
only moderate positive relationship (r = .39), followed by app for smartphone (r =
.38). These results indicated that as motivations such as being physically active or
experiencing something exciting increased, interest in an app and interactive media
also grew.

The Relaxation-and-Variety-Seeker revealed 13 out of 17 significant relationships
with the interest items. However, a lack of significant relationship was identified with
workshop for plant and bird identification and rental of guidebooks for plant and bird
identification. Only one moderate positive relationship was again displayed with app
for smartphone (r = .37). All other relationships were weak positive (r between .18
and .29).

Table 26 Correlations between Interest in Products/ Offers and
Motivational Groups — s’Albufera

Motivational Groups
Dedicated Relaxation-
Nature- Culture- | » 4 enturer and-
Lover Explorer Variety-
Seeker

Interest in Product/ Offer r N r N r N r N
Guided tour by foot 48* | 200 | .43** | 196 | .18 | 194 | .27 | 199
Guided tour by bike .15* 1200 | .21** | 196 | .30** | 194 | .22** | 199
Guided photography tour 45 1200 | .30** | 196 | .23** | 194 | .23** | 199
Workshop for plant taxonomy and
identification .46** | 200 | .36** | 196 | .06 194 | .11 199
Workshop for bird identification .54** 1200 | .33** | 196 | .14 194 | .05 199
Workshop for local products 37** 1200 | .48 | 196 | .14 194 | .21* | 199
Workshop for local handicraft 37 1200 | .51** | 196 | .19** | 194 | .25** | 199
Selling of local products .33** | 200 | .38** | 196 | .27** | 194 | .25"* | 199
Rent a bike -0.02 | 200 | .09 196 | .22** | 194 | .23** | 199
Rental of binoculars .24* 1199 | .23** | 195 | .09 193 | .18* | 199
Rental of guidebooks for plant
taxonomy and identification 42** 1200 | .19 | 196 | .04 194 | .03 199
Rental of guidebooks for bird
identification A47* | 200 | .25 | 196 | .07 194 | .06 199
Rental of audio guides .23** | 200 | .28** | 196 | .09 194 | .27 | 199
App for smartphone with infor-
mation about park and tours -0.02 | 200 | .17* | 196 | .38* | 194 | .37** | 199
Exhibits about the history of the
park .30** | 200 | .42** | 196 | .22** | 194 | .26** | 199
Interactive media offering about
the history of the park .08 200 | .29** | 196 | .39** | 194 | .29** | 199
Merchandise 11 200 | .21** | 196 | .29** | 294 | .18* | 199

** Correlation significant at the 0.01 level (2-tailed).
* Correlation significant at the 0.05 level (2-tailed).
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b) Llevant

The correlation between the 20 interest-in-product-items and the four motivational
factors resulted in 19 out of 80 significant relationships at the .01 level and nine at the
.05 level (see Table 27).

The Culture-Explorer in Llevant revealed nine out of 20 significant relationships with
the interest items. However, a lack of significant relationship was discovered with
guided tour by bike, guided photography tour, workshop for bird identification, rent a
bike, and rental of Nordic walking equipment, binoculars and audio guides, as well as
with app for smartphone, interactive media offering, merchandise and camping. Of
the significant relationships, workshop for local handicraft and products displayed the
strongest but only weak positive relationship (r = .29), followed by exhibits about the
history of the park (r = .28). These results indicated that as respondent’s level of mo-
tivation in culture increased, their level of interest in culture-related products/ offers
also increased. These results are concordant with the findings for Culture-Explorer in
s’Albufera, however, the relationships in s’Albufera are much stronger.

The Nature-Scout registered only seven out of 20 significant relationships with the
interest items. Workshop for plant identification showed the strongest but only mod-
erate positive relationship (r = .31), followed by workshop for bird identification (r =
.30) while rent a bike was negatively correlated to the Nature-Scout motivational di-
mension (r = -.26). These results indicated that as motivations such as exploring wil-
derness increased, level of interest in these workshops also grew. Furthermore, an
increase in Nature-Scout motivations was associated with a decrease of interest in
renting a bike as well as with guided tour by bike (r = -.25) and app for smartphone (r
=-24).

The Relaxation-and-Variety-Seeker in Llevant revealed only six out of 20 significant
relationships with the interest items. Visitation of country estates displayed the
strongest but only weak positive relationship (r = .29), followed by rent a bike (r =
.22), workshop for local handicraft (r = .20) and rental of binoculars (r = .20).

Also the Self-Challenger demonstrated only six significant relationships with the in-
terest items, with rental of Nordic walking equipment (r = .27) having the strongest
but only weak positive relationship, followed by app for smartphone (r = .21), while
workshop for bird identification was negatively correlated to the Self-Challenger moti-
vational dimension (r = -.24). These results showed that as motivations such as chal-
lenging oneself physically increased, level of interest in Nordic walking equipment
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and an app also increased. Furthermore, an increase in Self-Challenger motivations
was associated with a decrease of interest in workshop for bird identification.

Table 27 Correlations between Interest in Products/ Offers and Motivational
Groups - Llevant

Motivational Groups
Relaxa-
Culture- Nature- tion-and- Self-
Explorer Scout Variety- Challenger
Seeker
Interest in Product/ Offer r N r N r N r N
Guided tour by foot 14* 1199 | .03 200 | .04 200 | -0.00 200
Guided horseback ride tour 16" [ 199 | .09 200 | .11 200 | .10 200
Guided tour by bike .04 199 | -0.25** | 200 | .09 200 | .13 200
Guided photography tour .04 199 | -0.07 200 | .13 200 | -0.06 200
Workshop for plant taxonomy and
identification .23* | 199 | .31 200 | .10 200 | -0.03 200
Workshop for bird identification .09 199 | .30** 200 | -0.09 | 200 | -0.24** | 200
Workshop for local products .29 1199 | .13 200 | .10 200 | .03 200
Workshop for local handicraft .29** 1199 | .14* 200 | .20** | 200 | .08 200
Farmer’s market to buy local
products .26™ | 199 | .11 200 | .22** | 200 | -0.03 200
Rent a bike .08 199 | -0.26** | 200 | .10 200 | .16* 200
Rental of Nordic Walking equip-
ment 12 199 | -0.12 200 | .17 | 200 | .27** 200
Rental of binoculars .14 199 | .12 200 | .20** | 200 | .14* 200
Rental of audio guides .06 199 | -0.04 200 | .13 200 | .02 200
Visitation of country estates A7 1199 | .09 200 | .29** | 200 | .07 200
App for smartphone with infor-
mation about park and tours -0.05 | 199 | -0.24** | 200 | .16* | 200 | .21** 200
Hiking booklet 21% 1199 | .11 200 | .11 200 | .01 200
Exhibits about the history of the
park .28* | 199 | .16 200 | -0.07 | 200 | -0.03 200
Interactive media offering about
the history of the park A1 199 | -0.10 200 | .05 200 | .19** 200
Merchandise 11 199 | -0.09 200 | -0.07 | 200 | .02 200
Camping -0.01 | 199 | -0.11 200 | -0.02 | 200 | .04 200

** Correlation significant at the 0.01 level (2-tailed).
* Correlation significant at the 0.05 level (2-tailed).
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2. Association between Level of Importance of Sustainable Product Character-
istics and Motivational Groups

a) s’Albufera

The correlation between the 15 sustainable-product-items and the four motivational
factors resulted in 41 out of 60 significant relationships at the .01 level and four at the
.05 level (see Table 28).

The Dedicated Nature-Lover resulted in 13 out of 15 significant relationships and
showed its (and also the overall) strongest relationship with knowledge about nature
is imparted and environmental awareness of the visitors is raised (r = .53, respective-
ly), while unrestricted use of nature during the park visit and the experience itself is
focused failed to demonstrate any significant relationship with DNL. Overall, the rela-
tionships between DNL and my participation has only the smallest possible impact on
nature, number of park visitors per day is limited and revenues are used for the pro-
tection and conservation of nature registered strong positive r values (r = .49, r = .43,
r = .42), which indicated that as overall motivation in experiencing nature consciously
increased, importance of gaining knowledge, having only little impact and conserva-
tion also increased.

The Culture-Explorer also revealed 13 out of 15 significant relationships with the sus-
tainable-product-items. However, a lack of significant relationship was identified with
mother tongue is the language of communication and also with unrestricted use of
nature during the park visit. Of the significant relationships, offers can be booked
through tour operators displayed the strongest relationship (r = .40), followed by
availability of local products and services (r = .39), number of park visitors per day is
limited (r = .38), and knowledge about nature is imparted (r = .35). These results indi-
cated that as respondent’s level of motivation in culture increased, their level of im-
portance of being able to book offers through tour operators, finding local products
and services, and gaining knowledge and limiting the number of park visitors also
increased.

The Adventurer indicated only seven out of 15 significant relationships. A lack of sig-
nificant relationship was identified with focus is on conservation, knowledge about
nature is imparted, participation has only the smallest possible impact, offer is cus-
tomized to nature as well as with mother tongue is language of communication and
exhibitions, workshops are offered by locals and revenues are used for conservation.
However, of the significant relationships, the experience itself is focused displayed
the strongest relationship (r = .45), followed by number of park visitors is limited (r =
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.35) and offers can be booked through tour operators (r = .31). These results indicat-
ed that as motivations such as being physically active or experiencing something ex-
citing increased, the level of importance of focus on the experience, limitation of park
visitors and booking offers through tour operators also increased.

The Relaxation-and-Variety-Seeker revealed 12 out of 15 significant relationships.
However, a lack of significant relationship was identified with unrestricted use of na-
ture during the park visit, participation has only the smallest possible impact and offer
is customized to nature. The experience itself is focused displayed the strongest rela-
tionship (r = .50), followed by offers can be booked through tour operators (r = .46),
number of park visitors is limited (r = .34) and mother tongue is the language of exhi-
bitions (r = .32). These results indicated that the more the motivations for relaxation
increased, the level of importance of focus on the experience, limitation of park visi-
tors and mother tongue at exhibitions also increased.

69



Table 28 Correlations between Importance of Sustainable Product

Characteristics and Motivational Groups — s’Albufera

Motivational Groups

. Relaxa-
Dﬁdlcated Culture- Adventur- | tion-and-
ature- .

) Lover Explorer er Variety-
Importance of Sustainable Seeker
Product Characteristics r N r N r N r N
Unrestricted use of nature dur-
ing the park visit -0.07 | 200 | -0.04 | 196 | .28* | 194 | -0.01 | 199
Focus is on conservation of
nature and natural resources 37 | 200 | .25%* | 196 | .05 194 | .15* 199
Knowledge about nature is im-
parted .53** | 200 | .35* | 196 | .06 194 | .27 | 199
My participation has only the
smallest possible impact on
nature 49* | 199 | .21** | 195 | .06 193 | .11 198
Environmental awareness of the
visitors is raised .53** | 200 | .28* | 196 | .14* | 194 | .30** | 199
The experience itself is focused | .00 200 | .29** | 196 | .45** | 194 | .50** | 199
The offer is customized to na-
ture and its circumstances .33 1199 | .21* 195 | .12 193 | .07 199
Availability of local products and
services 25" | 198 | .39** | 196 | .16* | 194 | .27** | 198
Offers can be booked through
tour operators .24** 1198 | 40" | 195 | .31** | 193 | .46* | 197
My mother tongue is the lan-
guage of communication .19 1200 | .14 196 | -0.03 | 194 | .29** | 199
My mother tongue is the lan-
guage of exhibitions at the in-
formation center .21** 1200 | .19** | 196 | -0.01 | 194 | .32** | 199
Workshops + guided tours are
offered by people from my home
country 22 1199 | .23** | 195 | .29** | 193 | .22** | 199
Workshops + guided tours are
offered by locals .36* | 199 | .31** | 195 | .09 193 | .30** | 198
Revenues are used for the pro-
tection and conservation of na-
ture 42** | 200 | .19** | 196 | .14 194 | .15* | 199
Number of park visitors per day
is limited 43* | 200 | .38** | 196 | .35** | 194 | .34** | 199

** Correlation significant at the 0.01 level (2-tailed).
* Correlation significant at the 0.05 level (2-tailed).
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b) Llevant

The correlation between the 15 sustainable-product-items and the four motivational
factors resulted in 17 out of 60 significant relationships at the .01 level and five at the
.05 level (see Table 29).

The Culture-Explorer in Llevant revealed only five out of 15 significant relationships
with the sustainable-product-items. Knowledge about nature is imparted displayed
the strongest but only moderate positive relationship (r = .35), followed by environ-
mental awareness of the visitors is raised (r = .34) and focus is on conservation (r =
.26). These results indicated that as respondent’s level of motivation in culture in-
creased, their level of importance of gaining knowledge and conservation also in-
creased.

The Nature-Scout indicated only four out of 15 significant relationships and focus is
on conservation displayed the strongest but only moderate positive relationship (r =
.35), followed by environmental awareness of the visitors is raised (r = .25) and
knowledge about nature is imparted (r = .23) while the experience itself is focused
was negatively correlated with the Nature-Scout dimension (r = -.16). These results
indicated that as motivations such as exploring wilderness increased, level of im-
portance of conserving nature and gaining knowledge also increased. Furthermore,
as respondents’ nature-scout-related motivations increased, it was less likely im-
portant for them that the experience itself was focused.

The Relaxation-and-Variety-Seeker in Llevant revealed only five out of 15 significant
relationships. Environmental awareness of the visitors is raised displayed the strong-
est but only moderate positive relationship (r = .34), followed by knowledge about
nature is imparted (r = .28), and the experience itself is focused (r = .26). These re-
sults indicated that as motivations for relaxation increased, level of importance of
gaining knowledge and focusing the experience also increased.

The Self-Challenger indicated seven significant relationships, with environmental
awareness of the visitors is raised (r = .24) also having the strongest but only weak
positive relationship, followed by the experience itself is focused (r = .19), and unre-
stricted use of nature during the park visit and participation has only the smallest
possible impact (r = .19, respectively) while mother tongue is language of communi-
cation was negatively correlated to the Self-Challenger motivational dimension (r = -
.16). These results indicated that as motivations such as challenging oneself physi-
cally increased, level of importance of environmental awareness and unrestricted use
of nature increased. Furthermore, an increase in Self~-Challenger motivations was
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associated with a decrease of importance of having the mother tongue as the lan-
guage of communication in the park.

Table 29 Correlations between Importance of Sustainable Product
Characteristics and Motivational Groups — Llevant

Motivational Groups

Relaxa-
Culture- Nature- tion-and- Self-
Explorer Scout Variety- Challenger
Importance of Sustainable Seeker
Product Characteristics r N r N r N r N
Unrestricted use of nature
during the park visit .07 198 | -0.03 198 | .02 198 | .19* 198

Focus is on conservation of
nature and natural resources .26™* [ 199 | .35 200 | .13 200 | 17 200
Knowledge about nature is
imparted .35 | 199 | .23** 200 | .28** | 200 | .09 200
My participation has only the
smallest possible impact on

nature -0.00 | 198 | .01 199 | .04 199 | .19 199
Environmental awareness of

the visitors is raised .34* | 199 | .25 200 | .34** | 200 | .24** 200
The experience itself is fo-

cused .05 199 | -0.16* | 200 | .26** | 200 | .22** 200
The offer is customized to

nature and its circumstances .04 199 | .05 200 | .12 200 | .06 200
Availability of local products

and services 9% 1199 | -0.09 200 | .19** | 200 | .06 200
Offers can be booked through

tour operators .03 199 | -0.04 200 | .10 200 | .02 200
My mother tongue is the lan-

guage of communication -0.07 | 198 | .05 199 | -0.01 | 199 | -0.16* | 199

My mother tongue is the lan-
guage of exhibitions at the
information center .01 199 | .09 200 | .12 200 | -0.03 200
Workshops + guided tours are
offered by people from my

home country 13 199 | .05 200 | -0.10 | 200 | -0.11 200
Workshops + guided tours are
offered by locals A1 199 | -0.00 200 | .12 200 | .05 200

Revenues are used for the
protection and conservation of

nature .20** [ 199 | .20* 200 | .15* | 200 | .7* 200
Number of park visitors per
day is limited -0.03 | 199 | -0.08 200 | .05 200 | -0.09 200

** Correlation significant at the 0.01 level (2-tailed).
* Correlation significant at the 0.05 level (2-tailed).
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3. Association between Level of Willingness to Pay for Products/ Offers and
Motivational Groups

a) s’Albufera

The correlation between the five willingness-to-pay-items and the four motivational
factors resulted in nine out of 20 significant relationships at the .01 level and four at
the .05 level (see Table 30).

The Dedicated Nature-Lover resulted in four out of five significant relationships and
showed its (and also the overall) strongest moderate positive relationship with guided
tours (r = .35), followed by workshops (r = .28) and rental of information material (r =
.23). These results indicated that as nature-related motivations increased, level of
willingness to pay for guided tours, workshops and information material also in-
creased.

The Culture-Explorer also revealed four out of five significant relationships with the
willingness-to-pay-items. Also guided tours displayed the strongest relationship (r =
.31), followed by rental of information material (r = .28) and rental of binoculars (r =
.26).

Out of the five willingness-to-pay-items, only rental of information material displayed
a significant but very weak relationship with the Adventurer motivational dimension (r
=.15).

The Relaxation-and-Variety-Seeker revealed four out of five significant relationships
with the willingness-to-pay-items. Also guided tours displayed the strongest relation-
ship (r = .25), followed by rental of binoculars (r = .20) and rental of information mate-
rial (r =.19).
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Table 30 Correlations between Willingness to Pay for Products/ Offers and
Motivational Groups — s’Albufera

Motivational Groups
Dedicated Culture- Relg)r(]e:‘t_lon-

Nature- Adventurer .

Lover Explorer Variety-
Willingness to Pay for Prod- Seeker
uct/ Offer r N r N r N r N
Guided tours .35** [ 200 | .31** | 196 | -0.00 | 194 .25 | 199
Workshops 28" 1199 | .16* [ 195 | -0.09 | 193 .09 198
Rent a bike .02 199 | .08 196 | .05 194 A7 1198
Rental of binoculars A7* 200 | .26 | 196 | .02 194 .20 | 199
Rental of information material
(guidebooks, audio guides) .23** | 200 | .28** | 196 | .15* | 194 .19** | 199

** Correlation significant at the 0.01 level (2-tailed).
* Correlation significant at the 0.05 level (2-tailed).

b) Llevant

The correlation between the seven willingness-to-pay-items and the four motivational
factors resulted in only four out of 28 significant relationships at the .01 level and one
at the .05 level (see Table 31).

The Culture-Explorer in Llevant revealed only one out of seven significant relation-
ships with rental of Nordic walking equipment (r = .19). This result indicated that as
culture-related motivations increased, level of willingness to pay for Nordic walking
equipment also increased.

The bike rental was negatively correlated with the Nature-Scout motivational dimen-
sion (r = -.15) which indicated that as Nature-Scout motivations increased, the level
of willingness to pay of visitors for renting a bike decreased.

A lack of significant relationships was identified between the seven willingness-to-
pay-items and the Relaxation-and-Variety-Seeker in Llevant.

The Self-Challenger indicated three out of seven significant relationships, where rent
a bike displayed the only positive but weak relationship (r = .19) while guided tours (r
= -.21) and workshops (r = -.20) were negatively correlated with the Self-Challenger
dimension. These results indicated that as respondents’ level of motivation as Self-
Challenger increased, the level of willingness to pay for a bike rental also increased
but they were less likely willing to pay for guided tours and workshops.
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Table 31 Correlations between Willingness to Pay for Products/ Offers and
Motivational Groups — Llevant

Motivational Groups
Relaxa-
Culture- Nature- tion-and- Self-
Explorer Scout Variety- Challenger
Willingness to Pay for Seeker
Product/ Offer r N r N r N r N
Guided tours .03 199 | -0.02 200 | -0.09 | 200 | -0.21** | 200
Workshops .10 199 | .10 200 | -0.07 | 200 | -0.20** | 200
Hiking booklet -0.03 | 199 | .09 200 | -0.09 | 200 | -0.12 200
Rent a bike .00 199 | -0.15* | 200 | .05 200 | .19* 200
Rental of Nordic Walking
equipment .19** 1199 | -0.06 200 | -0.04 | 200 | .13 200
Rental of binoculars .01 199 | -0.06 200 | .05 200 | .07 200
Rental of information material
(guidebooks, audio guides) -0.08 | 199 | -0.04 200 | -0.10 | 200 | -0.07 200

** Correlation significant at the 0.01 level (2-tailed).
* Correlation significant at the 0.05 level (2-tailed).

4. Demographic Characteristics

Four demographics variables I) gender, Il) age, Ill) nationality, and IV) education
were investigated using analysis of variance (ANOVA) (measured at the .05 level of
significance). Post hoc analysis using Scheffe’s test was employed to determine the
differences between groups.

. Age

a) s’Albufera

Based on the analysis, a lack of a significant relationship between two visitor groups
(Adventurer and Relaxation-and-Variety-Seeker) and age was identified (see Table
32). A significant relationship was identified between the Dedicated Nature-Lover and
age at the 0.00 level as well as between the Culture-Explorer and age (p < .05). Re-
spondents who were 66 years of age or older were most likely to be Dedicated Na-
ture-Lovers, followed by respondents who were aged 55-65 and those aged 34-45.
Furthermore, post hoc analysis identified significant differences between respondents
who were under 35 and respondents who were 36-45, 55-65 and older than 66.
Those under the age of 35 were the least likely to be Dedicated Nature-Lovers.
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Respondents who were aged 66 or older were also most likely to be Culture-
Explorers, followed by those aged 46-55 and 36-45. Respondents under 35 years of
age were least likely to be Culture-Explorers. However, post hoc analysis failed to
confirm the significant differences within this group.

b) Llevant

Based on the analysis, a lack of a significant relationship between Culture-Explorer
and age was identified (see Table 33). A significant relationship was identified be-
tween the Nature-Scout and age (p < .05), between Relaxation-and-Variety-Seeker
and age (p < .01) as well as between Self-Challenger and age at the .00 level.

Furthermore, post hoc analysis identified significant differences between respondents
who were under 35 and respondents who were 55-65. Respondents who were aged
55-65 were more likely to be Nature-Scouts than respondents under 35.

Additionally, by using post hoc analysis, significant differences between respondents
who were 66 or older and respondents who were 36-45 and 46-55 could be identi-
fied. Those respondents aged 66 or older were least likely to be Relaxation-and-
Variety-Seekers.

Finally, based on the analysis, respondents aged 36-45 were most likely to be Self-
Challengers, followed by respondents who were aged 46-55 and those under 35.
Furthermore, post hoc analysis identified significant differences between respondents
who were 66 or older and all other age groups, although no significant differences
were found between the other groups. Respondents aged 66 or older were least like-
ly to be Self-Challengers.
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Il. Gender

a) s’Albufera

Based on the analysis, a lack of a significant relationship between all visitor groups

and gender was identified (see Table 34).

Table 34 One-Way Analysis of Variance Results of Effects of Gender on
Motivations for Visit to s’Albufera

Gender
Motivational Groups Male Female
Mean (n) [ SD" [ Mean (n) [ SD" [ F | Significance
Dedicated Nature-Lover 4.23 (94) | 0.66 | 4.18 (106) | 0.64 | 0.261 0.610
Culture-Explorer 2.79(92) | 0.95 | 2.97 (104) | 0.91 | 1.773 0.185
Adventurer 3.15(92) | 0.94 | 3.11(102) | 0.92 | 0.095 0.758
Relaxation-and-Variety-Seeker | 3.76 (93) | 0.82 | 3.84 (106) | 0.82 | 0.519 0.472

" Standard Deviation

b) Llevant

Of the four visitor groups, only one significant relationship was identified between the
Nature-Scout and gender (p < .01) in which females were more likely to be repre-

sented than males (see Table 35).

Table 35 One-Way Analysis of Variance Results of Effects of Gender on
Motivations for Visit to Llevant

Gender
Motivational Groups Male Female
Mean (n) [ SD' [ Mean (n) [ SD" | F | Significance
Culture-Explorer 3.09 (103) | 0.79 | 3.26 (96) | 0.76 | 2.44 0.120
Nature-Scout 3.76 (103) | 0.74 | 4.03 (97) | 0.69 | 6.95 0.009
Relaxation-and-Variety-Seeker | 4.26 (103) | 0.58 | 4.40 (97) | 0.52 | 3.45 0.065
Self-Challenger 4.07 (103) | 0.68 | 4.17 (97) | 0.59 | 1.28 0.260

" Standard Deviation
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lll. Nationality

a) s’Albufera

The analysis revealed only one significant relationship, namely between Adventurer
and nationality at the .05 level in which Germans were more likely to be represented
than British people (see Table 36).

Table 36 One-Way Analysis of Variance Results of Effects of Nationality
on Motivations for Visit to s’Albufera

Motivational Groups

Nationality

German

British

Mean (n) [ SD" | Mean (n) [ SD" | F | Significance
Dedicated Nature-Lover 4.16 (99) | 0.67 | 4.25(101) | 0.63 | 0.81 0.368
Culture-Explorer 2.96(97) | 0.91 | 2.81(99) | 0.94 | 1.21 0.273
Adventurer 3.26 (95) | 0.77 | 3.00 (99) | 1.04 | 3.88 0.050
Relaxation-and-Variety-Seeker | 3.71 (100) | 0.77 | 3.89(99) | 0.86 | 2.46 0.118

" Standard Deviation

b) Llevant

Based on the analysis, a lack of a significant relationship between all visitor groups
and nationality was identified (see Table 37).

Table 37 One-Way Analysis of Variance Results of Effects of Nationality
on Motivations for Visit to Llevant

Motivational Groups

Nationality

German

British

Mean (n) [ SD' | Mean(n) [ SD" | F | Significance
Culture-Explorer 3.18(99) | 0.79 | 3.17 (100) | 0.77 | 0.01 0.906
Nature-Scout 3.87(100) | 0.72 | 3.90 (100) | 0.74 | 0.09 0.772
Relaxation-and-Variety-Seeker | 4.28 (100) | 0.58 | 4.38 (100) | 0.52 | 1.79 0.182
Self-Challenger 4.09 (100) | 0.58 | 4.14 (100) | 0.69 | 0.31 0.581

" Standard Deviation
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IV. Education

a) s’Albufera

Based on the analysis, a lack of a significant relationship between three visitor
groups and education was identified (see Table 38). Only Culture-Explorer showed a
significant relationship with education (p < .05). Respondents with a secondary edu-
cation or less were most likely to be Culture-Explorers, followed by those with a pro-
fessional education. However, post hoc analysis failed to confirm the significant dif-
ferences.

b) Llevant

Based on the analysis, a lack of a significant relationship between all visitor groups
and education was identified (see Table 39).
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Chapter 5

Discussion

The objective of this study was to investigate motivations of nature-based tourists
visiting natural parks on Mallorca. A secondary purpose was to analyze their satisfac-
tion with the existing park offer, and interest in and importance of sustainable prod-
ucts and willingness to pay for these products in order to determine different visitor
park profiles. The results and conclusions of the study are presented in five sections
of this chapter:

Summary of Procedures

Summary of Findings

Conclusions

Practical Implications

Limitations

Recommendations for Future Research

IR S o

5.1 Summary of Procedures
5.1.1 Selection of Participants

The data for this study were collected from tourists in the two natural parks s’Albufera
and Llevant in the North of Mallorca, in support of EI Govern de les llles Balears. Po-
tential participants were approached in the parks. Once approached, the interviewer
explained the nature and importance of the study, and tourists were requested to par-
ticipate in a 7-minute voluntary survey. A total of 423 park visitors were approached
in 11 days between May 15" and June 1% 2013. 402 visitors agreed to complete the
questionnaire, which resulted in a 95% response rate.

Respondents were equally likely to be male and females, as well as from Germany
and the UK. The majority was over the age of 46 and well educated. Furthermore, an
overwhelming majority of the respondents (81%) were repeat visitors to Mallorca,
however, 68% of all participants were first time visitors to the natural parks.
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5.1.2 Instrumentation

The survey consisted of a two-sided questionnaire with a total of 88 questions for
s’Albufera and 90 questions for Llevant, that addressed the general park visit, moti-
vation, satisfaction, and interest, importance of sustainable products, willingness to
pay, demographic information and travel behavior. For the purpose of this study, a
total of 30 items were employed to measure motivation that represented six dimen-
sions derived from the literature (Diamantis, 1998; Sali et al., 2007; Kwan et al.,
2008; Hartley & Harrison, 2009; Norby & Retallick, 2012; Chang & Huang, 2012).
Based on the work of TDD-11W, a total of 23 items were used to measure interest,
and a total of six items were used to measure satisfaction. Sustainable product char-
acteristics were operationalized with 15 items derived from the literature (UNWTO,
2002), and from a guide for policy makers to make tourism more sustainable, pub-
lished by the UNEP and UNWTO.

5.1.3 Operationalization of Variables

5.1.3.1 Motivation

A 30-item scale was employed to investigate motivation among natural park visitors.
The motivational items were subjected to a principal component analysis (varimax
rotation) to examine different motivational dimensions. For s’Albufera, five factors
and a single item were identified. However, only four factors were extracted. Each
factor was checked for internal consistency based on Cronbach’s alpha.

The first factor included nine items, four of them addressing the attraction dimension
and the other five items represented the complete self-fulfillment dimension. The fac-
tor was named Dedicated Nature-Lover (alpha = .87). The second factor consisted of
one attraction item and all five items that were culturally oriented, hence was named
Culture-Explorer (alpha = .88). The third factor contained four items related to adven-
ture and challenge, two social items and one item that addressed relaxation and was
referred to as Adventurer (alpha = .86). Finally, the fourth factor was named Relaxa-
tion-and-Variety-Seeker (alpha = .74) as two of its four items addressed relaxation,
one item was related to adventure and challenge, and another social item was in-
cluded. Collectively the factors explained 51% of the total variance.

As for Llevant, four out of the initial eight factors were extracted. The first factor in-
cluded eight items of which four addressed the cultural dimension, two were related
to self-fulfilment, one to attraction and one was a social item. Given the similarity, the
factor was also named Culture-Explorer (alpha = .87). The second factor for Llevant
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encompassed three attraction items and two referring to self-fulfillment, hence was
named Nature-Scout and had an alpha value of .79. The third factor was also named
Relaxation-and-Variety-Seeker (alpha = .69) due to similarity with s’Albufera, as two
of its four items addressed relaxation, one item was related to self-fulfilment and an-
other social item was included. Given that the fourth of the extracted factors consist-
ed of three adventure and challenge items, and one social item, it was named Self-
Challenger (alpha = .68). All four factors together explained 40% of the total variance.

Based upon reliability analysis, the mean values of the items within each factor of
s’Albufera and Llevant were computed into a composite index score for each motiva-
tional dimension.

5.1.3.2 Interest

A 17-item scale for s’Albufera and a 20-items scale for Llevant were employed to
measure interest in proposed offers/ products on a 5-Point-Likert Scale, respectively.
Overall, participants in both parks indicated moderate interest in workshops. In
s’Albufera, respondents indicated high interest in guided tours, whereas in Llevant
participants had much lower interest in these tours but were highly interested in an
app for smartphones.

5.1.3.3 Satisfaction

A 7-item scale for s’Albufera and a 5-item scale for Llevant were employed to meas-
ure respondents’ satisfaction with the existing park offer 5-Point-Likert Scale. Overall,
the majority in both parks was satisfied with the general park offer, respectively.

5.1.3.4 Sustainable Product Characteristics

A 15-item scale measured on a 5-Point-Likert scale was employed to investigate the
importance of sustainable product characteristics in both parks. Overall, almost all
respondents indicated the focus on conservation of nature and natural resources
were important or either very important to them, and reported revenues should be
used for the protection of nature. Moreover, the majority thought that locals should
offer workshops or guided tours.
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5.2 Summary of Findings

The results of the research are summarized and the relationships between the inde-
pendent and dependent variables are discussed in this section.

a) s’Albufera

There was a strong positive correlation that indicated a significant linear relationship
between the Dedicated Nature-Lover (DNL) and the following six interest-in-
products/offers-items: workshop for bird identification, guided tour by foot, rental of
guidebooks for bird identification, workshop for plant identification, guided photog-
raphy tour and rental of guidebooks for plant identification. The findings noted that as
the park visitors’ motivations such as observing the flora and fauna, exploring wilder-
ness, taking photos of wildlife/ landscape, and learning about nature increased, inter-
est in products/ offers addressing their motivations also increased. Moreover, a mod-
erate positive relationship was found with workshop for local products and handi-
crafts, selling of local products and exhibits about the history of the park. The results
indicated that DNLs were also interested in culture-related products/ offers, however,
their level of interest was lower than it was for products/ offers addressing their moti-
vations. Additionally, a weak positive correlation was found with rental of binoculars
and audio guides. Although the DNLs are motivated to observe the flora and fauna,
their level of interest in renting binoculars is lower which may be explained by their
dedication and being somewhat fanatic about nature, and therefore a great part of
the DNLs might bring their own binoculars for the park visit.

A significant relationship with willingness to pay for guided tours, workshops and in-
formation material was also identified, however, the level of willingness to pay of
those being more dedicated-nature-motivated decreased as the direct contact with
nature was less involved in the products/ offers, assuming that the guided tours
(moderate positive correlated) offer the highest direct contact with nature and that
workshops (weak positive correlated) usually take place indoor and thus, direct na-
ture contact is limited.

Moreover, analysis with the importance of sustainable-product-items revealed that
respondents who rated highly on the DNL motivational dimension placed a great deal
of importance on the following five sustainable product characteristics: environmental
awareness of the visitors is raised, knowledge about nature is imparted, my participa-
tion has only the smallest possible impact on nature, number of park visitors per day
should be limited and revenues are used for the protection and conservation of na-
ture (strong positive correlations). Furthermore, a moderate positive correlation also
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indicated a significant relationship with the items focus is on conservation of nature
and natural resources, offer is customized to nature and its circumstances and work-
shops and guided tours are offered by locals. Hence, the more visitors are motivated
to observe nature, the more important it is for them that products/ offers aim at pro-
tecting nature and imparting knowledge in order to allow a sustainable use. Addition-
ally, the involvement of the local community has a higher level of importance for them
(as workshops and guided tours are offered by people from my home country indi-
cated a weak positive relationship). A weak relationship was also found with availabil-
ity of local products and services, offers can be booked through tour operators and
mother tongue is language of exhibitions which indicated that level of importance is
lower for these requests, but still they are important to those visitors being more na-
ture-motivated.

Analysis of variance identified a significant relationship with age which indicated that
visitors being 66 years or older were more likely to be DNLs, followed by those aged
between 55 and 65, and 34 and 45. This may be explained by the reason that espe-
cially elder people have the ease to enjoy tranquility and observe nature. Also, due to
their experience of life, they may appreciate natural resources more than those of a
younger age.

There was a strong positive correlation that indicated a significant linear relationship
between the Culture-Explorer (CuEx) and the following four interest-in-
products/offers-items: guided tour by foot, workshop for local handicrafts and prod-
ucts, and exhibits about the history of the park. The findings noted that as the park
visitors’ motivations such as learning about nature and lifestyles, visiting historical
attractions, and seeing local exhibits increased, interest in culture-related products/
offers also increased. Moreover, a moderate positive relationship was found with
workshop for plant and bird identification, selling of local products and guided photog-
raphy tours. The results indicated that CuExs were also interested in nature-related
products/ offers. Interestingly, it can be noted that the level of interest in the same
products/ offers is contrary to that of the DNLs. Additionally, a weak positive relation-
ship was found with rental of binoculars, audio guides and guidebooks for bird identi-
fication, and interactive media which indicated that respondents, who rated highly on
the culture-related motivations, also had a low interest in learning about nature. Addi-
tionally, a lower level of interest was revealed in guided tour by bike and merchan-
dise.

A significant relationship with willingness to pay for guided tours, rental of material
and binoculars was also identified, however, the level of willingness to pay for guided
tours was a bit higher than for the rentals.
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Moreover, analysis with the importance of sustainable-product-items revealed that
respondents who rated highly on the CuEx motivational dimension placed a great
deal of importance on offers can be booked through tour operators (strong positive
correlation). Furthermore, a moderate positive correlation also indicated a significant
relationship with the items workshops and guided tours are offered by locals,
knowledge about nature is imparted, availability of local products and services, and
number of park visitors should be limited. Hence, the more visitors are motivated to
learn about culture, the more important it is for them that products/ offers involve the
local community and culture. Additionally, they favor the sustainable use of nature by
limiting visitor numbers and imparting knowledge. A weak relationship was also found
with focus is on conservation, my participation has only the smallest possible impact,
environmental awareness is raised, as well as with the experience itself is focused,
offer customized to nature, and workshops and guided tours are offered by people
from my own country which indicated that level of importance is lower for these re-
quests, but still they are important to those visitors being more culture-motivated.
Again, these results indicate that CuEx also care about nature and its protection.

Analysis of variance identified a significant relationship with age which indicated that
also visitors being 66 years or older were more likely to have culture-related motiva-
tions, followed by those aged between 36 and 55. Additionally, the analysis revealed
a significant relationship with education. Respondents with a secondary education or
less were more likely to be motivated as Culture-Explorers.

As for the Adventurer, there was a moderate positive correlation that indicated a sig-
nificant linear relationship with the level of interest in guided tour by bike, interactive
media offering and app for smartphone. The findings noted that as the park visitors’
motivations such as being physically active increased, interest products/ offers relat-
ed to activity also increased. Moreover, a weak positive relationship was found with
merchandise, selling of local products, guided photography tours, rent a bike and
exhibits about the history of the park. The results indicated that visitors being more
adventure-motivated were mainly interested in products/ offers that supported their
physical activity but also had a low level of interest in seeing exhibits and getting to
know local products.

A significant but very weak relationship with willingness to pay for rental of material
was also identified.

Moreover, analysis with the importance of sustainable-product-items revealed that
respondents who rated highly on the adventure motivational dimension placed a
great deal of importance on the experience itself is focused (strong positive correla-
tion). Furthermore, a moderate positive correlation also indicated a significant rela-
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tionship with the offers can be booked through tour operators, and number of park
visitors should be limited. Hence, the more visitors are motivated to experience
something exciting, the more important it is for them that products/ offers put focus
on the experience. Additionally, they favor the sustainable use of nature by limiting
visitor numbers and being able to book the experience through tour operators is
somewhat important to them. A weak relationship was also found with unrestricted
use of nature, and workshops and guided tours are offered by people from my own
country which indicated that adventure-motivated visitors do not set high value on
protecting nature as they indicated a level of importance on unrestricted use.

Analysis of variance identified a significant relationship with nationality in which Ger-
mans are more likely than British to engage in adventure experiences. This finding
could be explained by the Germans’ definition of ‘happiness’: leisure researchers
found that Germans consider vacation as the greatest happiness. It mostly should be
in striking contrast to everyday life and therefore, adventures are highly favored
(Stegert, 2012).

There was a moderate positive correlation that indicated a significant linear relation-
ship between the Relaxation-and-Variety-Seeker (RVS) and rental of guidebooks for
bird and plant identification. The findings noted that as the park visitors’ motivations
such as relaxing and escaping the stress of everyday life increased, interest in na-
ture-knowledge-related products/ offers also increased. Moreover, a weak positive
relationship was found with workshop for local products and handicraft, selling of lo-
cal products, and guided bike, foot and photography tours as well as with interactive
media offering, rent a bike and exhibits about the history of the park. The results indi-
cated that RVS were not only interested in nature-related products/ offers but to
some extend also in products related to local culture and physical activity.

A significant relationship with willingness to pay for guided tours and rental of binocu-
lars was also identified (weak correlated) which indicated visitors being more RVS
motivated were also willing to pay more for these products/ offers.

Moreover, analysis with the importance of sustainable-product-items revealed that
respondents who rated highly on the RVS motivational dimension placed a great deal
of importance on the experience itself is focused and offers can be booked through
tour operators. Interestingly, they combine the strong positive correlations of CuEx
and Adventurer. Furthermore, a moderate positive correlation also indicated a signifi-
cant relationship with the items workshops and guided tours are offered by locals,
environmental awareness is raised, mother tongue is language of exhibitions, and
number of park visitors should be limited. Hence, the more visitors are motivated to
escape from their everyday surroundings, the more important it is for them that prod-
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ucts/ offers involve the local community and address conservation of nature, howev-
er, it is also important for them that their own language is spoken/ represented. A
weak relationship was found with knowledge about nature is imparted, my mother
tongue is the language of communication, availability of local products and services,
and workshops and guided tours are offered by people from my own country. These
findings indicate that even though visitors being more relaxation-motivated and want-
ing to leave their usual surroundings, they consider the presence of their native lan-
guage to be somewhat important as well as having people from their home country
present.

Analysis of variance did not identify any significant relationship with age, education,
gender or nationality.

b) Llevant

There was a weak positive correlation that indicated a significant linear relationship
between the Culture-Explorer in Llevant and the following six interest-in-
products/offers-items: workshop for local products and handicrafts, workshop for
plant identification, exhibit about the history of the park, hiking booklet and farmer’s
market. The findings noted that as the park visitors’ motivations such as learning
about (agri-)culture and nature increased, interest in products/ offers involving local
culture and addressing nature increased. Interestingly, compared to the CuEx in
s’Albufera, level of interest in the very same products is much lower.

A significant relationship (but very low correlated) with willingness to pay for rental of
Nordic walking equipment was identified, which indicated that more culture-related
visitors would be willing to pay for the rental.

Moreover, analysis with the importance of sustainable-product-items revealed that
respondents who rated highly on the CuEx motivational dimension placed some im-
portance on environmental awareness of the visitors is raised and knowledge about
nature is imparted (moderate positive correlations). Furthermore, a weak positive cor-
relation also indicated a significant relationship with the focus is on conservation of
nature and natural resources, and revenues are used for the protection and conser-
vation of nature. Hence, the more visitors are motivated to learn about (agri-)culture,
the more important it is for them that products/ offers aim at protecting nature. Inter-
estingly, and even though they are interested in products involving local culture, the
CuEx in Llevant does not put a high value of importance on involvement of local
community.
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Analysis of variance did not identify any significant relationship with age, education,
gender or nationality.

As for the Nature-Scout (NS), there was a moderate positive correlation that indicat-
ed a significant linear relationship with the level of interest in workshops for plant and
bird identification. The findings noted that as the park visitors’ motivations such as
exploring wilderness and helping conserving nature increased, level of interest in
products/ offers related to knowledge about nature also increased. Moreover, rent a
bike, guided tour by bike and app for smartphone were negatively correlated with the
NS motivational dimension which indicated that the more visitors were motivated to
explore and discover nature, the least likely they were interested in making use of
bikes and moving quickly through the park or using an app on their smartphone
which would distract them from discovering nature.

Rent a bike was again negatively correlated when analyzing the willingness-to-pay
which confirmed the findings of interest-in-products/ offers. As NS were less likely to
rent a bike, they were also less likely willing to pay for it.

Moreover, analysis with the importance of sustainable-product-items revealed that
respondents who rated highly on the NS motivational dimension put some im-
portance on focus is on conservation of nature (moderate positive correlation) as well
as low importance on environmental awareness of the visitors is raised, knowledge
about nature is imparted and revenues are used for the protection and conservation
of nature (low positive correlated). Furthermore, the experience itself is focused was
negatively correlated. Hence, the more visitors are motivated to discover nature, the
more important it is for them that products/ offers put focus on conserving nature and
imparting knowledge but it is less important that the experience itself is focused. This
could be explained by their motivation wanting to explore nature, which might be al-
ready the experience itself and therefore, they do not need an additional experience
factor.

Analysis of variance identified a significant relationship with gender in which females
are more likely than males to be nature-scout motivated. Additionally, analysis of var-
iance revealed a significant relationship with age which indicated that visitors being
aged between 55 and 65 were more likely to have NS motivations. A reason might be
that females at that age are generally more interested in discovering nature and its
variety, and being ‘taught’ through workshops is generally preferred by females.

There was a weak positive correlation that indicated a significant linear relationship
between the Relaxation-and-Variety-Seeker in Llevant and the following four interest-
in-products/offers-items: workshop for local handicrafts, farmer’s market, visitation of

91



country estates and rental of binoculars. The findings noted that as the park visitors’
motivations such as relaxing and seeing maximum of Mallorca increased, interest in
products/ offers involving local culture and products also increased. Interestingly,
compared to the RVS in s’Albufera, it seems as if in Llevant RVS visitors prefer to be
independent as no significant relationship was identified with guided tours which was
favored among the visitors in s’Albufera.

No significant relationship with willingness to pay was identified, which indicated that
more RVS-motivated visitors would not be willing to pay more for any products/ of-
fers.

Moreover, analysis with the importance of sustainable-product-items revealed that
respondents who rated highly on the RVS motivational dimension placed some im-
portance on environmental awareness of the visitors is raised (moderate positive cor-
relation) and lower importance on knowledge about nature is imparted and the expe-
rience itself is focused. Hence, the more visitors are motivated to relax, see as much
as possible and be close to nature, the more important it is for them that products/
offers aim at imparting knowledge and raising awareness about nature while the ex-
perience is focused.

Analysis of variance identified a significant relationship with age in which visitors
aged between 36 and 55 were more likely to be RVS-motivated. This could be be-
cause usually people at that age are active in working life and therefore highly need a
change from everyday life to rest and gain energy.

As for the Self-Challenger (SC), there was a low positive correlation that still indicat-
ed a significant linear relationship with the level of interest in rental of Nordic walking
equipment and app for smartphone. The findings noted that as the park visitors’ mo-
tivations such as challenging myself physically, relieving stress and tension, and
spending time together increased, interest in Nordic walking and an app also in-
creased, hence products that support their activity. Moreover, workshop for bird iden-
tification was negatively correlated with the SC motivational dimension which indicat-
ed that the more visitors were motivated to be physically active, the least likely they
were interested in partaking in workshops about birds.

Workshops and guided tours were negatively correlated when analyzing the willing-
ness-to-pay which confirmed the findings of interest-in-products/ offers that the more
SC motivated visitors are, the less likely they are willing to pay for educational prod-
ucts/ offers as they are also less likely to be interested in them.

However, analysis with the importance of sustainable-product-items revealed that
respondents who rated highly on the SC motivational dimension put low importance
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on environmental awareness of the visitors is raised and the experience itself is fo-
cus. Hence, the more visitors are motivated to challenge themselves, the more im-
portant it is for them that products/ offers put focus on the experience but still partici-
pants’ awareness towards nature should be raised. Furthermore, my mother tongue
is the language of communication was negatively correlated which indicated that it
was less likely to be important for SC motivated visitors that their native language is
spoken. This could be explained by SC visitors’ motivation in wanting to challenge
themselves, and therefore, they might consider facing a foreign language as a chal-
lenge as well.

Analysis of variance identified a significant relationship with age which indicated that
visitors being younger than 46 years were more likely to be SC motivated. A reason
might be that younger people are generally physically fit and more active, and there-
fore are eager to test their own boundaries.

5.3 Conclusions

In the literature review of this thesis, nature-based tourism was identified as an over-
lapping of different forms, such as adventure tourism, agri-culture tourism, wildlife
and ecotourism, with each of these forms representing different levels of sustainabil-
ity. By researching tourists’ motivations for a park visit on Mallorca, this study found
four distinct motivational dimensions among the visitors in the natural parks
s’Albufera and Llevant, respectively, supporting the assumption of overlapping.

In s’Albufera, visitors who registered high on the Dedicated Nature-Lover dimension,
had their major motivation in observing fauna and flora, exploring wilderness (attrac-
tion motivation), and learning and increasing knowledge about nature (self-fulfillment
motivation). Therefore, they indicated a high level of interest in products that offer
environmental but also cultural education. These findings and the respondents’ rating
of importance of sustainable product characteristics (e.g. focus is on conservation,
smallest possible impact and offer is customized to nature) classify them as wildlife
tourists as well as ecotourists, as four of the five UNWTQ's criteria for ecotourism are
addressed (see Chapter 2, p. 29). The second motivational dimension that was iden-
tified in s’Albufera was the Culture-Explorer that indicated different fields of interest,
mainly focusing culture (including agri-culture features) and nature. As these re-
spondents’ also indicated interest in educational offers about nature and gaining
knowledge about culture, and additionally reported importance of the same sustaina-
ble product characteristics as the DNLs did (even though the level of importance was
somewhat lower), Culture-Explorers combine elements of ecotourists and agri-
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tourists. However, focusing the experience itself was also important for them, there-
fore it is essential that products/ offers do not only have educational background but
also include an experience/ fun factor. Hence, suitable products would be those of
edutainment type.

As Millington et al. (2001) reported, the Adventurer is in fact activity-driven and na-
ture is rather a setting than the main motivation as the findings in s’Albufera indicat-
ed. Furthermore, these participants reported interest in products/ offer that would
give them the possibility of learning. Hence, according to Christiansen (1990), these
visitors in s’Albufera are soft-Adventurers as their focus is on physical activities but
also show interest in enriching activities, such as exhibits about the history of the
park. Moreover, the findings indicate that Adventurers are less interested in sustain-
ability as unrestricted use is important for them and the experience should be fo-
cused, which confirms Newsome et al.’s view (2002).

The fourth identified motivational dimension in s’Albufera, the Relaxation-and-
Variety-Seeker, reported interest in educational offers but also in products that sup-
port their physical activity. To them it is important that the experience is focused but
also that they gain knowledge from the local community about the environment.
Hence, as for the Culture-Explorers, it also is essential that edutainment products are
created to stimulate the RVS interest. RVS are to some extent wildlife-tourists, as
they are interested in bird and plant identification but they are rather generalists,
meaning having an overall interest in nature and wildlife (Pennisi et al., 2004).

As for Llevant, visitors who rated high on the Culture-Explorer dimension were, like
the CuEx in s’Albufera, mainly interested in culture (including agri-culture features)
and nature. However, in Llevant, flora was the field of interest of nature. They also
rated conservation of nature and environmental awareness important but contrary to
s’Albufera, the experience factor was not reported to be important which could mean
that CuEx visitors to Llevant are more focused on education and learning. Hence,
ecotourist characteristics are somewhat stronger. The same findings were reported
for Nature-Scouts, but with the small difference that these respondents were inter-
ested in both, fauna and flora, and that culture was not a field of interest. Again,
products for NS motivated visitors should focus education and knowledge.

As for the Relaxation-and-Variety-Seeker in s’Albufera, also for visitors to Llevant
being relaxation-motivated, edutainment products/ offers should be created as they
rated the importance of focusing the experience high as well as gaining knowledge.
But in Llevant these participants are mainly interested in culture and in natural prod-
ucts, and therefore have predominantly agri-tourist combined with wildlife tourist
(meaning flora wildlife) characteristics.
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The visitors who rated high on the Self-Challenger motivational dimension were like
the Adventurer in s’Albufera activity-driven. Furthermore, the focus of the experience
was mainly important to these participants. In contrast to Adventurers, they are not
even interested in enriching activities. As they are motivated to challenge them-
selves, they might be ranked among hard adventurers. For the Self-Challengers, the
park is just a place where they can be physically active. They do not care much
about sustainability even though they indicated little importance on environmental
awareness should be raised. Thus, it might be only important to provide equipment
for rental that SC motivated visitors might need for their activity.

Overall, this study found that motivations for and interests in a park visit are multifac-
eted and therefore a clear definition of nature-based tourism in natural parks is rather
impossible.

However, the examination of this thesis proved that nature-based tourists on Mallor-
ca have in fact a demand for sustainable products and can be a catalyst of sustaina-
ble tourism development as almost all respondents indicated that products/ offers
should raise environmental awareness, impart knowledge about nature, and reve-
nues should be used for protection and conservation of nature. Even though visitors
to s’Albufera reported that workshops or guided tours should be offered by people
from their own country, they placed higher importance on having workshops or tours
offered by locals which indicates that products/ offer creation should involve the local
community and therefore would provide employment opportunities. Visitors are also
highly interested in learning about culture which could lead to a cultural exchange
with the local community so that locals should a) be supported to learn foreign lan-
guages and b) have an enriching experience by communicating with the tourists.

As Stolton (2009) reported, this study also indicated that visitors consider the natural
parks as a place for recreation, environmental education, and getting to know the
regional and national cultural identity.

Some positive impacts that nature-based tourism in Mallorca’s natural areas could
have were highlighted in this thesis and should be considered for the future devel-
opment of the parks, however, it is essential that the principles of sustainable devel-
opment are implemented.

5.4 Practical Implications

The insights gained in examining natural park visitors’ motivations and interests imply
that natural area managements should analyze their own visitors for developing new
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products and marketing strategies rather than taking theory and stereotypes of na-
ture-based forms of tourism as their starting point.

The research findings provide the foundation for this approach by demonstrating that
the visitors to s’Albufera and Llevant have a strong motivation to explore nature and
gain knowledge but also that activity and the experience itself should be focused.

The results show that s’Albufera is a park in which all types of visitors want to gain
knowledge in any way. Workshops, guided tours and guidebooks are of high interest
for the Dedicated Nature-Lover, Culture-Explorer and Relaxation-and-Variety-Seeker.
These results indicate that these visitors want to be actively involved in the learning
process.

Possible products/ offers could be a guided tour during the early-morning hours (be-
fore the usual opening hour). Visitors would meet their guide an hour before sunrise
(earliest sunrise on Mallorca is at 6:21 am and the latest at 8:14 am, depending on
the season (Stapelfeldt, 2013)). The guide will then take the visitors to the best loca-
tions in the park where they will hear and see the birds’ awakening. Visitors will be
given the opportunity to listen to the birdsongs and the guide teaches them how to
identify the species based on their birdsongs. Additionally, the tour could include
showing the breeding grounds of different bird species. Teaching and learning con-
tent might include topics such as when and how birds build their nests, average
number of eggs per breeding season, and if there are differences of eggshells. The
number of participants in the early-morning tours would have to be limited as the
birds should not be disturbed in their habits, especially when it comes to breeding. In
the case of such tours, edutainment (which especially is interesting for the Culture-
Explorer and the Relaxation-and-Variety-Seeker) would allow to increase the visitors’
knowledge by having a unique experience at the same time.

The optimal match would be a tour late in the evening, after the park has already
closed, starting an hour before sunset (earliest sunset is at 5:26 pm and the latest at
9:21 pm, depending on the season (Stapelfeldt, 2013)). This tour could be focused
on birds looking for a sanctuary at night. While observing the birds approaching, the
guide can teach the visitors about the species, their behavior and characteristics.
Additionally, the tour could include a photography class. As there is no harsh sunlight
before sunset, the timing would allow the opportunity to take sharp pictures. During
the class, participants should learn which camera settings are adequate for photo-
graphing fast-moving birds. The bird hides, that already exist in s’Albufera, might be
used as observation points, as they allow a wide view and at the same time seating-
accommodation for approximately eight participants.

96



Moreover, a species checklist could be prepared that includes a short description and
some information about their behavior and where in the park these species can be
found. Visitors would be able to get the list for a small amount of money. Such an
offer would give visitors the opportunity to explore the park on their own, but they
would also be able to gain and enhance their knowledge about wildlife. A similar list
could be prepared for plants.

Since s’Albufera has also more than 200 species of fungi, a workshop could be
launched that includes a guided tour through the park, showing the habitats where
the funguses grow, and providing guidebooks to the visitors that help them to identify
the fungi species. The park management’s kitchen facilities could then be used for a
class that teaches them how to prepare mushrooms for cooking. As the workshop
should be based on interaction, it is important to keep the number of participants lim-
ited. The kitchen facilities would offer enough space for about ten participants which
should be an adequate number of participants.

S’Albufera has also a research laboratory. During the year, different researchers visit
the park and work there for some weeks. In co-operation with the researchers, the
park could offer an insight into research class. Depending on the topic of research,
the scientists could teach the participants about their work, the importance and ap-
proach of the research as well as the expected findings. Moreover, they could show
the visitors how they research and obtain their results. A class like this would give
participants on the one hand the opportunity to gain an insight into research and un-
derstand its necessity, and on the other hand they, of course, would be taught about
nature and the specialties s’Albufera has to offer, and why it is important to protect
and conserve its natural resources.

For the Adventurer it is sufficient to have guided tours that enrich their knowledge
without having too much of a learning process. For instance, a guided photography
tour showing them the best spots of the park for taking pictures might be a suitable
offer that addresses their needs but would probably also be requested by the DNLs,
CuEx and RVS. During such tours the visitors can be physically active, even a bike
tour should be considered to be offered, and they will be given the opportunity of see-
ing the natural beauty which might lead to higher appreciation of nature.

In Llevant, workshops are favored by the Culture-Explorer, Nature-Scout and Relaxa-
tion-and-Variety-Seeker, and should concentrate on plant and bird identification as
well as on local products and handicrafts. Visitors to Llevant want to gain new
knowledge through direct learning exchanges with the locals but to explore the park
itself, they rather want to be independent than partaking in guided tours. Interesting
could be in fact a farmer’s market selling local products as well as a workshop ad-
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dressing the park’s natural products (such as figs, olives, St. John’s wort or cat
thyme) in which the participants learn about their uses and effects. An interactive
part, and therefore of entertainment type, could be included in the workshop and
could cover classes such as typical Spanish cooking or even the use and preparation
of natural remedies. Also, a very own tea made of herbs growing in Llevant could be
made and sold.

In order to offer a very own product of the park, some beehives could be set up
throughout the park. A co-operation with a local apiculturist could be established that
takes care of the honey production and may even offer a workshop to visitors. Partic-
ipants would get to know local species of bees, and would learn about the natural
processes of honey production and would be given an insight into beekeeping. Even-
tually, tourists may take home newly extracted honey by themselves, or the honey
can be either sold at the farmer’s market or at the information center.

All natural products that can be found in the natural park of Llevant could furthermore
be used for another workshop concentrating on the production of natural cosmetics.
The Mallorcan company Gaia Natural, based in Andratx, makes use of traditional
methods to produce and offer “environmentally friendly soaps, moisturizers, gels,
washes and scrubs [by] using sustainably and biologically grown flowers, herbs, OI-
ive and Sweet Almond oils that are native to Mallorca” (Gaia Natural, 2011). There-
fore, and as park visitors are interested in learning about local products and handi-
crafts, a co-operation with Gaia Natural might be perfect. The company could use the
herbs, olives and figs that grow in Llevant as well as the honey that would be pro-
duced in the park for their production of cosmetics. Additionally, some of its employ-
ees would show and teach visitors how selected cosmetics are produced (such as
soap, body lotions or lip balms) during a workshop. Participants would not only gain
insight into local handicraft and traditional methods, but they would also learn and
realize that nature delivers the simplest and purest of ingredients and that no chemi-
cals at all are needed. The cosmetics of Gaia Natural could, of course, also be sold
at the farmer’s market in the park or at the information center. As the company works
with different businesses, such as hotels, wedding planners, event managements
and hairdressing salons, the park would surely benefit from the co-operation as it
would be the supplier of some of the ingredients of the Gaia Natural products and
hence, Llevant would be made known and popular by the cosmetic company all over
the island. Finally, tourists or residents who learn about the park by using the cos-
metics might get interested in visiting Llevant.

Even though guided tours were of average interest in Llevant, a unique experience
could be created that attracts the visitors and convinces them to partake. A night sky
tour through the park would offer the visitors on the one hand the opportunity of ex-
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ploring starry night skies and natural darkness, but on the other hand they would also
get to know the behavior of nocturnal animals and hear unusual sounds. Another op-
tion could be a torch light tour. Participants would be equipped with a torch light only,
and in a small group and accompanied by a guide, they would explore the park. Such
tours would combine learning about nature and having an exciting adventure at the
same time.

However, some visitors to Llevant (Self-Challenger) do not wish to have any learning
process about nature at all and concentrate on their activity. Frequencies (79% of the
respondents) indicated that bike rental should be on offer in both parks as well as
Nordic walking equipment in Llevant. Especially in Llevant, bike rental should be
considered as the park covers an extensive area and visitors might prefer moving
faster through the park than by foot only. A possible co-operation could be estab-
lished with the city council Ajuntament de Palma and the car park company Societat
Municipal d'’Aparcaments (SMAP) that introduced public bike rental stations (called
BiciPalma) throughout the Mallorcan capital in 2012 (Ajuntament de Palma, 2013).
The system of BiciPalma could be adapted to all natural parks on Mallorca and could
be called BiciNatura. Such stations would have to be set up in the parks and the visi-
tors could rent the bikes easily for a certain amount of time by paying with credit card
and hence, deposit payment would be ensured. BiciPalma could draw residents’ and
tourists’ attention to BiciNatura (and hence to the natural parks) by including a note
about BiciNatura on advertisements, posters or even a sticker on the mudguards of
the bikes, showing the logo or name of the parks and BiciNatura.

An activity-focused offer could be the establishment of high level ropes in a tree-
covered area of the park. The visitors can challenge themselves physically by climb-
ing, zip lining or walking over suspension bridges. So far, such facilities are only
available in the reserve Puig de Galatzé (La Reserva, 2013) which is located in the
western part of the island, in the municipality of Puigpuyment and is part of the Sierra
de Tramuntana (a UNESCO World Heritage). Such rope challenge courses would be
a brand-new offer on the East coast of the island which might attract tourists spend-
ing their vacation mainly in this area of Mallorca and once attracted, these tourists
might even decide to see more of the natural park and make use of other offers and
products.

It should be noted that the municipality of Arta, close to the natural park, has a tourist
card on offer since 2012. The card can be used for discounts in stores, museums,
cathedrals and restaurants (Arta Mallorca, 2012). All workshops, rentals and prod-
ucts could be integrated in the concept of the Arta Card which would give the tourists
a discount while visiting Llevant. Additionally, it would be a marketing tool to make
the natural park known in the municipality and call the tourists attention to it. Moreo-
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ver, as tourists would have to present their cards in order to get a discount, it would
be a great opportunity for market research and analyzing the use and success of the
Arta Card.

Once the offer in Llevant has been established, it might be worth to consider offering
a call-a-bus-service which would allow the visitors to call a hotline and ask for bus
transportation back to the parking lot, from any point inside the park. The park covers
an extensive area and therefore, it is hard for the visitors to explore long trails as they
have to return to their cars. Such a bus service would provide the opportunity of care-
free hiking throughout the park. However, the bus operator should be carefully cho-
sen as emissions would cause environmental damage to the park. Hence, electric
minibuses or vans would be a sustainable option.

Generally, all respondents indicated the following willingness to pay which should be
considered when creating products/ offers: guided tours 5-7€, workshops 5-10€, bike
rental 5-10€ (depending on the amount of time), rental of guidebooks and Nordic
walking equipment 3-5€. However, when offering a rental it should be ensured that
visitors bring back the equipment or books, for instance by asking for a deposit.

Moreover, the findings of satisfaction indicated that the visitors to both parks are
overall satisfied with the offer, however, the exhibition in the information center of
both parks should be improved as well as its opening hours in Llevant. As for the in-
formation centers, interactive media touch screens might be recommended to give
the visitor the opportunity to be part of the exhibition. They can then control the in-
formation and learning process by choosing topics that they are interested in. Fur-
thermore, the exhibitions should be presented in foreign languages as two of the four
motivational groups placed importance on their mother tongue being represented in
s’Albufera, and also about 58% of its respondents and 57% in Llevant reported the
foreign language issue as being important. In Llevant, visitors also reported that
signposting should be improved. This might be achieved by indicating the length of
hiking trails as well as the time needed to cover the distance on the sign posts
throughout the park, as several visitors expressed this wish while taking the survey.

Even though different visitor groups indicated that booking the offers through tour
operators as being important, frequencies showed that between 65% - 80% of all
respondents did not consider this possibility as important. Therefore, the products/
offers should rather be promoted by adverts in guidebooks (as 41% of all respond-
ents found out about the parks by reading a guidebook), or by distributing leaflets to
hotels and the tourist information (18%), and to car rentals (62%). Leaflets should
provide information about the opening hours, the park’s location as well as activities
and offers, and some background information of the park’s protection category and
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natural resources. By reading the leaflet, tourists could already get an idea of what to
expect when visiting the park.

5.5 Limitations

The findings are not generalizable to all groups of tourists on Mallorca, due to sam-
pling of visitors from Germany and the UK only. As the research was undertaken dur-
ing spring only, findings may differ depending on the season of the year. Moreover,
this research focused natural parks only. Findings and recommendations given may
vary depending on the type of protected area researched.

5.6 Recommendations for Future Research

Due to the exploratory nature of this study, further research on the motivations of
park visitors on Mallorca is needed among other nationalities and during other sea-
sons of the year to verify the motivational dimensions and interest in products/ offers.
Furthermore, as these findings are specific to natural park visitors in the North of Mal-
lorca, they are not generalizable to other types of protected areas. Therefore, future
research could utilize the findings of this study and investigate similar visitor profiles
in other protected areas to underline any common grounds between the current find-
ings and the findings of future studies. Findings made on certain socio-
demographics, such as age and education, need to be explored further to determine
precise visitor profiles. Research outside of Mallorca may enhance general
knowledge about nature-based tourism in natural areas. Additionally, it would be of
interest to research the motivations and interests of the local community and com-
pare them to the tourists in order to create products/ offers that meet the overall de-
mand.

101



List of References

Articles/ Publications

Ballantine, J.L. & Eagles, P.F. (1994). Defining Canadian Ecotourists. Journal of
Sustainable Tourism, 2(1), 1-6.

Barbieri, C. & Mshenga, P. (2008). The Role of the Firm and Owner Characteristics on the
Performance of Agritourism Farms. Sociologia Ruralis. Vol. 48, Issue 2. 166—183.

Barbieri, C. (2010).. An Importance-Performance Analysis of the Motivations Behind
Agritourism and other Farm Enterprise Developments in Canada. Journal of Rural
and Community Development.

Belsoy, J.; Korir, J. & Yego, J. (2012). Environmental Impacts of Tourism in Protected
Areas. Journal of Environment and Earth Science. Vol 2, No.10, 2012, pp. 64-73.

Boxall, P.C. & McFarlane, B.L. (1993) Human dimensions of Christmas bird counts:
Implications for nonconsumptive wildlife recreation programs, Wildlife Society
Bulletin, 21(4): 390-396.

Buckley, R. (2009c). Evaluating the net effects of ecotourism on the environment: A
framework, first assessment and future research. Journal of Sustainable Tourism,
17(6), 643-672.

Buckley, R. (2011). Tourism and Environment. Annual Review of Environment and
Resources, 36:397-416.

Butler, R. (1980). The concept of a tourist cycle of evolution: Implications for management
of resources. The Canadian Geographer, 24, (1), 5-12.

Chang, H. & Huang, Y. (2012). Paragliding Adventure Recreation Consumers’ Activity
Motivation, Enduring Involvement and Their Involved Behavior. The Journal of
International Management Studies, Vol. 7, No. 2.

Colton, J. W. & Bissix, G. (2005). Developing Agritourism in Nova Scotia: Issues and
Challenges. Journal of Sustainable Agriculture, 27(1), 91-112.

Crompton, J. L. (2011). A theoretical framework for formulating non-controversial prices for
public park and recreation services. Journal of Leisure Research, 43(1), 1-29.

Diamantis, D. (1998). Ecotourism: Characteristics and Involvement Patterns of its
Consumers in the United Kingdom. PhD Thesis (PhD). Bournemouth University.

Dickson, T.J. & Dolnicar, S. (2006). Ascending Mount Kosciusko: An Exploration of
Motivational Patterns. CD Proceedings of the 15th International Research
Conference of the Council for Australian University Tourism and Hospitality
Education (CAUTHE).

Dolnicar, S.; Crouch, J. & Long, P. (2008). Environmentally-friendly tourists: What do we
really know about them? Journal of Sustainable Tourism, 16(2), 197-210.

Duffus, D. & Dearden, P. (1990). Non-Consumptive Wildlife-Oriented Recreation: A
Conceptual Framework. Biological Conservation 53, 213-231.

Eagles, P.F.; McLean, D. & Stabler, M. (2000). Estimating the Tourism Volume and Value
in Protected Areas in Canada and the USA. George Wright Forum 17(3): 62-76.

Eagles, P.F.; McCool, S.F. & Haynes, C.C. (2002). Sustainable Tourism in Protected Areas
Guidelines for Planning and Management. World Commission on Protected Areas

103

L. Wolter, Nature-Based Tourism in Mallorca's Natural Areas, BestMasters,
DOI 10.1007/978-3-658-04536-4, © Springer Fachmedien Wiesbaden 2014



(WCPA), IUCN — The World Conservation Union. Best Practice Protected Area
Guidelines Series No. 8.

Eagles, P.F. & Hillel, O. (2008). Improving protected areas finance through tourism.
Conference of the Parties to the Convention on Biological Diversity (COP-9) — Bonn,
Germany, May 19 to 30, 2008.

Eubanks, T.L.; Stoll, J.R. & Ditton, R.B. (2004). Understanding the Diversity of Eight Birder
Sub-populations:  Socio-demographic Characteristics, Motivations, Expendituresand
Net Benefits. Journal of Ecotourism Vol. 3, No. 3.

Ewert, A. (1985). Why People Climb: The Relationship of Participant Motives and
Experience Level to Mountaineering. Journal of Leisure Research, Vol. 17, No. 3.
241-250.

Ewert, A. (2001). Trends in adventure recreation: Proqrams, experiences and issues. In
Luft, K. & MacDonald, S. Proceedings of the 5" International Outdoor Recreation
and Tourism Trends Symposium (pp. 327-335). Michigan State University, East
Lansing, Michigan. USA.

Fennell, D. (1998). Ecotourism in Canada. Annals of Tourism Research 25 (1): 231-234.

Fluker, M. & Turner, L. (2000). Needs, Motivations and Expectation of a Whitewater Rafting
Experience. Journal of Travel Research, Vol. 38, No. 4. 380-389.

Font, X., Cochrane, J., and Tapper, R. (2004) Tourism for Protected Area Financing:
Understanding tourism revenues for effective management plans, Leeds (UK):
Leeds Metropolitan University.

Hvenegaard, G.T. (2002). Birder Specialization Differences in Conservation Involvement,
Demographics, and Motivations. Human Dimensions of Wildlife, 7:21-36.

Kaltenborn, B. P., Haaland, H., & Sandell, K. (2001). The public right of access — Some
challenges to sustainable tourism development in Scandinavia. Journal of
Sustainable Tourism, 9(5), 417—-433.

Kizos, T., & losifides, T. (2007). The contradictions of agrotourism development in Greece:
Evidence from three case studies. South European Society & Politics, 12(1), 59-77.

Kwan, P.; Eagles, P.F. & Gebhardt, A. (2008). A Comparison of Ecolodge Patrons'
Characteristics and Motivations Based on Price Levels: A Case Study of Belize.
Journal of Sustainable Tourism,16:6,698 — 718.

Leco, F.; Pérez, A.; Hernandez, J.M. & Campén, A.M. (2012). Rural Tourists and Their
Attitudes and Motivations Towards the Practice of Environmental Activities such as
Agrotourism. Int. J. Environ. Res., 7(1):255-264, Winter 2013.

Lemelin, R.H. & Smale, B. (2006). Effect of Environmental Context on the Experience of
Polar Bear Viewers in Churchill, Manitoba. Journal of Ecotourism. Vol. 5, No. 3. 176-
191.

Lindberg, K.; Enriquez, J. & Sproule, K. (1996). Ecotourism questioned - Case Studies from
Belize. Annals of Tourism Research, Vol. 23, No. 3, pp. 543-562.

Lordkipanidze, M.; Krozer, Y.; Kadiman, T.; Curl, M. & Brezet, H. (2008). Impacts from
tourism in protected areas. Georgian International Journal of Science, Technology
and Medicine. Vol. 1, Issue 1, pp. 11-47.

Mason, P. (2005). Visitor Management in Protected Areas: From ‘Hard to ‘Soft’
Approaches? Current Issues in Tourism, Vol. 8, Issue 2-3.

104



Mbaiwa, J. (2003). The socio-economic and environmental impacts of tourism development
on the Okavango Delta, North-Western Botswana. Journal of Arid Environments 54:
447-467.

McGehee, N. & Kim, K. (2004). Motivation for Agri-Tourism Entrepreneurship. Journal of
Travel Research. Vol. 43, No. 2. 161-170.

Meyer, L.A.; Thapa, B. & Pennington-Gray, L. (2003). An Exploration of Motivations among
scuba divers in North Central Florida. In Schuster, R. Proceedings of the 2002
Northeastern Recreation Research Symposium. Gen. Tech. Rep. NE-302 (pp. 292-
295). Newtown Square, PA. U.S. Department of Agriculture, Forest Service,
Northeastern Research Station.

Meisel, C. & Cottrell, S. (2003). Differences in Motivations and Expectation of Divers in the
Florida Keys. Proceedings of the 2003 Northeastern Recreation Research
Symposium.

Millington, K.; Locke, T. & Locke, A. (2001). Occasional studies: Adventure Travel. Travel
and Tourism Analyst, 4, 65-97.

Mitchell, B. (2007). Who's Doing the Protecting in Protected Areas? A Global Perspective
on Protected Area Governance. The George Wright Forum. Vol. 24, No. 3. 81-91.

Moore, S.A. & Polley, A. (2007). Defining Indicators and Standards for Tourism Impacts in
Protected Areas: Cape Range National Park, Australia. Environ Manage (2007)
39:291-300.

More, T.; Dustin, A. & Knopf, R. (1996). Behavioral consequences of campground user
fees. Journal of Park and Recreation Administration 14(1): 81-93.

Neto, F. (2003). A new approach to sustainable tourism development: Moving beyond
environmental protection. Natural Resources Forum 27, 212-222.

Nickerson, N.; Black, R. & McCool, S. (2001). Agritourism: Motivations behind Farm/Ranch
Business Diversification. Journal of Travel Research. Vol. 40, No. 1. 19-26.

Norby, M. & Retallick, M. (2012). lowa Consumer Motivations and Preferences for
Agritourism Activities. Journal of Extension. Vol. 50, No. 5.

Ollenburg, C. & Buckley, R. (2007). Stated Economic and Social Motivations of Farm
Tourism Operators. Journal of Travel Research, 45(4), 444-452.

Parsons, E.C.M.; Warburton, C.A.; Wood-Ballard, A.; Hughes, A.; Johnston, P.; Brates, H.
& Lick, M. (2003). Whale-watching Tourists in West Scotland. Journal of Ecotourism
Vol. 2, No. 2.

Pearce, P.L. & Caltabiano, M.L. (1983). Inferring Travel Motivation from Travelers’
Experiences. Journal of Travel Research, Fall. 16-20.

Pennisi, L.A.; Holland, S.M. & Stein, T.V. (2004). Achieving Bat Conservation Through
Tourism. Journal of Ecotourism. Vol. 3, No. 3. 195-207.

Pfueller, S.; Lee, D. & Laing, J. (2011). Tourism Partnerships in Protected Areas: Exploring
Contributions to Sustainability. Environmental Management, 48:734-749.

Phillip, S.; Hunter, C. & Blackstock, K. (2010). A typology for defining agritourism. Tourism
Management, 31, 754-758.

Pickering, C.; Harrington, J. & Worboys, G. (2003). Environmental Impacts of Tourism on
the Australian Alps Protected Areas - Judgments of Protected Area Managers.
Mountain Research and Development. Vol. 23, No. 3. August 2003: 247-254.

105



Pickering, C. & Hill, W. (2007). Impacts of recreation and tourism on plant biodiversity and
vegetation in protected areas in Australia. Journal of Environmental Management 85
(2007) 791-800.

Ryan, R.M. & Deci, E.L. (2000). Intrinsic and Extrinsic Motivations: Classic Definitions and
New Directions. Contemporary Educational Psychology 25, 54-67.

Sali, M.J.; Kuehn, D.M. & White, D. (2007). Birdwatching in New York State: A Study of
Motivations and Gender.

Self, R.M.; Self, D.R. & Bell-Haynes, J. (2010). Marketing Tourism In The Galapagos
Islands: Ecotourism Or Greenwashing? International Business & Economics
Research Journal — June 2010, Volume 9, Number 6.

Sharpley, R. (2006). Ecotourism: A consumption perspective. Journal of Ecotourism, 5(1 &
2), 7-22.

Shultis, J. & More, T. (2011). American and Canadian national park agency responses to
declining visitation. Journal of Leisure Research, 43(1), 110-132.

Strickland-Munro, J.; Allison, H. & Moore, S. (2010). Using Resilience Concepts to
investigate the impacts of protected area tourism on communities. Annals of Tourism
Research, Vol. 37, No. 2, pp. 499-519.

Synge, H. (1999). Parks for Biodiversity — Policy Guidance based on experience in ACP
Countries. For the European Commission by IUCN, Gland, Switzerland and
Cambridge, UK.

Tao, C.; Eagles, P.F. & Smith, S. J. (2004). Implications of Alternative Definition of
Ecotourists. Tourism Analysis, Vol. 9. 1-13.

Tosun, C. (1998). Roots of unsustainable tourism development at the local level: the case
of Urgup in Turkey. Tourism Management, 19(6), 595-610.

UN (2001). Sustainable development of tourism, Report of the Secretary-General
(Document No. E/CN.17/2001/PC/21), New York, UN.

UNWTO (1996). Agenda 21 for the travel and tourism industry. Towards environmentally
sustainable development. Madrid: World Tourism Organization.

Van der Duim, R. & Caalders, J. (2002). Biodiversity and tourism. Impacts and
interventions. Annals of Tourism Research, Vol. 29, No. 3, pp. 743-761, 2002.

Wall, G. (1994). Ecotourism: Old wine in new bottles? Trends 31(2), 4-9

Weaver, D. B. (2002). Hard-core ecotourists in Lamington National Park, Australia. Journal
of Ecotourism, 1(1), 19-35.

Wight, P. A. (1996). North American Ecotourists: Market Profile and Trip Characteristics.
Journal of Travel Research, 34(4), 2-10.

Zhenhua, L. (2003). Sustainable tourism development: a critique. Journal of Sustainable
Tourism, 11 (6). pp. 459-475.

106



Books

Adams, B. (2008). The New Agritourism. Hosting Community & Tourists on your Farm.
New World Publishing. Auburn, CA. USA.

Blamey, R. & Hatch, D. (1996). Profiles and Motivations of Nature-Based Tourists Visiting
Australia. BTR Occasional Paper Number 25. Bureau of Tourism Research,
Canberra. Australia.

Boo, E. (1990). Ecotourism: The Potentials and Pitfalls. World Wildlife Fund, Washington
D.C. USA.

Brown, L. (2007). Psychology of Motivation. Nova Science Publishers. New York, NY. USA.

Buckley, R. (2009a). Ecotourism: Principles and Practises. CAB International. Wallingford,
UK.

Buckley, R. (2009b). Adventure Tourism Management. Routledge. London, UK.
Buckley, R. (2012). Adventure Tourism Management. Elsevier. Burlington, MA. USA.

Buswell, R.J. (2011). Mallorca and Tourism. History, Economy and Environment. Channel
View Publications. Bristol, UK.

DeBarbieri, L. (2012). A Guide to Southern Arizona's Historic Farms and Ranches. The
History Press. Charleston, SC. USA.

Fennell, D. (2008). Ecotourism. 3" Edition. Routledge. London, UK.

Garrod, B. & Wilson, J.C. (2003). Marine Ecotorism: Issues and Experiences. Channel
View Publications. Clevedon, UK.

Gupta, G.S. (2006). Managerial Economics. Tata McGraw-Hill Publishing Company Ltd.
New Delhi, India.

Hall, C.M. & Boyd, S. (2005). Nature-Based Tourism In Peripheral Areas: Development Or
Disaster? Channel View Publications. Clevedon, UK.

Higginbottom, K. (2004). Wildlife Tourism: Impacts, Management and Planning. Common
Ground Publishing on behalf of the Cooperative Research Centre for Sustainable
Tourism. Victoria, Australia.

Holden, A. (2007). Environment and Tourism. 2" Edition. Routledge. London, UK.

Honey, M. (2008). Ecotourism and sustainable development: Who owns paradise? 2"
Edition. Island Press, Washington D.C. USA.

Jafari, J. (2000). Encyclopedia of Tourism. Routledge. London, UK

Martinez, H. (2008). Dictionary for Air Travel and Tourism Activities. iUniverse.
Bloomington, IN. USA.

Mintel (2008). Wildlife Tourism International. UK: Mintel International Group Ltd.

Newsome, D.; Moore, S. & Dowling, R. (2002). Natural Area Tourism: Ecology, Impacts
and Management. Channel View Publications. Clevedon, UK.

Newsome, D.; Moore, S. & Dowling, R. (2005). Wildlife Tourism. Channel View
Publications. Clevedon, UK.

Page, S. & Dowling, R. K. (2002). Ecotourism. Prentice Hall. Harlow, NY. USA.

107



Patterson, C. (2007). The Business of Ecotourism: The Complete Guide for Nature and
Culture-Based Tourism Operators. Trafford Publishing. Victoria, Canada.

Paul, K. (2005). George Sand and Frederick Chopin in Majorca. Kegan Paul Limited.
London, UK.

Sung, H.H.; Morrison, AM. & O’Leary, J.T. (1996). Definition of Adventure Travel:
Conceptual Framework for Empirical Application from the Providers’ Perspective.
Annual Society of Travel and Tourism Educators Conference, Ottawa. Canada.

Sznajder, M.; Przezbodrska, L. & Scrimgeour, F. (2009). Agritourism. CABI. Wallingford, UK.

Swarbrooke, J.; Beard, C.; Leckie, S. & Pomfret, G. (2003). Adventure Tourism. Elsevier Science,
Ltd. Oxford, UK.

Tapper, R. (2006). Wildlife watching and tourism: a study on the benefits and risks of a fast
growing tourism activity and its impacts on species. UNEP, Bonn. Germany.

Wagner, P.; Burger, H.G. & Magnus, R. (1997). Ferien auf dem Bauernhof: Was wiinschen
die Urlauber? Landtourismus aktuell, 2nd edition. DLG Verlag. Frankfurt am Main,
Germany.

Weaver, D., & Oppermann, M. (2000). Tourism Management. John Wiley & Sons.
Brisbane, Australia.

World Commission on Environment and Development (1987). Our Common Future,
Oxford: Oxford University Press.

World Tourism Organization (2002). Tourism and Poverty Alleviation, World Tourism
Organization.

Ziffer, K. A. (1989) Ecotourism: The Uneasy Alliance. Conservation International and Ernst
& Young, Washington, D. C. USA.

Chapters in Books

Barcelo, B. (1990). Poblacié i turisme a les llles Balears. In Censelleria de Cultura,
Educacié | Esports (Ed.). 30 anys de turisme a Balears. Estudis Balearics 37-38.
Palma de Mallorca.pp. 141-158.

Cabellos, M. (2012). Entre Destruccion y Proteccion. In  DeCOASTruction. La
Desconfiguracién del Litoral Mediterréaneo Espanol; Gaja, F. (Ed.), Universitat
Politecnica de Valéncia: Valencia, Spain, 2012; pp. 128-253.

Christiansen, D. (1990). Adventure Tourism. In Miles, J.C. & Priest, S. (1990) Adventure
Education. Venture Publishing Inc. State College, PA. USA.

Coghlan, A. & Buckley, R. C. (2012). Nature-Based Tourism. In Holden, A. & Fennell, D.
(2013). A Handbook of Tourism and the Environment. Routledge. London, UK.

Fennell, D. (2001). Areas and needs in ecotourism research. In Weaver, D.B. The
Encyclopedia of Ecotourism. CABI, Wallingford. UK, pp. 639-655.

Greif, S.; Rauscher, C. & Sontgerath, C. (2011). Agro-tourism. In Papathanassis, A. (2011).
The Long Tail of Tourism: Holiday Niches and Their Impact on Mainstream Tourism.
Gabler, Wiesbaden. Germany.

Haak, E. (2009). Image Analysis of the Island of Mallorca from the Perspective of German
Travellers to the Holiday Destination — An Empirical study. In Wachowiak, H. (2009).

108



German Tourists on Mallorca. Travellers Perspectives and Descriptives Consumer
Profiles. Verlag K.H. Bock, Bad Honnef, Germany.

Lindberg, K. (1998). Economic Aspects of Ecotourism. In Lindberg, K.; Epler Wood, M. &
Engeldrum, D. Ecotourism: A Guide for Planners and Managers Volume 2. The
International Ecotourism Society. Burlington, VT. USA.

Murphy, P.E. & Price, G.G. (2005). Tourism and sustainable development. In Theobald,
W.F. (ed.), Global Tourism. 3" Edition. Elsevier, Oxford. UK. pp. 194-212.

Philip, G. (2012). Responsible tourism development at national parks in Chile. In
Kagermeier, A. & Saarinen, J. (ed.): Transforming and managing destinations:
tourism and leisure in a time of global change and risks. MetaGIS-Systems,
Mannheim. Germany. pp. 121-128.

Slee, W.; Farr, H. & Snowden, P. (1997). Sustainable tourism development and the local
economy. In M. J. Stabler (Ed.), Tourism and sustainability. Principles to practice.
CABI, Wallingford. UK. pp. 69-87.

Documents

TDD-11W (2013). Proyecto Balears-Harz. Development of sustainable tourism in
Mallorca’s natural spaces. University of Applied Sciences — Hochschule Harz
Wernigerode.

Internet

Adventure Travel Trade Association (2010). Adventure Tourism Market Report. Available at
http://www.adventuretravelnews.com/wp-content/uploads/2010/08/Adventure-Travel-Marke
t-2010FINALAug26.pdf (accessed 15 April 2013).

Adventure Travel Trade Association (2012). Adventure Travel Industry Statistics. Available at
http://www.christinaheyniger.com/2012/04/adventure-travel-industry-statistics/
(accessed 15 April 2013).

Agencia de Turismo de les llles Balears (2012). Turistas por pais de residencia. Available at
http://www.caib.es/sacmicrofront/archivopub.do?ctr=MCRST8652193952&id=93952 (acces-
sed 5 May 2013).

Ajuntament de Palma (2013). BiciPalma. Available at
http://bicipalma.palmademallorca.es/portal/BICIPALMA/contenedor1.jsp?seccion=s_fnot_d
4_v1.jsp&codbusqueda=1495&language=es&codResi=9&codMenu=1681&layout=contene
dor1.jsp (accessed 4 August 2013).

Arta Mallorca (2012). Actualidad. Available at
http://www.artamallorca.travel/de/nachrichten/20/eine-touristenkarte-verwandelt-die-gemein
de-in-ein-attraktives-touristikziel (accessed 2 August 2013).

ATB (2013). Indicadores de demanda turistica — Mallorca. Available at:
http://observatoridelturisme.caib.es/sacmicrofront/archivopub.do?ctrl=MCRST86521145810
&id=145810 (accessed 16 June 2013).

Audley Travel (2013). Popular Wildlife. Available at http://www.audleytravel.com/Holiday-
Types/Wildlife-Holidays/Popular-Wildlife.aspx (accessed 16 April 2013).

109



Beaumont, N. (2011). The third criterion of ecotourism: Are ecotourists more concerned about
sustainability than other tourists? Available at
http://eprints.usg.edu.au/19547/1/Beaumont_JOE_v10n2_AV.pdf (accessed 19 April 2013).

Conselleria de Medi Ambient (2006). S’Albufera Natural Park — Guidebook. Available at
http://www.mallorcaweb.net/gps/docs/albufera_mallorca_guidebook_2006.pdf
(accessed 14 June 2013).

DeCoster, J. (1998). Overview of Factor Analysis. Available at http://www.stat-
help.com/factor.pdf (accessed 2 July 2013).

Dudley, N. (2008). IUCN Guidelines for Applying Protected Area Management Categories.
Available at http://data.iucn.org/dbtw-wpd/edocs/paps-016.pdf (accessed 5 May 2013).

Espais de Natura Balear (2013a). Nuestros espacios naturales. Available at
http://www.balearsnatura.com/home/ (accessed 14 June 2013).

Espais de Natura Balear (2013b). Parc natural de s’Albufera de Mallorca - Nature. Available at
http://en.balearsnatura.com/parc-natural-de-s-albufera-de-mallorca/nature.htmi
(accessed 14 June 2013).

Espais de Natura Balear (2013c). Parc natural de s'Albufera de Mallorca - Nature.
Available at http://www.balearsnatura.com/parc-natural-de-la-peninsula-de-
llevant/que-ver_naturaleza.html (accessed 14 June 2013).

Gaia Natural (2011). Enrich your life with a little simplicity. Available at http://www.gaia-natural-
mallorca.com/?___store=default (accessed 3 August 2013).

GCE (2011). Unit 7 — Responsible Tourism. Available at
http://www.pearsonschoolsandfecolleges.co.uk/FEAndVocational/TravelAndTourism/ALeve
I/A2GCETravelAndTourism/Resources/Freeresources/A2TTedexcelUnit7.pdf (accessed 9
June 2013).

Google Search (2013). Adventure Tourism. Available at www.google.com
(accessed 15 April 2013).

GSTC (2013). GCTS Criteria for Sustainable Tourism. Available at
http://www.gstcouncil.org/sustainable-tourism-gstc-criteria.html (accessed 6 June 2013).

Hartley, N. & Harrison, P. (2009). An Exploration of Motives for Attending Australian Ecotourism
Locations and their Influence on Future Intentions. Available at
http://dro.deakin.edu.au/view/DU:30024194 (accessed 16 April 2013).

HLA & ARA Consulting (1994) In Agrawal, K. (2012). Environmental Sustainability of
Ecotourism. Available at http://www.theinternationaljournal.org/ojs/full/vol01no09_rjebs.pdf
(accessed 18 April 2013).

Honey, M. (1999). Ecotourism and Sustainable Development: Who Owns Paradise? Island Press,
Washington, DC, USA. In Brown, C.R. (2001). “Visitor Use Fees in Protected Area: Syn-
thesis of the North American, Costa Rican and Belizean Experience”.

The Nature Conservancy Report. Series Number 2. Available at
http://www.parksinperil.org/parksinperil.org/files/csp_c_25 7_sustainable_finance_for_prot
ected_areas_visitor_use_fees_na_costa_rica_and_belize.pdf

(accessed 10 June 2013).

ICT (2012a). Instituto Costarricense de Turismo - Tourism Statistical Yearly Report 2011.
Available at
http://www.visitcostarica.com/ict/pdf/anuario/Statistical_Yearly_Report_2011.pdf
(accessed 10 June 2013).

110



ICT (2012b). Instituto Costarricense de Turismo — Cifras turisticas 2011. Available at
http://www.visitcostarica.com/ict/paginas/cifras_turisticas/Marzo_2012/CifrasTuristicas.pdf
(accessed 10 June 2013).

Inatour (2013). Projekte — TUI Wald. Available at http://www.inatour.de/projekte/tui-wald/
(accessed 14 June 2013).

Jolly, D. & Reynolds, K. (2005). Consumer demand for agricultural and on-farm nature
tourism.  Small Farm Center, University of California-Davis. Available at
http://sfp.ucdavis.edu/files/143466.pdf (accessed 20 April 2013).

Kime, L. F.; Harper, J. K.; Hancharick, A.; Becker, J. C., & Harsh, R. M. (2011). Agricultural
Alternatives. Report by Pennsylvania State University Cooperative Extension.
Available at http://pubs.cas.psu.edu/FreePubs/pdfs/ee0008.pdf (accessed 20 April 2013).

Kline, J.D. (2001). Tourism and Natural Resource Management: A General Overview of
Research and Issues. Available at http://www.fs.fed.us/pnw/pubs/pnw_gtr506.pdf (ac-
cessed 13 April 2013).

La Reserva (2013). Actividades. Available at http://www.lareservamallorca.com/new/contacto/
(accessed 3 August 2013).

Maetzold, J. A. (2002). Nature-based tourism and agritourism trends: unlimited opportunities.
Available at http://www.kerrcenter.com/publications/2002_proceedings/agritourism.pdf (ac-
cessed 20 April 2013).

Moscardo, G. (2005). Understanding tourism wildlife interactions: visitor market analyses. Availa-
ble at
http://www.crctourism.com.au/wms/upload/resources/bookshop/Moscardo31003_Wildlifelnt
eracts-FINAL.pdf (accessed 18 April 2013).

Perello (2011). Mapa del Parc. Available at
http://www.mallorcaweb.net/salbufera/docs/mapa_triptic_2011_hi.pdf
(accessed 14 June 2013).

Perello (2012). S’Albufera de Mallorca. Available at
http://www.mallorcaweb.net/salbufera/index.html (accessed 14 June 2013).

PV Llevant (2013). Informacion general. Available at http://www.parcnaturaldellevant-
es.blogspot.de/p/informacion-general.html (accessed 14 June 2013).

Rainforest Expeditions (2013). Plant Nature Photography Workshop. Available at
http://www.perunature.com/ian-plant-nature-photography-workshop.html
(accessed 16 April 2013).

Rossi, P. (2002). Protected Areas and Tourism. The European Charter. Available at
http://www.ikzm-d.de/infos/pdfs/49_ EUROPEAN_CHARTER.pdf
(accessed 6 July 2013).

Stapelfeldt, J. (2013). Sonnenaufgang, Sonnenuntergang Palma de Mallorca. Available at
http://www.mittelmeer-reise-und-meer.de/mallorca/mallorca-sonnenaufgang-
sonnenuntergang.php (accessed 2 August 2013).

Stegert, G. (2012). Deutsche lieben immer extremere Reisen. Available at
http://www.tagblatt.de/Home/nachrichten/ueberregional/blick-in-die-welt_artikel,-Die-
Deutschen-lieben-immer-extremere-Reisen-_arid,172592.html
(accessed 22 July 2013).

Stolton, S. (2009). Communicating values and benefits of protected areas in Europe.
Results of a Seminar organised by BfN and the EUROPARC Federation at the
International Academy for Nature Conservation on the Island of Vilm, Germany.

111



Available at
http://www.parksandbenefits.net/images/stories/downloads/benefits/communicating_values
_and_benefits_workshop_April-09.pdf (accessed 7 May 2013).

The International Ecotourism Society (2006). Fact Sheet — Global Ecotourism. Available at
http://mekongtourism.org/website/wp-content/uploads/downloads/2011/02/Fact-Sheet-
Global-Ecotourism-IETS.pdf (accessed 18 April 2013).

UNEP (2002). Industry as a partner for sustainable development: tourism. Available at
http://www.unep.fr/scp/publications/details.asp?id=WEB/0012/PA
(accessed 16 June 2013).

UNEP (2008). Sustainable Tourism Criteria at World Conservation Congress. Available at
http://www.unep.org/documents.multilingual/default.asp?DocumentID=548&Article|D=5936
&l=en (accessed 6 June 2013).

UNEP (2013). Tourism and Environmental Conservation. Available at
http://www.unep.org/resourceefficiency/Business/SectoralActivities/Tourism/FactsandFigur
esaboutTour-

ism/ImpactsofTourism/Environmentallmpacts/TourismandEnvironmentalConservation/tabid
/78779/Default.aspx (accessed 10 June 2013).

UNEP & UNWTO (2005). Making Tourism More Sustainable - A Guide for Policy Makers.
Available at http://www.unep.fr/shared/publications/pdf/DTIx0592xPA-TourismPolicyEN.pdf
(accessed 19 April 2013).

UNESCO (2007). Galapagos and Niokolo-Koba National Park inscribed on UNESCO’s List
of World Heritage in Danger. Available at http://whc.unesco.org/en/news/357 (accessed 19
April 2013).

UNWTO  (1991). Collection of Tourism  Expenditure  Statistics.  Available at
http://pub.unwto.org/WebRoot/Store/Shops/Infoshop/Products/1034/1034-1.pdf (accessed
15 April 2013).

UNWTO (2002). Ecotourism and Protected Areas. Available at
http://sdt.unwto.org/en/content/ecotourism-and-protected-areas
(accessed 19 April 2013).

UNWTO (2012). Tourism Highlights 2012. Available at
http://dtxtqg4w60xqgpw.cloudfront.net/sites/all/files/docpdf/unwtohighlights12enlr_1.pdf
(accessed 16 June 2013).

UNWTO (2013a). Why Tourism? Available at http://www2.unwto.org/en/content/why-
tourism (accessed 16 June 2013).

UNWTO (2013b). International Tourism to continue robust grow in 2013. Available at
http://media.unwto.org/en/press-release/2013-01-28/international-tourism-continue-
robust-growth-2013 (accessed 16 June 2013).

World Database on Protected Areas (2012a). Dipperu National Park. Available at
http://protectedplanet.net/sites/Dipperu_National_Park_Scientific (accessed 8 May 2013).

World Database on Protected Areas (2012b). Yellowstone National Park. Available at
http://protectedplanet.net/sites/377207 (accessed 8 May 2013).

World Database on Protected Areas (2012c). Gross Barmen Hot Springs National Park.
Available at
http://www.protectedplanet.net/sites/Gross_Barmen_Hot_Springs_Recreational_Resort
(accessed 8 May 2013).

112



World Database on Protected Areas (2012d). Ethniko Parko Schinia Marathona National Park.
Available at
http://www.protectedplanet.net/sites/Ethniko_Parko_Schinia_Marathona_National_Park
(accessed 8 May 2013).

World Database on Protected Areas (2012e). Fuji-Hakone-lzu  National  Park.
http://protectedplanet.net/sites/317049 (accessed 8 May 2013).

World Database on Protected Areas (2012f). Koroyanito National Heritage Park.
http://www.protectedplanet.net/sites/Koroyanitu_National_Heritage_Park (accessed 8 May
2013).

WTO (2010). What is sustainable tourism? Available at http://www.gdrc.org/uem/eco-
tour/st-whatis.html (accessed 16 June 2013).

Yarrow, G. (2009). Wildlife & Wildlife Management. Available at
http://www.clemson.edu/extension/natural_resources/wildlife/publications/pdfs/fs36_wildlife
_and_wildlife_management.pdf (accessed 16 April 2013).

Maps
Fernando Lluch Dubon (2013). Jefe de la Seccié de Cartografia, Secretaria General Consejeria

de Agricultura, Medio Ambiente y Territorio. Gobierno Balear. Localization of s’Albufera
and Llevant.

113



Appendix

Appendix A: Results on Google for Adventure TOUNSM ...........ccccoioeeicieiaiiieiiiaans 116
Appendix B: The Methodology of Studies of Nature-Based Tourism Motivations....117
Appendix C: Survey Instrument S’AIDUfEra ...........cceeviiiieei i 122
Appendix D: Survey Instrument Llevant ... 125
Appendix E: Initial Factors for s’Albufera.............coooeieiiiiiiiicccee s 128
Appendix F: Scree Plot and Parallel Analysis for s’Albufera.............ccccceviiiiiienne. 129
Appendix G: Initial Factors for LIevant.............ccooiiiiiiiiiiieeee e 130
Appendix H: Scree Plot and Parallel Analysis for Llevant..............ccococveviiiieeennnnns 131

115

L. Wolter, Nature-Based Tourism in Mallorca's Natural Areas, BestMasters,
DOI 10.1007/978-3-658-04536-4, © Springer Fachmedien Wiesbaden 2014



€102 ‘Wwo9°8|6009) :82I1N0S

o + WIBEON - YIRS B0S usuondoyIng . MyEwy ByIng Burddoyg sdey 181G

E

uspMIW 4 0 wod ewbEleqom esn| E ] WISUNO] SINUSADE U._W.JOU

= Y = OTHTEEN G o E e g | wnamesy T sy e PPRdS-IUING K WDRGERIRY 7| URasaRs 1eN-1 7 « Burbusseg = g [ ———
woypzae) [ «  egegsnyt T seurs [ 098 4 2an siem § o [T arems ¢, o B ey ] spuerg sa sasudaapan (i 7 shopa ] 94 ) Poas g Aege B poor 8 e sH SR P ) weipien oty

IraIm ¥

. @ -0 8 wipunai st - (|| p D z i1 s worabosb s iy B | By &
= . ® ;.E.i-u_ =jonanegy | _ |..s....a.¢_ “wodp _ Jataﬂ_ J.Sz_m_ J!&&qm_ |.I.uqm_ J_.H:SH_ Ju..c.__m!

wis1INo | ainuaApy 10} 3|6009 uo synsay 'y xipuaddy

116



Appendix B. The Methodology of Studies of Nature-Based Tourism Motivations

Country of Tourists Research Ap- Sample .
Researchers Tourisryts Destination proach ‘ Size Data Analysis
Ecotourists
Ballantine & Canada Kenya Quantitative Ques- | 120 Factor analysis
Eagles (1994) tionnaire
Diamantis UK Australia Qualitative & 1.610 Factor analysis, Cluster
(1998) Quantitative Ques- analysis, Mean scores,
tionnaire Regression analysis
Tao et al. Domestic and Taiwan Quantitative Ques- | 404 Cluster analysis, Chi-
(2004) international tionnaire SquareTest, t-Tests
tourists
Kwan et al. Domestic and Belize Quantitative Ques- | 331 Mean scores, Frequen-
(2008) international tionnaire cies, ANOVA Test, Chi-
tourists SquareTest
Hartley & Harri- | Domestic and Australia Quantitative Ques- | 992 Factor analysis
son (2009) international tionnaire
tourists
Wildlife tourists
Hvenegaard Domestic and Thailand Quantitative Ques- | 137 Factor analysis, Chi-
(2002) international tionnaire Square Test, One-way
tourists analysis
Parsons et al. Domestic and Scotland Quantitative Ques- | 324 Mean scores, Fre-
(2003) international tionnaire qcuencies
tourists
Eubanks et al. USA USA Quantitative Ques- | 2.420 Cluster analysis
(2004) tionnaire
Sali et al. USA New York, Qualitative & 1.000 Factor analysis
(2007) USA Quantitative Ques-
tionnaire
Agri-tourists
Norby & Retal- USA lowa, USA Quantitative Ques- ‘ 415 ‘ Descriptive statistics, t-
lick (2012) tionnaire tests
Adventure tourists
Meisel & Domestic and Florida Keys, | Quantitative Ques- | 300 Mean rank scores, t-
Cottrell (2003) international USA tionnaire tests, one way analysis
tourists
Dickson & Dol- Domestic and New Zealand | Quantitative Ques- | 542 Factor analysis
nicar (2006) international tionnaire
tourists
Chang & Huang | Domestic and Taiwan Quantitative Ques- | 193 Factor analysis, Corre-
(2012) international tionnaire lation analysis, Regres-
tourists sion analysis
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Appendix B.1 The Methodology of Studies of Nature-Based Tourism Motivations
- Travel Motivations of Ecotourists

Study Travel Motivation

Ballantine & Eagles (1994) tropical forests

wilderness and undisturbed nature
learn about nature

birds

lakes and streams

trees and wildflowers
photography of landscape/wildlife
mammals

be physically active

meet people with similar interests
mountains

oceanside

see maximum in time available
rural areas

e o o o o o

Diamantis (1998)

.

see natural environment

experiencing local cultures and lifestyles
traveling to wild places

studying natural habitats

exploring the area

being educated

increasing knowledge

meeting new people

outdoor/recreation activities

historical attractions

.

.

.

Tao et al. (2004) learning about nature

participating in recreation activities
learning a new outdoor skill
photography of landscape/wildlife
wilderness and undisturbed nature
rural areas

birds

trees and flowers

change from busy life

being entertained

a place that feels safe and secure
having fun

see maximum in time available

e o o o

e o o o

e o o
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Appendix B.1 The Methodology of Studies of Nature-Based Tourism Motiva-
tions - Travel Motivations of Ecotourists - continued

Kwan et al. (2008)

tropical forests

wilderness and undisturbed nature
archeological sites

warm climate

barrier reefs

trees and wildflowers
photography of landscape/wildlife
birds

lakes and streams

mammals

learn and explore nature

go to places where one feels safe
be physically active

have fun and be entertained
being together as a family

meet people with similar interests
see maximum in time available

Hartley & Harrison (2009)

feeling a sense of control over natural
environment

challenging my abilities

impressing family & friends at home
being in an unpredictable environment
increasing my physical fitness levels
placing myself in risky situations
relaxing mentally & physically

having a change from my daily routine
spending time with loved ones
increasing knowledge of the natural
environment

feeling close to nature

enjoying nature

feeling stimulated

feeling excited
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Appendix B.2 The Methodology of Studies of Nature-Based Tourism Motiva-
tions - Travel Motivations of Wildlife Tourists

Study Travel Motivation

.

Hvenegaard (2002) — bird watching seeing birds

learning bird habitats and behaviors
seeing other animal groups

seeing trees and wildflowers

seeing national parks & tropical forests
taking pictures of wildlife and scenery
learning about Thai culture

meeting people with similar interests

e o o o o

Parsons et al. (2003) — whale watching enjoying landscape
enjoying seascape
seeing wildlife
being outdoor
culture

remoteness

peace & quiet

e o o o o

Eubanks et al. (2004) — bird watching to be alone

to be outdoors

to enjoy the sights, smells and sounds of
nature

to be with friends

to get away from the demands of life

for family recreation

to improve my birding skills and abilities

Sali et al. (2007) — bird watching

traveling to different places

taking photographs of birds

being with friends

meeting new people who have the same
interest

communing with nature

understand and appreciating the nature
better

renewing or refreshing my spiritual self
experiencing inner peace that birding
provides

sharing knowledge

going outdoors and enjoying wildlife and
the natural environment

enjoying the sight and sounds of birds
getting physical exercise

relaxing and escaping from everyday
activities

being alone

enjoying something that is fun and exciting
studying bird behavior and bird migration
contributing to the conservation of birds

o o

.

.

.

e o o o

120



Appendix B.3 The Methodology of Studies of Nature-Based Tourism Motiva-

tions - Travel Motivations of Agri-Tourists

Study

Travel Motivation

Norby & Retallick (2012)

spending time with family/ friends
supporting local farmers
purchasing fresh products
enjoying rural scenery

learning about local agriculture

Appendix B.4 The Methodology of Studies of Nature-Based Tourism Motiva-

tions - Travel Motivations of Adventure Tourists

Study

Travel Motivation

Meisel & Cottrell (2003) — divers

.

.

.

.

.

to look at underwater animal and plant life
to explore things

because its stimulating and exciting

to create an experience | can look back on
for the adventure of it

for a change from everyday life scenery
because of the sense of discovery involved
to experience the tranquility here

to learn more about the underwater
environment

to meet new people

to take pictures

for relaxation

to develop my diving skills and knowledge

Dickson & Dolnicar (2006) - hikers

e o o o

e o o o o o

.

to enjoy outdoors

to relax

to get away

scenic beauty

to exercise

to meet new people
to learn flora & fauna
to enjoy solitude

to encounter wilderness
personal goals

new experience

Chang & Huang (2012) - paragliders

.

.

.

to establish interaction with others
to challenge nature

to enjoy group experience

to have adventure experience

to avoid the hustle and bustle of daily
activities

to relieve stress and tension

to relax physically and mentally

to be close to nature

to experience sense of stimulation
to be with one’s friends
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Appendix C. Survey — Nature Park Visit s’Albufera

Questionnaire #:

1. Is this your first visit to this park? MO Yes 2 [ No

2. How did you find out about the park?

(1) [ internet (2) [ travel agent/tour operator (3) [ tourist Infor-
mation

(4) [] newspaper/magazine (5) [[] guidebook (6) [ by chance
(7) [] family, friends, relatives (8) [[] recommended by accommodation host

(9) [ other

3. Which mode of transport have you used to travel to the park?

(1) [ rental car (2) [] public transport  (3) [] motor-coach (4) [C] motorbike/scooter
(5) [] bike (6) [] on foot (7) [ other

4. Indicate the importance of the following statements for your park visit by circling one of the five

numbers after each statement. (5 = very important, 4 = important, 3 = undecided, 2 = less important, 1
= not at all important)

to explore wilderness and undisturbed nature

be physically active

to observe the fauna (wildlife)

to have fun

to learn about Mallorcan culture and lifestyles

to have something to share with family and friends at home
to help conserving nature

to escape the stress and surroundings of everyday life
to observe the flora

to be alone

to see local exhibits

to relax and gain new energy

to enjoy nature

photography of wildlife/ landscape

to meet new people with similar interests

to have peace and quiet

to support local

to experience something exciting

to spend time together

to learn about nature and increase my knowledge
to see maximum of Mallorca in time available

to visit historical attractions

to get to know local agriculture and its products
to relieve stress and tension

to challenge myself physically

to be in an unusual situation

to better understand the island’s history

to learn to appreciate nature

for the experience itself

to be close to nature
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How satisfied are you with the following park offers? Please circle only one number per item.
(5 = completely satisfied, 4 = satisfied, 3 = undecided, 2 = not too satisfied, 1 = dissatisfied)

number of hiking trails (4)
signposting

number of bird hides (8)
exhibition in information center
opening hours of park (9-18)
opening hours of center (9-16)

(621 [4;] [4;] [6;] [&;] [9)]
R B Bl Bl Bl B
WlWwWwlwlw|w
NININININ N
alalalal-l-

How satisfied are you with the overall park offer?

5 4 3 2
Completely satisfied [] [} O O

1
[ dissatisfied

Please rate your interest for the following offers by circling only one number per item.

(5 = very strong, 4 = high, 3 = average, 2 = rather low, 1 = no interest)

guided tour by foot

guided tour by bike

guided photography tour

workshop for plant taxonomy and identification

workshop for bird identification

workshop for local products

workshop for local handicraft

selling of local products

rent a bike

rental of binoculars

rental of guidebooks for plant taxonomy and identification

rental of guidebooks for bird identification

rental of audio guides

app for smartphone with information about park and tours

exhibits about the history of the park

interactive media offering (e.g. touch screens) about the history of the park

merchandise

gajajoajojoajajojaloa|jajalojalajoaja|oa

e B Bl Bl Bl B Bl Bl Bl B Bl Bl Bl Bl B B B
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Which other offering would be desirable for you?

Indicate the importance of the following items regarding the development of products and ser-

vices. Please circle only one number per item.

(5 = very important, 4 = important, 3 = undecided, 2 = less important,1 = not at all important,

0 =1 don’t know)

unrestricted use of nature during the park visit

focus is on conservation of nature and natural resources

knowledge about nature is imparted

my participation has only the smallest possible impact on nature

environmental awareness of the visitors is raised

the experience itself is focused

the offer is customized to nature and its circumstances

availability of local products and services

offers can be booked through tour operators

English is the language of communication

English is the language of exhibitions at the information center

ajajoajajoajajajoajajoaja|a

workshops + guided tours are offered by British people

B B B B B B B Bl Bl B B B

WwWlwwWw|wlw|w]w]w|w]w
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workshops + guided tours are offered by locals 5]413]2]1]0
revenues are used for the protection and conservation of nature | 514 ]13]2]1]0
number of park visitors per day is limited 514|13]2]1]0
10. Which is the maximum price you would be willing to pay for the following offers?
0€ | 3€ | 5€ | 7€ | 10€ | | don’t know.
guided tours 112]13]4 5 0
workshops 1 21314 5 0
rent a bike 1121314 5 0
rental of binoculars 1121314 5 0
rental of information material [ 1 | 2 | 3 | 4 5 0
(guidebooks, audio guides)
11. Please indicate your gender: (MO male  (2)[]female
12. To which age group do you belong?
1 [d14-25 (2 [J26-35 (3)[136-45 (4)[J46-55
(5)[156-65 (6)[166-75 (7) [ older than 75
13. Please indicate your highest level of education.
(1) [ still in school education (5) [[] degree
(2) [ primary (6) [[] post-graduate
(3) [[] secondary (7) [ professional
(4) ] A-levels (8) [[] master craftsman
(9) [[J without school education
14. What is your profession?
(1) ] pupil/ apprentice/ student (4) [ retiree (7) ] housewife/ -man
(2) ] worker (5) [ officer (8) [[] unemployed
(3) ] employee (6) [] self-employed
15. How many persons are traveling with you?
(1) [] alone (3) [ family ( __ kids) (5) [ partner
(2) [] organized tour group (4) [] private tour group (__ members) (6) [] other
16. How many days are you staying on Mallorca?
(1) [ 4-6 days (2) [ 7-10 days (3) [ 11-14 days (4) [] more than 14 days
17. Indicate the number of days you spend in natural areas while being on vacation?
18. How are you traveling?

(1) [] package tour  (2) [] individual trip
19. How many times have you been to Mallorca?
MO 1time  (2)[]2-3times (3)[]4-5times  (4)[]6-7 times  (5) [] > 7 times

Thank you for your participation!
Your data will, of course, be treated strictly confidentially, and for this purpose only.
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Appendix D. Survey — Nature Park Visit Llevant

Questionnaire #:

1. Is this your first visit to this park? MO Yes 2O No

2. How did you find out about the park?

(1) [ internet (2) [ travel agent/tour operator (3) [ tourist Infor-
mation

(4) [] newspaper/magazine (5) [] guidebook (6) [] by chance
(7) [ family, friends, relatives (8) [] recommended by accommodation host

(9) [] other

3. Which mode of transport have you used to travel to the park?

(1) [ rental car (2) [ public transport  (3) [] motor-coach (4) ] motorbike/scooter
(5) ] bike (6) [] on foot (7) [ other

4. Indicate the importance of the following statements for your park visit by circling one of the five

numbers after each statement. (5 = very important, 4 = important, 3 = undecided, 2 = less important, 1
= not at all important)

to explore wilderness and undisturbed nature

be physically active

to observe the fauna (wildlife)

to have fun

to learn about Mallorcan culture and lifestyles

to have something to share with family and friends at home
to help conserving nature

to escape the stress and surroundings of everyday life
to observe the flora

to be alone

to see local exhibits

to relax and gain new energy

to enjoy nature

photography of wildlife/ landscape

to meet new people with similar interests

to have peace and quiet

to support local

to experience something exciting

to spend time together

to learn about nature and increase my knowledge
to see maximum of Mallorca in time available

to visit historical attractions

to get to know local agriculture and its products
to relieve stress and tension

to challenge myself physically

to be in an unusual situation

to better understand the island’s history

to learn to appreciate nature

for the experience itself

to be close to nature
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5. How satisfied are you with the following park offers? Please circle only one number per item.
(5 = completely satisfied, 4 = satisfied, 3 = undecided, 2 = not too satisfied, 1 = dissatisfied)

number of hiking trails (13) 5| 4 3 211

signposting 5] 4 3 211

exhibition in information center | 5| 4 3 211

opening hours of info center 5] 4 3 211
6. How satisfied are you with the overall park offer?

5 4 3 2 1
Completely satisfied [] O O O [ dissatisfied

7. Please rate your interest for the following offers by circling only one number per item.
(5 = very strong, 4 = high, 3 = average, 2 = rather low, 1 = no interest)

guided tour by foot 5]413]2]1
guided horseback ride tour 514|13]2]1
guided tour by bike 514|13]2]1
guided photography tour 514|13]2]1
workshop for plant taxonomy and identification 514|13]2]1
workshop for bird identification 514|13]2]1
workshop for local products 514|13]|2]1
workshop for local handicraft 514|13]2]1
farmer’s market to buy local products 514|13]2]1
rent a bike 5]413]2]1
rental of Nordic walking equipment 514|13]2]1
rental of binoculars 51413[2]1
rental of audio guides 5]413]2]1
visitation of country estates 514|13]2]1
app for smartphone with information about park and tours 5]4]13]2]1
hiking booklet (collecting stamps) 51413[2]1
exhibits about the history of the park 5]413]2]1
interactive media offering (e.g. touch screens) about the history of thepark | 5]413]2]1
merchandise 5]4]13]2]1
camping 514|13]2]1
8. Which other offering would be desirable for you?
9. Indicate the importance of the following items regarding the development of products and ser-

vices. Please circle only one number per item.
(5 = very important, 4 = important, 3 = undecided, 2 = less important, 1 = not at all important,
0 = | don’t know)
unrestricted use of nature during the park visit
focus is on conservation of nature and natural resources
knowledge about nature is imparted
my participation has only the smallest possible impact on nature
environmental awareness of the visitors is raised
the experience itself is focused
the offer is customized to nature and its circumstances
availability of local products and services
offers can be booked through tour operators
English is the language of communication
English is the language of exhibitions at the information center
workshops + guided tours are offered by British people
workshops + guided tours are offered by locals
revenues are used for the protection and conservation of nature
number of park visitors per day is limited
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10. Which is the maximum price you would be willing to pay for the following offers?

0€ | 3€ | 5€ | 7€ | 10€ | | don’t know.

guided tours 112]13]4 5 0
workshops 112]13] 4 5 0
hiking booklet 1121314 5 0
rent a bike 1121314 5 0
rental of Nordic walking equipment 1]12]13]4 5 0
rental of binoculars 112]3]4 5 0
rental of information material (quidebooks, audioguides) | 1 ] 2 | 3 | 4 5 0

11. Please indicate your gender: (MO male  (2)[] female

12. To which age group do you belong?

MJ14-25 (2)[126-35 (3)[136-45 (4)[]46-55

(5)[156 - 65 (6)[166-75 (7) [ older than 75

13. Please indicate your highest level of education.

(1) [ still in school education (5) [] degree

(2) [] primary (6) [[] post-graduate

(3) [[] secondary (7) [ professional

(4) [ A-levels (8) ] master craftsman

(9) [[] without school education

14. What is your profession?

(4) [ pupil/ apprentice/ student (4) [ retiree (7) ] housewife/ -man

(5) ] worker (5) [ officer (8) [] unemployed

(6) ] employee (6) [] self-employed

15. How many persons are traveling with you?

(1) [] alone (3) [ family ( _ kids) (5) [ partner

(2) [] organized tour group (4) [ private tour group (__ members) (6) [] other

16. How many days are you staying on Mallorca?

(1) [] 4-6 days (2)[] 7-10 days (3) [J 11-14 days (4) ] more than 14 days

17. Indicate the number of days you spend in natural areas while being on vacation?

18. How are you traveling?

(1) [ package tour  (2) [] individual trip
19. How many times have you been to Mallorca?

N[ 1time (2)[]2-3times (3)[]4-5times  (4)[]6-7times (5)[]>7 times

Thank you for your participation!
Your data will, of course, be treated strictly confidentially, and for this purpose only.
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Appendix E. Initial Factors for s’Albufera

Questi re It . Factor1 Factor2 Factor3 Factor4 Factor5 Factor6
uestionnaire ltems

To observe the fauna (wildlife) 0.810
To observe the flora 0.759
To be close to nature 0.733
To explore wilderness and

undisturbed nature 0.728
To learn about nature and

increase my knowledge 0.641
To enjoy nature 0.624
Photography of wildlife/ landscape 0.619
To help conserving nature 0.593
To learn to appreciate nature 0.560
To visit historical attractions 0.838
To get to know local agriculture and its

products 0.766
To better understand the island’s

history 0.705
To see local exhibits 0.647
To learn about Mallorcan culture

and lifestyles 0.639
To support local farmers 0.548

To have something to share with family
and friends at home

To relieve stress and tension 0.824
To challenge myself physically 0.730
To have fun 0.726
To be physically active 0.686
To experience something exciting 0.622
To be in an unusual situation 0.550
To spend time together 0.498
To escape the stress and
surroundings of everyday life 0.671
To see maximum of Mallorca in
time available 0.616
To relax and gain new energy 0.601
For the experience itself 0.567
To meet new people with similar 0.737
interests
To have peace and quiet 0.803
To be alone . 0.701
Number of ltems 9 6 7 4 1 2
Eigenvalue 4.68 4.15 4.1 240 2.01 1.93
Percentage of variance explained 15.60 13.83 13.69 8.01 6.70 6.42
Cumulative variance explained 15.60 29.43 43.12 51.13 57.83 64.25
Cronbach’s Alpha 0.87 0.88 0.86 0.74 NA 0.64

* ltems coded on a 5-point scale from Not At All Important (1) to Very Important (5)
NA = Not Applicable
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Appendix F. Scree Plot and Parallel Analysis for s’Albufera

Scree Plot
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Appendix G. Initial Factors for Llevant

Questionnaire Items *

Factor

1

Factor Factor Factor
2 3 4

Factor
5

Factor
6

Factor
7

Factor
8

To visit historical attractions

To get to know local agriculture
and its products

To better understand the island’s
history

To see local exhibits

To learn about Mallorcan culture
and lifestyles

To learn to appreciate nature

To meet new people with similar
interest

To support local farmers

To observe the fauna (wildlife)

To explore wilderness and
undisturbed nature

To observe the flora

To help conserving nature

To learn about nature and
increase my knowledge

To relax and gain new energy

To escape the stress and
surroundings of everyday life

To be close to nature

To see maximum of Mallorca in
time available

Photography of wildlife/ landscape
To enjoy nature
To have peace and quiet

To be physically active

To challenge myself physically
To relieve stress and tension
To spend time together

To have fun
To have something to share with
family &
friends at home
To experience something exciting

To be in an unusual situation
For the experience itself

To be alone

Number of Items

Eigenvalue

Percentage of variance explained
Cumulative variance explained

0.790

0.775

0.752
0.663

0.653
0.636

0.578
0.570

4.711
15.70
15.70

0.806

0.666
0.602
0.588

0.513
0.785

0.763
0.477

0.455

0.705
0.699
0.555

5 4 3
2.92 244 2.06
9.74 8.12 6.87
2544 33.56  40.43

0.776
0.601
0.521
0.499

4
1.98
6.61

47.04

0.768

0.617

0.517

3
1.96
6.52

53.56

Cronbach’s Alpha

0.87

0.79 0.69 0.58

0.68

0.64

* ltems coded on a 5-point scale from Not At All Important (1) to Very Im-

portant (5)
NA = Not Applicable
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Appendix H. Scree Plot and Parallel Analysis for Llevant

Scree Plot
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