Institute for Tourism and Rec
University of Montana

Presented at the GWTTRA Conference, April 2012, Portland, OR



! HWT ‘HUH. MarPoint:
B.C. ¢ ‘C A N A DA HFLD. AHD
A snsu : LA
_I . .-.
MAN; . QUEBEC

Montana =

Pacific . 'umu'"" MEBR Ad L Frely
Ocean ' o

CALiF - UNITED ETATEE

3 ARIE Pk ARH :

% TEXAS
MNorth ﬂmﬂﬂm Fuif of Mexico

MEXICO"~

THE
BAHAMAS

Caribbean Seg
E2 002 MavTech, and forGOT, Inc.

Montana lcons:

AGlacier National Park
Avrellowstone National Park
Awildlife

KOpen Space




Study Definitions

A Geotourism:d ¢ 2dzNRA &Y OGKIF G &adzaidl Aya 2
character of a place including its environment, herltage aesthetics
Odzt 0 dzNBZX yR ¢St f oS)\)f 2F AU
sustainabllity in travel, (Stokes et al., 2003).
DS2G2dNAAY FGGSYLIGa G2 &dadl A
perpetuation of local values and attracting visitors who actively
promote local values through their travel behavior.

Business OwnersTourism business owners in Montana including
hotels, outfitters, guides, land managers, tourism promotional
organizations, restaurants, attractions, museums/historic sites, anc
ski areas

Priorities: Montana Tourism Charter priority statements based on
geotourism principles.
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Geotourism Is Sustainable Tourism

According to McCool et.al. (2001) tourism industry folks, local residents, and
management agencies are the players in sustainable tourism.

Tourism businessessustainable business practices mostly focus on small
02dzZNAAaY SYOGSNILINRAASAQ GGAGdzZRSEaT Ay
sustainable tourism principles (Horobin & Long, 1996; Danvers & Long, 199¢
Revell & Rutherford, 2003; Roberts and Tribe, 2008; Veghaih, 2003)

Sustainable business practiceBusinesses who implement and promote
sustainable business behaviors participate in activities such as: reducing ene
consumption, using environmentally friendly products, and encouraging Visitc
02 LI NIOAOALI GS Ay aINBSYE G2dzNAAY
Geotourism business practiceasExpanding on sustainable business practices,
geotouristic business practices incorporate the ideas of geotourism (enhanci
local character, taking care of employees) in practices such as: providing he:
care to employees, suggesting local retailers, and donating money or time to
local causes. Montana has adopted geotourism principles that are outlined ir
the state tourism charter.
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In many places, the tourism industry relies heavily on the sustained beauty and
hospitality of the places and communities in which it operates. iftiestry has come
under pressure to manage its negative and positive impacts by members within the
key groups: residents, business owners, land managers, and travelers. Worldwide
change in the industry has, however, been limited (Frey and George 2010).

The purpose of this study was to assagsotourismbusiness
behavior by tourism businesses in Montana. Furthermore, it was
hypothesized that business size was a predictor of participation level

In geotourism business practices.
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http://experiencegoldwest.com/listingpostcards/sendpostcard.asp?ImagePath=%2FPictures%2Fbig%2F8357h%2Ejpg&Width=406&Height=257&URL=http%3A%2F%2Fexperiencegoldwest%2Ecom%2Flistings%2F2881%2Ehtm&InfoURL=http%3A%2F%2Fwww%2Ebrokenarrowlodge%2Ecom&Title=Broken+Arrow+Lodge+%26amp%3B+Outfitters+%2D+Alder&AdHocID=2881

Methods

A Data collection:
I An online survey of Montand OURISM BUSINESSE

I 344 respondents (1,900 total businesses contacted
¢ Response rate of 18%

A Survey design: 11 geotouristic business practices on
Likert scale rated by degree of participation: (1) Not at
all to (4) All the time

A Business Characteristics were asked: Total employee:
type of business, years in business, region located, et

%, The Liniversity of




Results

A Businesses were analyzed by classification of busin{E s

A 6 practices were deemed applicable to every busine

I recycling -- donate time/money locally
i local retailers —-LJzZNOKI 8S WYIF RS Ay ! |
I reducing energy -- purchase local/regional products

NBaLRyaSa o0& odairysSaasa Ay ayzi |

A Remaining 5 practices were only applicable to a select number
odziAySaasSao wSalLkyasSa GKIFG N
recoded into missing data. Thus, this reduced the sample size
those practices.
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Geotourism Practices by Montana Tourism Businesses

To what extent does your Notat | Some | Most of
0dzaAYS&aaXxX obrl on all times | the time

suggest local retailers to your customers 7% 6% 23% @ 3.44
(n=271)

work towards reducing energy 15% 16% 34% 35% 2.82
consumption (n=268)

donate money or time to local causes 10% 28% 25% 37% 2.80
(n=272)

provide recycling bins to employees (n= 9% 13% 2.71
184)

sell Montana made products (n=268) 14% 33% 26% 27% 2.64
serve locally grown foods (n=128) 19% 38% 27% 16% 2.39
aim to purdmadeSAdmapd 22% 29% 34% 16% 2.39
(n=268)

encourage car pool/walk/bike/bus to work 25% 11% 26% 2.25
(n=142)

purchase local/regionally made products 30% 29% 12% 2.18
(n=261)

provide health care benefits to employees 9%, 11% 24% 2.02
(n=165)

provide recycling bins for customers 10% 2.01

(n=263)
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Regression Results: Business Size and
Score on Geotourism Behavior

Regression Std. Error
R2 | of Estimate
Model 1 7 All Businesses included 1302 @ .70165

Model 2T Only Businesses with Reported Employees 1452 .65719
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Type
Type of Business
Hotel/Motel (n=55) 15% 20% 15% 4% 0% 2%
Bed & Breakfast (n=22) 20% 5% 5% 5% 5% 5%

Ranch, Resort, Lodge, Hot 15% 8% 4% 0% 12% 0%

Spring (n=26)
Rental Homes/Cabins (n=72) 16% 30% 15% 7% 15%

Private Campground (n=11) 10% 20% 20% 10% 10% 10%

Outfitter/Guide (n=56) 52%\ 25% 14% 20% 0% 0%
Tour Operators 46%) 27% 20% 36% 0% 27%
Ski Areas(n=5) 33% 17% 17% 17% 0% 17%

30% 27% 18% 9% 18%
0% 13% 13% 0% 0%

46% 42%) 31% 16% 24%

" The University of

Museum/Historic Site (n=11)
Attraction (n=8)
Tourism Promotion (n=26)
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Levels of Geotourism Support by

~ " Business Type

Mean Geotourism Score
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Summary, Discussion, Implications

A This study revealed that business size is not a good predictor
of degree of participation of geotourism business practices.

A Promotional direction adopted by Montana and tourism
business mindsets have a ways to go to match one another.

A There is an incongruence between business sectors on what
practices are applicable to their business. This raises
guestions about how aware businesses are of geotourists wh
are expecting these type of practices.

A Geotourism education and training is necessary to further
align business practices and philosophy. Geotourism
workshops may be needed to make businesses aware of how
to implement geotouristic business practices.
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