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Introduction

11 Preface
Tourism without guests is like summer without sun!

In a time, in which price and quality consciousness
is growing, it is of high importance to satisfy guests.
The demand of each touristic enterprise is, to wel-
come guests not only once but two and three times.
However, customer loyalty without quality control is
not imaginable. A touristic business needs the feed-
back of its guests, to fulfil their wishes.

But often the standardised collection of feedback in terms of satisfaction of guests is ne-
glected in the normal course of work. Especially during high season — at a time when also
the highest rate of problem occurs — a regularly feedback process is difficult to realise.
Therefore, the ECOCAMPING guest survey is a helpful instrument for internal quality de-
velopment and quality assurance to a lot of camping entrepreneurs.

Besides the improvement of satisfaction of guest in individual businesses the overall de-
velopment of tourism in Europe evokes questions, which can only be answered by the
guests themselves. These are often questions about importance of services and amenities
or about opinion in terms of trends, etc. Therefore, it is important to know, how guests
evaluate environmental certificates for camping sites, which ones they know already and
especially, which ones influence their decisions in terms of holiday planning and booking.

According to the study ,Environmental awareness” of the German Ministry of the Environ-
ment (BMU, 2004) the majority (92%) (in Germany) says, that environmental protection is
important. Environmental protection is not any more seen in an alternative light, like it has
been in the 80ies. Quite the contrary, nowadays it is courteous to engage in environmental
and nature protection, and to express this engagement in an environmental mission
statement. Ant therefore, it is not surprising, that especially within tourism enjoying nature
is an important economic factor. Especially the guests of camping sites are more or less
outside all day long in between hedges, meadows, waters and animals. They are open to
new impressions and ideas. The experience gained by earlier ECOCAMPING guest sur-
veys shows, that it may be of great importance to ask guests about their opinion on envi-
ronmental and nature protection issues at camping sites and to includes their opinion into
developing processes. In this way, it is possible to realise measures, which are positive to
the environment, and at the same time take wishes and needs of the guests into account.
Quality and future assurance for the environment, the guests and the touristic businesses
— a win-win-situation!
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We want to thank all those, who were involved in this broad study.

Support came from the entrepreneurs of the camping sites, on which the survey took
place. The interviewers were always welcome. Although the sites were sometimes booked
completely, when the interviewers visited them, the interviewers could stay over night and
transport was provided to and from train stations. In the name of the interviewers we thank
the entrepreneurs warmly for this service.

And also we thank all guests, which filled in the questionnaires.

Special acknowledgement to the interviewers, who travelled around Germany, Austria,
Switzerland and the other partner countries of the TourBench project, to hand out ques-
tionnaires to guests: Caroline Meier, Nicolas Koranyi, Katrin Glick, Johanna Buchenauer,
Nadine Siemer, Esther Kreutz, Andrea Habich — thank you very much for your effort!

Also the conceptual work of a lot of experts in the camping and tourism branch shall be
mentioned here. Our compliments to all those engaged in the development of the ques-
tionnaire and the organisation of the survey.

The constructive comments on the report were very helpful. Thanks to Uta Pohlmann,
Wolfgang Pfrommer, Marco Walter and Bianca Hellriegel. And of course, thank you fort he
translation of this report to Anja Barthle.

Special thanks to Mrs. Prof. Dr. Dérthe Kromker, University of Kassel, who was engaged
in the survey with an additional part about general attitudes about nature among the camp-
ing guests. Also thanks to the colleagues of ECOCAMPING e.V. for the general support.

The realisation of the ECOCAMPING guest survey was mainly supported bat he Lake
Constance Foundation, Radolfzell. Many thanks to Marion Hammerl fort he coordination of
the survey at the camping sites in Germany, Austria, Switzerland and Scotland.

The coordination of the survey was handled by national partners in the European coun-
tries: Thanks to Otto Fichtl (Verein fir Konsumenteninformation, Austria), Harro Boekhold
(RECRON, Netherlands) and Giovanna Pasti (Legambiente Tourismo, Italiy).

Printing of questionnaires and reports, data input and translation of questionnaires and
reports was supported by ECOTRANS, Saarbricken. Thanks to Herbert Hamele and Eva
Haas for their help in the scope of the TourBench project.
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1.2 The Guest Survey — Background Information

Since 1999 ECOCAMPING organises annual standardised guest surveys at camping sites
in Germany, Austria and Switzerland. These surveys provide a valuable overview of
guest’s opinion and their expectations to a camping holiday. The result is a rich data set of
attitudes of camping guests about different aspects of environmental and nature protection
at camping sites and about the quality of a camping holiday. The results that evolved from
theses studies are sent to the businesses in individual reports and are also published in
the general reports.

Substantial beneficiaries of these standard surveys are the entrepreneurs, of the sites at
which guests were asked to fill in a questionnaire. The managers are provided with indi-
vidual feedback of their guests, that goes beyond a simple ,good or bad” feedback. Guests
evaluate different aspects of the respective camping site, e.g. sanitary facilities ort he envi-
ronmental management and compliment and criticise, what they noticed during their stay.
Often entrepreneurs do not ask their guests for detailed feedback and therefore do are not
informed about potential drawbacks or get to know about problems too late. By means of
adequate feedback the quality of stay and therefore the satisfaction of guests can be im-
proved continuously — a measure of customer loyalty, which no touristic business wants to
miss out.

Indeed, in many businesses the results of the surveys supported a sustainable develop-
ment. Experience shows: often simple and quickly realised measures help to improve the
satisfaction of guests, e.g. selling milk and butter along with the bread and bakery prod-
ucts. In this way, the expectations of guests can be met. But also in terms of broader
changes guests should be included in developments.

In some businesses the opinion of guests contributed to planned major projects e.g. instal-
lation of solar water heating or the rearrangement of the playgrounds.

These are just some of the reasons, which plead for a regular inquiry of feedback in touris-
tic businesses — themed: “Learn from your guests and look forward to see them again with
a smile on their faces!”

The results also contribute to a general development of the quality of camping holidays,
because the standards of camping sites are regarded in detail — wellness trends, wall tiling
in the sanitary buildings, that stretches all over the walls up to the ceiling, or the leisure
program. Amenities have to be matched to the demand. At the end of the day, the guest
decides what he or she likes. Therefore, the ECOCAMPING guest surveys always con-
tained questions about current trends and developments in the branch.

A sustainable development of the camping branch can be supported by means of a stan-
dardised, regular data collection about the satisfaction of guests. Therefore it is the right
aim, to broaden the ECOCAMPING guest survey and to organise them also in other Euro-
pean countries. An improvement of environmental protection and quality at camping sites
across nations assures future development to the branch and to every single business.

In 2005 within the project TourBench a Europe wide guest survey was supported and fitted
in perfectly in the project.
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13 The TourBench-Project

TourBench is a European monitoring and benchmarking initia-
tive, that aims to reduce the environmental costs in touristic ac-
commodation businesses. The online system TourBenchis a
freely available, practical and easy-to-use web-based, multilin-
gual monitoring and benchmarking instrument that enables to
scan an accommodation with reference to/on the basis
of environmental issues. It helps to determine the environmental
impact of an accommodation over a period of years, based on
the input of the company's consumption of (and costs for) en-
ergy, water, chemicals and waste production. Furthermore, it
enables to compare this impact with other, similar accommoda-
tion in the respective country or similar accommodation all over
Europe. The input of data and the comparison with other ac-
commodations is treated in confidence by the project partners.

www.tourbench.info

The strengths and weaknesses of an accommodation with reference to their environmental
impact are quickly made clear by the comparison with similar accommodation. In other
words: what is the saving potential? Based on the entrepreneurs own input, TourBench
provides the necessary information to enable to determine which investments might be
profitable for the business. Furthermore, TourBench informs about success stories and
gives tips on how to apply for national and international environmental certificates for the
European Ecolabel (the EU flower) ! or for EMAS, the official European Eco-Management
Scheme.

By saving the environment, costs can be saved. TourBench helps to improve the sustain-
ability and the quality of a business continuously. To match suggested environmental
measures with the wishes of guest, European guest survey support the benchmarking sys-
tem TourBench.

The following companies and organisations are partners in the project TourBench:
Syncera (Delft, Netherlands), ECOTRANS e.V. (Saarbriicken, Germany), ECOCAMPING
(Constance, Germany), ADAC (Munich, Germany), RECRON (Driebergen, Netherlands),
Den Grgnne Nggle v/Horesta (Copenhagen, Denmark), Legambiente Tourismo (Bologna,
Italy), Verein fur Konsumenteninformation (Vienna, Austria), Green Business UK Ltd.
(Perth, Scotland), FEE France (Paris, France), The Green Certificate ,Lauku ceot*|s”
(Riga, Latvia). Financial support to the guest survey was provided by the European Co-
mission by LIFE and by the DBU, Deutsche Bundesstiftung Umwelt.?

! The EU-Ecolabel is availabel for camping sitessince 2005. Further information on www.ecolabel.com or on
www.ecocamping.net.
2 Further information and registration on www.tourbench.info.
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2 Camping Tourism in Europe

Camping is a form of holiday which is very popular since many years for various reasons.
But normally cliché do not account for this success. It is not true, that camping holiday is
only a form of travel for poor people who cannot afford expensive hotels, etc. bearing in
mind the amounts which are spent for caravans, mobile homes, tents and other supplies,
camping tourism cannot be seen as a type of cheap holiday. One reason for the popularity
of camping is indeed the flexible pricing. Camping can be — but does not have to be — ex-
pensive and is therefore equally accessible for all population groups.

Camping guests appreciate the flexibility, which this form of holidays offers. Changing ho-
tels or a package holiday is not as easy as to simply move on to another camping site.
Camping holiday is much more flexible.

Last but not least, camping is much appreciated because the connection to nature on a
camping site is very strong. Camping is holiday in nature.

However, camping as an economic factor is still under evaluated. In 2004 a basic study
was published, which presents the impact of camping tourism in Germany (DTV e.V.,
2004). The study initiated by the German Tourism Association shows by means of a lot of
figures, that camping reflates tourism. The study can be taken as one example of the im-
portance of camping tourism in Europe.

Camping guests themselves are the ones, who
contribute to the growing and improvement of
the camping branch. And therefore, their opin-
ion and needs have to be taken into account
for the development of the sector.
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3 Sustainable Tourism

3.1 Definition

Tourism and especially camping tourism
is dependent on an intact nature and
surroundings. There is no other time of
year, when people spend so much time
outside in nature, than during their holi-
days. All sorts of holidays integrate na-
ture: sports or bathing holiday, wellness
of culture trips.

However, tourism always holds the danger of an additional burden on nature and environ-
ment, for example by increase of traffic, higher amount of waste, etc. Interference with the
natural balance within the holiday region, e.g. by means of increased water and energy
consumption may lead to conflicts and negative costs.

“Tourism can be declared as sustainable when consumption of resources is made possible
in a way, which fulfils economic, social and aesthetic needs and at the same time keeps
up the cultural integrity, the essential ecological processes and the biodiversity.”*

Tourism is dependent on the environment and in return leads to higher environmental
costs. Therefore, it has to be managed in the most cautious way to the environment.

Also the social tolerance plays an important roll in this context. Tourism should interfere as
little as possible with the natural balance of the destination. If so, tourism in the respective
destination can be stabilises with a sustainable and long-term perspective. Sustainable
tourism has the following aims: to conserve the nature and social structure of the destina-
tion, to protect the conditions of the population of the region and to create a comfortable
holiday atmosphere for the guests. A unison of nature and environment, population and
guests is aspired.

The sustainable development of the touristic destinations and the businesses is of great
importance for long-term existence. Support is provided by a lot of initiatives in Europe”.

% Source: http://www.umweltdatenbank.de/lexikon/nachhaltiger_tourismus.htm
* Further information on www.eco-tip.org
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3.2 Continuous Improvement of Environmental Protect ion and Quality

To build up a business takes time, money and patience. And once the business runs, there
are always unforeseen problems cropping up. If the normal course of operations is af-
fected by these problems, businesses with a reliable management system have an advan-
tage. A well maintained management enables an ideal solving process of problems and a
continuous improvement and development of the business. Environmental and quality
management systems include environmental protection and quality improvement to the
management.

However, the introduction of a management system should not interfere with the course of
operations. ECOCAMPING therefore developed an environmental and quality manage-
ment, which is specifically designed for camping businesses. By qualification of entrepre-
neurs and employees, networking and individual counselling it is possible to build up a re-
liable management system determined and quickly.

An integrated management is the so called “QESS —Quality, Environmental Protection and
Safety System for Camping sites”. This approach has been developed by a working group
of experts from the Bavarian Ministry for the Environment, the Association of Camping
managers in Bavaria the ADAC, the BVCD and ECOCAMPING. The guidebook to QESS
provides a first overview and a valuable introduction to the development of a QESS-
management, containing a lot of practical hints (ADAC & ECOCAMPING, 2005)°.Giving up
improvement, means giving up being good. And therefore it is wise to put effort in the con-
tinuous development of ones business.

3.3  Feedback of Guests as Contribution to Sustainab  le Development

If there are complaints normally guests address the reception
staff directly. Of course, the staff should immediately handle
the issues and try to find a solution. Moreover, it should be
evaluated if problems of this kind may be avoided before
guests have to complain. A complaint always holds the chance
of improvement for the business. This potential can best be
evaluated by means of a guest questionnaire.

However, not everyone likes developing questionnaires for the evaluation of the guest’s
opinion in a standardised way. Also the data analysis can be difficult. And it is understand-
able that during high season asking guests systematically for their opinion is missed out.
However, high season is the time when most problems and complaints occur. High occu-
pancy can lead to missing feedback. Current problems can not be detected directly and no
solution is possible. And if then the satisfaction of guests suffers, they might not come
again nor do recommend the camping site.

It may be wise to give the evaluation of the guests’ opinion to a third party. ECOCAMPING
supports camping businesses in processing and analysing individual guest surveys.

The feedback of your guests contributes to a continuous improvement in the scope of an
environmental and quality management and raises the satisfaction of your guests.

® To be ordered on www.campingleitfaden.info; English version on www.tourbench.info
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4 The Camping Survey

4.1  Objective of the Survey

Identifying the guest’s opinion about different aspects of camping holidays in Europe is the
superior objective of this survey. Thus, guest-orientated improvement is made possible
regarding development of environment and nature protection, security and quality on
camping sites. Concurrently, the survey is an important support for the camping sites. On
the basis of guest comments the participating businesses get impulses for improvement or
evaluation of realised measures in an individual report. This European report to the current
survey shows the opinion and the needs of the participating guests.

As a result of the ECOCAMPING guest surveys in past years new insights have been
made which influenced decisions of individual businesses. Developments of the branch
have been detected as well and compared with the requirements of camping guests. Many
decision-makers benefited from these results.

The ECOCAMPING guest surveys also revealed some questions about camping holidays
in general, which can be included in further developments. In the past years information
have been primary limited to German-speaking guests for the destination Germany, sup-
plemented by additional surveys in Austria and the German-speaking regions of Switzer-
land. Naturally, the opinion of camping guests in and from other European countries is im-
portant as well. In the existing survey these guests have been questioned in their native
language.

The result is the world-wide biggest on-site survey among camping guests with a to-
tal of 9218 participating guests on 175 camping sites in six European countries.®

Like past studies the survey broaches various issues. Guests have been asked about their
opinion on the facilities and amenities at the camping sites and about the acceptance of
different measures for improvement of quality and environmental protection. Expectations
of businesses that hold environmental certificates have been uttered by the guests and the
importance of these certificates for holiday decisions has been evaluated. The guests also
gave an assessment of their personal environmental behaviour during camping holidays.
Furthermore, they evaluated the quality of the camping site, where they stayed when tak-
ing part in the survey.

The feedback from the survey is a reasonable completion for camping sites to improve
their business.

® Within the TourBench-Project 12.473 gustes of camping sites have been included in the surveys. A separate report has
been published fort he survey in 2004. It can be downloaded from the webpage www.ecocamping.net at Ser-
vice/Download.
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4.2  Method and Realisation of the Survey

As the previous realisation of the ECOCAMPING guest survey has shown its worth, for the
current Europe-wide survey a design has been chosen which is practicable in its realisa-
tion, efficient in gaining data and reliable according to the results.

Already in the last surveys the ,on-site“ design resulted in an excellent rate of return with
high data quality. The organising partner of this ,on-site” survey on the camping sites was
the Lake Constance Foundation, Radolfzell. They deployed trained interviewers in Ger-
many, parts of Austria, Switzerland and Scotland, who collected data according to a stan-
dardised method. For this purpose the interviewer visited the camping guests directly at
the caravan, mobile home or tent and asked them to fill in the questionnaire. The ques-
tionnaire inclusive a pencil was given to the guests and recollected directly at the pitch af-
ter an adequate period of time. To preserve the anonymity of the survey for the partici-
pants, they returned the questionnaires in a box. Thus, a nearly complete rate of return
was achieved.

The survey took place during summer season 2005 on camping sites. The survey period
stretched from July to September. The selection of camping sites in Germany resulted
from the contacts of ECOCAMPING e.V. and the inquiry to other camping sites which have
not been consulted by ECOCAMPING. Thus, 90 camping sites have been chosen which at
the time, when the survey took place, have been labelled with ECOCAMPING ENVIRON-
MENTAL MANAGEMENT and 26 businesses without an ECOCAMPING certificate. In the
other participating countries also businesses with and without an ecolabel have been in-
cluded in the survey.

The data entry, analysis and reporting was centrally organised by ECOCAMPIG e.V. with
support by the Lake Constance Foundation and the ECOTRANS e.V. Thus, a consistent
processing of data and presentation of results is assured.
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4.2.1 The Questionnaire

The basis of the two-sided questionnaire was the questionnaires of the past surveys.
These were extended and adjusted to current issues. An important influence of the devel-
opment of the questionnaires was the feedback of different experts of camping tourism
and environment organisations as well as from university and applied environmental psy-
chology.

In the questionnaire the guests were asked about their opinion. This measuring instrument
includes the following topics:

Demographic data were collected to characterise the quality of the sample.

To describe the travel behaviour of the guests’ questions about the choice of the camping
site, way of travelling and travelling with children were posed.

The importance of different amenities on camping sites was broached. The list of ameni-
ties was in line with selection criteria which are found in many camping guides. Aspects of
environmental protection as well as quality were included.

As environmental protection cannot be at the cost of the quality of stay, it is of great impor-
tance to know the attitude of guests towards different measures of environmental protec-
tion on camping sites. With the questions in this part of the survey the common accep-
tance of environmental protection measures among the guests was evaluated.

If a business is up-to-date in terms of environmental protection and quality, it can be hon-
oured with an official environmental certificate. Among the guests these labels are gaining
increasing attention as revealed in past surveys. To encourage the acceptance of envi-
ronmental certificates and to increase their authenticity, it is important to know how guests
evaluate official certificates and which expectations they have of camping sites with envi-
ronmental certificates.

As there are various environmental certificates for camping sites available, it is significant
to know the name by recognition of these certificates. The acceptance and recognition of
environmental certificates were evaluates by means of the respective logos.

The success of an environmental management always depends on all the people who in-
fluence the system. Therefore, it is important to ask for the environmentally behaviour of
guests during camping holidays. By this the support, which can be expected form guests,
can be evaluated and also which environmental protection measures can be realised best.

Eventually, the participating guests got the possibility to evaluate the camping site on
which they were staying at the time of the survey.

To assure the comprehensibility and adaptability of the questionnaire a pre-test was or-
ganised with 92 camping guests on one camping site. After they filled in the questionnaire
the guests were asked whether there had been any problems of understanding. On the
basis of this testing phase the final version of the questionnaire was set up.

TourBench guest survey 2006 13



Through the multiple revisions during the surveys and test phases of the current survey a
reliable measuring instrument for the Europe-wide guest survey was established.

Yet, the questionnaire could not be used offhand in the same version in every country and
for all guests. Therefore, it was translated into the following languages: English, French,
Italian, and Dutch. The question about the highest level of educational achievement was
adapted to national educational systems. Additionally, the question about knowledge of
environmental certificates was adjusted to the available national labels. Because of the
different available certificates there were two different versions of the questionnaire for
Austria and Germany.

The English questionnaire can be found in the annex.

4.2.2 Sample

Answers of 6424 camping guests, who have been interviewed by the Lake Constance
Foundation on behalf of ECOCAMPING on 116 camping sites in Germany, Austria and
Switzerland, were included into the analysis. Moreover, in partner countries of the project
TourBench another 2794 camping guests on 58 camping sites were interviewed partly by
ECOCAMPING e.V., the International Lake Constance Foundation and the University of
Kassel as well as by the project partners of TourBench.
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Participating Countries

An overview, about how many camping guests have been interviewed in which European
countries, can be seen in the following table:

Germany 6210 67,4 % 111
Austria 899 9,8 % 13
Switzerland 85 0,9 %

Netherlands 436 4,7 %

Italy 1132 12,3 % 25
Scotland 456 4,9 % 15
Altogether 9218 100 % 175

Table 1: Distribution of data by participating countries

The Participating Guests — Origin, Age, Gender and Education

The demographic data of the participants deliver an insight about the origin of the guests,

distribution of age and gender and the level of education.

Origin of Guests

Germany 67,1
Italy 12,1
Netherlands 11,3
Spain 3,1
Scotland 1,7
Switzerland 1,3
Austria 1,2
France 1,0
Denmark 0,3
Belgium 0,1
Others (e.g. Ireland, Liechten- 0,8
stein, Sweden)

Table 2: Origin of participants by countries
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Among the interviewed German participants there are people of all 16 federal states, al-
though interviews did not take place in every state. The European partner countries have
not been distinguished into different regions or provinces.

Baden-Wuerttemberg 19,0 2%

Bavaria 9,9 - 1%
Berlin 4,7

Brandenburg 3,8 1

Bremen 0,6 12% 5%
Hamburg 21 1% 4%
Hessen 4,7 16%

Mecklenburg-Western Pomerania 1,0 1% 2%
Lower Saxony 12,2 5%

North Rhine-Westphalia 15,8 3%

Rineland-Palatinate 2,6

Saarland 0,5 e

Saxony 2,1 10%
Saxony-Anhalt 0,9 19%

Schleswig-Holstein 2,0

Thuringia 0,7

(no details/not of German origin) 17,4

Table 3: Origin of interviewed Germans by federal states

Age Distribution of Guests

In the sample data of guests between the age of 6 and 90 are included. There are teenage
camping guests, young adults, guests of middle age as well as older guests represented.
This corresponds with the data of the Federal Statistical Office (see graphic)’.

70-90 years 4.9
60-69 years 13,3
50-59 years 15,2
40-49 years 28,0
30-39 years 20,3
20-29 years 7,3
8-19 years 11,0
Table 4: Age distribution of interviewed Figure 1: Age distribution of the German population

" Source: Federal Statistical Office, 2001: http://www.destatis.de/basis/d/bevoe/bevoegra2.php
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Gender Ratio

The ratio between female and male participants is even. 50,5 % of the interviewed are fe-
male, 49,5 % are male, which again is comparable to the data of the Federal Statistical
Office and can be applied to Europe in general.

Level of Education of Guests

To collect the data of level of education internationally the respective national educational
achievement equivalent to the German educational system was asked. Only in France a
four-step system (without a median educational achievement) was used. Concerning the
international sample a representative distribution of different educational achievements is
given.

Matriculation standard 13,5
Practical matriculation standard 13,1
Medium level of education 30,4
Basic level of education 27,5
No graduation 1,7
No details provided 13,6

Table 5: Level of education of participants

Result

For the sample these demographic data allow the conclusion, that the participating guests
are of a reliable sample and represent all groups of guests on camping sites adequately.
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4.3  Results of the Survey

4.3.1 Travel Behaviour of Camping Guests

Camping site does not equal camping site and not every camping guests is the same. How
do guests choose a site for their holidays or for their seasonal pitch? And what does it look
like to stay there? By which means of transportation did they get there and what type of
accommodation do they prefer? Are they travelling in a group, as a family, with or without
children, on their own?

On the basis of these factors the travel behaviour of the camping guests can be described.
Possible coherences with other aspects of the survey can be investigated, for example the
attitude towards environmental certificates like ECOCAMPING.

Choice of a Camping Site

The choice of a camping site can be made on the basis of several details. In the camping
branch promotion is made in many different ways. A leaflet and the representation on the
internet are two of these ways. Yet, at the same time an entry in a camping guide, adver-
tisements and editorial articles in camping journals and travel magazines, press reports,
presence on travel and camping fairs and many other things are important. Recommenda-
tion can also play an important role in the choice of a camping site. Which measure can
assure the best success for the entrepreneur? To solve this riddle the study gives hints
through the following question: ,How did you find out about this camping site?" Up to two
answers have been stated by the participants and included in the analysis.

One third of the participating guests stated that the site had been recommended to them.
Satisfied guests told about their stay. Camping guides and the internet are other important
means to choose a camping site.?.

Find out about the site by:

recomrendation 33,5%
canping guide
chance

internet

canping megazine
brochure

trade fair

other

(027 10% 20% 30% 40%

Figure 2: Information media for choosing a site

8 Multiple answers were possible, therefore the sum exceeds 100%.
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Camping Guides

Regarding the camping guides, that guests used, specific questions about the medium
have been posed. As mainly German-speaking guests have been interviewed, the majority
of listed camping guides are German editions. This has to be kept in mind for interpreta-
tions.

Altogether 12,1 % of the participants provided information about which camping guide they
used:

ADAC 7,8 64,4
DCC 2,6 215
ANWB 0,3 2,3
ACSI 0,3 2,3
ECC 0,2 1,5
Various (i.e. Caravan&Camping, Cades, Best of British, 1,0 8,0
Rough Guide, Touring Club ltaliano, Caravan Club, Lonely
Planet, Camping and Caravan Guide)

Sum 12,1 100,0

Table 6: Use of different camping guides for the choice of a camping site

1,5%

Camping guide 8.0%
2,3%

2,3%

21,5%

O other
m BECC
O ACSI
o ANWB
m DCC
O ADAC

Figure 3: Use of camping guides; related to the sub-population of guests
who found out about the site by a camping guide.

On the basis of these results the question about the ideal way of promotion is not answer-
able in general. Yet, the data can be a guideline for the marketing strategy of a camping
business.

However, it shows that recommendation is far the most important thing to win new guests
for a camping site. So part of every marketing strategy should be to activate the recom-
mendation of satisfied guests. The marketing by recommendation focuses on satisfied
guests who convince new customers. The business supports satisfied guests with corre-
sponding media, materials and actions.
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Way of Arrival

Most of the guests arrived by car. Only about 10% arrived by mobile home. The minority
was travelling by public transport or bike.

Arrival by Part

in %
Car 85,5
Mobile home 9,7
Train/ bus 2,5
Bicycle 1,3
Motorbike 0,7
Others 0,3

Table 7: Choice of arrival

Accommodation

For people with a mobile home the question about accommodation is already answered.
Usually they sleep in their mobile home. Those who arrived by other means of transporta-
tion have different possibilities of accommodation. Almost two thirds of all interviewed
guests chose a caravan for accommodation. But also a large part of guests stayed in
tents. Rental accommodation was only chosen by a minority of the interviewed guests.

Accommodation Part

in %
Caravan 60,1
Tent 22,1
Mobile home 12,5
Rental accommodation 52

Table 8: Choice of accommodation

Permanent Guest or Tourist

Not only has the choice of accommodation described the travel behaviour of the camping
guests. On camping sites there is often the possibility for seasonal camping. To rent a
pitch for a whole year or several months is not comparable to a stay of several days or
weeks for holidays.

Therefore, permanent guests as well as tourists have been interviewed. In the entire sam-
ple about two thirds were tourists and one third was long-term guests. 31,8% stated that
they have rented a pitch on the camping site permanently, 68,2 % visited the site for a
shorter period of time as tourists.

In Good Company?

How people spend their leisure and their holidays is an individual thing. Yet, it also is a
social issue. Do the guests of a camping site stay there alone, together with a partner, as a
group or with family?

Most of the camping guests of the sample were travelling with family (56,7%) or with a
partner (32,4%). Only 8,8% were travelling as a group and 2,1% were travelling alone.
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Travelling with Children and Teenagers

In this scope it is also interesting to know if the camping guests are travelling with or with-
out children.

43,9% of the interviewed people were travelling with children up to the age of 12 (average
number: 1,74, SD=0,88).

Teenagers between the age of 13 and 18 were travelling with one third of all interviewed
(28,6%) (average number: 1,57, SD=1,24)°.

Why were these Questions Included in the Survey? — Importance of Travel Behaviour

The wishes and needs of guests on camping sites can be associated with the collected
data of the travel behaviour. People with a mobile home for example might have other de-
mands than people with a tent when it comes to opening hours of the barrier. For those
with a tent it is of less interest, to know the opening hours of the barrier. But those with a
mobile home are dependant on standing on the site as well as travelling with their mobile
home. In their mobility they are reliant on the opening hours of the barrier. Therefore, the
wish for pitches in front of the barrier would be understandable in this group of guests.

On the other hand, families might prefer longer periods of closed barriers, as traffic on the
site would be reduced and therefore their children could play without disturbance. The
possibility of an accident would be minimised and the exposure of exhausts would be re-
duced.

Various influences of the travel behaviour on the acceptance of environmental protection
measures and improvement of quality on camping sites can be expected (see chapter
number 4.5).

4.3.2 Offers on Camping Sites

Adventure, sports, or wellness holiday, culture
or city sight-seeing, hiking or simply lying on
the beach? Everything is possible in a camping
holiday. Besides the specific offers towards a
target group that can vary from camping site to
camping site, there are also equipment criteria,
which every camping site must have. There is
the question of how important different aspects
for the camping guests are, what they can do
without and what they do not want to miss un-
der any circumstances.

o Participants under the age of 18 were excluded from this calculation.
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Results

Out of ten the shopping possibility was by far the most important aspects. 83,5% of the
interviewed rated it “important” to have the possibility to shop directly on the site (“very im-
portant*: 48,0%, “rather important“: 35,5%). Only very few seem in no need of this service,
or do not have an opinion about it. Solidarity and the wish for integration of disabled peo-
ple are shown by the answers to the question about accessibility for disabled guests. Fur-
thermore, the possibility to reserve a pitch is regarded as important by more than half of
the interviewed (,very important*: 37,6%, “rather important*: 27,1 %) as well as an accu-
rate electricity bill (,very important“: 35,2 %, “rather important®: 22,5%). A restaurant is re-
garded as “rather important” by half of the interviewed (29,6%) respectively “very impor-
tant* (23,9%), too.

Summing up, for the majority of the guests it is of importance to have the possibility of
shopping at the site and that there is a restaurant, to have the possibility to reserve a pitch
in advance and to receive an accurate electricity bill. Furthermore, they are in favour of
accessibility for disabled guests.

Regarding special offers like rental accommodation, pitches for
mobile homes in front of the barrier, health and wellness facilities,
an organized leisure programme or internet access, trends
emerged. The biggest role played the organized leisure pro-
gramme (“very important”: 21,6%, “rather important®: 26,3%). Yet,
also health and wellness facilities are regarded as important by
many (“very important“: 17,7%, “rather important*: 18,7%). A less
important role play rental accommodation, pitches for mobile
homes in front of the barrier and internet access.

Noticeable is that few guests have “no opinion“ about these offer and equipment aspects.
Only regarding the pitches for mobile homes in front of the barrier 15,3 % had “no opinion®.
As this is a very special requirement, which mainly concerns people travelling in a mobile
home, this result is not very surprising. But in general the guests seem to know what they
expect of a camping site and what they do not approve of. Even though only a range of ten
aspects were evaluated, wishes and requirements of guests can be estimated.

Offer / Equipment Not im- Less im- _Rather Very im- No opin-
portant portant important | portant ion
Data in %

Rental accommodation 47,8 21,1 13,1 11,2 6,7
Accurate electricity bill 19,7 18,0 22,5 35,2 4,5
Shopping facility 3,2 12,7 35,5 48,0 0,6
Restaurant 11,7 33,9 29,6 23,9 0,9
Possibility to reserve a pitch 13,5 17,7 27,1 37,6 4,1
Pitches for mobile homes in front of the barrier 41,5 22,8 11,3 9,0 15,3
Accessibility for disabled guests 11,7 13,9 29,4 38,4 6,6
Health and wellness facilities 26,7 33,2 18,7 17,7 3,8
Organized leisure programme 21,8 28,0 26,3 21,6 2,3
Internet access 47,4 27,4 12,2 9,1 3,9

Table 9: Importance of different offers and equipment on camping sites
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4.3.3 Environmental Protection Measures on Camping Sites

Protection of the environment has many faces.
Because there are countless possibilities for a
camping business to realize protection of the envi-
ronment — by using recycling paper in the office
and at the reception, by installing water saving
technology in the sanitary facilities or by planting
native bushes and trees.

However, there is no particular formula for the right
measures of environmental protection. Each camping
site is different, and so, when planning such meas-
ures, an individual advancement should be chosen.
The most sensible way is the organisation of the envi-
ronmental protection by an environmental manage-
ment system with an integrated environmental pro-
gramme. It contains the measures, which will be real-
ised and states responsibilities and dates for realisa-
tion.

Yet the best programme for the environment does not bring a business forward, if it is not
matched with the demands of guests, because the measures must be accepted and ap-
proved by them. Sometimes it can even happen that some guests feel disturbed by envi-
ronmental protection. In this case the retention should be dismantled by informing the
guests and by trying to explain the advantages to them. If all this does not work, it must be
considered, whether the benefits of these measures justify the distrust of the guests, or
whether it is better not to realise them. An alternative can certainly be found.

However, most of these measures are not just accepted by the guests but rather highly
approved of, because many measures of environmental protection accompany an im-
provement of quality of stay, i.e. by reconstruction. Furthermore camping guests are usu-
ally strongly connected to nature and value the engagement of the business to environ-
ment and nature protection.

Results

Out of the list of possible measures provided in the questionnaire, the restriction of traffic
to particular times was regarded as the best. More than half of the interviewed (53,1%)
found it “very good“ that cars could only be used on the site to particular times, further
27,8% found it “quite good“ and only a small part was against it (“less good*: 8,3% and
“not good*: 6,6%).

Also other measures, which the interviewed should evaluate, were approved of, yet not to
the same extent.

It is noticeable that there are two measures which one third evaluated as “not good":
36,9% of the interviewed are against the charge of warm water according to use and
28,7% evaluated it “not good” to park the car on a separate car park away from the pitch.
Probably they expect to loose comfort with these measures.
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There is a slight disagreement among the interviewed regarding the evaluation of three
measures. “No opinion” says about every fifth participant, when it comes to the evaluation
of the following aspects: offer of eco-friendly products (20,4%), organisation of nature-
orientated holiday programme (18,5%) and an environmental certificate (17,6%). These
are partly measures, which do not affect the guests, if they are not shopping on the site
and if they are not interested in the animation programme. Or they might not have made
up their mind about it so far.

An important measure to protect the environment is, according to the interviewed, the en-
gagement of the entrepreneur, which is attested by a certificate. Therefore, the majority of
the interviewed evaluated it “very good” (42,3%) or “rather good* (35,3%) if a business has
a certificate. On the other hand, only a small minority is against it (“less good*: 3,4% and
“not good*: 1,4%).

The results of the current survey are very similar to those of past surveys. In the ECO-
CAMPING Guest Survey 2004 81,0% found the restriction of traffic to particular times,
71,5% a nature-orientated leisure programme, 65,0% less sealed surfaces and 63,4%
eco-friendly products, 50,2% the charge of warm water according to use and 40,8% sepa-
rate parking spaces good. (ECOCAMPING e.V., 2004). This is similar to the current results
and shows a constant evaluation by the guests.

The results provide the basis for the assumption, that camping guests are in principle in
favour of an active environmental protection on camping sites. Measures are only partly
evaluated negative, if a loss of comfort is feared. However, the measures do always need
to be connected to the local circumstances of each site. And therefore, one measure can
be disapproved by the guests of the first camping site but may be approved by the guests
of another one. With increasing information about the meaning and intention of measures
and with the growing knowledge about the advantages for the guests, the acceptance of
measures increases. With good information there is nothing in the way of an improvement
of environmental protection on camping sites.

Environmental protection measures Not good |Less Rather Very No opin-
good good good ion
Data in %
Warm water for showers is charged according 36,9 18,1 18,5 19,2 7,3
to use

Few sealed surfaces 13,0 20,4 34,3 27,8 4,5
Separate parking space 28,7 21,3 21,0 23,8 53
Eco-friendly products 4,8 13,0 41,4 20,5 20,4
Nature-orientated holiday programme 3,5 8,8 43,5 25,7 18,5
Restriction of driving to particular times 6,6 8,3 27,8 53,1 4,2
Environmental certificate 1,4 3,4 35,3 423 17,6

Table 10: Evaluation of different environment-friendly measures on camping sites
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4.3.4 Environmental Certificates for Camping Sites

There are many certificates, with which businesses are awarded, that realise environ-
mental and nature protection. Partly they are assigned by the environmental agencies of a
country, by the EU or by foundations, environmental organisations, etc. Therefore, some
certificates can only be acquired in a certain country, others like the ECOCAMPING EN-
VIRONMENTAL MANAGEMENT are not restricted to a particular country.

Another distinction is that there are category-orientated certificates (i.e. EU-Flower, Green
Leave) and those which are given to businesses because they established an exemplary
environmental management system (i.e. EMAS, ECOCAMPING). However, all these cer-
tificates have in common that they lead to a careful treatment of natural resources within a
business, and they give tribute to this engagement.

Yet, not only is the advantage of a good image linked to a certificate. Especially with man-
agement-orientated environmental certificates the economic situation can be enormously
improved, e.g. by saving water or energy. So there is also support regarding an economi-
cally sustainable development. And another worthwhile advantage is the increased accep-
tance by guests. The competitive advantage with such a certificate can enrich the market-
ing of a business enormously. By the support of the certificate new target groups can be
won and the client base can be maintained. Even if it is not the first and most important
aim of many businesses, to win new clients by an environment certificate, it is a pleasing
side-effect.

Yet, how do the guests evaluate the environ-
mental certificates? Do they trust labels, seals
and certificates? And what do they expect from a
business holding a certificate? All these questions
have been asked in the current survey as well as
in past ECOCAMPING surveys.

4.3.4.1 What Guests Expect of a Certified Business

Can a customer believe in what he is told? A detergent, which washes more than white
and is eco-friendly at the same time? Or a car which is fast and nevertheless has minimal
fuel consumption? A camping site in the middle of nature, which is nicer and more envi-
ronment-friendly than many others?

It is understandable that customers want to check promises like this out, before they be-
lieve in it. An ecolabel can in this case possibly ease the purchase or — regarding the
camping site — the booking. A label or certificate shows the customer, that someone has
already dealt with the question of credibility: a certificate acknowledges by an independent
side, that in this business or with this product particular criteria are minded.

TourBench guest survey 2006 25



However, at the end of the day every test and therefore every certificate has to withstand
the expectations, which are tied up to it. To prevent misunderstandings it is important to
know the expectations of guests about certificates and to be responsive to them.

Yet, this does not mean to adapt the criteria of an ecolabel to the imaginations of the
guests. By knowing the expectations, it is possible to inform specifically, to close knowl-
edge gaps of the guests and to clarify misconceives.

Furthermore, a certified business gets valuable hints by knowing the guest’'s expectations
regarding the marketing of a certificate, like which measures should be explained to
guests. Through this the customers find confirmation, that the certificate deserves its cred-
itability, and ideally they make their choice upon this.

But it is not only interesting for the entrepreneur to know if the environmental measures
correspond to the guest’'s wishes. It is also important for the development of the criteria of
ecolabels, to know which measures are expected by guests. Also with regard to the mar-
keting of a certificate, it is important, to know which measures should be named and ex-
plained.

Mostly the camping guest has an implicit
idea of what the environmental certifi-
cate stands for and what it is donated
for. This idea naturally does not always
correspond to reality in every point. By
means of informing guests, clearing
about the certificate (by the issuing of-
fice, etc.) and a higher request by con-
sumers can be realised.

Results

Corresponding to past surveys it appeared, that the biggest expectation to an ecolabeld
business is a well working separation of waste. The approval within this context is very
high (*yes” 74,7% and “rather yes”: 18,4%; approval of whole sample: 93,1%) and fur-
thermore the number of those without an opinion is very small (3,3%). If a certified busi-
ness has a well working waste separation it corresponds to the guest’s expectations.

In addition, the abandonment of drinking water to flush toilets, energy-saving lightning, so-
lar power for warm water, information of guests about environmental-friendly behaviour
and eco-friendly cleaning are measures, which are expected from businesses with an eco-
label.

There is disaccord regarding the use of “green energy”, for example by using wind or sun
power. Possibly, guests find it sensible in certified businesses, but do not expect it abso-
lutely, because 11,0% have “no opinion” in this context. More than one third says “rather
yes” (35,1%) but yet 15,4% say “rather no* and 8,9% “no“. For this question the highest
answers of ,no“, ,rather no“ and ,no opinion“ can be found in comparison to other ques-
tions of this part of the survey.
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When summing up the expectations to certified businesses, the participants expect a good
waste separation system, a careful consumption of water and energy, the abandonment of
environmentally dangerous cleaning products and information about eco-friendly behav-
iour during camping holidays.

Eco-friendly cleaning 6,7 8,7 35,3 41,7 7,6

~green power* 8,9 15,4 35,1 29,1 11,0

Information about eco-friendly behaviour 4,4 8,5 35,3 44,7 7,2
Energy-saving lightning 2,7 4,5 30,3 56,7 5,8

Separation of waste 14 2,2 18,4 74,7 3,3

No drinking water to flush toilets 4,4 6,2 25,0 57,3 7,1

Solar energy to produce warm water 4,6 91 30,6 46,9 8,7

Table 11: Expectations on camping sites with an environment certificate

4.3.4.2 Importance of Ecolabels for Holiday Plannin g

If a business fulfils the criteria of an ecolabel, it gets a certificate and the possibility to ad-
vertise with it. If the business fulfils the expectations of the customers, it gets booking re-
guests and satisfied guests. If a customer acknowledges a certificate, he or she ideally
includes it in the holiday planning.

The question, which was therefore posed to the participants of the survey, is the following:
“Do you think it is good that there are environmental certificates for environmentally-
friendly camping sites?"

Nine out of ten participants were in favour of it (*yes“: 63,3% and “rather yes": 25,5%; in
favour in the whole sample: 88,8%). 7,4% of the interviewed camping guests do not have
an opinion about it and only a small part of the guests disapproves ecolabels (“rather no*:
2,2% and “no*: 1,2%).

Ithink it is good, that there are environnental certificates for
environnmentally freindly canping sites; in %

129%. (4%

2,2%

o yes

O rather yes
63,7% O rather no
@ no

O no opinion

Figure 4: Approval of ecolabels on camping sites.
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It is also important to know if an ecolabel is also a criterion for actually choosing a camping
site. Do guests tell themselves “I choose this site because it offers to me what | wish dur-
ing a holiday, and on top of that it holds a certificate for an exemplary environmental man-
agement"? To clarify this, the participants of the survey were asked to evaluate the follow-
ing statement: “When choosing a camping site, | pay attention to environmental certifi-
cates.”

As expected, the acceptance of certificates is a bit higher, than the active integration into
the holiday planning. Yet, four out of ten participants said, the criteria “ecolabel is inte-
grated in their choice of a camping site. About the same part as before answers with “no
opinion“1§9,8%). Three out of ten said “rather no* (29,0%), and two out of ten said “no”
(21,9%)".

When choosing a canming site, | pay attention to environmental
certificates; in %

9,8% 12, 7%

26,6% @ yes

O rather yes
O rather no
@ no

29,0% 0O no opinion

Figure 5: Ecolabels as a criterion for the choice of a camping site.

Ecolabels are highly valued by the camping guests. A great majority is in favour of certifi-
cates and consequently appreciates the engagement of the entrepreneur for a sustainable
development in the camping industry. Obviously, they appreciate the advantages, e.g. im-
provement of the quality of the stay, stability of prices and increase of comfort, which are
often realised through the preparation for a certificate.

Approval of the guests for ecolabels can be seen by the fact, that over the last ten years
the number of those constantly increased, who are in favour of certificates and integrate
ecolabels into their planning. In line with this finding, nine out of ten participants are in fa-
vour of ecolabels for environmentally-friendly camping sites in the past survey of 2004.
(ECOCAMPING e.V., 2004)

For environment and quality oriented camping sites these results are a confirmation of
their work. Camping sites with ecolabels are to the liking of the guests and offer — correctly
brought to market — an advantage in competition.

% There might be a tendency of participants to answer positively according to the principle of ,social desirability“. This
means, that a positive distortion may interferre with the results. The overall high number of positive reactions state a
braod agreement of the participants, despite the possible distortion.
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4.3.4.3 Popularity of Ecolabels on Camping Sites

The expectations of camping guests towards ecolabels show that the participants have
formed an opinion upon what they think about ecolabels on camping sites. Fortunately,
this opinion turns out to be very positive. But which certificates do guests know about?

If an environmental certificate is not well-known or can not be recognised, it can hardly
make a contribution in winning new guests and winning over the customers. Therefore, it is
a basic part of guest surveys, to ask guests about the popularity of various certificates.

Results

First of all it must be clarified how many guests know one or even more environmental cer-
tificate for camping sites. Among all interviewed 43,0% know at least one environmental
certificate for camping sites.

The marketing measures to make ecolabels popular have been worth while. In a past sur-
vey only 35,5% of the participants said, they know at least one certificate (ECOCAMPING
e.V., 2004).

To rate the popularity of various labels the logos of different certificates have been in-
cluded in the questionnaire. According to nationality, there were different versions of the
guestionnaire. Therefore, differences in the display of the results have also been made
according to nationality. Differences are made regarding the absolute and relative popular-
ity of labels: ,absolute popularity” refers to all interviewed guests of one nationality. ,rela-
tive popularity” describes the knowledge of particular certificates of all interviewed of one
nationality, who know at least one certificate.

Logos of environmental certificates for which popularity has been evaluated:

Europe-wide available ecolabels:

EU-Flower EMAS ECOCAMPING Green Leave

National ecolabels:

Austrian Netherlands Italy: France: Germany:
Ecolabel Millieubarometer Legambiente La Clef Verte  Viabono
£ Tourismo
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Popularity of Ecolabels among Interviewed Germans

Of the interviewed Germans 38,6% said, they know at least one certificate of environmen-
tally-friendly camping sites.

ECOCAMPING is by far the best-known ecolabel among German camping guests. But
also the ,Green Leave®, with which eco-friendly camping sites are marked in the ADAC
camping guide, is known by the guests. All other in Germany available certificates, which
could therefore be known by guest, get only marginal rates.

German Guests: German Guests:
Knowledge absolute Knowledge relative

Viabono Viabono []7,5

ECOCAMPING 26,5 ECOCAMPING ] 68,3

EMAS EMAS []7,6

EU-Flower []105

4,6 Green Leave 37,6

0 20 40 60 80 100 0 20 40 60 80 100

EU-Flow er

Green Leave

Figure 6: Popularity of ecolabels for camping sites among German guests
(absolute: popularity among all interviewed; relative: popularity among those who know at least one certificate).

Popularity of Ecolabels among Interviewed Austrians

Among the interviewed Austrians 50,5% said they know at least one certificate.

The national certificate of Austria is the best-known label, followed by ECOCAMPING,
which is also known. The Green Leave is also relevant to Austrian camping guests.

Further certificates do not have a significant popularity either.

Austrian Guests: Austrian Guests:
Knowledge absolute Knowledge relative
Osterreichisches Osterreichisches \ \ \ s
Umw eltzeichen 40,7 Umw eltzeichen |
ECOCAMPING ECOCAMPING —‘—‘_\ 58,8
EMAS EMAS []3,8
EU-Flow er EU-Flower []1,9
Green Leave Green Leave ] 19,6
0 20 40 60 80 100 0 20 40 60 80 100

Figure 7: Popularity of ecolabels for camping sites among Austrian guests.
(absolute: popularity among all interviewed; relative: popularity among those who know at least one certificate).
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Popularity of Ecolabels Among Interviewed Dutch:

Among the interviewed Dutch 43,3% said they know at least one certificate.

ECOCAMPING is the best-known certificate. The Millieubarometer, which is the national
ecolabel of the Netherlands, is also well-known. So is the EU-Flower. This can probably be
traced back to the high presence of this ecolabel in other sectors e.g. cleaning products

etc.

Furthermore, the Green Leave of the ADAC is known. Knowledge about the popularity of

EMAS can be neglected.

Dutch Guests:
Knowledge absolute

Milieubarometer
ECOCAMPING
EMAS

EU-Flow er 8,1

Green Leave

5,6

0 20 40 60

80

100

Milieubarometer
ECOCAMPING
EMAS

EU-Flow er

Green Leave

Dutch Guests:
Knowledge relative

156

| ] 76,2
i

186

125

O 20 40 60 80 100

Figure 8: Popularity of ecolabels for camping sites among Dutch guests.

(absolutely: Popularity among all interviewed; relatively: Popularity among those who know at least one certificate).

Popularity of Ecolabels Among Interviewed ltalians:

Out of the group of interviewed Italians 63,8% said, they know at least one certificate for
environmentally-friendly camping sites.

Legambiente Tourismo is the best-known certificate. Yet ECOCAMPING, the EU-Flower

and EMAS are also known by guests.

Italian Guests:
Knowledge absolute

Legambiente
Tourismo

ECOCAMPING

57,3

EMAS

EU-Flow er

0 20 40 60

80

100

Italian Guests:
Knowledge relative

Legambiente \ \ [
. | 89,8
Tourismo |
ECOCAMPING 15,6
EMAS []81
EU-Flow er 11,9
0 20 40 60 80 100

Figure 9: Popularity of ecolabels for camping sites among Italian guests.
(absolute: popularity among all interviewed; relative: popularity among those who know at least one certificate).

TourBench guest survey 2006

31



Popularity of Ecolabels Among Interviewed Scottish:

46,5% of the Scottish participants know one or more certificates.

In Scotland no data regarding ECOCAMPING and the Green Leave have been collected.
Therefore, no reliable analysis can be made for the part of the survey in Scotland, regard-
ing the popularity of ecolabels.

Popularity of Ecolabels Among Interviewed French:

Among the French participants 23,3% said, they know at least one certificate.

ECOCAMPING is well-known. The national certificate, La Clef Verte, is equally well-known
compared to the official European certificate, the EU-Flower.

French Guests: French Guests:
Knowledge absolute Knowledge relative
La Clef Verte 6,5 La Clef Verte :;:l 31,3
ECOCAMPING 18,8 ECOCAMPING | 60
EMAS [ 1.1 EMAS 7:| 4,8
EU-Flow er 6,7 EU-Flow er | 28,6
0 20 40 60 80 100 0 20 40 60 80 100

Figure 10: Popularity of ecolabels for camping sites among French guests.
(absolute: popularity among all interviewed; relative: popularity among those who know at least one certificate).

Popularity of ECOCAMPING, EU-Ecolabel and EMAS among all Interviewed

Regarding the Europe-wide popularity of available certificates for camping sites, there are
differences between guests of different nationalities.

ECOCAMPING is the best-known environmental certificate in Europe. According to na-
tionality between one and three guests out of ten know this certificate (absolute popular-
ity). Among the Dutch it is most frequently known, but also in Austria and Germany. More-
over, in France and Italy far more guests know ECOCAMPING, than for example the EU-
Ecolabel or EMAS.

Among those, who know at least one certificate (relative popularity), ECOCAMPING is the
best-known among the Dutch followed by German, French, Austrian and Italian guests.

The more than 120 camping sites, which have been awarded with the ECOCAMPING
ENVIRONMENTAL MANAGEMENT, are internationally very well-known (status by end of
this report).
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Figure 11: Popularity of ecolabels for camping sites among guests of different nationality.
(absolute: popularity among all interviewed; relative: popularity among those who know at least one certificate).

The second best-known of the Europe-wide available ecolabels for camping sites is the
EU-Ecolabel , which is available for camping sites since 2005. It has already been as-
signed to various products for many years. This might be a reason, why some guests
know about it already from other products.

Nevertheless, nearly one out of ten camping guests from the Netherlands knows this label.
And also among guests from Italy, France and Germany it is well-known. Only the Austrian
camping guests do not know the label very much (absolute popularity).

Among the guest, who know at least one certificate (relative popularity), the French guests
state the highest popularity of the EU-Ecolabel. Every fourth of this group knows recog-
nizes it. Among the Dutch one out of five and among the Italians and Germans one out of
ten of those, who know at least one certificate.

By the time, when this report was published, only ten camping businesses in Europe were
certified with the EU-Ecolabel. Based on this amount, the popularity among the guests is
good. This ecolabel for camping sites provides a successful unique selling point.

Knowledge EU-Ecolabel absolute Knowledge EU-Ecolabel relative
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© France 6,7 © France 28,6
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Figure 12: Popularity of the EU-Ecolabel for camping sites among guests of different nationality.
(absolute: popularity among all interviewed; relative: popularity among those who know at least one certificate).
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The EMAS does not seem to be relevant, when regarding the popularity among guests.
The benefit of this ecolabel is mainly expected within the business (benefit for internal
management structures, etc.). Only in Italy and Germany EMAS seems to be known to
some guests.

Knowledge EMAS absolute Knowledge EMAS relative
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o France [ 1,1 © France []4,8
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Figure 13: Popularity of the EMAS for camping sites among guests of different nationality.
(absolute: popularity among all interviewed,; relative: popularity among those who know at least one certificate).

! Results of the test for significance: There is no relation between the way in which interviewers introduced themselves
and the acceptance of environmental certificates for camping sites (T=0,17, p=.86), the consideration of ecolabels, when
choosing a site (T=-0,38, p=.71). Moreover, there is no relation between knowledge of ECOCAMPING and the way in
which the interviewers introduced themselves (T=0,32, p=.75).
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4.3.5 Environmentally-Friendly Behaviour during Cam ping Holidays

If a camping entrepreneur is engaged in protection of the environment, includes his assis-
tants, and in addition to that involves subcontractors and service provider, it is a big step.
Yet environmental protection can only be successful, if all persons who, have an influence
on nature and the environment, are actively taking part in measures of environmental pro-
tection. By all means, for the camping site it is of central importance that the guests con-
tribute to that process.

A fundamental acceptance of environmental certificates and of measures of environmental
protection on camping sites has been acknowledged by the interviewed guests. But what
kind of attendance do the guests have to behave environmentally-friendly?

Results

The clearest encouragement is given to the statement: “I
dispose my waste water only in the drains provided for
this purpose.® 78,2% of the guests do this “always*,
12,0% “frequently” and only 3,0% do this “rarely”, 2,1%
“never” and 4,7% do not have an opinion on that issue.

As expected, a lot of guests also say, they “separate
their waste as the camping site requests®. As this is the
most important criteria for environmental protection, as
believed by a majority, (Lake Constance Foundation,
2000 & 2001; ECOCAMPING e.V. 2003 & 2004, the
interviewed guests give great credit to this behaviour.
Two thirds say they always separate their waste as re-
quested (65,5%), further 24,8% do this “frequently” and
only 5,5% “rarely” or 2,8% “never".

It seems to be relatively clear, what kind of behaviour the guests show, as only 1,5% have
“no opinion“. This is the lowest part, compared to other broached issues.

Likewise, the answer “no opinion“ (1,5%) is given regarding the following statement: “While
showering, | turn off the water, when | soap myself.” Half of the interviewed do so “always"
(52,0%), 21,4% “frequently” but an important large part do so “rarely” (13,4%) or “never”
(11,6%).

“Trying to avoid driving a car on the site” is a valued principle for more than half of the par-
ticipants. 56,1% do this “always”, further 29,4% “frequently“ and only a small part “rarely*
(5,7%) or “never” (4,0%).

Regarding the consumption of regionally produced food, the attitude of the camping guests
is confirmed, which was already indicated in the questions about measures of environ-
mental protection on the camping site. The approval of ecologically produced goods is low

12 Agreement towards waste separation as a measure of environmental protection in the ECOCAMPING guest surveys:
2000: 92,8%; 2001: 92,9%; 2003: 89,8%; 2004: 94,5. Within each survey, this is the most favoured environmental pro-
tection measure.
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and many interviewed do not have an opinion about it. Likewise, with buying regionally
produced products, because 6,8% have “no opinion“ about it. After all 21,3% say they “al-
ways"“ buy regional products. The largest part does this “frequently” (41,4%), yet a big part
“rarely” (24,1%) or “never*” (6,6%).

Guests seem to have been sensitised for environmental topics and show a high atten-
dance, to support the camping sites in protection of environment and nature. This is an-
other indication — maybe the strongest — that camping guests support the engagement of
many camping sites towards environmental protection.*”.

It also expresses, that it is sensible to support the
guests in their positive behaviour. Good visible
signposting of the recycling station and waste bins
for example with stickers in different languages, or
indication to save water for example with water sav-
ing-stickers'* offer the best support. Moreover, a
special event about the topic ,Protection of the envi-
ronment on this camping site* can impart informa-
tion and encourage guests to contribute.

Separate waste as requested 2,8 55 24,8 65,5 1,4

Turning off water when soap oneself in shower 11,6 13,4 21,4 52,0 15

Try to avoid driving a car on the site 4,0 57 29,4 56,1 4,8

Disposing waste water only in the drains in- 2,1 3,0 12,0 78,2 4.7
tended for this purpose

Buy regionally produced food 6,6 24,1 41,1 21,3 6,8

Table 12: Environmentally-friendly behaviour of camping guests during holidays.

13 When interpreting these results, it is important to regard the ,social desirability”. Despite the anonymous conduct of the
survey some guests may have found it hard, to answer in an honest way. It is possible, that the results are distort to-
wards a positive answer. Nevertheless, even when paying attention to this impact, the willingness of guests to support
active environmental protection on camping sites is high.

!4 Both to be ordered on www.ecocamping.net in the section service/orders.
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4.3.6 Evaluation of the Camping Sites

The camping sites, on which the survey was made, received an individual report. This re-
port provided the evaluation of selected areas and amenities the camping site by guests,
as well as the comments according to the question “What do you particularly like about this
site?” and “What could be improved?”

Like in previous years these individual reports contributed a lot to the continuous im-
provement of the respective sites and by this means supported the guest’s satisfaction™.

Results

By summarizing the answers of the evaluation of selected areas on camping sites, it
shows that guests were overall satisfied with their stay on the respective site.

The sanitary facilities are “very good”, according to the guests (45,4%), or “quite good*
(38,1%). Most to the interviewed are also content with the pitches (“very good*: 36,3% and
“quite good“: 49,0%). Lower is the mood when it comes to the amenities of the site (“very
good”: 24,5% and “quite good*: 44,5%) and the environmental protection (“very good®:
28,9% and “quite good": 50,9%). This is obviously a feature, for which the participants of
the survey see room for improvement. The leisure programme is evaluated as “very good*
by only 15,3% of the guests and as “quite good“ by 31,9%, whereas a surprising high part
of the interviewed stated “no opinion” (23,0%).

The amenities on the site and the leisure programme may apparently be improved in some
cases. Other than that, guests seem to be satisfied. However, these results should be re-
garded as an overview, which can vary from business to business.

Environmental protection 2,1 8,4 50,9 28,9 9,6

Sanitary facilities 4,4 11,2 38,1 45,4 0,9

Pitches 2,3 10,9 49,0 36,3 15

Amenities on the site 7,3 19,1 44,5 24,5 4,2

Leisure programme 9,9 19,9 31,9 15,3 23,0

General impression of this site overall 0,8 4,3 48,7 45,0 1,1

Table 13: Evaluation of the camping site, on which the guests were staying at the time of the survey.

On the question “What is your general impression of this camping site overall?* 45,0% said
“very good®, a bit more “quite good* (48,7%) and only 4,3% said “less good®, “not good*
(0,8%) or “no opinion* (1,1%). The guests are satisfied in most cases, if not enthusiastic of
the camping site which they chose for their stay at the time of the survey.

'® The individual reports are confidential and therefore only accessible for the respective manager of a site.
18 This analysis comprises the answers of only 7991 survey participants due to organisational reasons.
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4.4  Comparison of Countries

The survey was conducted in different European countries: Germany, Austria, Switzerland,
Netherlands, Italy and Scotland. As camping in Italy is hardly comparable to camping in
Scotland, it is wise to investigate the differences between the data of different countries.

It is anticipated, that distinct differences resulted according to the country. Concerning the
amenities of the sites, the acceptance and expectations of environmental measures, the
opinion regarding ecolabels, as well as the personal behaviour and the evaluation of the
sites, some differences can be recognised.

Offers and Equipment of Camping Sites

Regarding the importance of different offers and equipment of camping sites, it is striking
that the interviewed in Italy pose the biggest claims. In most cases they find the issues
mentioned in the survey important. Only the “accurate electricity bill” seems to be expected
more by guests of German origin. Moreover, health and wellness offers are highly re-

garded by guests from the Netherlands®’.
(Results see table Al see annex)

Acceptance of Environmental Measures

The answers regarding the acceptance of different environmental measures given by the
participants of separate countries also show marking differences. So again, it are the
guests of Italian sites, who often argue significantly for a specific measure, i.e. to charge
warm water for showers according to usage, less asphalted paths (also very popular by
the guests in Scotland), a separate parking space for cars and limited driving on the site.
However, guest in the Netherlands more often argue for the offer of eco-friendly products,
than guests in other countries. A nature-orientated leisure programme is favoured by

guests on German-speaking sites compared to guests in other countries®®,
(Results see table A2 see annex)

Expectations on Camping Sites with an Ecolabel

For guests on Italian camping sites the criteria “green power*, information about environ-
mentally-friendly behaviour and the use of solar energy, to produce warm water, seem to
be aspects, that they expect more than guests in other countries, when staying on a site
with an ecolabel.

On the other hand, in comparison to other interviewed guests in the Netherlands empha-
sise, that they expect the use of only eco-friendly cleaning products and the use of energy-
saving lightning. Like the Italian guests, they are clearly in favour of alternative energy
sources.™.

7 Highly significant test data of the Kruskal-Wallis-Test: for all p < .001.
18 Highly significant test data of the Kruskal-Wallis-Test: for all p < .001.
19 Highly significant test data of the Kruskal-Wallis-Test: for all p < .001.
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Guests in German-speaking countries tend to attach more importance to the separation
and recycling of waste, and that no drinking water is used to flush the toilets compared to
other countries. In these points their expectations are higher than those of other guests.

Only guests on Scottish sites are also more in favour of these aspects than others are. %°.
(Results see table A3 see annex)

Approval, Acceptance and Knowledge of Ecolabels

Again, there are differences, regarding the attitude towards ecolabels, between guests of
different countries. In general, most of the participants in all countries state their approval
of ecolabels, and say that they include such labels in their choice of a camping site. Re-
garding the differences between countries, one can find the highest part of approval for
ecolabels in the Netherlands. However, among the guests in Scotland the highest per-
centage of guests can be found, who include an ecolabel in their holiday planning®*.

However, approval of a certificate or actively taking it into account, when choosing a site,
does not at the same time mean, knowing about one or more certificates for camping sites.
Here, differences between guests in different countries were found. Significantly more in-
terviewed guests on German camping sites said, they knew one or more ecolabels for
camping sites®.

(Results see table A4 and A5 see annex)

Environmentally-Friendly Behaviour

Guests, who spent their holiday in Italy, Scotland and the Netherlands argue very often in
favour of environmental protection measures and eco-management of camping sites. Yet,
when it comes to their own engagement and support for environmental protection, the
situation seems to be different. Every concept of environmental protection can only be re-
alised with the support of all persons, involved in the process. Therefore, it is important,
that the behaviour of camping guests during their holiday is in line with the measures, the
business is involved in.

For this success of the system the situation on German, Austrian and Swiss camping sites
seems to be the best, because the guests in these countries act far more positive, when it
comes to environmentally-friendly behaviour, than the guests on sites in the Netherlands,
Scotland or even Italy do. Guests on German-speaking sites are champions in separating
waste, saving water and the correct disposal of waste water. Guests on Italian sites how-
ever say, that they try to avoid driving a car on the site and buy regional products more

often than other do. This is also the case on Scottish camping sites®>.
(Results see table A6 and see annex

2 significant test data of the Kruskal-Wallis-Test: for all p < .01.

L Highly significant test data of the Kruskal-Wallis-Test: for all p < .001.
22 Highly significant test data of the Kruskal-Wallis-Test: for all p < .001.
2 Highly significant test data of the Kruskal-Wallis-Test: for all p < .001.
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Result

The guest’s opinion in different countries point into the same direction, but for some issues
there are significant differences. Thus, guests on Italian sites are stricter than guests of
other nations, when it comes to different aspects of offer and amenities.

There are also differences between guests of various countries, regarding the acceptance
of different measures of environmental protection. Focus seems to be set on different as-
pects in the particular countries. The topic of saving energy is very popular in the Nether-
lands and Italy, the separation of waste is strongly favoured in Germany and Scotland.

Guests of all countries speak out positively about ecolabels for camping sites. Yet the
popularity of particular certificates is by far the best in German-speaking areas, when
compared to the other countries.

However, the support of environmental protection by guests is a different chapter: In their
own perception, guests on sites in Germany, Austria and Switzerland contribute much
more to saving energy and water and trying to avoid waste, than guests in other countries
do.

4.5 Comparison of Various Groups of Guests

Now it has to be examined, if there are coherences between the travel behaviour of camp-
ing guests or their demographic background and the answers, they stated in the study.
Therefore, the guest’s attitude and expectations are considered in more detail.

45.1 Seasonal and Touristic Guests

Seasonal and touristic camping guests seem to come
from different planets, as significant statistical differences
between these two groups of guests show. Partly they
differ a lot in their attitude and expectations.

Offer and Equipment of Camping Sites

For seasonal guests, most of the ten aspects of offer and equipment are of significantly
higher importance. This means, that seasonal guests assert higher claims to offer and
equipment. Hire accommodation, an accurate electricity bill, a restaurant, accessibility for
disabled guests, health and wellness facilities and the leisure programme, are more impor-
tant to them than to touristic camping guests®*. Only the pitches for mobile homes in front
of the barrier, shopping facilities and internet access seem to be equally important for both
groups.

4 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
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Acceptance of Environmental Measures

Guests, who rented a pitch for a year, regard the seven environmental measures generally
better than average They argue significantly more often, that warm water for showers is
charged according to usage, that a separate parking space for cars is available, and that
driving on the site is restricted to particular times®>. However, touristic camping guests ar-
gue significantly more often than permanent guests for an offer of ecological products?.

Expectations towards Camping Sites with an Ecolabel

Permanent guests seem to have higher expectations towards camping sites with an eco-
label, because in comparison to touristic guests the use of eco-friendly cleaning products,
information of guests about environmental behaviour, the use of energy-saving lightning
and the use of solar power to heat water play a major role to them?’. Also, guest who stay
a short period of time like to find these measures on a site with an eco-certificate. Yet,
permanent guests apparently attach more importance to it. The identification with the
camping site is possibly stronger among permanent guests than among touristic guests. In
turn, there are some measures, which are expected from sites with a certificate by both
groups of guests in the same dimension: the use of alternative energy, a system to sepa-
rate waste and not to use drinking water to flush the toilets.

Approval, Acceptance and Knowledge of Ecolabels

Ecolabels are important. The participants of the study confirm that. Yet, also in this coher-
ence guests with a permanent pitch express their higher approval, when compared to
guests, who stay on the site for a holiday. Permanent %uests tend to say more often, they
find it good, that there are certificates for camping sites®®, and significantly more often, that
they take these labels into account when choosing a site?®. Regarding the knowledge of
one or more ecolabels for camping sites, there are no meaningful differences between the
two groups.

Environmentally-Friendly Behaviour

Regarding all the mentioned attitudes, which contribute to the protection of the environ-
ment on camping sites, there are significant differences between permanent guests and
touristic guests. According to their own statements, permanent guests behave more envi-
ronmentally friendly than tourists, because they separate waste more often, save water, try
to avoid driving a car, dispose their waste water into the drains provided for this purpose
and if possible buy regionally produced food®.

% Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
% Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
" Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
28 gignificant test data of the Mann-Whitney-U-Test: for all p<.01

2 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
%9 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
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Evaluation of the Individual Camping Site

Permanent guest’s demanding attitude is also visible, when regarding the evaluation of the
camping site, on which the participants were staying. In principle, they evaluate the site
significantly less good than touristic guests with the exception of one aspect: permanent
guests evaluate the pitches a bit better than touristic guests®’. Aspects like protection of
the environment, sanitary facilities, amenities on the site, and leisure programme are
evaluated more positively by tourists®.

Result

The results allow the conclusion, that the opinion of permanent guests is significantly
stricter and their demands and expectations are clearly higher than the ones of touristic
guests. This might be explained by their stronger connection to the site. For touristic
guests it is easier, to change the site, if it does not meet their expectations, and they might
therefore take the evaluation of different aspects a bit easier. Yet, the ones who do not
raise their demands to the highest level, can be positively surprised, which is probably why
the evaluation of the sites turns out to be better by tourists than by permanent guests. The
different evaluation could also be an indicator, that camping sites with a focus on perma-
nent guests are in deed below sample.

45.2 Caravan versus Mobile Home

Taste can vary and so some camping guests are ,caravanning” through the landscape,
while others spend their holiday in a mobile home. It is a little bit like between people who
are snowboarding and others, who are skiing. You indulge in the same hobby, but both
are very different to each other.

This can also be observed in the re-
sults of the survey. When comparing
people, travelling with a caravan, to
those with a mobile home, who stay
on a camping site, there are statisti-
cally significant differences.

Offer and Equipment of Camping Sites

A different way of travelling does also mean different demands. Or do those, travelling with
a caravan, have the same expectations regarding their stay on a camping site as those
with a mobile home?

31 Significant test data of the Mann-Whitney-U-Test: for all p<.01
32 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
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It is not much surprising that significantly more guests with a mobile home find it good if a
camping site offers special pitches for them in front of the barrier. Yet, it is not in the same
way obvious, that guests with a mobile home also wish to have the availability of shopping
facilities when compared to guests with a caravan®.

On the other hand, a lot more guests with a caravan wish an accurate electricity bill and
the possibility to reserve pitches. Additionally, they attach more importance to a leisure
programme.**.

Acceptance of Environmental Measures

Regarding all examples of environmental measures on camping sites, guests with a mo-
bile home argue outstandingly more often in favour of them. Approval for the charge of
warm water according to usage, that only few paths and areas are asphalted, that a sepa-
rate parking area for cars is offered, eco-friendly products are offered, traffic on the site is
reducegsto certain times and for ecolabels are clearly ahead when compared to caravan
guests.™.

Expectations towards Camping Sites with an Ecolabel

Guests with a caravan and a mobile home agree, that separating waste is an important
condition for an ecolabel. However, those with a mobile home tend to have higher de-
mands on camping sites with an ecolabel, than those with a caravan do. They approve of
.green power*, the use of energy-saving lightning and the use of solar power for warm wa-
ter slightly higher than guests with a caravan®.

Approval, Acceptance and Knowledge of Ecolabels

The majority of both groups of guests find it valuable, that there are certificates for eco-
friendly camping sites and both equally often know one or more certificate. However,
guests with a mobile home are slightly ahead in one point: they tend to state more often,
that they take ecolabels into account when choosing a camping site*’.

Environmentally-Friendly Behaviour

When it comes down to it, the differences between travellers with caravan and mobile
home disappear. If both groups are asked about their behaviour during camping holidays,
there is only a higher approval of reduction of traffic and buying regional food by guests

% Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
3 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
% Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
% Significant test data of the Mann-Whitney-U-Test: for all p<.001

37 Significant test data of the Mann-Whitney-U-Test: for all p<.01
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with a mobile home®. Guests with a caravan however are the winners, when it comes to
separating waste. For this aspect they say more often, that they separate waste according
to the rules of the camping site®.

According to guests, those with mobile homes and those with caravans do not differ in how
often they save water and how often they dispose their waste water in the drains provided.

Evaluation of the Individual Camping Site

The evaluation of the camping site of choice is clear: both groups of guests agree in al-
most all aspects: protection of the environment, pitches, amenities on the site, leisure pro-
gramme and the general impression of the site overall get the same evaluation.

Result

Guests, travelling with a caravan have different point of views to those travelling with a
mobile home. At least it emerges, that travellers with a mobile home as a rule have stricter
demands on camping sites. And they argue more often for measures of environmental pro-
tection on the sites. However, it should be taken into account, that these statements only
apply to guests with mobile homes, who are actually staying on camping sites and not to
mobile home users in general. The present data, do not support any statements about the
group of travellers with mobile homes, who use to stay outside of camping sites.

4.5.3 One — Two — Three or the Impact of Children,,  Travelling along*“

It can be assumed, that the needs and wishes of camping guests are special, when chil-
dren are travelling along. Therefore, the answers of travellers with children and those
without children were compared. Some significant differences emerged.

Offer and Equipment of Camping Sites

Guests with children wish significantly more often hire accommodations, shopping facili-

ties, and the possibility to reserve a pitch as well as a leisure programme and internet ac-
40

cess ™.

On the other hand, guests travelling without children are in favour of an accurate electricity
bill and accessibility for disabled guests*'.

% Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
% Significant test data of the Mann-Whitney-U-Test: for all p<.01

“0 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
*1 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
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Acceptance of Environmental Measures

A special parking space for cars, separated from the pitches is an environmental measure,
which is approved of far more often by guests with children, as is a nature-orientated lei-
sure programme®?.

Yet, when guests are travelling without children, they
approve of the measures warm water for showers is
charged according to usage and traffic on the site is
restricted to particular times much more often®.

Expectations on Camping Sites with an Ecolabel

There is coherence between expectations on camping sites with an ecolabel and travelling
with children. Regarding the following measures, guests travelling without children show
significant higher expectations: eco-friendly cleaning, informing guests about environmen-
tally-fri&ndly behaviour, use of energy-saving lightning and use of solar power for warm
water.™.

Approval, Acceptance and Knowledge of Ecolabels

This coherence between ,travelling with children® and the attitude towards environmental
measures also shows in the acceptance, evaluation and knowledge of ecolabels for camp-
ing sites. Guests, staying on the site without children, more often affirm, that they approve
of ecolabels for camping sites®. Additionally, they say significantly more often that they
include these labels into their holiday planning. In the same way, these guests know defi-
nitely more often one or more certificate than guests travelling with children do™.

Environmentally-Friendly Behaviour

Camping guests without children act significantly more often in accordance with the guide-
lines of the camping site, and respectively support the protection of the environment with
their behaviour during a camping holiday. According to their own statements, they sepa-
rate }peir waste significantly more often, try to avoid pollution, save water and buy regional
food™.

*2 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
*3 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
*4 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
“5 Significant test data of the Mann-Whitney-U-Test: p<.01

“ Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
4 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
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Evaluation of the Individual Camping Site

Differences in evaluating various aspects of the visited
camping site at the time of the survey could also be found
between the two groups of guests. Guests without children
evaluate the protection of the environment, the sanitary
facilities, the pitches and the general impression of the site
overall significantly better than guests with children do”®.

These in return evaluate the amenities and the leisure pro-
gramme considerably better®® — two aspects, which they
put right at the top of their ideal camping site.

Result

Camping guests travelling with children generally have higher demands on the offer on
camping sites than guests travelling without children do. But regarding the expectations
and the attitude towards environmental measures and certificates as well as the state-
ments about environmentally-friendly behaviour during a camping holiday, it is striking that
guests travelling without children apparently more often express agreement than guests
travelling with children do. Only for some issues approval is higher by families with chil-
dren.

Contrary results have been expected, regarding these comparisons: Families with children
attach special importance to a nature-orientated management, eco-friendly behaviour and
certificates, which stand for protection of the environment and quality, so the common
opinion. Yet, expectations towards camping sites with certificates, attitudes about protec-
tion of the environment on camping sites and the evaluation of environmental measures
are more approved of by guests travelling without children according to the participants.
Possibly these results reflect the fear, that protection of the environment and everything
connected to it costs the consumer more. However, families nowadays do not necessarily
have the money for “apparent” luxury. The cautious approval of guests with children about
aspects of environment on the one hand requires a detailed study of the reasons of these
differences in comparison to guests without children and on the other hand advanced clari-
fication of the advantages of environmental protection on camping sites for guests, espe-
cially for families. The quality of stay for families on camping sites can definitely be in-
creased by the right measures: for example on nature-orientated playgrounds children can
make new experiences, which support their motoric and social development; the costs of
overnight stays can be kept constantly by water saving measures; children can play on the
camping site without fearing danger, when traffic is reduced.

“8 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
*9 Highly significant test data of the Mann-Whitney-U-Test: for all p<.001
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4.5.4 s there a Conflict of Generations on Camping  Sites?

.Being old is a task as nice as being young“ says Herman Hesse. Yet, is it the same task
or are there differences in being old and being young?

Probably older guests have other needs than younger ones. The answers confirm this as-
sumption, because only very rarely they approve of the statements and questions of the
survey at the same degree.

Equipment and Offer of Camping Sites

The older the guests, the more important it is to them, that there is an accurate electricity
bill. Additionally, with increasing age guests more often wish pitches for mobile homes in
front of the barrier and accessibility of the premises and buildings for disabled guests®.

In turn younger guests can be enthused for hire accommodation. They demand shopping
facilities on the site more often and the possibility to reserve a pitch. Recreational activities
like health and wellness facilities, an organised leisure programme or an internet access
are distinctly more important to younger than to older guests™".

Acceptance of Environmental Measures

There is coherence between acceptance of eco-measures and age of camping guests.
Guests find it all the better the older they are, if warm water for showers is charged accord-
ing to usage and traffic on the site is restricted to particular times. Additionally, older
guests are more open for the offer of ecological products and ecolabels®.

On the other hand, younger guests find it better, if a site offers a separate parking space.
The older the guests, the more they seem to like parking their car right next to their pitch®>.

*0 Significant Spearman correlation: for all p<.001
*1 Significant Spearman correlation: for all p<.001
*2 Significant Spearman correlation: for all p<.001
%3 Significant Spearman correlation: p<.001
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Expectations on Camping Sites with an Ecolabel

If a camping site is certified for its environmental meas-
ures, this is associated with age-related expectations by
the guests.

The older the interviewed, the higher are their expecta-
tions, regarding the eco-friendly cleaning, information
about the environmental measures of the site, recycling
of waste, energy-saving lightning, water-saving meas-
ures and the use of solar power for warm water>.

Approval, Acceptance and Knowledge of Ecolabels

Also regarding the evaluation of ecolabels themselves, there are coherences to the age of
participants. The older they are, the more guests prefer the existence of certificates for
camping sites and, according to their own statements, take them into account for their
holiday planning more often®®.

However, there is no coherence to the knowledge about certificates. Young and old guests
know one or more certificates to the same extend.

Environmentally-Friendly Behaviour

According to their own statements, camping guests act more eco-friendly during a camp-
ing holiday the older they are, because all given eco-relevant attitudes significantly corre-
late with age. Saving water, conserving resources and avoiding pollution seems to in-
crease with age®®.

Evaluation of the Individual Camping Site

The older guests are, the more satisfied they seem to be. This is the rule, when it comes to
the evaluation of the camping site on which the participants of the survey were staying at
the time of the survey. So the satisfaction of protection of the environment, the sanitary
facilities, the pitches and the camping site overall increases with the participants’ age®’.

Only the leisure programme was rated better by younger guests®®. This was also the as-
pect, which was considered as an important offer of a camping site by younger guests.

** Significant Spearman correlation: for all p<.001
%5 Significant Spearman correlation: for all p<.001
% Significant Spearman correlation: for all p<.001
*" Significant Spearman correlation: for all p<.001
%8 Significant Spearman correlation: p<.001
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Result

The coherences between age and various camping topics allow the conclusion, that
guests of different age groups judge and evaluate differently and also differ in their wishes
and demands. There is a noticeable tendency, that with growing age the expectations of
protection of the environment on camping sites increase, as does the readiness to organ-
ise the own behaviour eco-friendly. The study ,Ecological awareness in Germany* of the
Federal Ministry for the Environment, Nature Conservation and Nuclear Safety 2004 con-
firms these results by a similar trend: people with the age of 18 to 24 are in comparison to
older people characterised by the lowest ecological awareness® (BMU, 2004).

To which extent the age of the camping guest sample
itself is responsible for the differences, remains unclear,
as these results only state correlations and not causal
coherences. It is certain, that there are links and they
absolutely stand for offering target group aimed ser-
vices on camping sites. The results of this survey could
possibly show the direction for development or may
confirm already made decisions.

%9 The environmental awareness is the insight of a person to the fact, that the environment — as a basis for human life —
is endangered by interaction of people with the environment themselves. Environmental awareness consists of knowl-
edge about the environment, attitude towards the environment, the intentions of behaviour towards the environment and
the actual environmental behaviour of a person.
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4.5.5 Comparison with Former Guest Surveys

After six successful guest surveys between the years 2000 and 2004, the present study is
a new challenge. First off, the amount of participants is remarkably higher than in past stu-
dies, which compiled a maximum of 2300 participants. Second, for the first time within the
European project TourBench other European countries have been involved and the survey
was conducted in multiple languages.

The present results are in line with former data. To the extent that the data of the studies
are comparable, only minor differences can be detected.

Within all former studies the central issue of environ-
mental protection on camping sites was ,waste separa-
tion“. Guests do expect a working waste separation sys-
tem and in return are more and more willing to contribute
to the system by separating their own waste. Other
measures for environmental protection and for the im-
provement of quality on camping sites are normally ac-
cepted.

Solely parking of cars on a separate area is a less positive valued issue in all studies. Half
of the participants are in favour, the other half prefers to park the car next to their pitch.
When comparing the opinion of guests about charging warm water according to use
across the years, there is also a dichotomy of approval and disapproval. When installing a
sensible system for water saving, also sceptic guests may be convinced to accept such a
system. There are for example other measures than shower coins for charging water by
consumption: Modern transponder systems are of much greater comfort to guests.

The growing knowledge about ECOCAMPING among camping guests is worth mention-
ing. In 2001 14,2% of all participants knew ECOCAMPING. Within the present study ap-
proximately every fifth participant knew about ECOCAMPING. However, it must be taken
into account, that also answers from guests in Italy and France were included in this
analysis. On the one hand, these guests have not been included in former studies, on the
other hand, there have not been any marketing activities among camping guests for the
introduction of ECOCAMPING in the respective countries. To enable a significant com-
parison over the years, the knowledge about ECOCAMPING only in Germany, Austria and
the Netherlands should be regarded (these guest groups were included in former studies).
And for these guests an extreme increase in knowledge can be seen.
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5 Conclusions of the Greatest Guest Survey inthe C ~ amping Branch

Camping guests stated their generally high expectations towards camping businesses in
Europe.

Not only standard amenities and services like sanitary and shopping facilities are of great
importance for a modern business. Also new services are of increasing importance. For
example since the last couple of years, more and more guests prefer to have internet ac-
cess on the site or rental accommodations.

The results of the present survey show, that the expectations of guests towards busi-
nesses with an environmental certificate mostly tackle a good waste management, a care-
ful consumption of water and energy, the renunciation of environmentally-dangerous de-
tergents and information about eco-friendly behaviour to guests during a camping holiday.
Fortunately, most environmental measures are not only accepted by guests but also ap-
proved. As people with a strong connection to nature, camping guests are in favour of the
engagement of camping businesses in environment and nature protection. What guests
are in favour of, and what might be beyond their expectations is, that most environmental
measures are in line with improvement of quality of stay, e.g. by means of reconstruction.
To communicate this within the marketing activities, provides a competitive advantage of
enthusiastic businesses over conventional camping businesses.

There is no such thing like a basic recipe for choosing the right environmental measures
on a site, because every site is different. Therefore, when planning environmental meas-
ures, an individual method is necessary. The best way is, to organise environmental pro-
tection within an integrated environmental programme — always keeping in mind the
guests’ demands and wishes.

The strongest hint, that guests like the engagement of a lot of camping site managers for
environmental protection is the high willingness, to support the business in environmental
protection measures. A symbol for this protection is the waste separation, and therefore it
is not surprising, that 90% of all participants mostly separate their waste on the camping
site, according to their own statement. This example shows, that it is sensible, to
strengthen the positive behaviour of guests, and to support this for example by a clear and
modern design of waste separation areas with multilingual information.

When developing a camping site, the guests’ opinion should be evaluated and taken into
account, to obtain the best basis for choosing the right measures. Obviously, it is impor-
tant, that these measures are in line with the businesses overall, and that they are ac-
cepted by the target guest group.

One thing is for sure: The environment is highly valued — not only within general opinion of
people like it is the case in Germany (BMU, 2004), but also, as shown within the present
study, among camping guests all over Europe. Guests are willing to contribute to environ-
mental protection on camping sites by means of their own behaviour. And camping sites,
that have an eco-protective and quality-enhancing management system, are very popular.
Environmental certificates present a decisive competitive advantage to the business and
more and more determine the booking behaviour of guests.
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The high knowledge of different eco-certificates for camping sites is pleasant. When re-
garding the results in comparison to other studies, the positive impressions about popular-
ity and use of environmental certificates are confirmed. In the study ,Ecological awareness
in Germany* (BMU, 2004) the knowledge about certificates like the “Blaue Engel”, the “EU-
Flower” and other labels was investigated for the German sample. The “Blaue Engel” for
example was well-known to 83% of the participants and about every other participant con-
firmed, to take this label into account, when buying products. For the “EU-Flower” with a
rate of knowledge of at least 17% (regarding all product groups, not only camping sites),
about every fifth person included the label in the decision of buying products. The positive
attitude of guests towards ecolabels for camping sites is in line with these data.

Moreover, it can be assumed despite all slogans of stinginess of the media, that there are
a lot of customers, who are indeed willing to pay more for the improvement of the envi-
ronmental situation or in other words for eco-friendly products and services (BMU, 2004)
0 However, environmental protection does not necessary mean higher costs, but can ide-
ally reduce costs. This is not the last reason, why a positive development of the camping
branch can be expected.

The opinion of guests is determined by factors like way of travelling, age, and children.
Guests, who travel with children put lower interest on environmental certificates, as guests
without children do. A possible explanation for this result may be, that families are price-
conscious and maybe fear, that an eco-certificate might contribute negatively to the price-
performance ratio of a site. To avoid misunderstandings and to also convince this target
group, the advantages of a certified site can be laid out within the marketing strategy by
putting a special focus on families with children (e.g. nature-orientated leisure programme,
avoidance of traffic, etc.)

Certainly, family status, age, etc. represent a selection of variables, which influence survey
results. Therefore, there is a range of possibilities for future studies, to integrate additional
influencing factors.

The results of the present study provide a good insight, what camping guests wish and
how customer satisfaction may be achieved. This basic study provides clues for individual
development of camping sites (for participating businesses also on the basis of their indi-
vidual reports). Moreover, it is a guideline for the camping branch in Europe. The way,
which the branch is heading for, shall — according to guests — lead towards an integrated
environmental management and towards a continuous development of quality standards —
a sustainable development, which is also of great importance to the businesses.

However, not only demands of the camping guests can be derived from the data. A great
and satisfied “well done* is expressed by the guests to the whole branch. Camping guests
feel comfortable on the sites of Europe and this — as we hope — will also stay like this in
the future.

&0 Willingness to pay more for eco-friendly products: 10% “very willing” and 51% “rather willing”.
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7 Annex

7.1  Tables: Comparison of Countries

Table Al: Comparison of countries regarding ameniti

es and facilities on camping sites

Germany, Austria, Switzerland 52,4 23,6 10,1
Netherlands 49,5 17,6 10,5 10,0 12,1
Italy 13,7 13,6 34,7 33,5 4,5
Scotland 57,1 5,6 10,2 19,0 8 1
Whole sample 47,8 21,1 13,1 11,2

Germany, Austria, Switzerland 19,0 18,9 21,4 37,6
Netherlands 26,7 15,0 21,3 30,2 6,8
Italy 13,4 17,5 33,6 28,4 7,2
Scotland 40,9 7.9 14,3 18,9 18 0

Whole sample 19,7 18,0 22,5 35,2

Germany, Austria, Switzerland 12,8 35,0 48,9
Netherlands 8,9 20,1 39,5 29,4 2,1
Italy 1,7 6,5 33,8 57,4 0,5
Scotland 7,6 19,1 44,7 26,9 1,8
Whole sample 3,2 12,7 35,5 48,0 0,6
Germany, Austria, Switzerland 10,1 35,2 29,3 24,6 0,8
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Netherlands 22,4 34,0 25,9 16,0 1,7
Italy 7,6 26,5 37,6 28,0 0,3
Scotland 37,4 32,0 18,7 9,7 2,3

Whole sample

11,7 33,9 29,6

Germany, Austria, Switzerland 13,7 19,3 27,4 35,9 3,7
Netherlands 13,9 12,5 26,7 40,0 6,9

Italy 10,0 12,2 24,2 48,7 4,9

Scotland 18,1 11,1 30,2 35,0 5,6

Whole sample 13,5 17,7 27,1 37,6 4,1

Germany, Austria, Switzerland 43,0 23,2 10,9 8,7 14,3
Netherlands 45,3 21,0 11,2 53 17,2

Italy 30,2 25,9 15,0 14,7 14,1

Scotland 42,2 11,6 7,7 49 33,6

Whole sample 41,5 22,8 11,3 9,0 15,3

Germany, Austria, Switzerland 12,7 15,5 31,0 34,1 6,6
Netherlands 6,6 9,4 29,8 50,0 4,2

Italy 4,8 7,7 21,8 60,1 5,6

Scotland 18,6 8,3 215 41,7 9,9

Whole sample 11,7 13,9 29,4 38,4 6,6

Germany, Austria, Switzerland 28,7 36,8 16,7 14,0 3,8
Netherlands 7,3 8,9 23,3 56,2 4,2

Italy 12,2 23,4 32,3 30,2 1,9

Scotland 47,9 24,0 11,7 8,3 8,1

Whole sample 26,7 33,2 18,7 17,7 3,8

Germany, Austria, Switzerland 21,0 30,9 26,0 20,0 2,1
Netherlands 25,0 19,2 24,5 28,7 2,6

Italy 9,7 17,6 36,3 34,6 1,8

Scotland 60,8 14,9 9,6 8,0 6,7

Whole sample 21,8 28,0 26,3 21,6 2,3

Germany, Austria, Switzerland 48,5 28,0 11,2 8,6 3,6
Netherlands 45,8 26,1 14,0 9,3 4,8

Italy 35,1 28,0 19,6 13,5 3,9

Scotland 60,6 18,2 8,8 5,0 7,4

Whole sample 47,4 27,4 12,2 9,1 3,9

Table A2: Comparison of countries regarding the acc
camping sites.

eptance of environment-friendly measures on

Germany, Austria, Switzerland 41,3 19,3 17,6 16,4 54
Netherlands 48,9 14,8 14,5 9,4 12,4

Italy 13,9 13,0 25,3 40,8 7,0

Scotland 11,4 14,8 19,9 20,3 33,6

Whole sample 36,9 18,1 18,5 19,2 7,3

Germany, Austria, Switzerland 13,9 21,3 35,1 25,6 4,1
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Netherlands 13,2 15,6 32,9 33,8 4,7
Italy 9,9 17,6 32,2 38,0 2,4

Scotland 6,1 17,0 29,3 31,8 15,7
Whole sample 13,0 20,4 34,3 27,8 4,5

Germany, Austria, Switzerland 32,8 22,5 20,1 20,2 4,5
Netherlands 17,8 13,9 22,0 41,9 4,4

Italy 11,4 18,8 24,6 41,6 3,6

Scotland 15,8 16,5 25,1 18,8 23,8

Whole sample 28,7 213 21,0 23,8 5,3

Germany, Austria, Switzerland 3,8 11,6 43,4 19,8 21,4
Netherlands 4,9 10,0 34,1 27,3 23,6

Italy 9,4 20,7 38,4 24,0 7,4

Scotland 8,7 18,7 23,2 15,9 33,5

Whole sample 4,8 13,0 41,4 20,5 20,4

Germany, Austria, Switzerland 2,8 7,3 46,1 25,4 18,5
Netherlands 4,0 13,0 30,2 23,5 29,3

Italy 4,8 13,8 42,5 33,7 51

Scotland 115 16,6 17,7 13,1 41,0

Whole sample 35 8,8 43,5 25,7 18,5

Germany, Austria, Switzerland 6,1 8,5 30,2 52,6 2,6
Netherlands 7,2 4.4 24,4 60,7 3,3

Italy 5,0 6,1 18,4 68,7 1,7

Scotland 18,4 15,9 14,7 14,3 36,7

Whole sample 6,6 8,3 27,8 53,1 4,2

Germany, Austria, Switzerland 1,2 2,5 37,8 42,4 16,1
Netherlands 0,7 2,2 24,2 38,1 34,1

Italy 2,7 7,3 29,0 48,6 12,3

Scotland 3,0 8,0 20,8 28,8 39,4

Whole sample 1,4 3,4 35,3 42,3 17,6

Table A3: Comparison of countries regarding expecta

tions on camping sites with an eco label

Germany, Austria, Switzerland 7,2 9,3 37,0 39,4 7,1
Netherlands 4,2 2,1 30,4 51,1 12,2

Italy 5,0 5,0 33,6 50,0 6,3

Scotland 4,7 15,0 18,2 48,4 13,7

Whole sample 6,7 8,7 35,3 41,7 7,6

Germany, Austria, Switzerland 9,7 16,8 35,9 27,0 10,5
Netherlands 5,4 1,7 37,1 39,7 16,1

Italy 4,7 5,9 36,6 43,3 9,5

Scotland 8,9 28,3 18,0 28,7 16,0

Whole sample 8,9 15,4 35,1 29,1 11,0

Germany, Austria, Switzerland 4,6 9,1 37,8 41,6 6,8
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Netherlands 4,3 5,5 29,2 48,9 12,1
Italy 31, 3,1 27,2 62,1 4.4

Scotland 4,0 13,6 20,7 46,7 15,1
Whole sample 4,4 8,5 35,3 447 7,2

Germany, Austria, Switzerland 2,8 4,5 31,9 55,7 51
Netherlands 2,6 0,7 27,0 57,4 12,3

Italy 31 2,2 27,8 62,8 41

Scotland 1,3 13,6 13,6 57,7 13,8

Whole sample 2,7 4,5 30,3 56,7 5,8

Germany, Austria, Switzerland 1,4 2,0 18,8 75,2 2,7
Netherlands 1,7 1.4 22,2 66,4 8,3

Italy 1,7 2,0 18,1 75,2 3,0

Scotland 11 7,4 8,9 73,0 9,6

Whole sample 1,4 2,2 18,4 74,7 3,3

Germany, Austria, Switzerland 3,8 6,1 25,4 58,2 6,5
Netherlands 7,3 4,2 29,5 44.8 14,2

Italy 8,0 4,9 23,7 57,8 5,6

Scotland 31 12,9 16,2 53,8 14,0

Whole sample 4,4 6,2 25,0 57,3 7,1

Germany, Austria, Switzerland 4,7 9,3 32,1 45,6 8,2
Netherlands 6,4 2,1 34,3 40,7 16,5

Italy 3,6 3,5 24,0 62,8 6,1

Scotland 51 25,8 18,9 34,4 15,8

Whole sample 4,6 9,1 30,6 46,9 8,7

Table A4: Comparison of countries to evaluate envir

onmental certificates

Germany, Austria, Switzerland 1,3 2,1 27,3 62,1 7,3
Netherlands 1,2 1,0 14,3 71,9 11,7

Italy 1,0 11 22,8 69,6 55

Scotland 1,6 7,6 15,7 64,7 10,5

Whole sample 1,2 2,2 25,5 63,6 7,4

Germany, Austria, Switzerland 21,6 32,1 26,7 10,6 9,0
Netherlands 50,2 1,2 23,3 6,7 18,5

Italy 18,3 22,5 29,5 22,1 7,6

Scotland 8,5 22,0 20,6 29,6 19,3

Whole sample 21,9 29,0 26,6 12,7 9,8
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Table A5: Comparison of countries regarding the pop

Germany, Austria, Switzerland 60,0 40,0
Netherlands 59,4 40,6

Italy 40,7 59,3

Scotland 47,0 53,0

Whole sample 57,0 43,0

Table A6: Comparison of countries regarding environ

ularity of environmental certificates

mental behaviour in camping holidays

Germany, Austria, Switzerland 2,0 4.7 24,1 68,1 1,1
Netherlands 3,0 5,6 28,7 60,7 1,9

Italy 5,6 9,7 29,0 54,4 1.4

Scotland 8,4 7,2 22,2 55,4 6,8

Whole sample 2,8 55 24,8 65,5 1.4

Germany, Austria, Switzerland 7.8 115 21,7 57,6 1,3
Netherlands 47,2 19,7 15,8 10,3 7,0

Italy 11,3 18,4 23,5 46,4 0,4

Scotland 39,2 24,3 17,0 16,4 3,1

Whole sample 11,6 13,4 21,4 52,0 15

Germany, Austria, Switzerland 3,4 51 30,8 55,7 51
Netherlands 6,5 6,8 20,3 61,0 54

Italy 3,6 5,8 22,3 66,2 2,0

Scotland 11,4 14,1 34,7 32,7 7,2

Whole sample 4,0 5,7 29,4 56,1 4,8

Germany, Austria, Switzerland 1,4 2,8 11,5 80,7 3,6
Netherlands 6,7 3,6 21,9 60,3 7,6

Italy 3,9 4,9 12,9 68,6 9,7

Scotland 3,3 2,0 9,3 78,9 6,4

Whole sample

Germany, Austria, Switzerland 5,6 25,0 42,7 19,6 7,1
Netherlands 26,4 31,8 21,6 7,6 12,6

Italy 6,0 19,5 37,3 34,6 2,6

Scotland 5,3 15,1 43,4 28,5 7,7

Whole sample 6,6 24,1 41,1 21,3 6,8
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7.2

Questionnaire
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