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ABSTRACT 

This thesis reports on a program of research that investigates the meaning of green 

destination image (GDI). Extending traditional destination image theory, this research 

develops and explores a new integrated model of GDI. The new GDI model contains 

three phases of analysis, perspective and understanding: construction of tourism 

offerings by stakeholders; projection of tourism experiences through marketing 

channels, and perception by tourists of the destinations. It contains three psychological 

components, namely:  cognitive (information), affective (emotions) and conative 

(intentions).  It contains three information sources, namely induced, autonomous and 

organic. It also recognises that perception may be influenced by individual tourist 

personality factors not considered here.   

Using a case study approach, the GDI model is tested in the Patagonian region of Chile, 

which is perceived in the tourism industry as a remote, lifetime-list destination with 

nature and scenery as primary attractions.  Five individual case study sites are 

compared: Huilo Huilo Biological Reserve; Lake Llanquihue Basin and surroundings; 

Chiloe Island; the Carretera Austral; and Torres del Paine National Park. Within each 

case study site, multiple sources of empirical observations were collected including in- 

depth interviews, site observations and content analysis of marketing materials. This 

multi site, multi method approach facilitated a deep investigation of how and why 

individual stakeholders’ perceptions and experiences contribute to the GDI model. 

A total of 145 interviews were conducted, transcribed and translated, and a total of 37 

marketing documents assembled or downloaded.   All materials were analysed using 

NVivo, employing basic coding followed by two stages of axial coding. A total of 70 

distinct topics were identified in the basic coding tree. The first stage of axial coding 

compared views from different sites and stakeholders. The second stage yielded a new 



III 

 

simplified model for GDI, based on three orthogonal axes.  

Findings reveal that GDI is a recognisable and powerful concept. All stakeholders, at all 

sites, incorporate green aspects throughout all stages, in all components, and from all 

information sources, in the construction, projection and perception of DI, providing 

evidence of the importance of green aspects within DI. Different stakeholders at 

different sites and stages, however, emphasise different aspects. There is thus currently 

no coherent consensus conceptualisation of GDI for Chilean Patagonia as a whole. As 

destination marketing organisations (DMOs) compete against each other to attract 

tourists, they each focus on differential green features of their own local-government 

administrative sub-regions, rather than combining to construct and market an overall 

GDI for Chilean Patagonia as a whole. Individual tourism businesses target different 

and highly specific markets, developing their own green products reflecting their own 

site development, pricing strategies, and individual motivations. They do not always 

coordinate well with DMOs, either in their actual sustainability strategies, or in their 

green destination marketing strategies. This inconsistency reflects insufficient 

coordination and trust between stakeholders, doubt on who leads the strategy, a lack of a 

consensus on destination identity, and the existence of different motivations for 

focusing on greenness. These findings are intensified by the fact that Patagonia is 

presented as an international brand, a supra brand, and sub brand at the same time. 

Content analysis of marketing materials demonstrates that the projection of GDI tends 

to focus on landscape aesthetics, adventure, biodiversity, and cultural authenticity.  

Tourism boards produce marketing materials that incorporate elements that act as 

symbols of authenticity, pristineness, and environmentally friendly practices. However, 

marketing platforms (for example, brochures, websites, and social media outlets) 

promote these elements unevenly. The tourism industry is missing out on promotional 

opportunities to communicate greenness in social media that, according to academics 
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and practitioners, is a strong and influential platform. With this, GDI projection is 

inconsistent and not always evident. DMOs promote sustainability through a Chilean 

national tourism eco-certification program, but this is not considered as an effective 

marketing tool by either private tourism enterprises or tourists, mainly because it is not 

widely understood by less knowledgeable tourists or not credible enough for the well-

informed green tourists.  

Finally, the findings show that perceptions of GDI differ between tourists from different 

tourist markets. Inbound international tourists from other continents perceive Patagonia 

as a coherent green brand, known for nature, remoteness and wildness, although they do 

not distinguish the Chilean and Argentinean sections of Patagonia, perceiving this 

destination brand as a gestalt. Tourists from other South American nations focus on 

particular individual features, such as iconic natural elements. Chilean domestic tourists 

are driven by popular trends and domestic marketing campaigns that do not promote 

Patagonia as a whole, but distinguish separate regions. Chileans look for low-cost 

luxury in nature and fashion, and for them, greenness implies an aesthetically green 

place. The marketing strategy for domestic tourism does not consider this target as 

green; however, researchers highlight the importance of not identifying green tourists as 

fixed. For Chileans, ecologically significant destinations are recognised principally 

through newsworthy events, such as environmental awards and controversies, often 

unrelated to tourism. These specific situations demonstrate that Chileans’ environmental 

sensitivity can be strongly influenced.  

 Commonalities and differences between stakeholders, sites and stages, were combined 

into a new simplified conceptual model of GDI, with three independent orthogonal 

dimensions. These dimensions represent an emphasis on the comparison between: 

nature and culture; quality and management; aesthetics and technicalities. In conclusion, 
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this new model of GDI can be tested at other nature-based tourism destinations 

worldwide; modified for application to other specialist aspects of DI; and adopted in 

practice in order to improve green destination marketing strategies for Chilean 

Patagonia.   
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CHAPTER 1-INTRODUCTION  

1.1 Introduction 

Marketing destinations is one of the major activities of the commercial tourism 

industry as well as with a corresponding focus in tourism research. A wide range of 

related concepts have been proposed and examined, including: destination attraction and 

attachment (Jiang, Ramkissoon, Mavondo, & Feng, 2016, Reitsamer, Brunner-

Speeding, & Stokburger-Sauer, 2016); destination branding (Manhas, Manrai, & 

Manrai, 2016; Zenker, Braun, & Petersen, 2017); destination competition (Miličević, 

Mihalič, & Sever, 2016); destination loyalty (Akroush, Jraisat, Kurdieh, Al-Faouri, & 

Qatu, 2016; Chen and Phou, 2012; Suhartanto & Triyuni, 2016); and destination 

personality (Bekk, Spörrle, & Kruse, 2015; Chen & Phou, 2012; De Moya & Jain, 2013; 

Zeugner-Roth & Žabkar, 2015). 

Destination image (DI) is the principal unifying concept, defined as the 

perception of a place as held by past and potential visitors (Baloglu & McCleary, 1999; 

Echtner & Ritchie, 2003). It is a complex concept that affects tourists’ decision making, 

levels of satisfaction and behaviour (Jenkins, 1999; Zhang, Fu, Cai, & Lu, 2013). As a 

result, understanding DI is an important step in planning and developing destination 

positioning strategies (Pike & Ryan, 2004) and is an essential component for 

differentiation amongst competitors (Pezenka, 2016). It is argued that DI mediates the 

emotional relationships between tourists and destination brands (Chen & Phou, 2012) 

and serves as a foundation for destination brand development (Tasci, Gartner, & 

Cavusgil, 2007). In other words, DI arbitrates both the supply and demand sides of 

destination marketing. Through branding, destination marketers transmit place identity 

and link it with DI, ultimately contributing to the formation of others’ perceptions (De 

Moya & Jain, 2013). Therefore, examination of DI formation requires considering the 



2 

 

actions of relevant industry stakeholders, such as destination marketing organizations 

(DMOs) or tourism suppliers, and analysing how these actions are reflected in the 

destination brand and transferred to tourists. This thesis has a specific focus of the 

development and understanding of the concept of green destination image (GDI) by 

analysing perceptions of different stakeholder groups in the process of positioning 

Chilean Patagonia as a green destination.  

1.2 Research Context  

Formation of DI results from a flow of information from industry stakeholders 

to tourists and vice-versa. Coordination is key to understanding the degree of coherence 

between destination brand and destination image. As noted by García, Gómez, and 

Molina (2012), the greatest challenge in practical place branding is coordinating all 

tourism industry stakeholders to work together toward a long-term branding plan, 

usually led by DMOs. Understanding the way in which industry stakeholders define, 

apply or process green elements of a destination helps to identify potential gaps in the 

corresponding literature (Govers & Go, 2004a).  

It is widely agreed that DI comprises cognitive, affective and, for some 

researches, conative components (Akroush et al., 2016; Baloglu & McCleary, 1999; 

Beerli & Martın, 2004; Kislali, Kavaratzis, & Saren, 2016; Tasci et al., 2007). While 

cognitive and affective components refer to a tourist’s knowledge and feelings about a 

destination, the conative component is “the way in which individuals act towards a 

given destination based on the knowledge (cognition) and feelings (affect) they have 

about it, reflecting behavioural intentions” (Michaelidou, Siamagka, Moraes, & 

Micevski, 2013, p. 2). These components depend on various factors, such as attributes 

of the destination, sources of information and characteristics of individual tourists 

(Baloglu & McCleary, 1999; Beerli & Martın, 2004). Thus, any in-depth understanding 
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of GDI must carefully consider the role and impact of these components.  

 Destination strategies may also be influenced by environmental considerations. 

DMOs and tourism enterprises often use green features of destinations in their 

campaigns, as exemplified by New Zealand and Costa Rica’s green destination 

marketing practices. Chen (2010) and  Kumar (2016) state that green marketing 

includes marketing processes, activities and communication based on environmental 

benefits, resulting in improved corporate status and performance. In tourism, green 

marketing focuses on  positioning the destination brand by having “a specific set of 

brand attributes and benefits related to the reduced environmental impact of the brand 

and its perception as being environmentally sound” (Hartmann, Apaolaza Ibanez, & 

Forcada Sainz, 2005 cited in Insch, 2011). Therefore, the tourism industry may use 

green tourism as a way to preserve and promote a destination simultaneously while 

focusing on the construction of a GDI. 

Of note is the increasing number of green tourism campaigns for the mass 

tourism market leading to what Weaver (2013) calls “enlightened mass tourism”. This 

concept describes how profit-focused mass tourism adopts ethically based practices 

from alternative tourism, such as ecotourism. Enlightened mass tourism is essentially 

the synthesis of two opposite streams of tourism, caused by each attempting to 

overcome its own limitations. Within this context, destinations fulfil a green positioning 

strategy by promoting functional attributes (e.g., reduced environmental impacts) and 

emotional benefits (e.g., the perception of being eco-friendly) (Hartmann et al, 2005, 

cited in First & Khetriwal, 2008; Insch, 2011).   

However, research is lacking on the demand side of sustainable tourism (Wehrli 

et al., 2014), and in particular on how tourists respond to green destination marketing 

and perceive a GDI. Understanding is limited as to what factors may lead a tourist to 
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perceive a destination as green, or how tourists evaluate the importance of different 

factors that contribute to a GDI.  

1.3 Research Objectives 

The aim of this research is to explicate the process of image formation by 

studying the perceptions of different stakeholder groups towards the ability of the 

Chilean Patagonia to position itself as a green destination. This understanding is 

achieved by proposing a model obtained from standard conceptual frameworks of DI 

(Baloglu & McCleary, 1999; Beerli & Martın, 2004; Govers & Go, 2004a) and evaluate 

it with green tourism theory. The study addresses GDI formation by examining how 

green features included in the destination strategy affect tourists’ cognitive, affective 

and conative appraisals. Perceived greenness is proposed as the global impression of a 

green destination. Therefore, it is extremely important to reach a better understanding of 

how tourism institutions coordinate and complement with each other to fulfil a coherent 

delivery of a destination identity, brand and, consequently, image. To achieve this, the 

investigation goes beyond the identification of perceptions throughout the GDI 

formation process but also compares and analyses the factors that determine these 

perceptions and recognises how each stakeholder presents their perspectives while they 

relate to each other and to the sub sites within the case study. 

The GDI concept is investigated through a multi method qualitative approach 

within a case study. The analysis attempts to deliver important insights that might allow 

managers to “assess whether destinations can achieve a differentiated, sustainable 

brand positioning strategy based on their greenness and whether travellers view 

destinations’ greenness with credence” (Insch, 2011, p. 289).  

1.4 Research Questions 

The process of formation of a GDI is addressed through the following principal 
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question: 

What key components of destinations contribute to a green image 

formation? 

As DI depends on many factors, the principal question is defined by four 

research sub-questions:  

1. What factors are considered by tourism industry stakeholders to 

constitute greenness of a destination?  Why are these factors chosen 

and/or emphasized? 

2. What factors are used by destination and tourism marketers to create a 

green image of the destination? Why are these factors chosen and/or 

emphasized? 

3. What factors are perceived by tourists as contributing to GDI?  How is 

the image formed and how does this relates to the development and 

marketing processes identified is sub questions 1 and 2? 

4. What are the main points of similarity and/or differences between the 

stakeholder groups? If differences exist, why is this the case?  

These questions guide the methodology of the study. The first two seek 

information about how industry stakeholders use destination attributes and a place’s 

green identity in strategy, tourism offering and communication channels. The third 

question addresses which of these features are important to tourists and examines the 

process of GDI formation. The fourth question aims to provide a method to integrate 

and contrast the findings from the various stakeholder groups. 

1.5 Analytic Framework 

Destination image literature provides the theoretical context for this research. 
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Given that various authors recognise that DI’s complexity and multidimensionality 

make creating a reliable and valid construct challenging (Pezenka, 2016), this study 

harmonizes different models of DI (Baloglu & McCleary, 1999; Beerli & Martın, 2004; 

Govers & Go, 2004a) so as to propose a comprehensive framework. That is, a GDI will 

originate from incorporating green tinges into DI components, determinants and stages. 

  This study is therefore based on DI models by Baloglu and McCleary (1999), 

Beerli and Martın (2004) and Govers and Go (2004a). These authors propose that DI is 

influenced by many factors classified as personal and information sources. Personal 

factors include tourists’ motivations, particular past experiences and demographic 

characteristics, which affect and shape their impressions of a place. Information sources 

comprise individual tourist experience (primary sources), various third-party channels 

(organic and autonomous sources), and deliberate marketing (induced sources). Lastly, 

the study also incorporates the three-gap tourism DI formation model proposed by 

Govers and Go (2004a), which considers the process of DI formation as unfolding in 

stages. First, industry stakeholders coordinate to incorporate the destination’s identity 

into the destination strategy and the tourism supply. Then, they promote the destination 

through marketing sources to project a DI. In the third stage, the projected DI has an 

impact on tourists’ perceived image and expectations, which tourists later compare to 

the actual onsite experience. The three models are essential for this study’s conceptual 

framework as they present DI in terms of components, determinants, and stages, thus 

enabling a full analysis of GDI formation.  

The DI literature is situated in a green marketing context, analysing sustainable 

tourism theories, eco-tourism literature and eco-certification programs. The latter are 

considered as tourism marketing and management tools where the environmental focus 

provides evident components to include in an unprecedented GDI model. Within this 
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context, this study proposes to understand various stakeholders’ perceptions of this 

marketing concept and to include green attributes as important factors in destination 

image models.  

1.6 Research Approach  

The research was undertaken as a case study of Chilean Patagonia regions and 

employed multiple methods: 

1. A definition of the construct of GDI was assessed through a review of all 

relevant literature, including technical details of destination eco-certification 

programs, which are marketing tools expected to focus on valuable aspects for 

DI. This stage resulted in an inclusive list of environmental criteria, which 

permitted proposal of an integrative GDI formation model to use as a theoretical 

framework for this research.  

2. Key stakeholders’ perceptions of greenness from industry and tourists were 

investigated using multiple qualitative methods such as field observation, semi-

structured interviews and content analysis. Information was also used to screen 

out non-existent green attributes in the field. 

3. The qualitative multi methods provided a foundation for understanding 

perceptions of a green destination and for crystallising empirical materials.   

1.6 Significance of Study  

The research provides a novel approach for DI studies as this study is the first to 

examine how and why a GDI is formed from the beginning of the process and how 

tourists react to green destination marketing. The investigation contributes by re-

constructing how stakeholders “essentialize” overall greenness, taking into 

consideration the psychological aspects reviewed in DI literature and aligning them with 

environmental knowledge and sensitivity. The study addresses an evident gap in green 
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destination marketing with an in-depth analysis that will help understand how greenness 

is transmitted to and perceived by tourists, expanding qualitative information on 

cognitive, emotional and holistic green perceptions. This study deepens into the 

theoretical development of DI by: 1) considering linking DI elements altogether and 2) 

including relevant theory on power and politics amongst tourism stakeholders, 

environmental psychology as an effect of green tourism and green marketing, thus 

providing an expanded theoretical framework towards DI formation.  

Understanding GDI can be a significant step in attracting tourists to the 

destination’s green brand essence. The study delivers useful insights to analyse the 

effectiveness of green destination marketing strategies and examines the degree to 

which green aspects of destination marketing match GDI. Pike and Ryan (2004) have 

stated that DI is key to positioning strategies and that a deep understanding of industry 

stakeholders and tourists’ perceptions creates better opportunities for achieving efficient 

destination marketing.  Understanding why the industry performs green marketing 

strategies and how they coordinate with each other to achieve a recognised and coherent 

destination brand can explain how DI is developed. Therefore, DI can contribute in 

improving the role of the brand as a facilitator of destination identity (De Moya & Jain, 

2013). The results contribute to increasing the recognition of credible strategies for 

communicating green tourism to tourists (Insch, 2011), especially when there is 

academic and practical evidence of inconsistent forms and large variety of approaches 

to present green tourism (Malone, McCabe, & Smith, 2014). 

Destination image precedes consumers’ choice, onsite behaviour and ultimate 

satisfaction (Lee, Lee, & Lee, 2013). Interpretation of GDI provides the opportunity to 

meet tourists’ expectations, gain destination loyalty and, in addition, engage tourists 

with environmental concern or sensitivity.     
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1.7 Structure of the Thesis 

 The present thesis provides a comprehensive description of the research in terms 

of contextualization and analysis. Chapter 1 offers an introduction to the research topic 

and questions and anticipates the theoretical framework that guides the investigation. 

Chapter 2 describes previous studies of destination image and work in green tourism, 

illustrating the proposed model obtained from synthesising the two streams of 

knowledge, designed to guide the research. Chapter 3 provides the methodology and 

presents the arguments to justify the use of a case study with a qualitative approach.  

 Results are presented in Chapters 4, 5, and 6, following the logic presented in 

the model of Chapter 2. Thus, Chapter 4 provides findings from the analysis of industry 

stakeholders, chapter 5 describes results of a content analysis from marketing sources, 

and Chapter 6 reflects the analysis of tourists’ perceptions. In Chapter 7 integrates and 

discusses findings proposing one model and Chapter 8, the final section of the thesis, 

compares results with the literature and theorises findings in the case study. 
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CHAPTER 2-LITERATURE REVIEW 

2.1 Introduction  

To develop a research approach for addressing the study’s four key sub-

questions, the literature review mainly focuses on destination image theory and studies 

of green tourism. To develop successfully, a destination brand with a green positioning 

strategy needs a GDI, as brand and image reciprocally affect each other’s evolution (Qu, 

Kim, & Im, 2011). Knowledge regarding tourists’ perceptions of destinations gives 

DMOs insights for taking positioning actions and, if necessary, modifying the image 

(Dolnicar & Grün, 2016). The analysis of DI formation is imperative towards 

identifying differences between stakeholder perspectives and recognising the different 

meanings given to tourism sites. Therefore, the study of GDI delivers information about 

the tourism industry’s performance regarding green marketing strategies and 

distinguishes the outcomes obtained from tourists’ reactions. 

This study contextualises image at green destinations, which is one of the 

novelties of the dissertation. The context of destinations changes the conventional 

perspective on image, While products comprise physical attributes that are easy to 

modify, a destination holds both material and intangible elements (Florek , 2005, cited 

in Qu et al., 2011). Another important consideration is that destinations require a 

coherent flow and coordination of strategies of various stakeholders. According to Qu et 

al. (2011), destination image plays an essential role for suppliers and tourists. For 

suppliers, image delivers information on how to perform the 4Ps of marketing – 

product, price, place and promotion – and to develop branding and positioning 

strategies. For tourists, destination image delivers information about the purchase: the 

destination’s consistency with their self-image and behaviour. In this sense, the thesis 

analyses DI to uncover the meanings ascribed to green destinations by different groups 
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of stakeholders, in times where green tourism-such as ecotourism- is increasingly 

growing and presented under many different names and forms.  

This study considers models of destination image components and determinants 

(Baloglu & McCleary, 1999; Beerli & Martın, 2004), and frameworks that describe the 

process of DI formation and the impact of key stakeholders (Gunn, 1998, cited in 

Echtner & Ritchie, 2003; Govers & Go, 2004b). Therefore, the research will consider 

GDI perceptions from different players. Marzano and Scott (2009) stated “stakeholders 

make use of their influence to see their own values reflected in a destination brand” (p. 

249), which has an immediate impact on image. Therefore a green destination considers 

environmental regulations in tourism policy and planning, which can be an area of 

conflict amongst stakeholders (Hall,1994, and Hall & Jenkins, 1995, cited in Marzano 

& Scott, 2009). A destination brand’s success relies heavily on a good coordination 

between institutions within the tourism industry (García et al., 2012). Branding 

processes, which include DI, entail a continuous dialogue amongst stakeholders 

(Kavaratzis & Hatch, 2013).  

Green brands are associated with environmental conservation and sustainable 

practices (Insch, 2011), and studies have demonstrated that image is essential in 

building sustainable competitive advantages (D'Angella & De Carlo, 2014). Green 

marketing includes both functional and emotional components aimed at the 

enhancement of environmental strategies (Kumar, 2016). As not many studies have 

explored how green brands perform regarding destinations, GDI is expected to influence 

the way tourism authorities introduce as well as promote environmental and sustainable 

aspects in the destination positioning strategies.  

In this study, green tourism literature considers studies on sustainable tourism 

and eco-tourism, examining important eco-certification programs’ criteria, which are a 
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particularly detailed lists of factors used as a destination marketing tool. Therefore, 

these programs should be expected to focus on aspects with value for destination image. 

Sustainable tourism is defined as "tourism that takes full account of its current 

and future economic, social and environmental impacts, addressing the needs of 

visitors, the industry, the environment and host communities" (United Nations 

Environment Programme, & World Tourism Organization, 2005, p. 24). The industry 

presents sustainable tourism as a way to manage impacts on the physical locations 

tourism activities depend on (Robson & Robson, 1996), but also as a way of 

differentiating destinations against competition. Eco-tourism, in contrast, is nature-

based tourism and involves education as well as interpretation of the natural 

environment along with sustainable management of its ecology (Buckley, 1994; Krider, 

Arguello, Campbell, & Mora, 2010; Wearing, Cynn, Ponting, & McDonald, 2010; 

Weaver & Lawton, 2007). Preservation initiatives often regard eco-tourism as a 

potential opportunity, tourism experience, land-use practice or conservation tool 

(Serenari, Peterson, Wallace, & Stowhas, 2016). Eco-tourism not only considers 

conservation of resources, but also involves cultural aspects and giving back to local 

communities (Price, 2004). This type of tourism is acknowledged to have become an 

essential part of the tourism agenda, where tourism entrepreneurs -driven by different 

lifestyle, environmental and/or business goals (Liu & Cheung, 2016) - have generated 

interest from policy makers and other direct and indirect destination stakeholders 

(Serenari et al., 2016). 

 Green tourism is performed under sustainable principals and maybe enhanced by 

nature-based destinations or ecotourism. However, it is promoted through many labels 

and forms, making it important to clarify how green tourism and its derived concepts 

are perceived by the industry and if these labels are well- transmitted to tourists and 
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form a coherent image. 

2.2 Destination Image 

2.2.1 Importance of Destination Image 

DI has been closely studied for more than 30 years (Serenari et al., 2016; Tasci 

et al., 2007). This has been defined and modelled in many different ways (Beerli & 

Martin, 2004; Govers & Go, 2004; Kislali et al., 2016; Kock, Josiassen, & Assaf, 2016; 

Lai & Li, 2015; Stylidis, Shani, & Belhassen, 2017; Yang, 2016), and using various 

measurement scales (Stepchenkova & Shichkova, 2016; Zeugner-Roth & Zabkar, 

2015). The literature on DI has focussed on the creation of image (Seiver & Matthew, 

2016) as well as the damage and repair to destination images (Avraham, 2015; Becken, 

Jin, Zhang, & Gao, 2016; Salvatierra & Walters, 2016). Despite these many recent 

reviews, however, no single inclusive model of destination image has been proposed. 

Much of the recent research studies that incorporate DI (e.g. Stylidis et al., 2017) were 

designed for specific quantitative analyses with a particular emphasis on predicting visit 

intentions. These studies do not attempt to measure the complexity of DI, which is 

evident in the work of many seminal papers on DI. Nor do these studies focus on the 

role of greenness as a DI dimension.  

Destination image’s complexity and multidimensionality comes from its impact 

on tourists’ psychological and behavioural reactions as well as the development of 

destination marketing strategies, meaning DI has a mutual impact on the supply and 

demand side of tourism. An appealing perception of a destination has a positive impact 

on tourists, whether they are first-time or repeat visitors. In the first place, DI predicts 

tourists’ travelling choice (Echtner & Ritchie, 2003; Han, Hsu, & Lee 2009; Lin, 

Morais, Kerstetter, & Hou, 2007). DI can also determine tourists’ onsite behaviour and 

evoke satisfaction and loyalty, as long as the experience fits the visitor’s perceived 
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image (Karl, Reintinger, & Schmude, 2015; Lee et al., 2013). In this sense, 

understanding DI enables DMOs to anticipate what tourists expect from the destination. 

Satisfaction depends largely on finding that the actual onsite experience meets 

expectations (Chon, 1990, cited in Echtner & Ritchie, 2003). If visitors’ perceptions 

match the encountered reality, the resulting satisfaction will lead to destination loyalty, 

which can be reflected in positive word of mouth (WOM) or willingness to repeat the 

trip. Zhang et al. (2013) emphasize that DI is an antecedent of place attachment. It is 

imperative that marketing strategies attempt to effectively create, maintain and improve 

the perceived image of a destination. Analysis of DI means an in-depth examination of 

consumer’s perceptions, which are a foundation for planning and for strategy policies 

(Go & Govers, 2000).  

Tourists’ perceptions can be also considered the starting point to identify 

strengths and weaknesses of destination marketing (Ibrahim & Gill, 2005), requiring 

brand managers to work on perception management (Kavaratzis & Hatch, 2013). 

Although a destination brand intends to deliver a certain image (Kavaratzis & Hatch, 

2013), the image may not always be perceived as expected owing to the various factors 

that affect perceptions (Tasci & Kozak, 2006). Understanding DI allows DMOs to 

develop positioning strategies by thinking in reverse: “Instead of starting with yourself, 

you start with the mind of prospect. Instead of asking what you are, you ask what 

position you already own in the mind of prospect" (Earlier, Ries & Trout , 1981, cited in 

Ibrahim & Gill, 2005, p. 174). This study examines GDI considering the “two sides of 

the coin”. First, how destination marketing, including branding, attempts to create a 

coherent green image by unifying multiple agents such as local and national government 

and their agencies; environmental groups and agencies; chambers of commerce; trade 

associations; civic groups; the wider private sector; small tourism enterprises and 

residents (Camprubí & Coromina, 2016; Font, Garay, & Jones, 2014; Marzano & Scott, 
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2009; Morgan, Pritchard, & Piggott, 2003; Stylidis et al., 2017). The challenge is to 

align capabilities such as shared meanings of greenness amongst stakeholders, without 

ignoring their different resources and drives to implement green marketing strategies 

(Leonidou, Leonidou, Fotiadis, & Zeriti, 2013).  Second, this analysis reflects how 

tourists perceive greenness in a tourism destination context, regarding tourists’ 

perceptions as a starting point for GDI and an important basis for understanding if 

destination marketing strategies create empathy for green values (Morgan et al., 2003).  

2.2.2 Definitions of Destination Image 

Complexity is a main characteristic of DI and results from the many different 

factors that are included in it. Dichter (1985) compared image with a symphony: “It is 

dynamic and complex. The composer, as well as the conductor, has control over the 

structure. Each instrument plays an important part, and the rendering of the 

composition is melodious only when all the players and instruments are properly 

integrated and tuned to each other” (p. 77).  

First, DI is formed by three components – cognitive, affective, and conative – 

that directly affect overall image. At the same time, these components interrelate with 

each other.  Second, DI is determined by external stimuli and personal factors. External 

factors generally affect the cognitive component through marketing strategies, 

educational materials, news and WOM (Cini & Saayman, 2013). Individual factors such 

as socio-demographics, psychographics, experience and prior visit determine DI by 

influencing both cognitive and affective appraisals. In addition, the place itself, with its 

landscape and atmosphere, evokes associations in tourists and has an impact on 

cognitive or affective images (Kavaratzis & Hatch, 2013), whether the visit is for the 

first time or a repeat visit.  Third, DI is characteristically dynamic and can be modified 

overtime. Tourists are constant receptors of information from different sources, 
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affecting how their perceptions unfold.  

The complexity and multidimensionality of DI has led to several definitions 

(see, Gallarza, Saura, & Garcia 2002; Pezenka, 2016).  However, studies have been 

consistent in defining DI as a combination of impressions of a place, formed by 

knowledge or ideas and feelings that individuals or a group of individuals have toward 

the destination. In defining DI, it is important to highlight that destinations are 

perceived holistically, through the formation of overall mental pictures (imagery) (Lin 

et al., 2007). Dichter (1985) suggests that image emerges not only from individual traits 

or attributes, but from a total impression in the mind of others – image is “aura”. The 

present work is based on the definition provided by Baloglu and McCleary (1999), 

whereby a GDI can be defined as “an individual’s mental representation of knowledge, 

feelings towards and global impressions of a green destination”. In other words, a GDI 

is how tourists perceive a destination’s green “aura” formed by: (1) what tourists know 

about green features of a destination, (2) how tourists feel about these green attributes, 

and (3) how tourists sense greenness. Table 2.1 summarizes definitions of destination 

image. 

While this definition forms the basis of the investigation for the thesis, it is 

acknowledged that there is an emphasis on the tourist perceptions of the product 

offering at a destination. However, this thesis seeks to better understand GDI by not just 

examining tourists’ perceptions. This research gains much deeper insight to the industry 

and government stakeholders who create the product offering through the commercial 

development and marketing of a destination. While the product features and attributes 

will be part of any destination, it is the destination-marketing stakeholders who will 

select and emphasize certain features as a way to communicate benefits to potential 

tourists.  Clearly, the definition of GDI starts by considering how tourists perceive a 

destination and develops as a consequence of a multitude of stakeholders who, may or 
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may not agree on how to position a destination. From a marketing perspective, 

destination-marketing organizations tend to put forward a cohesive brand to tourists. 

This assumes the various stakeholders within a destination are all connected and 

working in unison toward the cohesive brand, but this may not always be the case, 

which adds complexity to defining GDI. Thus, one extension of knowledge will be the 

evolving definition of GDI following the research study.     

Table 2.1 Definitions of Destination Image 

 

Author Year Definition 

Crompton 1979 The sum of beliefs, ideas, and 

impressions that a person has of a 

destination 

Echtner and Ritchie  1991 The perceptions of individual 

destination attributes and the holistic 

impression made by the destination 

Gartner 1993, 1996 Destination images are developed  by 

three hierarchically interrelated 

components: cognitive, affective, and 

conative 

Baloglu and McCleary  1999 An individual’s mental representation 

of knowledge, feelings, and global 

impressions about a destination 

Bigné et al.  2001 The subjective interpretation of reality 

made by the tourist 

Kim and Richardson  2003 A totality of impressions, beliefs, ideas, 

expectations, and feelings accumulated 

toward a place over time 

Zhang et al. 2013 Destination image is a compilation of 

beliefs and impressions based on 

information processing from various 

sources over time that result in a 

mental representation of the attributes 

and benefits sought of a destination  

Source:  (Zhang et al., 2013) 

2.2.3 Conceptual Models of Destination Image 

Two chief approaches in conceptualising and measuring DI are the three-

dimension continuum approach and the three-component approach ( Zhang et al., 2013). 

Gunn’s (1998) travel experience model offers a third perspective on this process. 
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a. Three-dimension continuum approach 

The first approach, proposed by Echtner and Ritchie (2003), showed that DI is 

linked to imagery. Imagery is the way memory processes and stores multisensory 

information, through methods of representation like mental picturing or others that 

include any or all of the senses (smell, taste, sight, sound and touch). This model 

addresses multidimensionality of DI (Tasci et al., 2007) by moving beyond listing 

individual attributes of the destination to assessing DI by measuring three dimensions, 

each of which exists on a continuum: 

1. Attribute–holistic: tourists form perceptions from pieces of information on 

individual characteristics of the destination. DI is also composed of holistic 

impressions or imagery, obtained from the total impressions, auras and feelings. 

2. Functional–psychological: image results from functional, measureable 

characteristics (e.g., price) and intangible traits (e.g., friendliness). 

3. Common–unique: tourists perceive a destination by evaluating features common 

to all destinations (e.g., percentage of protected areas) as well as those that are 

unique to specific kind of destinations (e.g., the Big Ben clock on Westminster 

in London). 

These dimensions overlap and influence each other, as “holistic impressions are 

based on combinations and interactions of attributes and, in turn, the perceptions of 

individual attributes may be influenced by overall impressions and feelings” (Echtner & 

Ritchie, 2003, p. 41). The assessment of DI by considering perceptions of auras or 

holistic impressions provides a conceptual basis for understanding a GDI as a perceived 

green aura of a destination, shaped by certain attributes. 

b. Three-component approach 

The second model addresses multidimensionality of DI on the basis of Gartner’s 
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definition of the construct (Gartner, 1993; 1996, cited in Zhang et al., 2013). Image is 

composed of three fundamental components: cognitive/perceptual, affective, and 

conative.  

Image is formed by visitors’ knowledge of and feelings toward a place, namely 

cognitive and affective responses (Baloglu & Brinberg, 1997; Baloglu & McCleary, 

1999; Beerli & Martın, 2004). The cognitive/perceptual component refers to a subject’s 

information and beliefs about the objective physical attributes of a place (Baloglu & 

McCleary, 1999). Affective perceptions are the appraisals that relate to the feelings of 

an individual toward the object (Beerli & Martın, 2004). These two perceptions have a 

direct impact on overall image and, at the same time, interrelate with each other. The 

conative aspect of DI relates to a subsequent behavioural manifestation in tourists, 

developed from the cognitive and affective image (Chen & Phou, 2012; Zhang et al., 

2013). In other words, conation is the action component (Pike & Ryan, 2004).  

According to Zhang et al. (2013), the three components affect overall image 

through successive interactions. Cognitive evaluations originate the process of image 

formation and act both directly on overall image but also indirectly (Baloglu & 

McCleary, 1999), as knowledge is the source from which affection is developed. 

Feelings towards a destination depend on what the tourist knows about it. The affective 

component is grounded in holistic evaluations of objects. At the same time, emotional 

responses evolve into conation, which includes: intention to visit (Chen & Phou, 2012; 

Fu, Ye & Xiang, 2016; Park, Hsieh & Lee, 2016; Gartner, 1993, cited in Zhang et al., 

2013) or revisit (Dolnicar, Coltman, & Sharma, 2013); and intended behaviour during a 

visit ( Lee et al., 2010; Stylidis, Belhassen, & Shani, 2015). Place attachment 

opportunities are raised once tourists choose to visit a destination (Reitsamer et al., 

2016). In a nature-based context, positive onsite experiences create subsequent affective 

bonds and behavioural reactions (Jiang et al., 2016), meaning a GDI may not only 
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develop destination loyalty but also care and respect (Cheng & Wu, 2015).   Figure 2.1. 

shows the interaction of the three components. 

 

Figure 2.1. Components and interrelationships in DI 

The three-component approach measures DI by testing cognitive, affective, 

intentional, and overall evaluations. While cognitive image refers to functional 

attributes such as infrastructure or amenities, affective evaluations are generally 

associated with four semantic differential scales describing certain moods towards a 

destination: “pleasant/ unpleasant,” “relaxing/distressing,” “arousing/sleepy,” and 

“exciting/gloomy” (Russel, Ward, & Pratt, 1981, cited in Baloglu and Brinberg ,1997). 

This approach to measurement has been used by previous DI studies (Pike, 2004). The 

intentional component is addressed by querying the likelihood of visiting a destination 

(Pike & Ryan, 2004) and likelihood of recommendation, and the overall image is the 

compound image related to positive or negative evaluations.  

The three-component approach is the foundation for many relevant DI studies. It 

is one of the few DI models that have determined reliability of scales (Beerli & Martın, 

2004).  Beerli and Martın (2004) reviewed destination attributes considered in 15 DI 

research papers. According to their study, the factors influencing image could be 
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classified into nine dimensions, including functional and emotional components (e.g., 

natural resources, general infrastructure, natural environment, atmosphere of the place).  

Importantly, assessment of DI should select attributes in accordance with the type of 

destination, the destination’s positioning, and the purpose of measurement. From a GDI 

perspective, the three-component approach will provide insights on how green attributes 

are reflected in each component.  The study incorporates Beerli and Martın’s 

recommendations (2004) by considering green functional components from green 

tourism literature and certification programs, emotional effects related to environmental 

psychology, stakeholders’ behavioural outcomes in accordance to the green positioning 

strategies and the overall image. Therefore, DI components are addressed within a green 

destination marketing context. According to Insch (2011), natural assets provide 

emotional and symbolic value to visitors, reflecting how nature-based destinations 

deliver important affective evaluations in tourists, that lead to higher affection and 

develop positive cognitive appraisals (Stylidis et al., 2017).  If green destination 

marketing incorporates strategic and tactical actions such as promotion (Rex & 

Baumann, 2006), GDI could play an important role in tourists environmental 

knowledge,  sensitivity, and behaviour while developing a positive overall GDI as well 

as place attachment (Cheng & Wu, 2015).The three component approach provides the 

baseline for understanding the perception of greenness in a destination. 

c. Determinants of destination image  

The three-component perspective has become a key theory underlying DI studies 

(e.g., Baloglu & Brinberg , 1997; Baloglu & McCleary, 1999; Beerli & Martın, 2004).  

For instance, the model of DI formation by Baloglu and McCleary (1999) relies on 

Gartner’s theory. The authors analyse the factors that influence cognitive and affective 

image from DI before tourists’ visitation. According to Gallarza et al. (2002), the model 

of Baloglu and McCleary (1999) is a contribution toward a comprehensive theoretical 
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understanding and is an excellent overall approach. Beerli and Martın (2004) adapted 

the proposed path model from Baloglu and McCleary (1999), and considered the onsite 

experience impact. They state that DI is influenced by information sources and by 

personal factors. Information sources are categorized as primary, or arising through 

tourist experience; autonomous, or emerging through non-promotional channels; 

organic, or through WOM; and induced, or exerting influence through promotional 

strategies. This framework allows this study to examine how green marketing, defined 

as “the holistic management process responsible for identifying, anticipating and 

satisfying the requirements of customers and society, in a profitable and sustainable 

way’’(Peattie K, 1995, cited in Rex & Baumann, 2006, p. 568) determines the cognitive, 

affective, conative, and overall green image of a destination. Image formation is a 

mental construct based on impressions taken from a flood of information from many 

sources (Reynolds, 1995, cited in Echtner & Ritchie, 2003). Cognitive and affective 

images are based on a variety of attributes drawn from both secondary and primary 

information sources over time (Lee et al., 2013; Sparks & Pan, 2009). The analysis of 

GDI formation contemplates how these sources of information, managed by the tourism 

industry of green destinations, impact psychological components of image. As 

motivation and demographics are also influential in image formation, this was 

considered in this study by taking into account visitors’ region of origin. 
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Figure 2.2. Conceptual framework for DI (Beerli & Martın, 2004) 

The principal relevance of secondary sources is their contribution to image 

formation before the tourist experiences a destination (Beerli & Martın, 2004). That is, 

potential first-time visitors base their choice of destination on secondary sources 

(Stepchenkova & Zhan, 2013); including induced, autonomous, and organic sources as 

well as various web platforms. Given the different sources of information available 

through the internet, web platforms can also be classified as organic, autonomous and 

induced (Llodra-Riera, Martínez-Ruiz, Jimenez-Zarco, & Izquierdo-Yusta, 2015). 

Sparks and Pan (2009) examined 17 communication channels in a case study providing 

an inclusive list of induced and organic/autonomous sources used by tourists. The 

authors concluded that secondary information sources are continuously expanding and 

becoming more accessible.  

Organic and autonomous sources are the predominant independent channels in 

DI formation (Frıas, Rodrıguez, & Castaneda, 2007). Organic sources refer to WOM 

from friends and family, whereas autonomous sources relate to information of a place 

given by general media such as magazines, books, documentaries, films (Beerli & 
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Martın, 2004) and user-generated content (UGC) in the web.  According to Fakeye and 

Crompton (1991) and Luo, Feng, and Cai (2008), organic and autonomous sources 

trigger the motivation to travel and have positive influences on perceptions. They have 

authority and are strongly credible (MacKay & Fesenmaier, 1997; Mercille, 2005; 

Michaelidou et al., 2013; Serenari et al., 2016). For instance, the annual Destination 

Scorecard from National Geographic magazine is a rating index for a selection of 

destinations, conducted by the Centre for Sustainable Destinations. The scorecard 

reaches more than 300 million people through different magazines, a TV channel, 

publications, merchandise and research (Hawkins, Chang, & Warnes, 2009). On the 

other hand, WOM is considered the most truthful communication channel (Beerli & 

Martın, 2004). Managing and controlling third-party sources are difficult tasks for 

DMOs, requiring coordination, constant monitoring and consideration in marketing 

strategies. It is expected that the tourism industry takes into account the influential 

disposition of organic and autonomous sources when communicating environmental 

information and green positioning strategies. Recent studies have discovered that 

induced sources 1) fail to generate persuasive green messages and that 2) there is an 

increasing tendency of green hushing as means to avoid tourists’ scepticism caused by 

green washing (Font, Elgammal, & Lamond, 2016; Villarino & Font, 2015). 

The purpose of induced sources is to present a tangible representation of DI to 

potential purchasers in order to sell the experience (Wheeler, 1995). However, induced 

sources are highly controlled and are also less credible. In employing induced sources, 

DMOs attempt to differentiate the destination from its competitors by using marketing 

tools to foster a favourable image among consumers (Lee et al., 2013).  A marketing 

strategy must align the message and layout of communication channels to deliver a 

consistent destination positioning. Marketing channels include printed and web-based 

promotional material, plus PR and mass campaigns (Stepchenkova & Zhan, 2013). 
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Brochures are used as the principal printed means of communication and are a 

commonly used promotional tool. They are highly effective and have greater credibility 

than other induced sources (Nicoletta & Servidio, 2012).The internet, in particular, is 

increasingly relevant to information search (Llodra-Riera et al., 2015; Nicoletta & 

Servidio, 2012; Sparks & Pan, 2009), as it provides a didactic way of searching for 

tourist information and communicates the essence of a destination on a larger scale. In 

addition, digital strategies allow a fast, efficient and direct exchange of information. 

However, tourism websites and social media platforms compete against organic online 

sources such as tourists’ blogs, social networks, photos, videos, and reviews on 

hospitality websites. In this sense, DMOs are challenged to be in constant development, 

control and maintenance of novel and attractive content (Llodra-Riera et al., 2015; 

Papathanassis & Knolle, 2011) making sure that the promotion of green tourism 

products and destinations are transmitted by credible and persuasive marketing sources 

(Villarino & Font, 2015).  

Onsite experience is the overriding primary source of information. It is where 

expectations formed by the previous sources encounter reality. Onsite experience makes 

the perceived image more realistic and complex (Beerli & Martın, 2004; Serenari et al., 

2016), and is much more important to image perception than external sources, as by this 

stage, the visitor does not feel the need to receive more information because experience 

has strengthened his/her decision criteria (Beerli & Martın, 2004). Through familiarity – 

that is, the number of previous visits to the destination (Ibrahim & Gill, 2005) – and the 

level of involvement during the onsite experience, tourists are continually modifying 

their perceptions, explaining why first-time tourists’ perceptions differ from those of 

repeat visitors. While the experience of first-time visitors has an impact on cognitive 

image, repeat visitors are influenced through their affective appraisals (Beerli & Martın, 

2004). Also, familiarity provides a more holistic, psychological, and unique perception. 
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A green destination image, therefore, primes tourists for the “green experience”. This 

primary source of information not only impacts expectations, behaviours and brand 

loyalty (Akroush et al., 2016; Seiver & Matthews, 2016) but also, enriches overall 

perceptions of greenness through genuineness, linking destination image with place 

attachment (Jiang, et al., 2016). 

d. Gunn’s travel experience model 

Destination image formation is not static but is “a sequence of stages where 

several elements and factors influence and interrelate” (Gallarza et al., 2002, p. 70).  

Image changes dynamically throughout time as the tourist acquires more information 

and enriched knowledge about the destination. Phelps (1986) classified DI into primary 

and secondary images – the former built after onsite experience and the latter formed 

with second-hand sources (cited in Lee et al., 2013). Gunn (1998) contextualised the 

role of information sources in the model of the travel experience (cited in Echtner & 

Ritchie, 2003). Gunn’s model of travel experience is as follows: 

1. Accumulation of mental images about vacation experiences 

2. Modification of those images by further information 

3. Decision to take a vacation trip 

4. Travel to the destination 

5. Participation at destination 

6. Return home 

7. Modification of images based on the vacation experience 

This model reveals the dynamism of DI in stages 1, 2 and 7. In stage 1, the 

potential visitor starts accumulating mental images about the destination. Tourists’ 

perceptions are influenced by an informal recollection of information (Nicoletta & 

Servidio, 2012), through organic and autonomous sources.  In stage 2, the potential 



27 

 

visitor wants to learn more about a destination before making a decision. Tourists 

demand more information and turn to induced channels such as websites of destinations, 

travel agencies or tourism information centres. Promotional material should be 

accessible and reveal differentiation from other destinations. In stage 7, image evolves 

from on-site experience. Some authors such as Nicoletta & Servidio (2012), state that 

this stage is reached when DI is actually formed in the mind of tourists. In any case, 

experience has different impacts on individual tourists. Image is influenced by how 

tourists react to specific events, their level of involvement and motivation regarding 

activities, and how familiarised the visitors are to a destination.  

Destination image has been established as a dynamically evolving and circular 

process of negotiation between destination marketing and involvement (Hunter, 2016). 

Gunn’s model of travel experience determines the role of each type of information 

source on the different stages of tourists’ decision-making scheme. It contributes to 

understand particular moments and agents where a green image is formed in tourists’ 

minds, especially in a context of easy-access information and when environmental 

issues and sustainable development are a global concern (Cheng & Wu, 2015). 

Personal factors constitute the foundation of tourists’ experience, as stimulus 

factors engage with tourists’ perceptions depending on their personal characteristics. 

Tourists’ demographic factors, past experiences and socio-psychological travel 

motivations affect cognitive and affective components of DI. For example, in a GDI 

context, Petrosillo, Zurlini, Corliano, Zaccarelli, and Dadamo (2007) found that socio-

economic features, cultural background and past experiences influence perceptions of 

environmental quality of a place. This finding is supported and complemented by 

contributions of Karl et al. (2015) and Du, Buckley, and Tang (2016), who found that 

motivations, culture, age and education play a key role in nature-based destination 

interest and choice. 
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Tourists’ drive to travel is an important factor for DI formation. Motivations 

have a direct impact on the affective image and determine overall image before and 

after visitation (Baloglu & McCleary, 1999). Assessing what motivates travellers to 

visit a certain destination enables tourism marketers to deliver an assertive message and 

reach their target. Insch (2011), for instance, illustrates how green destination marketing 

profiles green or nature-based tourists. In the context of enlightened mass tourism, green 

destination strategies are used to highlight environmentally friendly values. Krider et al. 

(2010) reveal the importance of attracting tourists who perceive green attributes to be 

highly relevant to their own needs and interests and state that greater involvement 

strengthens place attachment. From this, it is assumed that the higher visitors’ 

motivation to experience nature, the more likely a GDI is formed in their minds.  

Familiarity and tourists’ past travel experiences have positive impacts on image. 

Past experiences also account for visiting similar destinations. For example, Cini and 

Saayman (2013) studied the case of a national park located in Taiwan. Visitors who 

were accustomed to visiting other national parks had the most positive image regarding 

scenery. Tourists with acquired experiences in natural environments are most likely to 

have pro-environment interests (Chiu, Lee, & Chen, 2013) and therefore higher 

perceptions of greenness. 

Finally, socio-demographic factors also define consumers’ perceptions. However, it 

has not been easy to conclude to what extent each of the characteristics influence image 

or perceived greenness of a destination (Beerli & Martın, 2004). This review of the 

literature implies two relevant socio-demographic aspects. First, cultural background 

has the greatest impact on cognitive and affective components of DI (Beerli & Martın, 

2004; Dichter, 1985; Du et al., 2016; Michaelidou et al., 2013), which is explored in this 

case study. Education, on the other hand, influences environmental attitudes (Karl et al., 
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2015; Kollmuss & Agyeman, 2010; Van Liere & Dunlap, 1980), which suggests it 

affects tourist’s motivations. However, Rex and Baumann (2006) reflect that green 

tourists are not fixed and that green marketing is missing the opportunity in identifying, 

educating and familiarising future consumers with environmental choices. As a 

consequence, green purchase does not only depend on the consumer.  This study is 

relevant for the current analysis of GDI formation, for the importance of considering 

green destination branding and image through the perspective of conventional 

marketing, as well as acknowledging tourists’ green perceptions no matter their levels 

of environmental knowledge or sensitivity. 

a. Process of Destination Image Formation  

 Govers and Go (2004a) reviewed the process of destination image formation, 

taking into account components and determinants proposed by the cited authors. 

However, this model not only reflects how tourists perceive a destination image but 

deals with how destination managers shape and communicate place identity. This effort 

is reflected in the 3-gap Tourism Destination Image model (3TDS) (Govers and Go, 

2004a), which is based on the 5-gap service quality analysis model of Parasuraman 

(1985). The 3TDS model explains participation of stakeholders in destination image 

formation as a process or flow and reveals three potential gaps between stakeholders 

that affect destination image and levels of satisfaction in tourists. In other words, the 

model presents destination image as a form of communication from sellers to buyers, 

using marketing materials. The first step involved in marketing a destination is the 

mental construction of destination image within the minds of tourism stakeholders. This 

step, which is referred as construction, involves selection and abstraction of distinctive 

destination features that industry stakeholders see as most marketable. The model 

describes stakeholders’ participation in the tourism development strategy for the place. 

DMOs and local governments join the private sector and a multitude of people to co-
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create (Kavaratzis & Hatch, 2013), plan and formulate positioning, branding, tourism 

product development and marketing strategies. These planning strategies should be 

based on the destination’s identity, which is the anchor of everything that follows, 

including image (Kavaratzis & Hatch, 2013).  For instance, the tourism development 

strategy, based on identity, provides the foundation to formulate tourism products, 

where the private sector comes into the picture. This reflects that an important part of 

public DMOs’ role is to coordinate various stakeholders (Ayikoru, 2015; Jovicic, 2016; 

Sheehan & Ritchie, 2005).  

Then, tourism players deliver information about the destination through induced 

marketing sources. While Govers and Go (2004a) include what Gartner called covert 

sources of information, this research is based on studies by Beerli and Martın (2004), 

where covert sources are included in autonomous sources. Messages delivered by 

induced sources form the projected tourism destination image, which is essential to 

tourist’s perceived destination image.  

Tourists’ perceived destination image is also influenced by autonomous and 

organic sources, and by personal factors such as cultural background and motivations. 

At this stage, potential visitors form expectations and ideas about the place, based on 

what they know and feel. Then, experience makes image and expectations realign.  

The process of destination image formation considers three gaps. First, when 

induced sources project a destination image that is not coherent with the destination’s 

identity, a tourism development strategy gap is formed. A second gap, called the tourist 

demand specification gap, can be formed when tourists’ expectations are not met 

because they were unrealistic, which can happen when they were influenced by 

autonomous and organic sources, causing dissatisfaction. A third gap can also develop 

when tourists’ expectations are not met because the tourism supply does not reflect the 
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destination’s identity. This is called the tourism delivery and supply gap. Figure 2.3 

presents a model of the 3TDS. Figure 2.3 presents a model of the 3TDS. 

As illustrated in Figure 2.3, the process of DI formation reflects that it is highly 

complex, which largely comes from the multiple entities (stakeholders) influencing its 

development. As a consequence, any investigation of GDI must take a holistic approach 

and acknowledge the importance of how the participating agents coordinate and relate 

to each other. It is in this first stage that public tourism authorities from different scopes 

(local-regional-national) and private institutions, such as tourism businesses or private 

protected areas, attempt to perform together and transmit the destination’s green identity 

into the brand and into tourists’ perceptions.  

Power and politics then, is an essential component of DI development, which, as 

Dichter notes, is somewhat akin to a symphony (1985). The creation of destination 

image and branding does not occur in a vacuum, but is the result of the many and varied 

components of a destination as well as the stakeholders represented. As Morgan et al., 

(2003) emphasise, creating a country level destination image is a politically challenging 

task due to the competing nature of stakeholders. This is likely to be true of any 

destination as there will be a need to harness the cooperation of the multiple entities 

operating within destination. For example, government level bodies, commercial 

enterprises, and regional parks may all have goals for a destination’s development and 

positioning but these may not all coincide.



 

 

 

 

 

 

 

 

 

 

Figure 2.3 Simplified model of 3TDS 
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As a result, trying to create a consistent image with all parties fully supporting 

the vision may be challenging. As Marzano and Scott (2009) note from a case study 

highlighting how power is used in destination branding, most destinations will face the 

interplay of commercial and non-commercial interests. Power in this context may come 

from government funding, commercial funding, or politicians. In a destination context, 

there is a need for leadership in terms of coordination strategies due to the collective 

character of destination branding and in this case, green destination identity.  

In positioning a destination’s image, various power strategies may be used, but 

some research has identified persuasion and authority as salient (Marzano & Scott, 

2009).   Morgan et al. (2003) reflect on the political nature of branding New Zealand 

and conclude amongst other things that: (1) central government policy will exert 

considerable pressure on what actions take place; (2) promotional activities thought to 

be derived from the NTO and RTOs are frequently defined by the political and social 

environment.  In this sense, destination branding becomes a community project, where 

the brand identity is “lived” not only by direct tourism stakeholders but also, by locals 

and participant workers of other services. This complexity in DI formation is also linked 

to conflicts and contrasts found in tourism planning (Hall, 1994, and Hall & Jenkins, 

1995, cited in Marzano & Scott, 2009); plus in this case, to environmental issues, which 

are far from simplifying the analysis of GDI.   

2.3 Theories of Green Tourism 

This study intends to understand the theoretical and practical development of 

GDI. Focus here is in the environmental or "green" aspects of destination image. 

Specifically, the aim is to test how tourism industry stakeholders, marketing materials, 

and tourists of different origins, incorporate environmental considerations into the 

cognitive, affective and conative components.  The study considers the psychological 
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components developed from induced, autonomous and organic information sources, 

during construction, projection and perception of destination image.  

Essentially, the research conducted for this thesis examines the intersection 

between: concepts of destination image, as outlined above; concepts of green or 

sustainable destinations (Miller, Merrilees, & Coghlan, 2015; China National Tourism 

Administration, 2016); and approaches used in environmental psychology and green 

marketing (Chiu et al., 2013; Cvelbar, Grun  Dolnicar, 2016; Font, et al., 2014; 

Hardeman, Font, & Nawijn, 2017; Juvan & Dolnicar, 2016; Leonidou, et al.,2013). This 

intersection has received limited attention to date (Cheng &Wu, 2015; Line & Hanks, 

2016), with a focus on urban destinations (Miller et al., 2015), where the natural 

environment is not a major component to destination image. 

Green tourism has been declared to be the ethical response to the negative 

environmental effects of mass tourism (Wheeler, 1995). There are many different 

bodies of literature that have been used to investigate green tourism. In this section, a 

review of some of the key theories and bodies of research are presented in an effort to 

demonstrate the disparate approaches to green tourism. While there has been a growing 

tendency to use green tourism as a mass marketing campaign, the interest in green 

tourism is derived from a broader context of sustainability, eco tourism and eco 

certification programs. Sustainable tourism is, according to Weaver (2013), the 

opposition of mass and alternative tourism. The latter is defined as a form of travel that 

attempts to create understanding, equality and solidarity amongst hosts and guests, 

focusing on empowering local communities (Holden, 1984, cited in Nunkoo & Gursoy, 

2016). It is proposed that confrontation and complementation of mass and alternative 

tourism has developed into sustainable tourism, which holds essential principals to eco-

tourism and green tourism. 
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2.3.1 Eco-tourism and sustainability 

a. Definition  

Sustainable tourism is developing by incorporating alternative tourism 

principles. Eco-tourism grounds the appearance of green destinations in nature-based 

settings. These provide the basis for management and promotion of green destinations.  

A large body of literature attempts to define eco-tourism (Perkins & Grace, 

2009); academics have proposed 85 different meanings (Fennell, 2001, cited in Krider 

et al., 2010). However, there is a general agreement that eco-tourism is nature-based, 

offers environmental education, and tends to be sustainably managed in terms of natural 

and cultural environment. In addition, studies by Ballantyne and Packer (2013) 

conclude that eco-tourism allows cultural and natural preservation and well-being at the 

same time (cited in Liu & Cheung, 2016), protecting the pull factors of destinations 

(Jovicic, 2016).  

b. Nature component 

Nature is the main attraction of eco-tourism and is what influences tourists’ 

choice in the first place (Mihalic, 2000). Features such as beautiful scenery, natural 

hydrologic structures, clean water, fresh air, species diversity and soundscape are the 

core components of the attractiveness of a destination, demonstrating that the natural 

world is an essential motivator for tourists (Andereck, 2009; Kozak & Nield, 2004; 

Mihalic, 2000). Eco-tourism suppliers attempt to enhance this motivation by preserving 

unspoiled settings, minimizing any impacts from built features and focusing on the 

experiences that will link tourists to nature.  

Eco-tourism destinations promote undisturbed landscapes and pristine natural 

features. However, built features – man-made attributes – are also taken into account 

because of their impact on the aesthetics of the setting. For this reason, DMOs highlight 
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the compatibility of architecture and design with the local environment (Andereck, 

2009; Kelly, Haider, Williams, & Englund, 2005; Walker & Hanson, 2010), generally 

through the use of recycled, local, natural or organic materials (Buckley, 2009b; Walker 

& Hanson, 2010). The main purpose is to show intact scenery and use of natural 

material in tourism services.  

Tourists seeking to experience pristine nature are generally drawn to activities 

that relate to the natural environment. Eco-tourism activities depend on the environment 

as the main attraction (Buckley, 2003). According to Buckley (2003), tourism that 

offers outdoor recreation constitutes a subsector called NEAT (Nature-based 

destinations, Eco-tourism, Adventure Tourism). NEAT destinations share the 

commonality of having nature as the core attraction. However, not all of them 

incorporate education or sustainable management. In a subsequent study, Buckley 

(2011) classified outdoor activities to facilitate recognition of eco-tourism activities into 

three categories: consumptive (e.g., recreational hunting and fishing), adventure (nature 

provides exciting activities), and non-consumptive nature-based, (enjoyment of scenery, 

usually in national parks, wilderness areas, and other public lands). As the three 

categories have different negative impacts, each of them needs a particular approach to 

be sustainably managed and presented to tourists.  

c. Education 

 Campelo, Aitken, Thyne, and Gnoth (2013) state, “human engagement within a 

place connects materiality to meaning (Harvey 1996), in an open and ongoing process 

(Sack 1988), that brings together social, cultural, and natural dimensions of place” 

(p.2). All networks, relationships and shared experiences make up the destination`s 

essence. Education delivers meaning to tourists and enables attachment. The primary 

aim is to educate tourists with respect to conservation and to enhance GDI. 

Environmental education in eco-tourism aims to teach specific minimal-impact 
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practices, make tourists appreciate nature and encourage them to become 

environmentally concerned (Buckley, 1994; Wearing et al., 2010) in an attempt to 

transform them into environmentally responsible subjects (Fennell & Weaver, 2008). 

According to Weaver and Lawton (2007), eco-tourism includes two main forms 

of education: interpretation and marketing. Along with tourists’ environmental concern 

(Buckley, 1994) and GDI, the two forms of education also mediate the demand and 

supply sides of eco-tourism.  

Eco-tourism fosters educational alternatives through formal product 

interpretation and informal personal interactions (Fennell & Weaver, 2008). Formal 

product interpretation is defined as a set of educational tools that help to explain 

destinations, such as unique objects, stories, experiences or illustrations (Lee, 2009), 

while informal personal interactions are based on maintaining conditions of the setting. 

Interpretation services include interpreters, visitor centres, trail signs, self-guided trails, 

publications (Tilden, 1977, cited in Lee, 2009), park rangers or volunteers (Buckley, 

2003). Simple text, simple language and simple illustrations have proven to be efficient 

forms of interpretation. However, tourism marketers must consider that clients expect 

various levels of detail, depending on their own knowledge, motivation and other 

intrinsic factors (Buckley, 2003).  

Besides interpretation, eco-tourism must use green marketing and 

communication strategies that “aim to inform rather than just impress” (Holleran, 2008, 

p. 385). Green marketing plays a critical role in terms of demonstrating eco-tourism’s 

intentions of becoming a sustainable industry, through functional and emotional 

environmental content (Kumar, 2016).  Environmental concern is partly reflected in the 

consistency of green messages to individuals. Green marketing should be responsible 

and truthful in terms of the content, expression and imagery used. Bergin-Seers and 
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Mair (2009) reveal that more than 50% of tourists who sought for environmental 

information about tourism searched for it before travelling. As it is imperative that 

tourists be able to look at information and marketing sources with credence, Holleran 

(2008) proposes that green communication objectives include customer evaluation and 

monitoring of performance even at a post-travel stage. The educational foundation green 

marketing has in GDI formation reflects how crucial it is to use this discipline beyond 

promotion. 

d. Sustainable management 

The third component in defining eco-tourism is sustainability, which refers to 

not being harmful to the natural, social and cultural environment. In this sense, 

sustainability takes into account the environment, host communities, tourists and the 

industry, as developing a sustainable destination requires commitment from all 

stakeholders (Grimwood, Yudina, Muldoon, & Qiu, 2015). 

As ecotourism considers sustainable tourism principals, it incorporates social 

aspects such as development and economic benefits of local communities, contribution 

in preservation of culture and in the local people’s wellbeing. However, the literature 

establishes green destination brands focus on the environment as the core attribute. The 

literature on sustainable tourism in this study deepens into what green elements are 

considered and promoted by the industry to construct and project a GDI. 

Sustainability does not necessarily imply complete absence of negative impacts. 

It basically refers to a strong focus on improvements through active interventions in 

rehabilitation, habitat acquisition and ongoing efforts to reach outcomes in accordance 

with best management practices (Weaver & Lawton, 2007). Environmentally friendly 

management practices are also known as green management (Cooper, 1998, cited in 

Lee, Li-Tzang, Han, & Kim, 2010), environmental impact management (Mihalic, 2000) 
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or eco-efficient practices (Kelly et al., 2005).  All these terms refer to “the processes 

and practices introduced by an organization for reducing, eliminating and ideally 

preventing negative environmental effects arising from its undertakings” (Cooper, 1998, 

cited in Lee et al., 2010, p. 902). 

A thorough examination of the literature provided six key points as the principal 

technical environmental management practices adopted in eco certification programs:  

1. Waste management  

a. Solid, such as collection systems, disposability options to manage 

pollution and recyclability/composting facilities (Insch, 2011; Kelly et 

al., 2005; Kozak & Nield, 2004; Walker & Hanson, 2010) 

b. Liquid, such as grey water systems (Andereck, 2009) and technologies 

for sewage, sullage and garbage, among others (Buckley, 2009a) 

2. Power and water supply, such as regulation reduction and management of use 

(Andereck, 2009; Insch, 2011; Kelly et al., 2005; Kozak & Nield, 2004; Walker 

& Hanson, 2010) 

3. Transport, such as reductions in energy consumption and fuel emissions (Insch, 

2011; Kelly et al., 2005; Walker & Hanson, 2010) 

4. Conservation initiatives, such as political actions; support for non-governmental 

organizations (NGOs); contribution to park agencies; community conservation 

and private reserves; reallocation and rehabilitation of land and water; education; 

tax, inheritance and investment laws; conventions; planning of land use; 

biodiversity protection and pollution control; the use of new technologies; access 

control, among others (Buckley, 2003, 2009b) 

Eco-tourism has a “need for a strong and lasting link between tourism 

development and conservation” (Welford & Ytterhus, 1998, p. 196). This symbiosis 

between tourism and conservation usually occurs in protected areas, both public and 

private, which highlights how park management – such as zoning regulations, 

infrastructure, visitor management fees,  education and rehabilitation (Buckley, 2011; 

Petrosillo et al., 2007; Walker & Hanson, 2010) – is key to eco-tourism and sustainable 

tourism development (Grimwood et al., 2015; Liu  & Cheung, 2016; Weaver & Lawton, 
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2007). 

In sum, eco-efficient practices are one of the main components of green 

destinations (Buckley, 2000), as they allow stakeholders to use the natural environment 

in a profitable way through stewardship and sharing and with minimal cost to the 

environment (Walker & Hanson, 2010). From a GDI perspective, eco-efficient practices 

reflect commitment from DMOs and establish credibility of the destination brand (Hu & 

Wall, 2005). According to Mihalic (2000), these practices tend to contribute to the 

image of a responsible and concerned destination. For this reason, tourism marketers 

must consider them when developing communication tools, such as eco-certification 

programs. 

2.3.2 Tourism Eco-certification Programs 

Eco-certification programs are schemes performed by independent private or 

public bodies to fulfil a green tourism destination, product or service. The purpose of 

these third-party organizations is to indicate how a tourism activity or business is 

managed in relation to the environment. Mihalic (2000) classifies eco-certification 

programs as follows:  

● Codes of conduct (organizations formally write certain environmental codes) 

● Uncertified environmental practice and self-declared labels or brands 

● Awards 

● Certificates for environmental practice (recognised standards to improve 

environmental practice via membership) 

● Environmental accreditation schemes (provide baselines for certification 

programs) 

At present, the most commonly used programs are environmental certificates, 

which are represented by eco-labels (Fairweather, Maslin, & Simmons, 2005). These 
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eco-labels can reflect evaluation by two environmental measures: environmental quality 

(EQ), and environmental management performance (EMP) (Buckley, 2002; Esparon, 

Gyuris, & Stoeckl, 2013; Fairweather et al., 2005; Kozak & Nield, 2004). While EQ 

standards aim to measure the state of natural resources, EMP criteria assess the efforts 

to reduce negative impacts of product/service related processes, which are eco-efficient 

practices. Eco-certification schemes also have different levels of scope. They can be 

regional, national, international or activity-focused (Kozak & Nield, 2004) and provide 

environmental criteria for products, hotels, tour operators, travel agents, facility 

operators, marinas, beaches and tourist destinations (Mihalic, 2000). 

Environmental criteria are provided by recognised institutions such as the Global 

Sustainable Tourism Council (GSTC). GSTC is an international body that fosters 

knowledge and understanding of sustainable tourism practices and promotes the 

adoption of universal sustainable tourism principles (Global Sustainable Tourism 

Council, 2013). The institution, sponsored by the United Nations World Tourism 

Organisation (UNWTO), has been working on criteria for sustainable destinations 

(Global Sustainable Tourism Council, 2013) based on relevant and widely accepted 

documents, guidelines and indicators. By 2013, the process has had two rounds of early 

adopters, in which Chile was participant.  

Eco-labels are identified with trademarks and logos. They have become a 

communication tool for environmentally concerned DMOs that aim to ease the process 

of communicating the “ecological spirit” (Mihalic, 2000). Eco-certification schemes 

have been studied as important green marketing tools (Kumar, 2016) as they are 

believed to  enable tourists to develop positive attitudes toward the tourism product 

(Sasidharan, Sirakaya, & Kerstetter, 2002) and in consequence, establish environmental 

appeal as a component in consumer choice (Buckley, 2011). 
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However, the literature does not reveal whether eco-labels have a strong 

influence on tourists. Some authors state that this form of environmental accreditation 

reinforces green brands and has positive impacts on awareness, perceptions, tourist 

environmental education and choice (Amendah & Park, 2008; Insch, 2011; Kozak & 

Nield, 2004; Ruiz-Molina, Gil-Suara, & Moliner-Velazquez, 2010; Sasidharan et al., 

2002). Other studies, highlight the lack of response for eco-labels (Fairweather et al., 

2005; Rex & Baumann, 2006), especially when the schemes certify EMP (Buckley, 

2011). The literature seems to provide three possible reasons for this approach: 

1. Disinterest: visitors’ concern for environment is superficial and aesthetic. They 

care only for the final outcome such as EQ, and not processes (Buckley, 2011; 

Esparon et al., 2013; Fairweather et al., 2005) 

2. Confusion: more than 100 independent certificates exist for environmentally 

friendly and/or socially responsible tourism services, destinations and tour 

operators (Destinet, n.d.). Proliferation of certification programs and logos based 

on different criteria confuses visitors (Esparon et al., 2013; Mihalic, 2000) and 

allows tourism businesses to exaggerate their eco-credentials for the sake of 

selling (Insch, 2011). 

3. Ignorance: customers are not aware of the existence of eco-certification schemes 

(Budeanu, 2007; Sasidharan et al., 2002) owing to poor marketing in B2C tactics 

(Esparon et al., 2013; Fairweather et al., 2005) 

The literature establishes that these conflicts can be managed by knowing 

consumers through acquiring a level of customer support (Esparon et al., 2013) and 

addressing consumers’ perceptions on eco-labels. Understanding perceptions enables 

DMOs to align expectations, to highlight attributes customers find important, and to 

detect issues that customers are not yet familiar with. Bergin-Seers and Mair (2009) 

state that easily accessed information plus an understandable language are required to 
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make technical information appealing. Rex and Baumann (2006) found profound gaps 

between green marketing and conventional marketing performance, proposing that eco 

certifications should go beyond knowing the green consumer, anticipate wants from a 

wider range of potential consumers and work on the marketing mix instead of the 

product (ecolabels). Improving marketing and communication strategies on eco-labels 

can provide better insights on tourists’ real interest in certification programs and 

determine whether “relevant green accreditation systems overtly coupled with an 

attraction’s brand image may possibly be more important than some providers are 

willing to admit” (Perkins & Grace, 2009, p. 235). Therefore, including environmental 

criteria to this research reflects if eco-labels are one possible component of GDI. 

2.3.3 Enlightened Mass Tourism 

It is evident that the tourism industry is “selling green”. DMOs and operators are 

increasingly using concepts such as eco-travels, eco-tours, eco-expeditions, eco-

adventures or eco-tourism in travel advertising. These “eco-variations” are usually 

marketed under sustainable tourism, eco-tourism, responsible tourism (Kavaratzis & 

Hatch, 2013) or other green brands and trademarks (Mihalic, 2000). Some studies 

reflect that selling green is a reaction to the fast growth of eco-tourism (Perkins & 

Grace, 2009) – that is, the mainstreaming of eco-tourism (Buckley, 2009b).  

The theory of enlightened mass tourism (Weaver, 2013) describes the evolution 

of sustainable tourism. This current thesis uses enlightened mass tourism as a valid 

principle for green destination marketing development. Using resolution-based 

dialectics, Weaver (2013) proposes that alternative tourism is the antithesis of 

conventional laissez-faire mass tourism. At first, both forms of tourism appear to be 

opposites. While conventional tourism is recognized for its profit-based aim, alternative 

tourism has an ethically imbued focus (Nunkoo & Gursoy, 2016). However, both face 
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contradictions. Mass tourism is acknowledged for its paradoxical nature of self-

consumption. Alternative tourism, in turn, is characterised as having internal 

inconsistencies that threaten its practical and autonomous implementation. These 

conflicts include unrealistic and unrealized expectations; dependence on conventional 

tourism systems; the fact that successful tourism presages growth; and alternative 

tourism’s inability to replace mass tourism as a solution for negative impacts (Weaver, 

2013). 

Sustainable tourism is the synthesis where the two contrasting types of tourism 

become complements to overcome their internal conflicts. Mass and alternative tourism 

converge in sustainable tourism out of necessity. This process enables a construct that 

represents the best qualities of both streams. However, this process is asymmetrical, as 

sustainable tourism has a stronger tendency toward mass tourism. It may cause socio-

cultural problems when it is not well managed (Nunkoo & Gursoy, 2016) and the 

tourism industry seems to lack knowledge regarding management (Zhang, Xiao, 

Gursoy, & Rao, 2015).  For example, Zhang, Fyall, and Zheng (2015) state that tourism 

in World Heritage Sites, which are managed for the purpose of preservation and the 

wellbeing of the community, is still a threat and causes contradiction between 

environmental conservation and community development.  However, Weaver (2013) 

establishes that sustainable mass tourism is positive for destination development and 

that it can continue evolving to enlightened mass tourism by adding ethical imperatives 

to the process. Weaver proposes corporate social responsibility, tourist learning and 

assertion of indigenous rights as alternative tourism components that could avert this 

asymmetrical mobilization. The author states enlightened mass tourism can be made 

possible by incorporating alternative tourism principles into mass tourism so as to 

reconcile large-scale tourism financial viability with ethical essentials.   
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This premise situates green destinations as an alternative tourism sector shifting 

toward enlightened mass tourism. This trend may explain the appearance of mass 

tourism campaigns that present green destinations. These positioning strategies consider 

the environment to be the core component of the brand (Insch, 2011). For instance, Ark, 

an environmental non- profit organization, conducted a green tourism campaign for the 

mass market (Wheeler, 1995).  

Another example of greenness in mass tourism is the appearance of urban green 

tourism or urban sustainable travel (Miller et al., 2015) as a diversification strategy of 

the sub-sector. In this case, urban green tourism is based on four pillars: environmental 

responsibility, local and economic vitality, cultural sensitivity and experiential richness 

(Blackstone Corporation, 1996, cited in Gibson, Dodds, Joppe, & Jamieson, 2003). The 

green concept for promoting urban settings also extends to sustainability or health and it 

thus acquires a wider significance. 

Green destination strategies may originate for various reasons, such as 

compliance with environmental pressures, obtaining competitive advantages, improving 

corporate images, seeking new markets or investment opportunities, land use, tourism 

experience and enhancing product value (Chen, 2010; Liu  & Cheung, 2016). In any 

case, all reasons relate to the fact that sustainability, eco-friendly travel, green 

destinations, and community tourism, among other travelling concepts, are all 

competing to gain tourists’ attention and credibility. 

2.4 A model of GDI formation 

This background provides the foundation for the following conceptual diagram, 

which analyses construction of GDI by pursuing answers to the four research sub-

questions. Here, the model synthesises and aggregates a wide range of previous research 

on different aspects of destination image. Under this model, there are three principal 
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aspects of destination image and each aspect has three components. First, there are three 

marketing stages, namely: construction of destination image by tourism destination 

stakeholders (Hunter, 2016); its projection through marketing materials (Kladou & 

Mavragani, 2015; Rodríguez-Molina, Frías-Jamilena, & Castañeda-García, 2015; Zins 

& Lin, 2016); and its perception by tourists or potential tourists (Cheung, Mak, & 

Dixon, 2016; Sun, Ryan, & Pan, 2015). Second, there are three complementary sources 

of information, namely induced, autonomous, and organic (Lee & Bai, 2016; Llodrà-

Riera et al., 2015; Tseng, Wu, Morrison, Zhang, & Chen, 2015; Yang, 2016). 

Finally, there are three psychological components, namely cognitive, affective 

and conative (Baloglu & Cleary, 1999; Becken et al., 2016; Berlii & Martin, 2004; Chiu 

et al., 2013; Kladou & Mavragani, 2015; Lee et al, 2010; Nicoletta & Servidio, 2012; 

Pan, Lee, & Tsai, 2013; Papadimitriou, Apostolopoulou, & Kaplanidou, 2015; Pike & 

Ryan, 2004; Qu et al., 2011). Conative components include: intention to visit (Fu et al., 

2016; Park et al., 2016); or revisit (Dolnicar et al., 2013); and intended behaviour during 

a visit (Lee et al., 2010; Stylidis et al., 2015). Destination image as perceived by tourists 

commonly differs between cultures (Chen, Lai, Petrick, & Lin, 2016; Pike, 2016); and 

changes during a visit (Smith, Li, Pan, Witte, & Doherty, 2015). 

The first of these approaches, the three sequential marketing stages, treats 

destination image as a form of communication from sellers to buyers, using marketing 

materials (Cini & Saayman, 2013; Chen & Phou, 2012; De Moya & Jain, 2013; Echtner 

& Ritchie, 2003; Govers & Go, 2004a, 2004b; Govers, Go, & Kumar, 2007; Kavaratzis 

& Hatch, 2013; Lai & Li, 2015; Lee et al., 2013; Pezenka, 2016; Pike, 2016; Pike & 

Ryan, 2004; Stepchenkova & Shichkova, 2016; Tasci et al., 2007; Zhang et al., 2013). 

The first step is the mental construction of destination image within the minds of 

tourism stakeholders involved in marketing a destination. This step, which is referred to 
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as construction, involves selection and abstraction of distinctive destination features that 

stakeholders see as most marketable. The second step, referred to as projection, is to 

promulgate the selected features through marketing channels, principally through the 

creation and dissemination of marketing materials. The third step, which is referred to 

here as perception, is the formation of a destination image in the minds of potential 

purchasers, principally individual tourists. 

The information-source approach recognises that tourists receive information 

about any destination from multiple sources. It distinguishes: induced sources, 

information which tourists or other stakeholders receive via destination marketing 

materials; autonomous sources, information which they receive from unrelated third-

party sources; and organic sources, information received by word-of-mouth or e-WOM 

through personal social networks (Camprubí & Coromina, 2016; Fakeye & Crompton, 

1991; Frıas et al., 2007; González-Rodríguez, Martínez Torres, & Toral, 2016; Lai & 

Li, 2016; Llodra-Riera et al., 2015; MacKay & Fesenmaier, 1997; Mercille, 2005; 

Michaelidou et al., 2013; Nicoletta & Servidio, 2012; Sparks & Pan, 2009; 

Stepchenkova & Zhan, 2013). Induced sources are produced by tourism industry 

stakeholders with the deliberate intention of influencing a potential tourist's perceptions. 

Autonomous sources are not targeted at any particular individual. They include: books, 

maps, magazine articles, and online sources, describing particular destinations or 

compiling them into lists and rankings. Organic sources, which evolve as they are 

consulted, are those derived from a tourist’s own personal social networks. 

The psychological-component approach, distinguishes cognitive, affective and 

conative aspects: knowledge, feelings and intentions (Baloglu & Brinberg, 1997; 

Baloglu & McCleary, 1999; Beerli & Martın, 2004; Chen & Phou, 2012; Pike & Ryan, 

2004; Zhang et al., 2013). Cognitive components are factual information that tourists or 
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other stakeholders know or understand about a particular destination. This depends on 

what information they receive. Affective components represent their feelings or 

emotions towards that destination. These may be influenced by emotional marketing 

and may change during a trip (Becken et al., 2016; Nicoletta & Servidio, 2012; 

Stepchenkova & Shichkova, 2016;Yang, 2016). Conative components represent 

intended actions, such as whether to visit and what to do. These may be influenced by 

marketing appeals to take specific actions, such as purchasing a holiday to a particular 

destination. All of these may be affected as well by individual life-histories and 

personality factors (Baloglu & McCleary, 1999; Beerli & Martın, 2004; Cvelbar et al., 

2016; Ibrahim & Gill, 2005; Krider et al., 2010; Lai & Lee, 2016; Michaelidou et al., 

2013; Petrosillo et al., 2007). 

The diagram illustrated in Figure 2.4 guides the investigation’s analysis of three 

perspectives of GDI: psychological components, determinant sources and agents that 

impact GDI formation along its development. The model attempts to integrate the a 

relevant area of research for green tourism by linking causes and effects of destination 

image (Chiu et al., 2013; Lee et al., 2010; Line & Hanks, 2016; Salvatierra & Walters, 

2016)  to environmental goals for green destinations such as tourists’ beliefs, attitudes 

and behaviour (Bergin-Seers & Mair, 2009; Cheng & Wu, 2015; Juvan & Dolnicar, 

2016; Malone et al., 2014; Miller et al., 2015);  stakeholder performance (Hu & Wall, 

2005; Leonidou et al., 2013; Mihalic, 2000) or green marketing (Cvelbar et al., 2016; 

Font, 2002; Hsieh, 2012; Price, 2004; Rex & Baumann, 2006; Sasidharan et al., 2002). 

The model is expected to link components, determinants, and stages to understand why 

these interconnect and how green attributes become part of the information-flow 

process of GDI. 
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Figure 2.4. Proposed model of GDI formation
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2.5. Summary 

A review of the literature on DI and green tourism has demonstrated the 

importance of this research and provided the framework for achieving it. The review 

first reflects that DI is important for destination marketing and then establishes the 

relevance of green tourism in destination management. It presents GDI as important for 

tourist destination choice and on-site behaviour. The current study proposes a model of 

GDI formation to analyse stages, components and determinants. This three perspective 

analysis addresses the principal research question: What key components of destinations 

contribute to a green image formation? The question is broken down into four sub-

questions related to each stage of the model and to each chapter of results:  

1. What factors are considered by tourism industry stakeholders to 

constitute greenness of a destination? Why are these factors chosen and/or emphasized? 

2. What factors are used by destination and tourism marketers to create a 

green image of the destination? Why are these factors chosen and/or emphasized? 

3. What factors are perceived by tourists as contributing to GDI? How is 

the image formed and how does this relates to the development and marketing processes 

identified is sub questions 1 and 2? 

4. What are the main points of similarity and/or differences between the 

stakeholder groups? If differences exist, why is this the case?  

Section 2.2.3 establishes the work of Baloglu and McCleary (1999), Beerli and 

Martın (2004), Gunn (1998) as cited in Echtner and Ritchie (2003), and Govers and Go 

(2004a) in providing relevant guidelines for assessing the principal research question, 

which considers cognitive attributes, affective appraisals, conation and the subsequent 

overall image.  The model proposed for this study incorporates features that influence 
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image evaluations, such as personal factors and information sources based on how green 

attributes are communicated and experienced.  In addition, the model incorporates a 

stream of information in different stages as well as the involvement of key stakeholders.  

Section 2.3 provides information from the literature to determine the factors that 

define a green destination in nature-based settings. Ecotourism literature provides 

insights on the specific principles that ground green destinations. It also delivers an 

outline for choosing a valid study area to conduct the investigation. Published and 

practitioner materials on destination eco-certification programs from Costa Rica, China 

and Australia (Instituto Costarricense de Turimo,2016; Ecotourism Australia, 2009; 

Global Sustainable Tourism Council, 2013; China National Tourism Administration, 

2016) were reviewed to identify, catalogue and classify relevant environmental 

parameters. The review delivered 139 potential parameters (see appendix 1) to be 

included in a list of green attributes. Finally, green destinations are contextualised in 

enlightened mass tourism to justify the appearance of mass tourism campaigns related to 

greenness. 

This study presents DI as a concept that needs to be understood as a construct 

embedded in a multidisciplinary background. This study offers a way of looking at DI 

from different perspectives – components, determinants and stages- so that there is also 

a convergence of previous studies related to the concept. The incorporation of other 

streams of knowledge are considered here into destination marketing such as political 

processes involved in the industry, the effects of stakeholder views on green tourism 

regarding their environmental knowledge, sensitivity and behaviour, and destination 

identity. The following chapter describes the methodology performed to reach findings 

in the region of Chilean Patagonia. 
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CHAPTER 3-METHODOLOGY 

3.1 Introduction 

The process of destination image formation comprises several components, 

determinants, and stages. This research attempts to explicate the formation of green 

destination image, or GDI, by incorporating green attributes into models of destination 

image (DI). These models propose that image is constructed by various stakeholders, 

projected by promotional tactics, and ultimately perceived by tourists according to what 

is projected, what other sources of information communicate, and what tourists’ onsite 

experiences and personal factors are.  

This study analyses construction, projection and perception of a GDI following 

the information stream presented in the proposed model in Chapter 2. The analysis uses 

qualitative methods to address the principal research question: What key components 

of destinations contribute to a green image formation? The question is arranged into 

four sub questions, according to each stage of GDI formation: sub-questions related to 

each stage of the model and to each chapter of results: 

1. What factors are considered by tourism industry stakeholders to constitute 

greenness of a destination? Why are these factors chosen and/or emphasized? 

2. What factors are used by destination and tourism marketers to create a green 

image of the destination? Why are these factors chosen and/or emphasized? 

3. What factors are perceived by tourists as contributing to GDI?   How is the 

image formed and how does this relates to the development and marketing 

processes identified is sub questions 1 and 2? 

4. What are the main points of similarity and/or differences between the 
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stakeholder groups? If differences exist, why is this the case?  

Jenkins (1999) argues that image research needs qualitative methods to provide 

explanation and description and to reveal “holistic and psychological impressions 

associated with a destination that are not easily captured by quantitative methods” 

(Choi, Lehto, & Morrison, 2007, p. 120). In fact, a review by Steven Pike (2002) found 

that DI studies have mainly used quantitative methods, which do not provide a context 

for the data or meaning of the destination (Poudel, Nyaupane, & Budruk, 2016). This 

thesis relies on multiple qualitative methods to capture a portfolio of data that can be 

used for comparisons between green destinations (Kock et al., 2016). It applies a case 

study to understand a phenomenon by observing variables, relationships and 

circumstances within a real-life setting (Hoon, 2013). That is, this study attempts to 

understand the development of perceptions of greenness, including how destination staff 

affects image formation through marketing, by using an instrumental case study to 

illustrate this issue in a bounded context (Creswell, 2013). By using this particular 

qualitative approach, the research can incorporate multiple sources of information to 

collect detailed data and develop a holistic description of the case, which can later be 

analysed. Yin (1999) states the flexibility of a case study relies on the fact that they are 

not focused on theory and expect complexity of variables. A case study generally uses 

multiple methods to investigate without controlling the context. The case study is based 

on five key sites of Chilean Patagonia and incorporates perceptions and experiences of 

multiple stakeholders. The in-depth understanding of GDI formation in Chilean 

Patagonia contributes to knowledge in fields related to green branding of destinations by 

performing an extensive empirical study that considers the viewpoints of the various 

stakeholders (García et al., 2012). Moreover, Pike (2002) revealed in his review of DI 

studies that of 142 papers, 23 were situated in a travel context and only one was located 

in South America. The selection of the area of Patagonia as a case study site was made 
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using several considerations, some practical and some theoretical. First, on a practical 

level the researcher had important stakeholder contacts in the region, which facilitated 

the process of data collection through access to sites and people within the destination.  

At a theoretical level, the area provided multiple sites (five) comprising varying sizes in 

terms of tourist numbers, different levels of commercial tourism development, and 

different natural hallmarks. Furthermore, the area of Patagonia is marketed as a 

destination, yet each of the regions might compete and differentiate themselves to 

tourists. Thus, theoretically, development of GDI may be influenced at the top level 

(Patagonia) or through the specific sites or a combination of both. The selection of a  

tourism region with multiple sub-destinations that have many similarities as well as 

differences provided depth to the research.    

3.2 Case Study: Chilean Patagonia 

Chilean Patagonia was purposively selected for a case study to obtain context 

and complexity in a real-life setting and to allow an in-depth and holistic analysis of 

construction, projection and perception of GDI (Ayikoru, 2015; Hoon, 2013). 

Patagonia, Chile, represents an area of protected areas and emblematic eco-tourism 

sites, making it ideally suited to the research. Theoretically, choosing Patagonia enables 

the researcher to focus on exploring the destination as a whole, but still be able to 

compare the visited sites as parallel single units (Yin, 1999).  

Patagonia comprises four administrative regions, which provide the focus for 

this study:  

1. Los Rios Region: The area is known for hosting one of the most important 

eco-regions, the Valdivian Rainforest (Lugares destacados de Siete Lagos, 

n.d.). In 2009, the most visited national parks in Chile belonged to Los Ríos 

(Instituto Nacional de Estadìsticas, 2010). The region contains a private 
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protected area, the Huilo Huilo Biological Reserve. This area is managed as 

an ecotourism destination and is recognised as a UNESCO Biosphere 

Reserve. A philanthropic foundation manages the Huemul1 Conservation 

Centre (Serenari et al., 2016).  

2. Los Lagos Region: Tourism in this area is largely focused on sustainability 

and conservation, providing various alternatives of greenness. Los Lagos is 

the most visited region in terms of state-protected areas (Instituto Nacional de 

Estadisticas, 2010). 

3. Aysen del General Carlos Ibanez del Campo Region (Aysen Region): Of the 

land belonging to this administrative region, 50% is managed as national 

parks (Region de Aysen, n.d.). The region is internationally promoted for “its 

pristine landscapes and possibly the freshest air in the world” (Destination 

Carretera Austral, n.d.) and stands out for being the most uninhabited region 

in the country.  

4. Magallanes Region: This region is the largest and most southern region in the 

country. Magallanes hosts the country’s largest area of national parks, 

including the iconic Torres del Paine National Park.  

The study considers five key sites within these regions. Los Rios Region is 

represented by Huilo Huilo Biological Reserve, while Los Lagos Region is analysed 

through two different sites: Llanquihue Lake Basin and its surroundings, and Chiloe 

Island. Aysen Region, in turn, hosts an emblematic tourism destination called Carretera 

Austral. This research included the southern part of this site. Last, fieldwork included 

Torres del Paine National Park, in Magallanes Region (see Figure 4.1). Although the 

regions have features in common, each provides different examples of green attributes, 

green management and green marketing strategies.  

                                                 
1
An endangered Andean deer  
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State-protected wilderness areas are important venues for ecotourism (Buckley, 

2012; Weaver & Lawton, 2007). Chile in general has at least seven large private 

protected areas related to ecotourism and community involvement, which cover over 

40,000 km2/15,444 mi2 of terrain (Serenari et al., 2016). Patagonia hosts most of these 

recognised projects, such as Huilo Huilo Biological Reserve in Los Ríos, Tantauco Park 

in Chiloe Island, Pumalín Park in Los Lagos Region and Estancia Chacabuco in Aysen 

Region. In addition, 50% of Patagonia’s total surface of 240,000 km2 is protected by the 

government (How to sell Chile, n.d.).  

In Chile, tourism venues classified as protected areas are regulated by the 

Sustainable Tourism Board. This public institution created the Innovation Program on 

Sustainable Tourism to enhance tourism innovation under sustainable guidelines. One 

of the program’s main projects is the development of the Sustainable Seal from the 

National Tourism Board (Sernatur), based on international examples of certification 

systems such as those in Australia, New Zealand and Costa Rica (Secretariat for 

Tourism, 2012). The seal recognizes, as a first stage, sustainable practices in tourism 

businesses, and aims to be internationally recognized by the Global Sustainable Tourism 

Council (GSTC) (Corporacion de Fomento de la Produccion de Chile, n.d.). Los Lagos 

Region in turn is attempting to certify its popular tourism site, Lake Llanquihue, as a 

sustainable destination through the GSTC.  

In terms of promotional strategies, Patagonia is internationally marketed in 

Chile’s tourism campaign by associating the region with two experiences: nature, and 

sports and adventure (e.g., the region was presented as the iconic alternative of 

adventure tourism in the Adventure Travel World Summit 2013 (Servicio Nacional de 

Turismo, 2013). According to the study of Tourist Demand Categorization 2011 

(Secretariat for Tourism, 2012), visitors are most satisfied with landscape variety and 

care for natural resources. The marketing strategy focuses on target markets whose 
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tourists bring more currency and prefer products related to nature tourism (Secretariat 

for Tourism, 2012). In this sense, Patagonia is the leading attraction and an iconic 

nature-based destination for Chile. The domestic tourism campaign, called “Chile es 

Tuyo”, focuses on attracting Chilean citizens in considering the country as a place of 

diverse and accessible destinations (Secretariat for Tourism, 2012). Therefore, “Chile es 

Tuyo” aims towards the majority of Chileans (middle class) using mass advertising and 

associating the brand, logo and slogan to other private/public tourism institutions to 

ensure an increase in brand recall. 

The selection of Chilean Patagonia provided an appropriate site for the research 

and allowed the use of the researcher’s professional network to access sites and collect 

data. 
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Figure 3.1. Map of Chilean Patagonia 
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3.3 Participants  

The purpose of the study is to understand the GDI phenomenon (Onwuegbuzie 

& Collins, 2007). Having worked as a marketing manager for the Chilean Tourism 

Board, Sernatur, I used my professional network to purposively select participants for 

this study so as to analyse views of destination marketing organizations (DMOs), 

tourism businesses, park rangers and tourists with respect to Chilean Patagonia. Table 

4.1 reflects the sample. 

Table 3.1. Samples and participants per stage of GDI formation 

Stage of GDI 

Formation 
Data types Sampling 

Object of 

analysis 
Location N 

Construction  Primary data Purposive Destinations 

and lodges 

Onsite (5 

sub-regions) 

5 sites and 

17 

tourism 

operators 

Construction   Primary data Purposive DMOs  Offsite and 

onsite (5 sub-

regions 

16 

Construction   Primary data Purposive Tourism 

operators 

Onsite (5 

sub-regions) 

21 

Construction   Primary data Purposive Park rangers  Onsite (4 

sub-regions) 

6 

Projection Secondary 

Data 

- Brochures, 

websites, 

Facebook sites 

Onsite (5 

sub-regions) 

37 

Perception  Primary data Purposive Domestic 

tourists 

Onsite (5 

sub-regions) 

53 

Perception  Primary data Purposive International 

tourists 

Onsite (5 

sub-regions) 

34 

Perception  Primary data Snowball Chileans who 

have never 

been to 

Patagonia 

Offsite     8 

 

Table 3.1 follows the sequence of construction–projection–perception in the 

formation of GDI with three sets of data obtained from destination staff (destination 

marketers, tourism operators, and park managers), tourists (domestic and international) 

and marketing material at the five sites. The first four rows of the table aim to analyse 
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and understand the initial stage of GDI in terms of how a green image is constructed by 

the industry with respect to destination strategy and supply (product development). The 

fifth row focuses on marketing tactics to promote and project a GDI, while the last three 

rows study perceptions of a GDI by identifying what determines a green image for 

different samples of tourists considering their background, experience and other 

external sources of information.  

To facilitate understanding of the construction of GDI, participants were 

recruited from the researcher’s prior experience and contacts in the tourism sector in 

Chile. This approach allowed the holding of interviews in the form of informal 

conversations with key industry players. Participants were interviewed in their offices 

following ethical clearance provided by Griffith University (see Appendix 2). To 

comply with it, industry participants were informed and agreed to participate through 

verbal consent (see Appendix 3). They were assured that their names would not be 

mentioned in the thesis. 

 Industry samples were made up by three groups of subjects:  

1.  DMOs from marketing and sustainability units of the central and regional offices 

of Sernatur and the Tourism Industry Federation of Chile (Fedetur): N=16 

2.  Participants from 17 commercial tourism businesses (TBs), with roles in 

management and conservation, and one participant from the Association of 

Conservation Initiatives on Private and Indigenous Land – Así Conserva Chile: 

N=21 

3.  Park rangers from the National Forestry Corporation, CONAF: N=6 

Projection of GDI was analysed by collecting a total of 124 documentary 

and online destination marketing sources for the five sites, including 

marketing brochures, websites and social media (Facebook). As the material 
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was reviewed, material that did not reflect an integral promotion of the 

projects was excluded, resulting in a final sample of 37 sources.  

The third stage of GDI formation required recruitment of different samples of 

tourists. As DI models reflect, tourists’ perceptions are strongly influenced by personal 

factors and motivations. This case study considers background and experience of 

Chilean domestic tourists and international tourists, as well as of Chileans who have not 

experienced Patagonia in more than ten years. Given that this research is qualitative and 

aims to understand perceptions, it is essential for the researcher to establish trust and 

rapport with participants. In this case, the researcher joined tourists in tours and 

activities, where visitors were willing to share their views about the destination. 

Respondents were approached in the following ways:  

1. People on tours were approached with the assistance of stakeholders who 

supported the research project, interviewing them while touring or in the 

lodges. 

2. Tourists in the park were intercepted and asked whether they would be willing 

to be interviewed at a convenient location, such as the coffee shop. 

3. Tourists in any information office of Sernatur were approached.  

4. Through a snowball approach, tourists were asked to refer any companions 

who might be willing to participate in the study, interviewing them on the 

accommodation premises. 

All tourists were informed about the project and the interview process, following 

ethical clearance. Their participation was confirmed through verbal consent, ensuring 

their real names would not be used by the researcher.  

Recruitment yielded a sample of 53 Chilean domestic tourists. Tourists who 

agreed to participate received merchandising from the domestic tourism brand Chile 

es Tuyo as a token, consisting in printed calendars or branded suitcase tags. The gifts 
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were provided by the regional offices of Sernatur.  

Another sample was recruited using the same approach as for domestic visitors, 

consisting of 34 international tourists conveniently available at the sites. In addition to 

the onsite tourist sample of Chileans, a second group of eight Chileans who had not 

been to Patagonia were recruited through a snowball approach until reaching saturation. 

The snowball approach used the researcher’s personal network of contacts in the capital 

city of Santiago and the neighbouring city of Vina del Mar. The researcher’s contact of 

four people led to referral of eight people who had not visited the destination in more 

than ten years. This sample is representative of tourists who base their perceptions on a 

secondary image. Again, those who participated received a token to thank them for their 

time. 

3.4 Research Tools 

Data collection within the case study region used multiple qualitative methods  

such as semi-structured interviews, field observations, and documentary and online 

materials. This diversity enabled the researcher to reach multiple sources of information 

to provide case descriptions and case themes (Creswell, 2013. It is argued (e.g. Molina 

& Font, 2015) that triangulation can overcome the weakness of any one method and 

enable the research to gain confidence in the inferences made about results. Mostly, 

triangulation has been used to refer to mixing quantitative and qualitative methods but 

others (e.g. Flick, 2009) argue for the use of triangulation as a way to systematically 

apply a variety of qualitative methods.  In line with suggestions by Flick (2009), this 

thesis uses triangulation through collecting different types of qualitative data and then 

comparing and contrasting findings from these methods.  

The exhaustive review of technical environmental criteria presented in Appendix 

1 was used as a foundation for designing the research tools. Secondary data are an 



63 

 

important source of information for qualitative methods (Decrop, 1999) and, in this 

case, provided a detailed list of 139 potential parameters to be used for field observation 

and interview design and as a framework for coding indicators to assess greenness in 

destinations and accommodations (Hsieh, 2012). 

3.4.1 Interviews 

Participants were exposed to semi structured interviews that lasted 

approximately 60 minutes for industry stakeholders and 15 minutes for tourists, with 

prompting when required (see Appendices 4, 5 and 6 for the guidelines used). The 

interview guidelines where designed as conceptual outlines for semi-structured 

interviews. Interviews for the industry were structured into four topics: (1) description 

of institution and link to greenness; (2) perceptions of greenness in Patagonia; (3) green 

management; and (4) marketing strategies. The main focus was to achieve an 

understanding of how the industry viewed green destinations within Patagonia and if the 

reasons for using green destination marketing matched the destination. The ways of 

promotion were discussed to later analyse and compare results amongst sub-sites and 

stakeholders. Tourist interviews explored two topics:  (1) tourists’ perceptions of 

Patagonia, and (2) participant’s knowledge of greenness to identify green features 

related to the destination and recognise the importance of greenness for each group of 

tourists. Tourist interviews attempted to distinguish possible improvements in green 

destination marketing and compare results between groups of participants. 

Most interviews were performed in Spanish, the local language, or in English 

when necessary. Interviews were framed inductively and asked a sample of respondents 

to describe feelings toward the object of research (Hinkin, 1998) to make sense of their 

own experiences of Patagonia (Charmaz, 2006).   
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3.4.2 Marketing Sources  

Marketing sources included platforms pointed out as the most relevant and 

effective means of communication. Selected sources included 14 printed materials, 12 

websites and 11 Facebook pages from selected private tour operators and park rangers, 

and all regional DMOs. Prior to performing a thematic content analysis for images and 

text, the researcher checked and categorised the content of every selected section of the 

sources into condensed meaning units, a constellation of words or statements from the 

unit of analysis that are brief but retain the core concept (Graneheim & Lundman, 

2004). The information was put into an Excel sheet with variables corresponding to unit 

of observation, destination, tourism sector, institution, marketing platform, description 

and observations. Data were placed in a pivot table that would be linked to codes, 

categories and themes, with a total number of 2,015 entries. Figure 4.2 provides an 

overview of the research design. 

Figure 3.2 shows that data analysis was conducted using a combination of 

coding and thematic content analysis methods to facilitate theme analysis. In the first 

stage, data obtained from semi-structured interviews and complemented by eco-

certification programs were used to develop the initial codes and items (Papathanassis & 

Knolle, 2011). In addition, field observations were supported by written field notes 

recorded in a travel diary (Decrop, 1999). Codes were supplemented with findings from 

thematic content analysis of texts and images in marketing sources. Coding methods 

then involved recognizing and structuring relationships between codes (Papathanassis & 

Knolle, 2011) to later classify them into categories and interpret them according to their 

commonalities (Graneheim & Lundman, 2004). The analysis continued with axial 

coding, identifying conditions, causes, consequences and dimensions of each category 

(Saldana, 2009). 
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Figure 3.2: Overview of research design  
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3.4.3. Interview Analysis 

Almost all interviews were recorded, whether they were conducted in Spanish or 

in English, transcribed to 345 pages, translated to English when required, analysed 

using various coding methods (Saldana, 2009) and collated in NVivo 10. Transcripts 

were read at least twice and analysed by iteratively comparing and inferring findings 

during every stage of the research. Initial coding of interview transcripts was derived 

from the existing set of green tourism parameters and extended to reflect additional 

themes expressed by interviewees, especially those related to the human environment, 

such as architecture, cultural authenticity, and local food supplies. The open coding 

process was followed by organizing the code book into a structured first- and second-

tier code tree. Concepts were compared with each other, and their meanings were linked 

and grouped into higher order concepts (Graneheim & Lundman, 2004; Ryan & 

Bernard, 2003). This process enabled identification of a number of relevant categories, 

providing a foundation for thematic content analysis of marketing sources. Figure 4.3 

presents an overview. 

Sample sizes were large enough to differentiate multiple sites and stakeholder 

groups as well ensure a thorough level of depth of a topic leading to saturation, which 

was reached once observations and discussions became repetitive (Papathanassis & 

Knolle, 2011). A second trip to the field site was made to confirm results and 

conclusions. During this period, one participant belonging to each category of industry 

stakeholders was re-interviewed with a focus on representative quotations from 

transcriptions. This re-entry to the field assists in enhancing the validity (Flick, 2009) 

and credibility of the findings (Graneheim & Lundman, 2004), supporting the 

development of the overall story. 
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Figure 3.3. Overview of procedure for GDI analysis  
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3.4.4. Thematic Content Analysis 

Content analysis is the preferred method, not only because it organises responses 

and coding (Tsaur, Lin , & Liu, 2013) but also because it provides crystallisation for the 

interview responses (Charmaz, 2006). Content analysis detects, records and analyses the 

presence of words or concepts in forms of communication (Sproule, 2010) and is 

gaining popularity in the field of image research, especially with the increasingly rich 

and readily available text data on the web (Choi et al., 2007).  Coding of marketing 

sources was based on initial coding obtained from green parameters from the literature, 

certification and interviews.  However, content analysis incorporated new codes and 

emerging themes. To permit a thematic content analysis, condensed meaning units were 

coded in the initial coding book.  

As a form of validation, a representative group of 25 units of analysis were selected 

to be sent to a second coder. The second coder reviewed the selected units of text and 

images and could propose new codes or use codes from the researcher’s codebook. 

After this, the coders met to seek agreement and understand each other’s interpretations 

of the unit of observations, as part of the process of trustworthiness (Graneheim & 

Lundman, 2004). A total of 27 first-order codes were identified and discussed with an 

overall inter-coder reliability rate of 84%. 

3.4.5. Axial Coding 

After all data sources where coded and designated to the coding tree, a process 

of axial coding was followed to search for patterns and relationships between categories 

and subcategories, processes and dynamics (Saldana, 2009). Axial coding, which comes 

from grounded theory, enabled the finding of themes in the case study by establishing 

properties and dimensions of categories and answering “if, when, why and how” 

(Saldana, 2009). In particular, axial coding increased the understanding of a GDI by 
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delving into the meaning each participant gave to a green destination and the 

participant’s expectations of it, what makes a place become green, what strategies the 

industry uses or prioritises to work on greenness and what conflicts interviewees 

perceived as a threat to greenness.  

This process was done repetitively to provide explanation and validity (Ellram, 

1996). Selective coding was done by relating how different categories link to GDI and 

the core concept, assembling a new GDI model and reaching an in-depth understanding 

of the different views of greenness from sub-sites and stakeholders. Therefore, the 

method of analysis looked into explanations on the observed phenomenon 

(Papathanassis & Knolle, 2011) to contribute with knowledge to the fields of marketing 

and green tourism. 

3.5 Summary 

This research focuses on how eco-friendly and sustainable parameters can be 

incorporated into DI models in the destination marketing literature to extend the concept 

of GDI, and to provide a way to integrate and contrast the findings from the various 

stakeholder groups. Using Chilean Patagonia as a case study, the thesis proposes a 

model of GDI formation, which attempts to understand green image development in 

relation to destination attributes, stakeholders and marketing processes. Therefore, GDI 

is formed in different stages such as product development (construction), promotional 

tactics (projection) and tourist perceptions (experience and background). 

Given the researcher’s previous experience in the tourism industry in Chile, 

Chilean Patagonia offers an ideal and novel case study region, particularly in light of the 

characteristics of its tourism sites, its powerful destination brand, and the researcher’s 

professional network, which allowed a pertinent purposive sample. 

The case study was conducted with multiple qualitative methods to cover the 
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process of construction, projection and perceptions of a GDI, but also to allow 

triangulation and trustworthiness of the data. Results from Chapters 4, 5, and 6 are 

based on coding methods and provide conceptualizations of both industry and demand 

perceptions, complemented with categories found in thematic content analysis of 

induced sources of information.  

The study examines GDI formation by incorporating various sources of data. 

The case study of Chilean Patagonia’s green image formation presents a context where 

the process of GDI formation is shown using different levels of analysis: existing green 

image held by stakeholders, between sub-sites, and at each stage of GDI. Results reflect 

matches and differences in terms of green perceptions at any of these levels of analysis 

and provide insightful outcomes that link GDI formation with green marketing 

processes such as green product development and green promotional tactics. 
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CHAPTER 4-GREEN DESTINATION IMAGE CONSTRUCTION 

4.1 Introduction  

Destination image (DI) is an important factor in destination marketing. Tourism 

marketers consider DI when developing a destination brand, as it delivers key 

information on how tourists perceive the identity of the place, which allows the tourism 

industry to improve its marketing and positioning strategies. This chapter addresses how 

the industry perceives destination identity and constructs image in five sites within 

Chilean Patagonia. Figure 4.1 depicts findings for the first stage of the proposed model 

of GDI formation. Destination image is constructed by the industry, starting with a flow 

of information in which the abstraction of the place’s identity is incorporated into 

tourism products and strategy. This chapter looks into what factors are considered by 

tourism industry stakeholders to constitute greenness of a destination and why are these 

factors chosen, as well as how a green identity is incorporated into the destination 

strategy.  

4.1.1 Objectives 

Using Chilean Patagonia as a case study, this chapter provides relevant 

information about the first stage of a green destination image process. The chapter aims 

to: 

1. Understand the complex relationship between institutions from the private and 

public sectors. 

2. Compare different examples of greenness and detail the processes and conflicts 

each of the sites faces. 

3.  Provide the basis for understanding green marketing strategies and projection of 

GDI.
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 Figure 4.1 Stage 1 of proposed model of GDI formation 

 

Destination 

Image 

Information 

Stream 

Other Sources of 

Information  

Cognitive 

 

Affective 

 

Conative 

D
es

ti
n

a
ti

o
n

’s
 c

h
a
ra

ct
er

is
ti

cs
 

E
n

v
ir

o
n

m
e
n

ta
l 

fe
a

tu
re

s 

o
f 

d
e
st

in
a
ti

o
n

 

C
o

n
st

ru
c
te

d
 

G
D

I 

Green Non -green Green Non -green Green Non -green 

Cognitive 

 

Affective 

 

Conative 

In
fo

rm
a

ti
o

n
 S

o
u

rc
es

 

A
u

to
n

o
m

o
u

s 
&

 o
r
g

a
n

ic
 

so
u

rc
e
s 

o
f 

e
n

v
ir

o
n

m
en

ta
l 

in
fo

 

P
ro

je
ct

e
d

 G
D

I 

Cognitive 

 

Affective 

 

Conative 

T
o

u
ri

st
s’

 P
er

ce
p

ti
o

n
s 

T
o
u

r
is

ts
’ 

o
n

si
te

 

e
x

p
e
r
ie

n
ce

 
P

er
c
e
iv

e
d

 G
D

I 

(1) Construction (2) Projection (3) Perception 



 

 

73 

 

4.1.2 Structure 

The chapter starts by presenting a general description of the tourism industry’s 

perceptions of a green destination and providing a collection of words, symbols and 

concepts that explain what makes Chilean Patagonia a green destination. Following this 

section, the chapter identifies each stakeholder and describes the processes and conflicts 

the industry faces when developing and promoting a green tourism product and 

destination. First is a narrative of tourism operators on the way they develop greenness, 

followed by a description of park rangers’ perceptions of a green destination. The next 

section shows results of DMOs’ interviews. Although each section provides examples 

of stakeholders at different sites, DMOs provide a clear comparison between sites. 

The chapter then presents contrasts between sites and industry stakeholders, 

identifying key words and themes that explain how greenness is used to market 

Patagonia as a destination. It provides different perspectives of achieving greenness, 

with valuable information on how a developing tourism industry perceives a green 

destination. It details the processes or tools used to achieve and reinforce green 

attributes, and describe expectations on what a green destination should deliver.  

4.1.3 Participants in the Study  

To achieve the objectives of this component of the research project, interviews 

were held with stakeholders associated with eco-lodges related to protected areas, hotels 

with green credentials, private conservation initiatives, adventure tourism lodges, and 

small entrepreneurs that focus on natural or cultural sustainability. Park rangers, central 

and regional DMOs and sustainability guilds were also included (see Table 4.1). 
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Table 4.1   Industry stakeholder participants 

 

 
 

Tourism Board 

Sustainability  
Tourism Board Marketing 

National Parks 

CONAF 

O
n
si

te
 S

ta
k
eh

o
ld

er
s 

 Site A: Huilo Huilo- Los 

Rios Region 

DMO-HH#1 Regional 

Sustainability and Territorial 

Planning  of the Tourism 

Board 

DMO-HH#2 Former Regional 

Marketing Manager of the Tourism 

Board and current Regional Chief 

Director  

  

Site B: Lake Llanquihue 

Basin-Los Lagos Region 

DMO-LL#1 Regional Chief 

Director Tourism Board  

DMO-LL#2 Regional 

Sustainability and Territorial 

Planning  of the Tourism 

Board 

DMO-LL#3 Regional Marketing 

Manager of the Tourism Board  

PR-LL#1 Park Ranger 

National Park   

Site C: Chiloe- Los Lagos 

Region 
*** *** 

PR-CH#2: Park Ranger  

National Park 

Site D: Carretera Austral -

Aysen Region 

DMO-AY#1 Regional 

Sustainability and Territorial 

Planning  of the Tourism 

Board 

DMO-AY#2 Regional Marketing 

Manager of the Tourism Board 

PR-AY#3 Park Ranger 

National Park  

Site E: Torres del Paine-

Magallanes Region 

DMO-TP#1: Regional 

Sustainability and Territorial 

Planning  of the Tourism 

Board 

DMO-TP#2 Regional Chief Director 

Tourism Board   

DMO-TP#3 Regional Marketing 

Manager of the Tourism Board  

PR-TP#4: Park Ranger 

National Park  

PR-TP#5: Park Ranger 

National Park 

PR-TP#6: Regional 

Superintendent 
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Central headquarters 

DMO-CENTRAL #1 Central 

Sustainability and Territorial 

Planning  of the Tourism 

Board 

DMO-CENTRAL #2 : Central  

Marketing Manager of the Tourism 

Board  

DMO-CENTRAL #3 : Central  

Marketing Manager of the Tourism 

Board  

  

Note: Stakeholders from Tourism Board in the Los Lagos Region consider Chiloe Island and the Lake Llanquihue Basin and surroundings 

 

  
Private Sector 

Sustainability Guilds  

  
Tourism Business  Conservation Initiatives   

O
n
si

te
 S

ta
k
eh

o
ld

er
s 

 Site A: Huilo Huilo-Los 

Rios Region 

TB-HH#1: Owner Tourism 

Business 

TB-HH#2: Manager Tourism 

Business 

TB-HH#3 Host Tourism Business 

CI-HH #1, #2: Guides from 

Conservation Initiative 
  

Site B: Lake District-Los 

Lagos Region 

TB-LL #1, #2, #3: Owners of 

Tourism Business  

Participant TB-LL #4, #5, #6: 

Managers of Tourism Business 

CI-LL #1: Owner from Conservation 

Initiative 
  

Site C: Chiloe- Los Lagos 

Region 

TB-CH #1, #2: Owners of 

Tourism Business 

TB-CH #3 Manager of Tourism 

Business 

CI-CH #1: Guide from Conservation 

Initiative 
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Site D: Carretera Austral -

Aysen Region 

TB-AY #1: Guide of Tourism 

Business  

TB-AY #2, #3 : Managers of 

Tourism Business 

TB-AY #4, #5: Owners of 

Tourism Business  

TB-AY #6: Hospitality Employee 

Tourism Business  

    

Site E: Torres del Paine-

Magallanes Region 

TB-TP #1 Owner of Tourism 

Business TB-TP #2: Manager of 

Tourism Business TB-TP #3: 

Guide for Tourism Business  

CI-TP #1: Volunteer from 

Conservation Initiative 

CI-TP #2:  Manager from 

Conservation Initiative 
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 S
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Central headquarters   
CI-CENTRAL#1:: Manager from 

Conservation Initiative 

SUST #1 and #2 

Sustainability Manager 

for Public-Private 

Guild  
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4.2 General Perceptions of Green Destinations  

As outlined in Chapter 3, the analysis process of the interviews followed coding 

methods, including open and axial coding. The initial coding process identified 57 

individual green topics (see complete codebook in Appendix 7). These topics are 

classified into six principal high-level themes: environmental quality (EQ), 

environmental management performance (EMP), culture, health, education and 

credentials. Figure 4.2 reflects that most of these topics can be further themed either 

under natural or human/social environment. 

 

Figure 4.2 Initial categories and themes for the industry’s general perceptions of green 

destinations. 
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4.2.1 Defining Attributes of Green Destinations 

Industry stakeholders incorporate green attributes to the tourism product or 

destination in different ways. However, there is a general agreement that greenness is an 

essential feature in Chilean Patagonia.  

a. The natural environment 

The meaning of green is defined as the interviews evolve, starting with the 

destination’s natural components, such as iconic natural attractions, and pristineness or 

low human intervention. Participant PR-AY#3 describes a green destination as a pristine 

and uncrowded place where tourists can find beautiful scenery, wildlife and tranquillity, 

which corresponds with the majority of interviewees start describing the concept. In 

general, all participants complement the destination’s natural environment in two ways: 

quality and performance. 

To preserve wildness, a green destination involves “a project that originates a 

minimum impact in the place, in an environmental and cultural sense” (TB-TP #1), 

considering both natural and human/social components of the destination. Participants 

mention land protection, EMP – represented by recycling, waste management and 

energy supply – and community involvement, reflecting the perception that a green 

destination is essentially a nature-based and sustainable site, and tourism managers 

should have deep knowledge of the place where they perform their activities.  

You need to previously relate to the place: understand the place, know the 

water courses and flows, how the community works; this allows you to design a 

project that is thought for that place (TB-TP #1). 
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b. Human/social environment 

On one hand, a green destination is perceived to be developed by considering, 

protecting and highlighting local cultures, linking green efforts to the fact that 

“sustainability is not only nature, it also considers heritage” (DMO-HH#1). On the 

other hand, tourism projects must understand where they are embedded and have the 

intention of integrating healthy activities in the destination. Education and adventure 

tourism are tools the industry develops to empower awareness and enhance the 

ecological and cultural value of the destination, making “tourists get in touch with 

nature and realize where they stand” (CI-TP #2). Tourism and guides are key in 

educating and informing the visitor, playing an important role in greenness and 

becoming a factor of differentiation.  Educational strategies are performed by all 

participant operators to raise tourists’ awareness and involvement with the destination. 

Stakeholders seek to maintain healthy destinations by hosting healthy tourists in terms 

of care and behaviour. 

c. Credentials 

Land labels are used by all stakeholders as strong green tourism 

product/destination symbols. For example, tourism businesses within private protected 

areas consider that international organizations such as UNESCO or RAMSAR2 provide 

more effective ways of protecting natural resources than public regulations. UNESCO 

Biosphere Reserve designations or being selected a biodiversity hotspot by the WWF 

are powerful credentials that communicate sustainability and greenness. The industry 

also values associations and credentials from international and non-tourism 

organizations. The Food and Agriculture Organization of the United Nations (FAO), 

Hemispheric Coastal Birds Reserve Guild (RHRAP) and Information System for the 

                                                 
2 The Convention on Wetlands of International Importance is an intergovernmental treaty focused on 

conservation of wetlands. 
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Promotion of Aquaculture in the Mediterranean (SIPAM) are potent indicators of 

different human, social and natural components of green destinations. As certifications 

represent more than one topic under themes of the natural and/or the social environment 

in the code book, they are classified under a different category. 

While the industry shares common perceptions of greenness, there is no 

agreement on which components are important for Chilean Patagonia as a whole, 

making it imperative to understand differences at a stage where GDI is beginning to 

arise.  

4.2.2 Individual Tourism Businesses  

 Tourism operators’ perceptions of greenness depend on the reasons they are 

incorporating sustainable and eco-friendly practices into their operations and on the 

level of development in the site. These two factors are joined by the pricing strategy of 

each lodge: high-end products can incorporate a bigger range of green attributes and 

enhance the most significant ones.  

a. High-end eco lodges in remote destinations 

High-end lodges located in pristine and less developed destinations focus on 

adventure and conservation tourism. They are usually in remote areas that are generally 

protected, but where EMP is hard to achieve. 

Natural environment 

 High-end lodges usually enhance what remoteness provides: a pristine landscape 

with a rich biodiversity. Huilo Huilo Biological Reserve, for instance, recently changed 

its positioning and marketing strategies by enhancing the Valdivian Rainforest, known 

for its scientific importance and for being the destination’s main natural attraction. The 
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strategy promotes the rainforest as the Patagonian Rainforest, given that it is the 

geographical entrance of Patagonia and that Patagonia is a powerful brand. 

These kinds of businesses commonly challenge the difficulties of not having 

infrastructure to perform green practices. However, they put more emphasis on 

conservation initiatives through foundations and associative guilds with park rangers. 

These associations work to improve regulations on conservation and obtain more 

support from the government. Cases in Torres del Paine, the surroundings of Lake 

Llanquihue and Huilo Huilo, claim that traditionally the environment, conservation of 

the ecosystem and ecology are set out from the perspective of recycling, waste 

management or energy efficiency. Although this perspective is positive, EMP and 

sustainability are difficult to perform at a district level, with the result that they can 

“comply with part of it but not all” (TB-LL #4). These participants perceive that when 

authorities are not responsible, eco-friendly practices are a façade. In turn, “no 

destination is green when there are no conservation efforts” (TB-TP #1).  

However, lodges such as those at Huilo Huilo Biological Reserve and Explora 

link architecture to the ecosystem by designing the buildings according to the light, 

winds and weather. The constructions have minimal impact, as they are respectfully 

inserted in a place and the lodges are designed to be connected to the outside world, 

communicating low impact and environmental consideration. 

Human/social environment  

Some lodges have created foundations to contribute in the discussion of laws 

and regulations, support research projects and, most importantly, deliver education 

programs, as “conservation only works when there is education” (TB-TP #1). 

Participants like Explora Lodge and Huilo Huilo Biological Reserve strongly focus on 

working with the local community’s level of awareness and education. In this sense, 
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tourism is a conservation tool that requires awareness of the local community by 

integrating it into tourism.  However, involving local communities in tourism projects 

can also be harmful, as sometimes “authentic elements of local communities are not 

protected by the same communities” (TB-TP #1). Locals must understand and feel part 

of a green project, but at times their low cultural levels make them ambitious and 

focused in “collect[ing] but not to conserve...lacking authenticity” (TB-TP #1). 

In addition, high-end lodges also incorporate strong environmental and cultural 

awareness strategies in their tourism activities. Most of these operators target eco-

tourists who, according to them, are more capable of appreciating what is offered as 

they are intellectually evolved and understand things better. According to a participant 

in Torres del Paine, 95% of visitors know about the eco concept and are willing to 

compromise certain things as long as the lodges fulfil green expectations.   

Our objective is to deliver tourists the experience of profound contact with nature, 

throughout adventure and discovery in extreme destinations. Sustainability is 

transversal to our message, as without these places we would not exist (TB-TP #1). 

Other tourism operators like Huilo Huilo Biological Reserve attempt to educate 

by increasing visits and opening the Reserve to more people. To achieve this they need 

to create awareness, especially to Chilean tourists, who “come to live the resort 

experience” (TB-HH#2). Their challenge is to link the destination with a natural 

perspective and make tourists choose the lodge for the experience of encountering 

nature. This is especially important, as conservation is experienced by Chileans in a 

short and superficial way, which threatens their positioning as an ecotourism 

destination. According to most participants, Chileans visit domestic destinations 
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because it is fashionable, especially after the tourism campaign from the government, 

“Chile es Tuyo”3. 

The lack of environmental awareness in Chileans is the reason why more than 

one participant highlights the importance of developing content about the destination, 

enhancing the ecosystem. The content can be narrated through guides’ skills, trail 

management and interpretation signs. These elements are used as a signature 

differentiation point on these lodges. Circuits with storytelling “have an objective; this 

utility is related to education and the experience you can deliver to people” (TB-LL #4). 

b. Small-scale adventure tourism lodges 

Smaller scale lodges in remote destinations are usually focused in adventure 

tourism without promoting technical information on green practices.  

Natural environment 

The area’s main attributes are a strong natural setting and impressive scenery, 

which makes Patagonia be perceived as green for the colours of the landscape, its rivers 

and forests. They complement environmental quality with isolation, disconnection and 

no technology. Some tourism operators consider being located in an isolated region to 

be a disadvantage for greenness. Operators from Aysen region, for example, do not 

perceive Carretera Austral or any site in the region as green. Even though they are in the 

most inaccessible and uninhabited region of the country and are surrounded by 

protected areas with green landscapes, participants feel that the region is not managed as 

a green destination. Green is related to “waste management, LNT techniques, 

bioclimatic buildings to make the best use of natural light, thermos-panels in the cabins 

and energetic efficiency” (TB-AY #3). Aysen could become a green destination, but the 

region’s inaccessibility makes “waste management almost impossible. The councils are 

                                                 
3 “Chile is yours” is the domestic destination brand for Chile, which aims to make Chileans choose 

destinations in the country by positioning them as fashionable and popular.   
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far away and do not provide efficient recollection systems” (TB-AY #5), meaning that 

waste ends up in a dumping site. Being a pristine, untouched destination is an excellent 

attribute for forming a green destination image, but can create false expectations. 

Local tourism businesses tell us that tourists, both international and domestic, come to 

Aysen region with an image of being pristine, nature, not occupied by men, not a lot of 

human intervention... but they also assume that tourism services are that style, they even 

compare us with NZ or with similar destinations. But once they get here, they can´t find 

any of this. Their expectations are not fulfilled (DMO-AY#2). 

Adventure tourism lodges on these sites do not have many possibilities to 

perform EMP, so they highlight the design of their wooden cabins, the simple 

decoration and the beautiful views as a way to enhance the natural environment and 

transmit low intervention. 

Human/social environment 

The destination is highlighted through adventure tourism as being “about 

activities and enjoying the scenery, nature and the sports you [tourists] can perform” 

(TB-AY #3). One participant argues that this is what links adventure tourism to eco-

tourism, complementing the outdoor experience with botanical and scientific aspects of 

the destination. Activities in nature enable tourists to “become aware of where they are 

and what they are really going through” (TB-AY #6).  

Therefore, experiencing the destination goes beyond recreation and outdoor 

activities. A green destination delivers a learning experience. Nature-based activities are 

part of a virtuous cycle. A healthy and pristine environment needs to be able to perform 

these activities. At the same time, these activities transmit ecological value to people 

who are experiencing them, creating environmental awareness of them, especially to 
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Chileans. Domestic tourists are perceived as high profiled, educated, nature lovers, well 

behaved and respectful. However, it is a challenge for guides to encourage them to 

perform adventure tourism activities. This target comes to the destination for the colour 

and closeness to the river, to relax and have a rest. In addition, “only around 10% of 

[Chilean] tourists ask about all these [native fauna and flora] things” (TB-AY #3), 

which suggests that regardless of their levels of awareness or education, Chileans are 

not deeply interested in the ecological value of destinations. 

 The possibilities of delivering environmental awareness and drawing their 

attention to ecological content depend on the guides’ ability to convince tourists to 

participate in activities. Thus, the role of guides in educating and informing the visitor is 

essential for this group of lodges. The quality of guides and their interpretation skills are 

a general concern and an investment for many nature-based lodges in Patagonia. In the 

case of adventure tourism lodges in Carretera Austral, “the problem comes from how 

professional people that work in tourism are…guides are way behind” (TB-AY #3) 

which translates to not having the possibility of hiring local guides and, in turn, missing 

out on achieving community integration.  

However, tourism operators complement environmental quality by incorporating 

local food and organic vegetable gardens worked by local people as elements of 

freshness, purity and traditions. 

c. Alternative lodges in growing destinations 

The most developed sites in Patagonia have more tourism services. They are 

tourist towns surrounded by natural landscapes or natural attractions. The Llanquihue 

Lake Basin and Chiloe Island, in Los Lagos Region, are more accessible to tourists and 

are facing the introduction of new projects in tourism, energy and infrastructure. 
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Natural environment 

Besides the mentioned projects, economic activity is based primarily on 

aquaculture of salmonids and mussels. These are having an important impact on the 

sites’ greenness, threatening the tourism operators’ confidence in becoming a 

sustainable destination. It is also anticipated that all projects will cause overcrowding 

and attract real estate investment from corporations. As a result, some participants 

consider remoteness and isolation essential to green, an attribute that they partly lack. 

The area of the lake that is giving the Lake the GSTC Sustainable Destination 

Certification is less intervened and has more natural heritage (TB-LL #3). 

Under these circumstances, tourism businesses are using positioning strategies 

where sustainability and heritage play the leading role. While one case develops and 

promotes sustainable tourism products where “resource consumption must be according 

to resource production” (TB-CH #2,), winning numerous recognitions for that, others 

focus on sustainable measures as a way of sheltering communities within the site or as a 

differentiation strategy against competition.  

Tourism businesses that focus on sustainability in places with a higher level of 

development usually incorporate greenness through EMP, with the exception of one 

lodge, whose owner believes that “the only way that a destination can become 

sustainable is to have a strong area of tourism, but firmly linked to conservation efforts 

of the place” (TB-LL #1). This particular case is reluctant to talk about sustainability, 

acknowledging that it is a powerful but confusing concept that sets standards that are 

hard to meet, agreeing with high-end ecotourism lodges. The lodges state that 

authorities are not well organised and do not support conservation, that public policies 

do not work and that “people do not even respect forest management established by 

CONAF” (TB-LL #1). This makes private businesses perform conservation initiatives 
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through tourism and associative guilds. One lodge in Chiloe Island is associated with an 

interpretation centre, as part of its conservation initiatives, which the lodge helps to 

promote. The owner agrees that “associative guilds are the only way to carry out 

successful preservation projects” (TB-CH #1).  

Still, EMP is given more importance by tourism businesses in these sites. 

Architecture is important and operators have different ways of complying with the 

environment. One case has grass rooftops as a way of compensation, while others focus 

on basic infrastructure or re-use of old buildings, which also is part of cultural 

authenticity. However, they mostly focus on renewable resources, disposal 

infrastructure and recycling but, just as in remote sites, they find standards hard to fulfil. 

In this case, mass tourism and a growing population collapse the disposal system. 

Pollution, inefficient environmental regulations and waste management make the 

private sector sceptical towards the Sustainable Destination Certification by the GSTC.  

The destination is perceived as “green in the sense that you encounter nature” (TB-LL 

#2), but not as being ecological.  

Human/social environment 

The difficulty of performing EMP owing to overcrowding and development 

makes tourism businesses focus on cultural authenticity as a differentiation strategy, for 

they know that tourists look for what is “authentic and traditional” (TB-CH #1). 

Authenticity is transmitted through architecture, local food and cultural rescue, which 

reflect traditions, aboriginal culture, beliefs and identity. Cultural authenticity relates to 

greenness because, to some, “rehabilitation of the land means to recover culture, 

idiosyncrasies and Cosmo-visions” (TB-LL #3). 

Local food is an important way of preserving roots, as “culture is shown and 

experienced through local food… it is amazing how food can actually tell stories about 
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a place” (TB-LL #5). Local food circuits, buying local and promoting the neighbour’s 

businesses to tourists are part of community involvement strategies. 

The interviews indicate that a major problem is that authenticity is getting lost. 

First, tourism operators perceive that the development of projects are causing trans-

culturization as these are not designed according to the places’ identity, and are replicas 

of other projects in larger cities. In addition, the country’s high level of centralization 

and the lack of environmental and cultural awareness in communities threaten a pivotal 

group of stakeholders: locals. The same communities are important messengers of 

heritage, traditions and culture and need to be educated by the industry.  

The same concern relates to tourists. Alternative lodges belonging to Los Lagos 

Region try to attract long-haul markets, usually represented by Europeans, who mainly 

search for “isolated places, lots of green, [and] hopefully mountains” (TB-LL#2) and 

enjoy pure nature. Some cases, such as Chiloe Island, use de-marketing strategies, not 

promoting indoor luxury and/or communicating codes of conduct. In addition, operators 

emphasise the role of guides. Guides are responsible for making visible what people do 

not see through storytelling, a skill that needs to be enhanced and used in destination 

marketing strategies. 

Nowadays the world needs a script, you see how that a video in advertising is not 

enough, the video needs a script, it is today's trend...storytelling. As guides we all 

should know that (TB-LL#3) 

Regardless of tourists’ motivations and culture, the experience lived in a green 

destinations has a transformational effect. People “don't need any hallucinogenic to 

have an experience that takes you to new dimensions” (TB-LL#3).  
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The three groups of lodges construct greenness according to their situational 

experiences. Besides being a pristine place, a green destination should incorporate low-

impact practices, enhancement of cultural and local elements, and a healthy atmosphere 

with activities and educational experiences. However, operators are struggling with 

isolation or development, local communities or mass tourism, and regulations on 

conservation or green practices. In addition, participants highlight that the profiles of 

tourists have a major influence on their green strategies and the levels of greenness at 

the destination. Figure 4.3 reflects priorities of each type of tourism business in 

achieving greenness. 
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 Figure 4.3: Green attributes and elements by each type of tourism business 
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4.2.3 Park Rangers  

Participant park rangers belong to all sites except Huilo Huilo Biological 

Reserve, which is a private protected area. Regardless of the sites they belong to, this 

group has similar perceptions of greenness and faces the same challenges.  

a. Environmental quality 

The definition of a green destination is based on a pristine and preserved area 

with no people. One participant highlighted that, historically, Torres del Paine National 

Park was categorised as national park for tourism, where landscape was considered over 

wildlife in terms of the experience of encountering nature. This meant that the main 

attributes were “the mountain, the landscape, this vertical wall; it is the landscape 

altogether what impresses, and produces a “crush” on tourists” (PR-TP#4).   

Through the years, new concepts have been added to this perception, making 

park rangers define a green destination for its wildness.  

Wild incorporates environmental aspects, but goes beyond that… there is a difference 

between the concepts green and wild. A city can be green; this park delivers the 

experience of facing nature (PR-TP#6). 

b. Environmental management performance 

Park rangers’ main objective is to rehabilitate, preserve and protect the national 

parks. Their conservation efforts mainly focus on technical and measurable issues, such 

as biodiversity and wildlife. They supervise zoned areas, which are not meant for 

tourism. It is the most important way of regulating areas of public use. Torres del Paine, 

for example has 6% allocated to public use, and 40% of the land is used for research. 

This area is called intangible and is not communicated. “Areas of preservation and 

intangibles should be communicated because some tourists leave with the impression 

that it is full of hotels” (PR-TP#4). 



 

 

92 

 

  Park rangers also coordinate acceptable limits on trails with their rehabilitation 

programs and supervise a system of licenses, where the tourism areas of the park (not 

the trails) are privatised. People from CONAF supervise how these licensees are 

managed through audits and environmental impact reports.   

 National parks are considered green destinations, but this designation is 

threatened by developments, increased numbers of tourists and lack of resources. If 

CONAF had enough resources, it could measure the impact on the soil, resistance, and 

number of visitors.  This lack of resources has caused a certain level of resentment in 

the organization as its mission seems more related to recreation than conservation. 

c. Human/social environment: education  

To mitigate tourists’ impacts on the parks, park rangers inform tourists at the 

entrance or on trails and count the number of people who receive information on 

wildlife, biodiversity, conservation efforts and scientific studies. They have leave no 

trace (LNT) campaigns that deliver codes of conduct in brochures and talks. These 

campaigns attempt to solve their main problem: waste management. Depending on the 

park’s resources, park rangers recollect trash left by tourists in special areas of the park 

and take it to the capital city of the region. In general, parks do not have waste bins 

because the motto is that the visitor should take trash out, but people do not comply 

with this. However, in one case where park rangers handed biodegradable bags to 

tourists to carry their waste back. This has been a successful campaign: “there has been 

a slow change in terms of making people responsible for their waste” (PR-AY#3).  

According to all participants, international visitors comply better than domestic 

visitors. “Chileans do not have it incorporated in the culture” (PR-AY#3). Tourists’ 

behaviour depends on their culture and they deliver information according to that. For 

instance, “domestic tourists come looking for relaxation, the hot springs and cabins, 
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unlike foreign visitors who come looking for trails, refugios4, adventure and this kind of 

experiences” (PR-LL#1). So, their job is give tourists tools to create an environmental 

culture and principles through educational strategies toward the community, such as 

LNT campaigns to school children and by developing mechanisms for local awareness 

related to not killing pumas5.  

4.2.4 Destination Marketing Organizations  

Destination marketing organizations (DMOs) of each region look for a coherent 

positioning strategy amongst sub-sites and the tourism supply. However, interviews 

show that DMOs promote the destination according to their targets, making Patagonia 

an inconsistent brand in terms of strategies, tourism product developments and 

promoted (green) attributes.  

a. Environmental quality in the Patagonia brand 

 Destination brand inconsistencies originate from the different positioning 

strategies performed by each region. DMOs from Los Rios Region state that Huilo 

Huilo Biological Reserve is, indeed, an iconic destination. However this status is 

achieved not because of its green features, conservation programs or ecological value, 

but for its waterfalls and hotels, making tourists perceive it as an aesthetically beautiful 

place. DMOs from Los Lagos Region, in turn, also believe that the region, including the 

Lake Llanquihue Basin, its surroundings and Chiloe Island, is perceived for the forests 

and landscapes, but highlight that tourists appreciate being surrounded by protected 

areas. Protected areas are also an important green feature for DMOs in the Aysen 

Region, as they claim it is their strength that ensures the region’s pristine condition and 

wildness.  

                                                 
4 Small lodges 
5 Big cat of the Andes 
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50% of the region is a protected area and 30% of the protected areas in Chile belong to 

the region. This is the hobbyhorse for CONAF, but I think that marketing at a regional 

level, I mean the main message is nature. 100%... and this is linked to protected areas. 

So it is THE tool we have to exploit the region (DMO-AY#2) 

The marketing team from Magallanes Region defines this Patagonian site as 

pure nature related to outdoor and adventure activities, with a clean image and no 

tourists. 

Patagonia transmits a pristine, remote, wild and vast area with no people. It is 

the end of the world and this should mean something inaccessible, people want to feel 

they are the only ones (DMO-TP#1). 

Aesthetically green landscapes, forests, protected areas, remoteness and 

wildness are natural characteristics that can create a clean, pristine and environmentally 

friendly image of Patagonia. However, findings reflect that not all DMOs identify with 

this destination brand. “Argentinean Patagonia has an agreed common criterion to 

define the brand. Not like in Chile where Patagonia is quite dissociate” (DMO-HH#1). 

For instance, the northern regions state that locals do not feel Patagonian owing 

to major socio-cultural differences. Additionally, although some can see the benefit of 

using the brand, they are not convinced of the value of promoting a destination that has 

a broader scope and includes other regions. The last two southern regions identify with 

Patagonia and perceive that it is a brand with many benefits, powerful and already 

positioned in international tourists’ minds. The brand Patagonia-Chile is owned by the 

Magallanes Region as Aysen Region’s DMOs rejected inclusion years ago. 

Nevertheless, DMOs in Magallanes defend the necessity of including Patagonia as a 

whole in Chile’s marketing strategies. According to the director of Sernatur Magallanes, 
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this can positively affect the challenge of making people distinguish Chilean Patagonia 

from Argentinean Patagonia. Still, they have the same problem of regionalism from the 

northern region, in that local businesses in the area reject this type of promotional 

strategy. 

Regardless of whether DMOs identify with the brand or not, they follow the 

Under-secretariats’ command to use Patagonia depending on the target. All regions in 

the study have been included in Patagonia as a macro zone, to position themselves in 

international tourists’ minds. However, as there is one region that owns “Patagonia 

Chile”, the rest use Patagonia in different ways. Los Rios Region is not in favour of 

using the brand, and tries to be promoted as “Lakes, Rivers and Volcanoes”, using 

Patagonia when necessary. Los Lagos Region promotes their sites using “two powerful 

topics: Patagonia and green” (DMO-LL#1), and the region goes under the brand 

“Green Patagonia”. The Aysen Region, in turn, targets international tourists by 

positioning as Patagonia-Aysen. Although “in theory, promoting our[them]selves under 

the Patagonia umbrella as an integrated circuit should benefit us[them], in reality it is 

very hard to sell” (DMO-AY#1). The problem is the lack of interconnectivity between 

the last two regions, which causes people who visit Patagonia to choose sites with better 

access and infrastructure, such as Torres del Paine in the Magallanes Region.  

Like tourism businesses, the public sector perceives that most long haul visitors 

are different from domestic and LATAM tourists. They come well informed, better 

prepared and seem to have another perspective. The draw for these tourists to this site is 

their desire to experience the pristine natural setting and activities available there. The 

fact that foreign tourists come well prepared to Patagonia means they have access to 

information on the region’s attributes. DMOs question whether they may not be giving 

the information correctly to Chileans.  
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Domestic tourists do not get exposed to Patagonia as a destination brand and 

each region uses its administrative name under the national tourism campaign “Chile es 

Tuyo”. This marketing strategy aims to make Chilean destinations fashionable to visit 

and popular, having a successful effect in time. “Chileans want to be in places where 

things happen… feel part of something people are doing” (DMO-TP#3) and the 

campaign caused a significant increase of Chilean tourists in the area. For instance, 

Torres del Paine had an 80% foreign- 20% domestic visitor ratio in 2009. This 

campaign and the 8th Wonder of the World Award, obtained in 2013, changed this 

figure to 50% each in November 2014. In some cases, DMOs focus on promoting the 

regions’ administrative names because they are new or unknown to Chileans.  

DMOs are not communicating the concepts of eco to domestic tourists and are 

using more functional products (e.g., penguins, hikes, and towns). Still, this target has 

become more interested in nature and has started choosing these kinds of destinations 

over their traditional Triple S choice. There is one case in the public sector that shares 

the same notion of some southern regions’ tourism operators: “the destination is not 

turning into a mass destination at any cost. Not everyone comes here [Torres del 

Paine]; people who are interested in adventure and nature. Chileans that come here are 

different” (DMO-TP#2). 

 The Latin American markets are more similar to the Chilean target, but are 

greatly drawn to natural attractions in Patagonia, so regions use descriptions of elements 

such as “Lakes, Rivers and Volcanoes” and glaciers. 

Table 4.4 summarises and reflects DMOs’ lack of clarity in defining a coherent 

green identity for Patagonia, which causes regions to compete against each other and 

not work on a green marketing strategy for the destination as a whole.  
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Table 4.2 Differential promotional strategies according to site, target and green attributes 

 

 

Los Rios Region Aysen Region Magallanes Region

Huilo Huilo Biological Reserve
Lake Llanquihue & 

Surroundings
Chiloe Island Carretera Austral Torres del Paine 

Positioning attributes per 

site/region
Waterfalls, Hotel, Valdivian Rainforest

Amount of protected areas and pristine 

landscape

pristine, remoteness, wilderness, no people.

The end of the world inaccessible.

Gaucho culture (cowboys of Patagonia)

Identification with Patagonia

Locals do not feel Patagonian

Patagonian Rainforest includes other 

regions

They do identify but hard to promote: 

- Magallanes Region owns the brand 

Patagonia-Chile

- bad access between Magallanes and 

Aysen Region, which makes tourists choose 

Magallanes as it is more developed

Identified and in favour to incorporte the 

whole of Patagonia in the international 

campaign for Chile, as a way to differentiate 

with Argentina

Brand for long haul tourists

Included in Patagonia following the 

Under secretariats’ command. When 

they can the promote the region as 

Lakes, Rivers and Volcanoes  joined by  

Los Lagos Region

Patagonia-Aysen Patagonia-Chile

Brand strategies for 

Latinamerican tourists
 Lakes, Rivers and Volcanoes Glaciers

Brand strategies for 

domestic tourists chile es 

tuyo

Promoted as Los Rios Region in Chile es 

Tuyo. 

Region de Aysen

Chileans that come are different and 

respectful

Not promoted as Patagonia 

Chile es Tuyo and the 8th Wonder of the 

World Awards in 2013 have made Torres 

del Paine a fashionable place.

not communicating the concepts of eco to 

Chileans, but using more functional products 

(penguins/mountains/hiking).

Chileans that come are different and 

respectful

Los Lagos Region

Los Lagos Region, highlighting lakes and 

volcanoes, culture (Chiloe) but not 

greenness or sustainability.

 Lakes, Rivers and Volcanoes 

Green Patagonia

Green landscape, protected areas, cultural 

authenticity , adventure, seal

Geographically part of Patagonia

Socioculturaly not identified with 

Patagonia 
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b. Environmental management performance and protected areas 

The Carretera Austral has an interesting case given by its remoteness and 

pristineness. It does not promote its sites as ecotourism destinations. Sustainable 

practices are not present in all businesses within the site, and there are no regional 

policies that speak of sustainability. This region in Patagonia is remote and does not 

have a developed green infrastructure. From a tourism perspective, the destination is 

still in development, but the region acknowledges the urge of linking its focus on 

outdoor tourism with a green destination, especially because visitors are “looking for a 

healthy kind of life and are looking to develop their disciplines in nature, so they want 

to see a safe and sound nature…and environmental care” (DMO-AY#2).  

Environmentally friendly practices may be the destination’s main challenge in terms 

of sustainability. However, the region’s strength is the number of protected areas and 

conservation sites ensuring the region’s pristine condition and wildness.  

To promote the region for its protected areas, DMOs are following the sustainability 

pillar of the National Strategy for tourism (which ended after the change of government, 

right after the fieldwork for this study ended). “The sustainability pillar does not only 

focus on generating good and sustainable practices but also talks about sustainable 

destinations and about zoning to enable protection of certain areas with a lot of 

potential” (DMO-AY#1). The National Tourism Board acknowledges the potential of 

natural areas and promotes linking conservation to tourism through zonification and 

licensed models in national parks, among other strategies. As a consequence, DMOs 

from the last two regions and CONAF have a permanent relationship to achieve 

preservation and tourism development. However, the regional director states that even 

though CONAF and the tourism board are coordinated, the public sector lacks 

synchronization and dissemination of strategies to the different regions.  
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c. Culture 

 DMOs are working on different green strategies linked to natural components, 

but they all agree that culture is a powerful attribute and that there is a need for 

preservation strategies relating to the human component of greenness. Highlighting 

culture and local people is a way of differentiation that goes beyond a beautiful 

landscape. Now, local products are the surprise factors for tourists. 

Cultural aspects, local suppliers, how much of the excursions involve local communities 

and local recipes are gaining importance in tourists. Everyone is looking for 

authenticity in what they buy; they want a picture with a very local guy. I think it is a 

big step...going from waste management issues and recycling to noticing more socio-

cultural aspects is important (DMO-LL#1). 

Moreover, the importance that the tourism industry is giving to cultural aspects 

helps local people to become empowered and undertake projects that enhance traditions. 

However, DMOs face difficulties with conflictive communities that do not want to 

participate or formalize their activities, in spite of having state funds or financial aids 

from NGOs and international organizations. DMOs become responsible for community 

involvement, through economic sustainability.  

When people understand that everyone is related to tourism, not only 

accommodations or restaurants, tourism develops and increasingly becomes more 

important and is better taken care of. This empowers this economic activity in a 

sustainable way (DMO-TP#1). 

Sustainable development includes the community’s needs. DMOs perceive that 

tourism projects in Patagonia should be able to adapt and invest in the community’s 

satisfaction. A recent law establishes that any project must have indigenous 

community's approval before it is submitted, but Chileans are facing an unaware and 
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uneducated community. “Sustainability implies knowledge about the discipline that is 

being developed” (DMO-HH#1) and the tourism industry sector in Chile is also behind 

in establishing and maintaining these practices. “To reach sustainable tourism we [they] 

still need to overcome cultural stages” (DMO-HH#1). To face this, the public sector is 

relying on the Sustainable Seal from Sernatur.   

d. Credentials 

Regional DMOs are incorporating into their strategies a Sustainable Seal, 

managed by the National Tourism Board, Sernatur, and sponsored by the GSTC. This 

tool aims to promote environmental awareness to the private tourism sector and 

reinforce the need to include the social component to greenness. 

In general, DMOs are not promoting the seal to tourists because they are on a 

“previous stage trying to make stakeholders perceive the benefits” (DMO-HH#2). 

However, the entire public tourism sector is confident that the seal will provide 

awareness to the industry and give different levels of accommodations the opportunity 

to have good practices, reduce their costs and have a powerful differentiation factor for 

international visitors. In addition, the seal allows DMOs to work with the community, 

know what stage tourism ventures are in terms of sustainability, do follow ups to 

measure benefits from these practices and help them to structure their business models.  

The case of Los Lagos Region, which includes Lake Llanquihue and Chiloe 

Island, reflects how the seal has worked. Its marketing plan considers sustainability in 

order to achieve a differentiation point. The aim is to unify the fragmented tourism 

supply existing in the area, and to face the expected overcrowding caused by new 

infrastructure and developments. The destination is unprepared to host a large number 

of tourists as it has an inefficient waste management system, which, in sustainability, is 

“tangible and emblematic” (DMO-LL#1). 



 

 

101 

 

To help manage mass tourism and pollution, the regional DMO from Los Lagos 

Region promoted the Sustainable Seal and funded an audit for 30 businesses and paid 

for 15 seals, reaching the largest number of certified tourism accommodations in Chile. 

In addition, the DMO proposed that Lake Llanquihue be awarded the Sustainable 

Destination Certification by the GSTC, making it the second South American 

destination to have it. The GSTC Sustainable Destination Certification has had a strong 

impact among the regional authorities, making them feel part of an important network. 

The Sustainable Seal, in turn, has had different perceived effects. On one hand, 

some participants belonging to DMO’s in the Los Lagos, Aysen and Magallanes 

Regions state that businesses are motivated by the certification for its marketing 

benefits, especially in international markets, for the sense of belonging it gives to 

operators and for changing the vision of the business. On the other hand, other 

professionals, including interviewees in the Los Lagos Region, perceive the industry is 

lazy and not willing to invest in terms of sustainability. The “problem is that a lot of 

people buy the whole sustainability story but when they are required to spend some 

money, it stops there” (DMO-LL#2). 

4.3 Differences among Stakeholders and Conflicts in Green Tourism Product 

Development  

Green destination development involves the industry’s perceptions, where 

pristineness, environmental quality and low impact practices are key. DMOs and 

tourism businesses do agree on certain green elements but lack coordination on which 

ones to focus and work on. Aspects such as community involvement, visitor 

management and EMP are conflictive issues, depending on the destination’s level of 

development in both tourism and green infrastructure. 
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4.3.1 Destination Marketing Organizations and Tourism Businesses  

a. Marketing the “unknown Patagonia”6  

Tourism operators do not completely follow DMOs’ green marketing strategies. 

First, individual companies accurately target and customize their marketing strategies. 

They believe that a green destination image is also defined by targeting. The private 

sector uses de-marketing strategies or a demand-driven approach with educational 

programs to their targets. However, under the “Chile es Tuyo” campaign from the 

government, domestic visits have increased even when visitors’ travel motivations are 

not particularly driven by green attributes. There are “differences between tourism 

businesses and regional governments; regional governments want mass advertising 

such as TV and subway graphics, while tourism businesses don't” (DMO-HH#2). The 

public sector perceives that tourism businesses are not following the correct targeting 

strategy and that they should align the tourism product and their promotional tactics to 

the people that are already choosing the destination, such as Chileans. One participant 

from the public sector disagrees and claims it is “the private sector that ‘lands’ the 

product; they are the ones that say the what, the how and how much it costs” (DMO-

CENTRAL #3).  

Still, tourism businesses acknowledge that the national campaign has helped 

Chileans value what belongs to them, but making it a fashionable and popular 

destination through mass marketing strategies attracts a public that is known for being 

unaware and disrespectful with the environment.  

Second, there is conflict between DMOs and between sectors in the use and 

perceptions of the impact of the destination brand. Long haul visitors grew up knowing 

about Patagonia so they come with expectations of enjoying the outside. This is not the 

                                                 
6 Quote from participant TB-AY #4 
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case for Chileans. In first place, owing to a social context, Chileans look for another 

kind of destination, where luxury and warm oceans are essential. For this reason, 

Chileans won’t compromise luxury within the hotel for a green experience. In addition, 

Chileans do not value Patagonia or what this destination represents. Chileans “have 

been educated that Patagonia is a place that we (the state of Chile) gave away, and we 

(Chileans) subconsciously accept” (DMO-TP#1). As a result, participants agree that 

Chilean tourists do not recognise Patagonia; they hardly know where regions are 

located. This may also reflect why the industry itself has trouble defining the brand. For 

example, DMOs from the Los Rios Region have conflict with the Huilo Huilo 

Biological Reserve in terms of promoting one meaning—a humid, mild rainforest—

under two different concepts: Patagonian Rainforest and Valdivian Rainforest. 

According to the owner of the lodge, who agrees with DMOs from the Magallanes 

Region, this approach can become a great differentiation point for Chile’s positioning 

strategies. In addition, history suggests that the Valdivian Rainforest is embedded in this 

area and Patagonia is a powerful destination brand “incorporated in the collective 

unconscious and is part of everyone's checklist” (TB-HH#1).  

 These differences provide some evidence that the industry must coordinate 

between sectors and regions. Lodges from the northern regions perceive the steppe 

southern regions took over the concept, ignoring the existence of the rainforest. A 

common agreement is needed to internationally differentiate the destination from 

Argentina’s Patagonia.  

b. The sustainable seal and the lack of green infrastructure 

One reason some tourism operators do not believe in the Sustainable Seal is that 

it is not perceived as the efficient marketing tool DMOs promote. Patagonia has two 

extremely different types of tourists: Chileans, who do not know about seals and their 
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meaning, and very knowledgeable tourists, generally international, who know too much 

and perceive eco-certifications are “not clear water” (TB-TP #1). In addition, lodges are 

not aware that the seal is recognised by the GSTC, which makes tourism businesses 

perceive it as too local. This suggests that a gap exists in the seal’s marketing strategy. 

Finally, those lodges that focus on developing greenness through preservation do not 

relate to what the sustainable seal stands for; it is too “much focused into energetic 

efficiency, recycling or other measurable actions which is important and good. But 

conservation and community was not an important part for the seal's requirement” (TB-

HH#1).  

There is one site, however, where participants from the private sector use the 

Sustainable Seal alongside other credentials. Chiloe Island is a destination that has a 

better coordination between sectors, as they are all trying to incorporate attributes such 

as wildlife, conservation, and EMP to the already strong positioning strategy based on 

cultural authenticity. Lodges do not have the Sustainable Seal for marketing, but to 

prove coherence in their speech and to support the public sector in their campaign.  

 Findings reflect that the whole industry struggles with the inefficiency of EMP 

within the destinations. Whether it is for overloaded systems or remoteness, both sectors 

understand that eco-friendly practices like waste and water management systems are a 

priority. However, this causes mistrust between DMOs and tourism businesses. Some 

lodges opt for not promoting their eco-friendly practices, even if they have some, as 

they are hard to perform.  Given the growth and existing developments in Los Lagos 

Region there are problems with sewage; private tourism businesses argue that only they 

are working on sustainability and they are becoming sceptical of the GSTC certification 

for the Lake Basin. The public sector of that region, in turn, perceives that businesses 

are not interested in achieving greenness. Another case is the Aysen Region, which in 
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contrast is known for its remoteness and is perceived as pristine and untamed. However, 

the region’s isolation is an obstacle that reduces the alternatives for performing green 

practices.  Different areas do not have the chance to recycle or have proper dumping 

sites. Private businesses criticise DMOs’ marketing strategies. For them, Patagonia is an 

unfinished product and the public sector has marketed it before it is ready.  

c. The real promoters of greenness 

 Ironically, the main promoters of greenness that have provided awareness, 

especially to Chilean tourists, are development projects and environmental 

controversies. All regions have become a target for development projects, such as 

hydropower stations, important public works, growth of primary production industries, 

fires caused by tourists and local protests against conservation projects. According to 

one participant, this issue is actually “good for operators, because it generates morbo, 

and attracts people” (TB-AY#3). This has made people (Chileans) look for and learn 

about the destinations and their ecological value. 

4.3.2 Park Rangers and the Tourism Industry  

a. Park rangers and power 

Park rangers and the tourism industry need to work jointly in management 

strategies of protected areas. One strategy is issuing private licences to manage 

protected areas. This system brings two major threats: waste management and visitor 

increase. CONAF does not want more people. However, an increase in visitors can be 

mitigated through investment. The problem is that investment on infrastructure 

threatens the wild experience parks provide. In addition, investment is difficult owing to 

the lack of resources or power from the institution. This becomes a problem to park 

rangers because the whole tourism sector perceives that they are an out of date 

organization. It is usually high-end ecotourism lodges that perform supporting strategies 
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and associate and work with the park rangers on improvements in conservation 

regulations.  

Park rangers try to control waste management when they have the means, as 

some councils claim it is too expensive. They also face issues such as authorities’ desire 

to build hydropower stations. This contradicts the conservation focus of the place, as the 

huemul, an endangered deer, is threatened, regardless of projects’ proposals of 

mitigation measures, reforestation or new reserves in the surroundings.  Interviews 

reflect that this group of participants feel abandoned by the rest of the public 

institutions. For instance, the government only recently changed the law, allowing park 

rangers to send threatening tourists to jail. This was after a fire in Torres del Paine in 

2011, which was a tragedy for tourism and for conservation issues.   

b. The threat of Chileans 

Sernatur’s main objective is to double the number of visits in the national parks, 

which goes against CONAF’s conservation objectives, becoming the main conflict 

between both institutions. This compels park rangers to leave their conservation 

priorities behind and focus on the park’s recreation services. The national campaigns 

have attracted Chilean tourists who do not have the kind of relationship foreign tourists 

have with nature.  

Chileans come and face this wilderness and notice they can’t cope with it. They leave 

their trash because it weighs, he goes to the bathroom anywhere because he is so 

tired…so when that wild experience overcomes human capacity, greenness just doesn’t 

matter. They just want to survive (PR-TP#6) 

Chileans are drawn to what is promoted as fashionable in campaigns, such as the 

8th Wonder of the World campaign, which made Torres del Paine a very trendy 
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destination to this target. Although this increase is positive for awareness, the excessive 

number of tourists is damaging the environment and is also making people live an 

experience against their expectations, as the destination stops being wild. 

c. Marketing strategies for national parks 

 Finally, park rangers are not in favour of how parks are being promoted. They 

criticise marketing materials arguing that communicated features of parks make 

Patagonia lose its identity. Even in personnel recruitment campaigns from private 

businesses, the concepts and images create very different expectations from the real 

ones.   

 They also believe that promotion of intangibles or zoned areas would deliver a 

green image, the perception of care and that the whole area is actually unsaturated. For 

example, they state that tourists perceive that Torres del Paine is full of hotels and 

criticize CONAF, when in reality, they do face many challenges and threats, but most of 

the park is pristine and untouched. Table 4.5 provides a summary of the main issues 

regarding green attributes perceived by each site’s industry stakeholders. 
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Table 4.3. Highlighted issues relating to greenness per sector and site 

 

 
Site A: Huilo Huilo Biological 

Reserve, Los Rios Region  

Site B: Llanquihue Lake Basin  

& Surroundings, Los Lagos 

Region 

DMOs  
Valdivian Rainforest: endemic 

biodiversity, no industries  
Sustainable strategies and seal 

CONAF   

 

Visitor increase is the major threat, 

especially Chileans 

Tourism 

Businesses 

Patagonian Rainforest: 

Endangered species, community 

and architecture 
 

Lack of green infrastructure  

    

 
Site C: Chiloe Island, Los 

Lagos Region  

Site D: Carretera Austral, Aysen 

Region 

DMOs  
Heritage preservation projects,  

protected areas and seal  
Amount of protected areas  

CONAF 
Visitor increase is the major 

threat, specially Chileans  
Pristine, wildlife and uncrowded 

Tourism 

Businesses 

EMP practices, incorporation of 

local elements, use of seals  

Isolation, importance of guides, 

unfinished product 

    

 
Site E: Torres del Paine, 

Magallanes Region   

DMOs  
Remoteness and 8th Wonder of 

the World Award   

CONAF park is beyond green, it is wild 
  

Tourism 

Businesses 

Adventure and foundations for 

awareness  

 

 

4.4 Discussion  

Findings reflect that a green destination’s image starts with the industry’s 

perceptions of greenness. This group of stakeholders has to work with the destination’s 

objective green attributes and complement them with green processes performed by the 

tourism supply. These stakeholders also take into consideration the non-green aspects 

presented to visitors. There are different focuses within the industry when designing and 

managing tourism products in green destinations. Depending on the destination’s 
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objective green attributes, resources, infrastructure and target, the industry moves 

between human/social and natural components of greenness. The industry also relies on 

symbols to reflect green strategies involving environmental quality, environmental 

management performance, health, culture and credentials.  

High-end tour operators prioritise conservation and community involvement. 

For this group of projects, integration is key. Others instead try to improve their eco-

friendly practices, which usually fail owing to lack of regulations and infrastructure. In 

the latter case, cultural authenticity is a safe differentiation attribute, which is also 

picked by DMOs.  

Park rangers, in turn, look to maintain the site with no crowds and struggle to 

incorporate an efficient visitor management strategy. They aim to have environmentally 

educated visitors encountering nature. DMOs highlight protected areas, land labels, 

awards and eco-credentials, and pristine landscapes. This last feature is considered a 

risk, especially when the community has not developed environmental awareness and 

public policies are perceived as insufficient.  

In addition, there is also conflict within the industry about the way Patagonia is 

positioned and branded as a destination. Greenness is incorporated in Patagonia, but 

green attributes and identity are different for each sector and site. The inconsistency of 

Patagonia depends in various factors: 

 Regions vary in familiarity with the brand of each target 

 Regions do not feel Patagonian in their culture 

 Regions are reluctant to promote Patagonia because it includes other 

regions 

 Each region registers the brand differently 
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 One region owns the brand Patagonia-Chile 

 Argentina has a strong branding using Patagonia 

A destination brand is intended to deliver a certain image, communicating the 

destination’s unique identity and differentiating it from competitors (Qu et al., 2011). 

This chapter shows that there is no agreement with respect to the brand, identity and 

possible differentiation [green] factors. “Consumers build a destination image in their 

minds based on the brand identity projected by the destination marketers” (Qu et al., 

2011, p. 467) and this foundation is failing in consistency and strength, even though the 

regions all share certain perceptions.  

Chilean Patagonia’s identity relates to what Line & Hanks (2016) refer as nature 

based tourism (NBT) destinations, where undeveloped and pristine natural attributes 

define levels of greenness, isolation and wilderness. It is in these kinds of sites where 

the environment is a key sign of EQ. Therefore, it is imperative for tourism authorities 

and DMOs to collaborate with each other to maintain and protect the natural state of the 

area (Jiang et al., 2016). Thus, a green destination can be recognised for its EQ, but 

needs to be managed with preservation tactics and EMP. The case of Chilean Patagonia 

has reflected that there is an intention amongst industry stakeholders to develop, 

manage and promote greenness. There are certainly eco-friendly practices in use but 

coordination and agreement in terms of tactics and green strategies seem to be missing, 

as well as in terms of destination identity and branding.  

The branding process has been declared by Kavaratzis and Hatch (2013) as a 

dialogue between a multitude of people. For Chilean Patagonia to become a 

differentiated and unique brand, the destination needs to be treated considering its 

complexity and definition as a supra-brand. Patagonia can provide popularity to its 

regional sub-brands. In order to do so, each Patagonian sub-brand needs to promote 
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complementing tourism features to their Patagonian neighbours and to the overall brand. 

Therefore, there is a need to communicate the benefits of regional co-marketing to the 

industry that involves authorities in defining Chilean Patagonia’s identity and its 

importance of a long lasting brand (Morgan et al., 2003; Zins & Lin, 2016). 

The lack of agreement on destination brand identity plus the deficiency in 

coordinating coherent green marketing strategies result in gaps in the intended meaning 

of Chilean Patagonia as a destination. Marzano and Scott (2009) presented different 

types of power in tourism stakeholders. Chilean Patagonia appears as a case where there 

is a perceived level of legitimised and competent authority from Sernatur, especially 

after the change of government in 2010 due to low political trust in the past (Nunkoo & 

Gursoy, 2016). However, there is not an evident recognition of authority from any 

private or public stakeholder. This directly impacts the shared meanings and visions in 

Chilean Patagonia and causes missed opportunities to maximise capabilities for green 

marketing strategies (Leonidou et al., 2013).  

Stakeholder management in tourism is very much desired for the ethical 

development of destinations. Robson and Robson (1996), consider this a eutopia given 

that a societal approach is complex and has important weaknesses. Still, building 

relationships amongst stakeholders is considered an important requirement for 

achieving green objectives (Leonidou et al., 2013). This, in turn, is related to what 

Zhang, Fyall, and Zheng (2015) describe in two of five points in their discussion on the 

influences on the relationship between tourism and heritage. The politically imposed 

power balance between stakeholders and the diversity of stakeholders with different 

levels of knowledge are clearly reflected in this chapter of results.  

The literature also argues the importance of understanding motivations for green 

strategies, especially in private tourism ventures. Liu and Cheung (2016) describe cases 
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of small entrepreneurs, identifying, for example, the existence of immigrant 

stakeholders who settle in particular sites to achieve lifestyle objectives. This is also 

reflected in many accommodations in Patagonia and that are generally recognised to 

comply with greenness. DMOs need to be familiarised to such motives as usually 

lifestyle entrepreneurs are more likely to attempt to relate with locals, invest and 

contribute to the sense of place at the destinations. The public tourism sector in Chile 

recognises the importance of their role as guides and mentors to foster collaboration 

between stakeholders (Morgan et al., 2003). DMOs could reinforce more focus on 

facilitating collaborative mechanisms. This could impact tourism businesses, for 

example, who could learn from pioneer businesses that are usually willing to share their 

knowledge on green tourism management (Zhang et al., 2015). Although Morgan et al. 

(2013) propose that the destination vision should be managed through a publicly driven 

stakeholder process, this chapter reflects that private tourism businesses in Chilean 

Patagonia define the product and that some of them provide means to achieve, maintain 

and promote important green components for the destination (e.g., private conservation 

initiatives). In this context, DMOs could gain authority by strongly encouraging 

collaboration and being responsible for coordination in terms of branding strategies. 

Sernatur is already assisting some tourism businesses learn how to manage green 

marketing resources through financial aid, transmission of expertise and advice (Font et 

al., 2014) with the Sustainable Seal campaign. 

The public sector faces internal issues related to lack of synchronization and the 

perception that tourism authorities do not have an environmental culture. If DMOs 

empower themselves as coordinators of the green brand, then it is imperative that green 

marketing and brand strategies are designed to last longer than the duration of the 

election cycles (Morgan et al., 2013). For instance, the National Tourism Strategy 

(Secretariat for Tourism, 2012) was immediately eliminated after the change of 
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government in 20147. Avoiding this can enable tourism authorities to focus on solving 

the culture clash between the public and private sectors to look into reconciling local 

and regional interests in order to promote an acceptable identity (Morgan et al., 2013). 

Important gaps were found between CONAF and DMOs as well. CONAF, in theory, is 

the competent and legitimate authority in terms of conservation and ecology, but lacks 

the means given insufficient financial and physical resources necessary to sustain green 

marketing strategies (Leonidou et al., 2013; Marzano & Scott, 2009). 

Data reflected the importance of cultural authenticity, especially for those sites 

where important green aspects such as EMP or conservation efforts cannot be achieved. 

The interviews also manifest the relationship between private businesses or DMOs and 

residents (e.g., Huilo Huilo Biological Reserve or Sernatur, Los Lagos Region). This 

topic is important for most of the sites, as locals are either considered not interested or 

lazy. Unlike most of the sites, Huilo Huilo has had another result being able to create 

social development in the town of Neltume (Seiver & Matthews, 2016). The local 

community feel identified with the destination brand and the lodge has involved them in 

tourism, making them ambassadors of conservation and their culture (Zenker et al., 

2017). This is the case of Puerto Natales, close to Torres del Paine National Park. The 

community perceives they have achieved a shared meaning for the destination and its 

identity, partly because of Explora Lodge. As pioneers, Explora involved local people 

into their operations, transmitting values of conservation, adventure and enhancement of 

the gaucho culture. After years went by, these workers started their own ecotourism 

ventures in town transforming it in an ecotourism pole, where environmental values and 

the Patagonian culture are seen and promoted in a coherent message. 

  

                                                 
7 Information obtained after finishing fieldwork . 
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In addition, the private sectors’ disagreements with authorities suggest that Ayikoru 

(2015) is accurate in stating that undeveloped businesses and communities, such as 

Carretera Austral, express frustrations regarding the government are marketing 

decisions. A common marketing conflict revealed through the interviews is the targeting 

strategy. While the domestic campaign from the public sector wants more tourists, park 

rangers and lodges target niche tourists of special interests, usually identified with long 

haul tourists. CONAF and private tourism businesses regarding green destination 

establish that visitors are part of the image they want to project to tourists.  

 The Chilean tourism industry’s generalisations in describing their different 

targets are quite evident. Generally, stakeholders perceive that attracting domestic 

tourists implies using marketing and communication strategies different from green 

marketing. Chileans tourists are considered either lacking environmental knowledge or 

environmental sensitivity. This is also perceived in Latin-Americans tourists considered 

in the mass tourism target, such as Brazileans or Argentineans. Long haul visitors 

represent the target that should be influenced by green marketing strategies such as eco-

labels. However, it takes more than environmental knowledge and sensitivity for 

tourists to choose green destinations or to behave in an environmentally friendly ways. 

According to Cheng & Wu (2015), visitors that have developed place attachment 

manifest changes in terms of behaviour and conation. Therefore, green marketing 

strategies and destination image need to develop cognitive and affective evaluations in 

tourists to create attachment. Such attachment may be also created by developing a 

“green sense of place,” by enhancing interactions between tourists and sites (Reitsamer 

et al., 2016). Tourism businesses acknowledge the importance of adventure tourism 

activities for tourists to engage with the destination and DMOs also affirm the 

experience. Park rangers could transmit experiential facts linked to their particular 

national park, to develop an idea of sense of place related to environmental sensitive 
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and behaviour. Regardless each of the targets’ interests and motives,  as long as these 

are well-known by tourism marketers, the industry can favourably use experience to 

enhance a green sense of place, place attachment and impact environmental awareness, 

attitudes and actions. 

This chapter describes that some private lodges use a demand-driven approach 

as part of their “green” marketing campaign. They are in favour of attracting more 

tourists, such as Chileans, to protected areas and encourage choosing nature-based 

destinations, regardless of whether they are an unaware target.  Wehrli et al. (2014) 

argues that it is mass tourism that needs to be attracted to green products and that 

communication strategies should be adapted to apply to the masses. Similarly, Rex & 

Baumann (2006) propose that the industry should not focus on the existing green 

consumers, but look for strategies to attract new ones. In their article, the authors 

criticise that green marketing and green targeting tries to de-market greenness. These 

de-marketing strategies and extremely specific targeting tactics follow what Ryan 

(1991) recognises, that “marketing is not just a means of promoting a tourist zone to 

attract more people, but can also be the means whereby messages may be sent to 

people, indicating that perhaps the resort may not be for them” (cited in Wheeler, 1995, 

p. 44). Some niche focused tourism lodges use this strategy, however the cited authors 

claim this may create missed opportunities by not focusing on the future desires of 

tourists and not developing visitors’ wants in terms of green destinations. 

Another green aspect that was found in the field was the way eco-labels were 

used to create environmental awareness in tourists and tourism businesses. The 

Sustainable Seal showed to be a valuable instrument for some small scale alternative 

businesses (Rex & Baumann, 2006), but not as effective marketing tool for tourists. 

While some tourists (domestic and Latin American) were regarded to be uninterested in 
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learning about them, long haul tourists were perceived to be too knowledgeable and 

sceptical about them. Because of this, and the fact that EMP are not easy to comply 

with, some tourism businesses under-communicate their environmental practices (green 

hushing), and believe that domestic tourists will not change (Font et al., 2016). Rex and 

Baumann (2006) describe that the sustainable seal is treated as a tool to inform about 

green credentials as part of the product, but not as a promotional tool like it would in 

conventional marketing. Both studies highlight the importance of designing attractive 

and compelling promotional strategies to improve marketing performance of such labels 

like the Sustainable Seal so they can become an important component of GDI. 

 According to the model by Govers and Go (2004a), destination image depends 

on how the tourism destination identity relates to the tourism product offering, and how 

it is projected to tourists by communication and marketing. Coordination between 

stakeholders is key and a lack of consistency opens a gap in the tourism development 

strategy. The industry should then be aligned in developing a product (destination) 

according to its uniqueness. This is where destination branding and identity are formed 

and destination image starts to unfold. Destination image, then, reaches tourists’ minds, 

being projected by marketing sources of information and other agents. Thus, the stage 

of creating and developing a green destination is referred to as construction of a green 

destination image.  

 This study examines stakeholders’ perceptions in order to understand whether a 

green image exists and whether the industry can obtain information to create a positive 

and recognizable green brand identity (Qu et al., 2011). The following chapter continues 

to analyse the industry to understand how greenness is promoted and, at the same time, 

how a green destination image is projected. 
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 CHAPTER 5-GREEN DESTINATION IMAGE PROJECTION 

5.1 Introduction  

While the development of a destination is constructed by park managers, 

government entities and private operators, this is then translated into marketing 

communications. These communications can include printed brochures, websites and 

social network pages, which can be developed by various stakeholders. Analysis of a 

selected sample of marketing sources from the public and private sector illustrates the 

projection of a green destination image.  

This chapter focuses on the second stage of the proposed model (Figure 5.1) and 

analyses the promoted green attributes of a destination. These attributes are included in 

induced sources, which are highly controlled by industry stakeholders, reflecting what 

they perceive as important green messages. Chapter 4 revealed that GDI construction 

considers factors such as sustainability, aesthetics of the landscape, pristineness and 

wildness, biodiversity and wildlife, environmentally friendly practices including eco 

certifications, community involvement and cultural authenticity.   

5.1.1 Objectives 

This chapter attempts to explain how green destinations are transmitted to 

tourists by examining induced determinants of DI. Industry stakeholders endeavour to 

project a GDI by associating the destination’s identity, the tourism product offering and 

the tourism experience in a coherent way. The chapter content analyses the main 

marketing sources, considering offline and online platforms from the public and private 

sector of the five key sites of Chilean Patagonia.  

The objectives of this chapter are to:  
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1. Analyse text and pictures in public and private sector marketing material to 

identify what green attributes contribute to a projected GDI. 

2. Compare matches and differences between sites and sectors. 

3. Analyse information exposed to tourists and identify consistency with 

stakeholders’ interviews. 

5.1.2 Structure 

The chapter starts by delivering general information of the total promoted 

content in the five sites, based on the higher level themes shown in Chapter 4, including 

environmental quality, environmental management performance (EMP), culture, health, 

education and credentials. Then, the private sector is analysed by examining operators 

according to their construct of greenness: high-end adventure tourism lodges, small-

scale adventure tourism lodges and alternative accommodations in growing mass 

tourism sites. This last group is presented per site.  The analysis yields findings 

according to themes (in textual and image content), sites and marketing platforms. A 

closing section describes differences in construction and projection of the private sector. 

The chapter subsequently presents an analysis of the public sector (park rangers and 

DMOs), focusing on coherence in terms of construction and projection. Finally, the 

chapter notes gaps in terms of content and use of marketing platforms between sectors.  
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Figure 5.1. Stage 2 of GDI formation model 
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5.1.3 Sample 

Chapter 3 provided the rationale and process of the methods used in the study. 

This chapter presents findings of 14 printed materials, along with 12 private and public 

websites and 11 private and public Facebook pages, selected from a sample of 124 

sources. While the sample of printed sources was obtained directly from DMOs, tourism 

businesses and tourism information offices, websites and Facebook sites were collected 

according to availability and existence of green marketing and destination marketing 

content. Thus, collection of data ensured material from all sites and group of 

stakeholders, selecting all regional DMOs and those tourism businesses that contributed 

with the research. 

Each platform was content-analysed in visual and textual terms. Table 5.1 shows 

that most brochures were completely analysed unless they featured information on other 

destinations. For ecological reasons, not all tourism lodges had brochures. Also, at the 

time of fieldwork, marketing content of park rangers was analysed by focusing only on 

printed sources found in tourist information offices, as the website and social media 

were not used to promote tourism content. Websites from tourism operators and DMOs 

were analysed according to relevant aspects such as project description, sustainability, 

conservation, architecture, and nature-based activities or with respect to promoting the 

destination.  Website sections regarding sales, promotions, maps and hospitality 

services that did not contribute to lodges’ or destinations’ identity were omitted from 

the analysis. Facebook sites from tourism businesses and DMOs were analysed by 

checking the most recent 15 posts.  

The analysis consisted of using coding methods based on the codebook presented in 

Chapter 4 and was reviewed by a second coder, as specified in Chapter 3, to ensure 

validity. 
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Table 5.1. List of sources and analysis observations 

N Site Sector Source Platform Analysis 

1 Huilo Huilo Biological Reserve, Los Rios Region private  Booklet offline Completely analysed 

2 Huilo Huilo Biological Reserve, Los Rios Region private  Facebook online Last 15 posts from 30/07/2015-06/08/2015 

3 Huilo Huilo Biological Reserve, Los Rios Region private  Web online 
completely analysed except promotional sections and 

snow season section 

4 Los Rios Region public Brochure offline Analysis of section that promotes Huilo Huilo site.  

5 Los Rios Region public Brochure offline Analysis of section that promotes Huilo Huilo.  

6 Los Rios Region public Facebook online Last 15 posts from 16/02/2015-30/11/2015 

7 Los Rios Region public Web online Analysis of sections about Huilo Huilo site 

8 Llanquihue Lake District, Los Lagos Region private Flyer offline Completely analysed 

9 Llanquihue Lake District, Los Lagos Region CONAF Flyer offline Completely analysed 

10 Llanquihue Lake District, Los Lagos Region private Web online 
Completely analysed except promotional sections 

unrelated to project or sustainability 

11 Llanquihue Lake District, Los Lagos Region private Web online Completely analysed 

12 Los Lagos Region  public Magazine offline 

Analysis of section that promotes Llanquihue Lake 

Basin and surroundings (Puyehue National Park and 

Tagua Tagua Protected Area). Includes sections 

about culture, gastronomy and sustainability  

13 Los Lagos Region  public Web online 
Analysis of sections about the Lake Basin and the 

surrounding sites visited during fieldwork 

14 Los Lagos Region for Llanquihue Lake District public Facebook online Last 15 posts from 24/07/2014-1/08/2014 

15 Llanquihue Lake District, Los Lagos Region private Facebook online 
Last 15 posts from Anticura Lodge from 28/09/2015-

29/10/2015 

16 Chiloe Island, Los Lagos Region private Brochure offline Completely analysed 
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17 Chiloe Island, Los Lagos Region private Brochure offline Completely analysed 

18 Los Lagos Region  public Magazine offline 
Analysis of section that promotes Chiloe Island, 

sections about culture, gastronomy and sustainability  

19 Chiloe Island, Los Lagos Region private web online 

Analysis of introduction, sustainability section, 

excursions. The rest is unrelated to the project or 

greenness 

20 Chiloe Island, Los Lagos Region private web online Completely analysed 

21 Los Lagos Region  public web online 
Analysis of sections about Chiloe Island except for 

section about religious heritage circuits 

22 Los Lagos Region  for Chiloe public Facebook online 
Last 15 posts about Chiloe from 04/04/2014-

1/08/2015 

23 Chiloe Island, Los Lagos Region private Facebook online 
Last 12 posts from 21/12/2014-21/03/2015 (did not 

have any more posts) 

24 Chiloe Island, Los Lagos Region private Facebook online Last 15 posts from 24/04/2015-28/10/2015 

25 Aysen Region public Booklet offline 
Analysis of section that promotes the visited sector 

of Carretera Austral (from Coyhaique to Cochrane).  

26 Carretera Austral-Aysen Region private Brochure offline Completely analysed 

27 Carretera Austral-Aysen Region private web online 
Completely analysed except promotional sections 

unrelated to project or sustainability 

28 Aysen Region public web online Analysis of sections of Carretera Austral  

29 Aysen Region public Facebook online Last 15 posts from 28/10/2015-30/10/2015 

30 Carretera Austral-Aysen Region private Facebook online Last 15 posts from 2/09/2015-29/10/2015 

31 Magallanes Region public  brochure offline Analysis of section that promotes Torres del Paine  

32 Torres del Paine, Magallanes Region CONAF Map offline Completely analysed 

33 Torres del Paine, Magallanes Region private book offline 
Analysed introduction, lodge in Patagonia and 

sustainability sections 

34 Torres del Paine, Magallanes Region private Web online 
Analysed introduction, lodge in Patagonia and 

sustainability sections 
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35 Magallanes Region public Web online Analysis of sections of Torres del Paine 

36 Magallanes Region public Facebook online Last 15 posts from 31/03/2015-31/10/2015 

37 Torres del Paine, Magallanes Region private Facebook online Last 15 posts from 21/06/2015-10/11/2015 
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5.2 Importance of higher level themes in projecting GDI in Patagonia 

Chapter 4 presented a codebook based on the literature, eco-certification 

programs and findings in GDI construction. Thematic content analysis used in this 

chapter increased the initial coding of 57 codes by 13 new codes. Most of the codes 

refer to content unrelated to greenness and only six are about activities, outdoor 

experiences, education strategies and environmental management performance (EMP). 

Therefore, the six higher level themes contained in natural environment human/social 

environment and credentials remain the same. 

5.2.1 General findings in promoting Patagonia’s natural environment  

The natural environment is the most promoted attribute in all marketing sources, 

by all sectors and in all regions. Table 5.2 presents an overview of each stakeholder’s 

focus on the high-level themes. Of the total content, 46% pertains to environmental 

quality and management performance while 34% reflects human and social aspects of 

the sites. Huilo Huilo Biological Reserve and private businesses from the Lake District 

put emphasis on natural environment, together with DMOs from Torres del Paine and 

Chiloe. Park rangers from national parks near the Llanquihue Lake and Torres del Paine 

devote between 55% and 60% of their content to nature. In contrast, the proportion of 

promoted aspects unrelated to greenness is 15%, of which lodges in Carretera Austral 

reach 30% as a maximum case. The natural environment can be promoted in two ways: 

by enhancing the environmental quality of the place through aesthetics and preservation 

measures, or by describing EMP. Figure 5.2 focuses only on components of the natural 

environment, incorporating subcategories and codes. 
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Table 5.2.Themes and categories (%) in visual and textual units of analysis of all marketing sources, from all stakeholders on each site 

  
     Sector/Sites Private Tourism Sector 

T
o

ta
l 

  

DMOs 

T
o

ta
l 

 

Park rangers 

T
o

ta
l 

 

G
r
a

n
d

 

T
o

ta
l 

 
Category Sub Category 

A B C D E A B C D E B D E 

% % % % % % % % % % % % % 

N
a

tu
r
a

l 
E

n
v

ir
o

n
m

e
n

t 

EQ 

Aesthetics 9 28 15 26 17 18 20 26 25 33 47 28 30 18 23 22 23 

Preservation-

technical 15 17 12 10 15 14 6 3 11 3 11 6 30 12 32 22 11 

EMP 

Built features 23 4 10 11 9 12 4 1 1     1   9   5 8 

Climate   2 5   2 2   1 3   1 1         2 

Waste management         2           1             

Parks and protected 

areas         1   8 3 1 5   3       2 1 

Water management         2     1 2                 

Total Natural Environment 48 52 43 47 47 47 39 35 44 41 59 38 60 42 55 49 46 

H
u

m
a
n

/s
o
c
ia

l 

 e
n

v
ir

o
n

m
en

t Culture 
Authentic 2 4 12 1 10 7 2 10 14 17 5 9         8 

Local 10 5 10 9 8 8 9 9 13 7 1 7   3   2 8 

Health  

Outdoor 

Experience 1 5 1 1 2 2 2 1 4 1 1 1         2 

Activities 9 16 5 13 10 10 26 17 9 21 17 15 10 15 9 12 13 

Educati

on   

Strategies 5 3 3   7 4 1 3 3 1 4 2 20 18 18 18 4 

Focus   1 1   1                         

Total Human/Social Environment 27 35 31 23 36 31 40 40 42 48 28 35 30 36 27 32 34 

C
r
e
d

e
n

ti
a
l

s 
 

Awards 5   2   1 2         2           1 

Land labels 2   1   2 1 4 2     3 1     5 2 1 

Eco-labels 2 1 6   1 3   3 4     1         2 

Associations     1                             

Total Credentials  9 2 9   3 6 4 5 4   5 3     5 2 5 

Facilities and service information 16 11 16 30 15 16 17 21 9 10 9 23 10 21 14 17 15 
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Note table 5.2: Environmental quality (EQ), environmental management performance (EMP), Huilo Huilo (A), Lake Llanquihue & surroundings (B), 

Chiloe Island (C), Carretera Austral (D) and Torres del Paine (E). 

 

Figure 5.2 Proportion of visual and textual content on natural environmental quality and environmental management performance 
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The figure reflects that, in general, natural environmental quality is what 

delivers a strong promotion of the natural environment. This category is emphasised by 

the importance DMOs give to aesthetics, and by preservation attributes generally 

communicated by park rangers and lodges. For example, Huilo Huilo Biological 

Reserve devotes more than half of its share of natural environmental quality content to 

promoting preservation and technical measures. Private businesses in Chiloe and Torres 

del Paine come close to Huilo Huilo with about 46% of content reflecting promotion of 

natural environmental quality, placing more emphasis on aesthetics than on 

preservation. Parks in Carretera Austral and Torres del Paine emphasise biodiversity 

and wildlife through pictures and descriptions of native species, which, in a way, 

communicate purity and low intervention.  

Private operators also emphasise EMP in a larger proportion. These eco-friendly 

practices are mostly represented with images of the lodges, highlighting design, natural 

material and integration into landscape. Such is the case of operators in Carretera 

Austral and Huilo Huilo Biological Reserve. Some tourism enterprises, mostly located 

in Chiloe Island and Torres del Paine, provide more technical information regarding 

environmentally respectful constructions and a variety of other green practices. 

Promotion of climate, water and waste management complement their marketing 

content with a special focus on energy sources and efficiency. Still, the amount of 

information is small. The public tourism sector, in contrast, focuses on promoting parks 

and protected areas around the sites.  

5.2.2 General findings in promoting human/social environment in Patagonia 

Analysis of the coded materials revealed a high level of content related to socio-

cultural aspects associated with the destination. These attributes are linked to the 

categories of culture, health and education. On one hand, culture relates to authenticity 
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and the role that locals play in the destination’s image and encompasses everything that 

relates to traditions and local people’s way of life. On the other hand, social components 

also refer to what the destination delivers to tourists in terms of experiences.  Health 

relates to what the destination and operators offer tourists in terms of physical activities 

within the natural environment. Education, an important component in ecotourism, is 

reflected in different strategy and focus.  

Figure 5.3 provides information on the emphasis each organization per site puts 

on cultural elements, such as authenticity and the introduction of local 

elements/communities in tourism projects. Findings reveal that authenticity is 

represented by architecture and by the lifestyle and traditions of aboriginals and locals. 

Also, local elements are promoted by describing how the community is involved in 

greenness and tourism, or with symbols such as local products.  

Although each destination communicates its traditions and authenticity, DMOs 

highlights these aspects the most. This is the case with Carretera Austral, an extreme 

destination that is associated with adventure tourism in wild landscapes. Both sectors 

from Chiloe Island emphasise promoting culture such as traditional architecture and 

local elements.  

Community involvement in conservation issues for the destination is promoted 

the most by Huilo Huilo Biological Reserve, while one case in Carretera Austral 

promotes tourism development for local people and local food by emphasising local 

ingredients. Local guides also promote community involvement, supported by tourism 

businesses from Llanquihue Lake.  
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 Figure 5.3 Emphasis presence of cultural aspects in textual and visual components of marketing material per stakeholder/region
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5.3 Individual tourism businesses 

 This section focuses on private participants and their contribution to GDI 

projection, considering findings obtained in Chapter 4, where tourism businesses are 

classified according to their focus on greenness. The total promoted content, including 

text and pictures, is distributed with 32% as environmental quality, 15% as EMP, 15% 

culture, 12% health, 4% education, 6% related to eco-credentials and 16% information 

unrelated to marketing .  

5.3.1 High-end eco lodges in remote destinations  

According to interviews, these lodges construct a GDI by focusing principally 

on conservation issues, community involvement and adventure tourism. Their tourism 

projects are developed in remote and inaccessible places related to protected areas.  

The analysis of textual content related to all themes except for aspects unrelated 

to greenness reflects that environmental quality forms 37% of the content in the three 

platforms. Further, 12% relates to EMP, 23% belongs to cultural content, 10% to health, 

and 12% to education while 6% addresses eco-credentials. Although these operators 

include more information on all themes than other lodges, the percentages clearly show 

the emphasis on the human/social component (44%) and environmental quality. Table 

5.3 reflects patterns found related to GDI projection for these nature-based yet luxurious 

lodges.  
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Table 5.3. Textual content projecting a GDI by high-end adventure tourism in different 

marketing sources 

Theme Category Subcategory Brochure Facebook Website 
Grand 

Total 

N
at

u
ra

l 
E

n
v

ir
o

n
m

en
t 

Environmental 

Quality 

Aesthetics 15% 17% 17% 16% 

Preservation-technical 22% 30% 19% 21% 

Total Environmental Quality  37% 48% 36% 37% 

Environmental 

management 

performance 

Built features 8% 4% 6% 7% 

Climate 3%   2% 2% 

Waste management 3%   1% 2% 

Parks and protected 

areas 1%       

Water management 1%   1% 1% 

Total EMP 17% 4% 10% 12% 

H
u

m
an

/s
o

ci
al

 e
n

v
ir

o
n

m
en

t 

Culture 
Authentic 8%   7% 7% 

Local 16% 4% 18% 16% 

Total Culture 24% 4% 25% 23% 

Health  
Outdoor Experience 1% 9% 3% 3% 

Activities 2% 26% 7% 7% 

Total Health 3% 35% 10% 10% 

Education   
Strategies 15%   10% 11% 

Focus 1%   1% 1% 

Total education 16%   11% 12% 

C
re

d
en

ti
al

s 
 

Awards 1% 4% 3% 2% 

Land labels 2% 4% 4% 3% 

Eco-labels     1%   

Total Credentials 3% 9% 7% 6% 

Note: Blue cells highlight emphasis on attributes and green cells highlight the role of the 

marketing platform. 

a. Environmental quality 

Environmental quality supplies 37% of the textual content, focusing principally 

on diverse landscapes for aesthetics and biodiversity and wildlife under preservation. 

Huilo Huilo Biological Reserve, for instance, reinforces how tourists encounter natural 

elements such as water, volcano, rainforest and waterfalls through its services. The 

aesthetic characteristics are aligned to the Chilean international tourism campaign, 

which promotes Chile as a “land of contrasts”. The Facebook platform complements 

this representation by describing and showing beautiful landscapes.  
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These lodges are in isolated places that are very difficult to access, and are 

strongly promoted to deliver a message of pristineness. For example, Explora lodge 

emphasises the natural scenery by promoting isolation, and uses terms such as “the 

extreme south”, “the most uninhabited land”, and “far and remote”.  

High-end tourism operators present greenness with their conservation programs, 

which usually have two perspectives: nature and community. Some of these projects 

promote protection of fragile ecosystems by including local communities. Huilo Huilo 

Biological Reserve communicates this message in 14% of its marketing booklet’s 

content, including a special section called “Foundation”, which is also present on the 

website. Another example is Torres del Paine, whose conservation program is linked to 

its foundation. Both lodges describe their preservation efforts—the Huemul 

Conservation program and reforestation of parks respectively. While these conservation 

efforts are also promoted in some Facebook posts, the high-end operators mostly share 

information on biodiversity and wildlife, highlighting what is native and the existence a 

wide diversity of endemic species, making these destinations highly valuable in 

ecological terms. Images of Patagonian flora and fauna are used to complement 

preservation content. Huilo Huilo Biological Reserve prioritises these images over 

landscapes, and as Example 1 shows, Huilo Huilo uses illustrations of wild and endemic 

species to familiarise the tourist with the rainforest, educating and creating awareness. 
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Example 1: Illustration of a native marsupial 

Promoting a unique ecosystem delivers the message that places such as Torres 

del Paine, Tagua Tagua Private Park (close to the Lake District) and Huilo Huilo 

Biological Reserve are pristine and untameable. Marketing information employs terms 

such as “untouched”, “wild”, and “purity”, and complements text with pictures of 

naturally aesthetic landscapes, with no people or buildings, thereby delivering a sense of 

isolation. 
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Example 2: Pristine and wild landscapes in Tagua Tagua Private Park and Torres del 

Paine 

b. Environmental management performance  

 Conservation is the principal concern for tourism businesses belonging to this 

category. However, some of the businesses have eco-friendly practices in their 

operations, which they promote through symbols like architecture of lodges and 
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highlight through descriptions and images of minimal environmental and/or aesthetic 

intervention. 

 Example 3 shows that architecture is emblematic in Huilo Huilo. The 

accommodation section of Huilo Huilo’s print source is called “Live the Magic of the 

Rainforest” and occupies 42% of the booklet, with ten pages that describe hardly any 

facilities. Promotion focuses on how lodges integrate into the forest, with 40% of the 

images illustrating this integration. Explora in Torres del Paine communicates that the 

hotel was built without damaging the land and follows environmentally friendly 

practices. Explora also highlights its use of local wood and building materials.  

Example 3 Presentation of the lodges on the Huilo Huilo Biological Reserve website 

Other EMP tactics are less promoted but still present. Lodges usually focus on 

climate and energy sources, but also include green efforts. For example, the website for 

Mitico Puelo in Los Lagos Region states that “we only use dead wood for heating; we 

produce our own electricity; we separate our waste, make compost and reuse what we 

can – i.e. ecological bricks; we encourage local trade, and facilitate that our guests 
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offset their carbon print”. As another example, Explora shows images of waste 

management on its website (see Example 4). 

 

Example 4. Waste management in Explora, compost. 

c. Culture  

Socio-cultural aspects in Patagonia have a share of 44%, from which 23% of the 

marketing content for high-end tourism businesses is about culture. In this category, 

cultural authenticity is most promoted by Explora in Torres del Paine, which highlights 

the gaucho8 culture and describes Patagonian traditions.  

 

                                                 
8 A gaucho is a country person, experienced in traditional cattle ranching work. 
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Example 5: A gaucho and his horse. 

These types of adventure tourism operators use community involvement as a 

cooperation strategy to conserve the land, protect the culture and create development 

from tourism. These activities are essential in their business models, so marketing 

content explains and promotes these objectives, giving even more priority than given to 

authenticity. Huilo Huilo Biological Reserve promotes hiring local guides and 

incorporation of the community in conservation and tourism (Example 6), while 

Explora notes that activities involve sharing with the locals and most importantly, that 

gauchos are part of the project, showing images of Explora’s local staff in reforestation 

chores.

 

Example 6: A local who is part of the staff performing reforestation. 

Local elements such as gastronomy and its ingredients are used symbols of 

authenticity. They are also icons of purity and low intervention. For instance, Huilo 

Huilo Biological Reserve highlights its use of vegetable gardens where “fresh 

ingredients are related to the environment” (booklet, Huilo Huilo Biological Reserve). 

d. Health 

Promoting the outdoors is a way to emphasise environmental health for tourists. 

Being outdoors and connecting with nature become a very attractive experience for 

tourists, so concepts such as discovery, enjoyment and positive feelings are an important 
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part of the content, especially in Facebook. For instance, Explora lodge promotes the 

“art of travel” through deep exploration and the luxury of the essential in remote places, 

encouraging tourists to travel and discover. 

The experience of encountering nature is linked to mindfulness and awareness of 

the ecological value of the place. Adventure tourism, for instance, is an essential tool to 

relate tourism and conservation. Huilo Huilo Biological Reserve promotes these 

activities and links them to the project’s message relating to corporate social 

responsibility: to create awareness about the Patagonian Rainforest, motivate people to 

spread the word about the rainforest and employ local guides who are trained to bring 

out the values of the ecosystem and native culture. Pictures of tourists experiencing 

adventure in natural and wild landscapes are the promotional aspect most frequently 

used by all stakeholders in this category. Facebook emphasises these experiences 

through images, sometimes shared by the visitors. 

e. Education 

Chapter 4 revealed that tourism projects with a focus on conservation consider 

the importance of education. This emphasis is communicated in their marketing 

brochures and websites, where each lodge employs education strategies with respect to 

the community, staff and tourists. The principal strategy is related to interpretation, as 

marketing content also explains what will be found in the destination, describing the 

characteristics and background of natural attributes. High-end adventure tourism lodges 

differentiate through skilled guides and interpretation. For example, Explora in Torres 

del Paine promotes its use of skilled guides as part of the experience of travelling, 

referring to their training, their excellent interpretation skills and their link to tourist 

education. Another example is Mitico Puelo lodge, which directly links the lodge with 
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eco-tourism, establishing codes of conduct for tourists’ activities. Huilo Huilo 

Biological Reserve promotes workshops and training for the local community.  

f. Credentials 

In terms of images, credentials are promoted in 5% of pictorial content. High-

end tourism lodges do not rely on sustainability seals but focus on land labels, 

especially Biosphere Reserve by UNESCO, which two of the three analysed lodges 

promote. Facebook, in contrast, promotes environmental awards such as the 8th Wonder 

of the World awards in Torres del Paine. However, Huilo Huilo Biological Reserve is 

the only lodge with special sections displaying logos of awards and green seals (not the 

National Sustainability Seal).  

5.3.2 Small-scale adventure tourism lodges  

 The second group of lodges are small-scale adventure tourism operators located 

in remote and barely accessible places. These cases belong to Carretera Austral and to a 

national park near the Lake District. These operators struggle with isolation and are not 

able to perform EMP, so they focus on adventure and aesthetics of the landscape. In 

fact, the most promoted attributes are adventure (13%), beautiful landscapes (12%) and 

remoteness (10%). Still, these lodges incorporate other attributes into their promotion, 

such as local elements and architecture with low aesthetic impact. The majority of 

themes are promoted on their Facebook sites, suggesting that for these lodges, Facebook 

offers a dynamic and easy-to-use platform to update content on greenness.  

a. Environmental quality 

Pristineness, wildness, and diverse and iconic natural elements are mentioned in 

the content, but it is the beauty of these remote and hard to access places that is mostly 

described, highlighting the green aesthetics of the landscape. Pristine characteristics are 

complemented by promoting other concepts that emphasise low impact and offer no 
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development. These lodges prioritise isolation, using statements such as “the middle of 

nowhere” or “one of the less known places in the world”. Pictures contribute to transmit 

untamed and wild places, with unique iconic natural elements such as the Marble 

Cathedrals (see Example 7) in Carretera Austral.  

Example 7 Pristine, wild landscapes and a picture of the Marble Cathedrals 

b. Environmental management performance (EMP) 

In this case, EMP is not linked to eco-friendly practices but to low aesthetic 

impacts. The category is only represented by built features, where the design and 

construction materials reflect that basic means being harmonious with nature.  These 

small lodges emphasise this attribute through pictures such as Example 8, which show 

non-invasive wooden cabins that provide comfort and connection to the outside world. 
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Example 8 Wooden cabin with low impact on the landscape 

c. Culture  

 Authenticity is emphasised in small-scale adventure tourism lodges by 

promoting local elements such as community involvement and products. For example, 

one case communicates that locals work in vegetable gardens providing fresh and pure 

ingredients. This delivers messages of community involvement and development of 

locals in tourism, of culture and traditions of agriculture in recipes and of products from 

clean sources with low impact on the environment.    Example 9 provides an illustration. 
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Example 9:  Don Victor (local) harvesting the lodge’s vegetable garden. 

d. Health  

 Tourism businesses promote activities and experiences that deliver healthy 

effects on tourists, on local people and on the environment. This image of connection to 

health is emphasised by promoting experiences of disconnection and pictures of 

activities. Adventure is the most promoted activity in terms of content and pictures. 

5.3.3 Alternative/green lodges to avoid mass tourism 

Tourism operators classified in this category belong to two sites in Los Lagos 

Region.  Regional DMOs are trying to position this area as sustainable and are 

attempting to attract private operators to be part of the strategy. This section examines 

marketing content in tourism businesses from the Lake District and Chiloe Island.  

a. Llanquihue Lake Basin 

 Participant operators that belong to this category located in the Lake Basin have 

mixed objectives and reasons for performing green tourism. They focus on 

rehabilitation, heritage or recovery of the land. The aspect they have in common is the 

intention of educating through tourism. 
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 Figure 5.4 reflects content of brochures belonging to selected businesses that 

relate to rehabilitation of native species. These brochures deliver content about wildlife, 

flora and fauna, strongly promoting preservation, but without reference to EMP other 

than promoting protected areas. They emphasise land labels and promote adventure and 

hiking circuits. Images complement the content with pictures of animals, native 

mushrooms (one lodge offers mushroom collection) and tourists hiking.  

 

Figure 5.4 Textual content projecting a GDI by alternative lodges in Lake Llanquihue, 

numbers and proportion  

The website represents a lodge that focuses on heritage preservation and the 

rescue of old traditions from the South of Chile. Environmental quality is limited to 

pictures of beautiful landscapes and iconic natural elements, while EMP is represented 

by carbon offset and low impacts in the construction of the lodge, which is a refurbished 

house from colonial times.  Example 10 illustrates this approach. 
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Example 10: Low impact of a refurbished lodge reusing infrastructure and furnishings 

Figure 5.5 reflects that this type of lodge, quite different from nature-based 

accommodations, uses interpretative content in the website, provides codes of conduct 

linked to impacts on nature, and strongly promotes authenticity through enhancing 

traditions, heritage and original elements. Regardless of its focus on heritage, the lodge 

promotes the Sustainability Seal as an important marketing tool, speaking of 

environmental and socio-cultural commitments. 

 

Figure 5.5 Textual content projecting a GDI by alternative lodges in Lake Llanquihue, 

numbers and proportion 

Environmental 

Quality; 1; 5%

Environmental 

management 

performance; 3; 

17%

Culture; 5; 28%

Education  ; 6; 

33%

Eco-labels; 3; 17%



 

 

145 

 

b. Chiloe Island 

Both participant tourism operators in Chiloe Island are considered leaders in 

terms of greenness by tourism authorities. In fact, one of these lodges is paper-free and 

does not use brochures.  

 In general, culture and environmental quality are the most promoted categories. 

However, a deeper analysis shows that both tourism enterprises prioritise these 

attributes according to their focus on sustainability. Figure 5.6 reflects that Chepu 

Adventures puts emphasis on health, education and EMP while Hotel Parque Quilquico 

strongly promotes culture. Both lodges are presented separately to be able to examine 

these differences.  

Chepu Adventures 

The case of Chepu Adventures is interesting as it is one of the most awarded eco 

lodges in Chile and is an emblematic example that DMOs use to promote sustainability 

and greenness. All sections of its website have some kind of green message. 

This adventure tourism lodge strongly promotes environmental quality by stating in 

its brochure that visitors will encounter “beautiful or unique landscapes...surrounded by 

evergreen forests, wetlands, and dunes and beaches by the Pacific Ocean”. However, 

preservation measures are communicated by describing native species found in this 

biological corridor—a description that is consistently repeated on the Facebook site—

and rehabilitation efforts on endemic flora and fauna. The website particularly 

highlights the lodge’s conservation programs, such as reforestation, and states that its 

mission is to protect and save nature. Natural aspects are illustrated by pictures of native 

birds and animals and pristine and wild landscapes. 
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The lodge promotes self-sustainability by describing in detail its efforts with respect 

to energy supply and carbon offsetting, and by inviting tourists to be part of the eco-

challenge. The eco-challenge uses software that provides information about energy and 

water consumption while staying in the lodge’s eco-rooms. Of the website’s content, 

19% is about EMP and 8% of pictures on the web show solar panels, a wind turbine and 

the touch-screen for guests’ energy and water use related to the eco-challenge 

(Examples 11 and 12). Most pictures in both online platforms show basic built features 

of natural material such as wood.  
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Figure 5.6 Textual content projecting a GDI by alternative lodges in Chiloe all sources 
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Culture is a category that is not as strongly emphasised as the others, but Chepu 

Adventures promotes fair trade with local products, such as crafts and food, also 

recognised for being organic and pure.  

 

Example 11 Windmills for eolic energy in the lodge 

In terms of education strategies, the lodge delivers interpretation, LNT messages 

and codes of conduct to stay in the lodge, asking tourists to be plastic-free and giving 

guidelines on resource efficiency. For this reason, the eco-challenge also falls into this 

category. The outdoors experience, however, is discovery through adventure and eco-

tourism. 

Finally, credentials have a strong presence in every tab of the website, promoting 

international and national awards such as the 2013 Award for Responsible Tourism in 

the “best for water conservation” category, international and national certification 

schemes and memberships of environmental associations. This lodge also promotes the 

National Sustainability Seal, shown in pictures and logos.  
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Example 12 The eco-challenge and the software to measure consumption per eco-room 

Hotel Parque Quilquico  

Figure 5.6 reflects that Hotel Parque Quilquico strongly focuses on cultural aspects 

of the island. However, textual content analysis also shows that nature is an important 

aspect in promoting the lodge and the destination. 

Environmental quality is promoted not only through descriptions of beautiful and 

green landscapes but also by the existence of native forests and wetlands with rich 

biodiversity and wildlife, along with specific preservation programs. These aspects are 

emphasised in 24% of all content at all platforms. The Facebook site complements 

information by showing pictures of native species, while the website illustrates the 

island’s natural attributes with images of beautiful landscapes. Online and offline 

platforms share pictures of pristine and wild places. 
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The lodge promotes itself as sustainable and authentic and the website in particular 

presents these concepts in striking ways. For instance, sustainability is introduced on the 

home page as sharing the same importance as other promotional sections. Another 

important tab delivers information of sustainability and logos.  

Some of the content related to EMP talks about energy efficiency and the respectful 

design of trails as “always protecting the wetlands, due their importance in the 

ecosystem and biodiversity of the area” (website, Hotel Parque Quilquico), but the 

strongest asset is architecture. Example 13 shows that the lodge has grass rooftops to 

compensate what was taken off the ground.  The content mentions that the lodge was 

built with reutilized and noble material such as wood and that “the actual design is a 

dialogue between architecture and the environment” (website, Hotel Parque Quilquico). 

The human/social component reflects that the health category is not highly 

promoted, but culture is reflected in more than 40% of the information and pictures in 

all platforms. Authenticity, of which Facebook is the most important exponent, is 

emphasised by promoting local lifestyle, agriculture and circuits that exhibit traditional 

tools. In second place, architecture is meant to be an icon for Chilotan culture. The 

architecture style, design and building material are described as “the core of the culture 

in rural Chiloe” (website, Hotel Parque Quilquico). 

The hotel also communicates local integration   by using local recipes for part of the 

lodge’s cuisine. These dishes are made from selected fresh and organic local ingredients 

from the hotel’s vegetable garden and around the island, delivering a symbol of purity 

and pristineness. Local crafts are shown in pictures and are described as key elements in 

the hotel’s style and decoration. In addition, the hotel promotes its belief that the 

community can benefit from tourism, and claims that 80% of the staff is local. 
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Example 13 Hotel Parque Quilquico and grass rooftops 

Sustainability efforts communicated through eco-credentials include sustainable 

awards and seals, and reflect the destination’s state of preservation through land labels 

from UNESCO. Three credentials are related to sustainability from a total of seven. The 

first is the Sustainability Seal from Sernatur, the second is an award and the third is a 

recognition from an ethical tour operator called Smart Trip, which highlights that the 

hotel is committed to local development.  

In sum, Chiloe Island hosts tourism lodges that promote greenness and sustainability 

by focusing on nature and culture as different aspects of authenticity. Both examples 

communicate their contributions to preservation through EMP, architecture and local 

involvement.  

5.3.4 Coherence in construction and projection in tourism operators 

Figure 4.3 from Chapter 4 illustrates a scheme where private operators construct 

a GDI according to their reasons for performing green tourism, development of the 

region and pricing strategies. Figure 5.7 of this chapter replaces this information and 

incorporates green components in GDI projection of Chilean Patagonia. Both figures 
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illustrate the two first stages of GDI formation in private operators and can be compared 

to examine their coherence. 

In general, on their websites private operators promote detailed information on 

green attributes, especially relating to EMP. Facebook, however, does not deliver most 

of the human/social and natural environment attributes to the public, with the exception 

of small-scale tourism lodges, which cover more diverse topics on these themes. Still, 

this platform is often used for promotional activities and pictures of adventure, 

landscapes and biodiversity. In addition, small-scale adventure tourism lodges do not 

promote an aspect of greenness they consider important: guides and interpretation. 
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Figure 5.7: Green attributes found in private tourism lodges to project a GDI 
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5.4 Park rangers  

 Analysed marketing sources from park rangers consist of brochures from 

national parks and reserves in the Lake District, Carretera Austral and Torres del Paine. 

The content presents categories that belong to natural and human/social environment of 

the destination but does not communicate cultural matters.  

 In first place is environmental quality, which is emphasised by describing the 

flora and fauna, reflecting a rich biodiversity and wildlife inside protected areas and the 

diversity of natural elements such as “its landscape with snowed peaks, strong rivers, 

waterfalls”.  Park rangers from Carretera Austral use textual content while the other two 

parks illustrate this aspect with pictures. Pictures reflect iconic natural elements such as 

granite mountains and glaciers, complementing information on pristine and wild 

landscapes.  

 The same importance is given to human attributes, especially in the form of 

education strategies such as interpretation, LNT messages and codes of conduct, along 

with pictures of wooden interpretative signs and tourists listening to a park ranger. One 

case delivers information on its interpretation centre and other educational centres such 

as museums and arboretums. Community involvement is emphasised by park rangers in 

Carretera Austral relating the park with “sustainable development to local communities” 

(brochure, Coyhaique National Reserve). 

In general, CONAF promotes concise and direct information relating to the 

ecological value of parks. For example, Torres del Paine provides a large number of 

recommendations and minimum impact techniques, which is part of the tourist awarenes

campaign after the 2011 fire.9 Another park provides a direct message of conservation at 

the beginning of the brochure: “Help us preserve nature”.  

                                                 
9 Torres del Paine National Park was partly burnt by a tourist in 2011, causing indignation in the Chilean 

community. Reforest Patagonia is a non-profit organization that started a massive campaign to  reforest 

degraded ecosystems in Patagonia 
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Figure 5.8. Promoted attributes of national parks and reserves (text and Images) 

Land labels such as Biosphere Reserve are used to emphasise rich ecosystems. 

Information not related to greenness describes attractions, facilities, location, services 

and tourist information. Figure 5.8 presents the content in images and text per park, 

reflecting the parks’ aim to promote a rich biodiversity and educational messages. 

5.5 Destination Marketing Organizations   

 Findings in textual content analyses reflect that DMOs promote environmental 

quality in a larger proportion than the other stakeholders, reaching 33% of the whole 

content. EMP is described in 8% of codes; culture reaches 18%, health uses 16% of 

promoted information, and education is emphasised in 4% of the content. Green 

credentials are shown in 6% of the total marketing, and information unrelated to 

greenness appears in 15% of the total amount of content. 

Figure 5.9 reflects patterns in all marketing sources of each DMO. Although 

environmental quality is prioritised by all, the extreme south regions of Aysen and 

Magallanes, the location of Torres del Paine National Park, is emphasised, and 
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considerably more information is presented about it. DMOs from Los Rios Region 

promote eco-friendly practices the most, talking about protected areas and built features. 

Health is represented by adventure tourism, mostly promoted by DMOs in the Lake 

Basin, Torres del Paine and Huilo Huilo. In terms of culture and local involvement, 

DMOs from Los Lagos Region emphasise that Chiloe Island has always been identified 

for its cultural richness. DMOs from Carretera Austral also use a sizeable amount of 

marketing content to promote cultural authenticity, which is interesting, as this area is 

positioned as a place of adventures, remoteness and nature. Lastly, sustainability seals 

are very much promoted by DMOs for the Los Lagos Region, which oversees Chiloe 

Island and the Llanquihue Lake Basin, following their strategy to become the most 

sustainable region in Chile.  Land labels such as Biosphere Reserve are emphasised by 

DMOs in Huilo Huilo and awards are very much present in the promotion of Torres del 

Paine after its recognition as the 8th Wonder of the World in 2013. 
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Figure 5.9 Textual content in DMOs’ marketing sources. 

  

0%

10%

20%

30%

40%

50%

60%

Huilo Huilo Lake

Llanquihue

Chiloe Island Carretera

Austral

Torres del

Paine

Environmental Quality

Environmental management

performance

Culture

Health

Education

Awards

Land labels

Eco-labels

Services and facilities information



 

 

158 

 

5.5.1 Natural environment 

DMOs promote greenness by describing beautiful landscapes, diversity of natural 

elements and biodiversity and wildlife. The last code is linked to preservation and 

protected areas.  

a. Environmental quality 

 This category is emphasised by all DMOs, along with preservation and 

aesthetics. DMOs emphasise the state of the place by describing it as “isolation”, 

“uninhabited places”, “no development” or “disconnection”.    

Figure 5.10 shows that DMOs from Huilo Huilo, Chiloe and Torres del Paine 

strongly promote preservation by communicating biodiversity and wildlife. While 

DMOs from Torres del Paine stress the concept of remoteness, DMOs from Huilo Huilo 

Biological Reserve have two brochures aimed at different targets, domestic and 

international tourists, promoting protected areas to the former and wildlife to the latter. 

The tourism board identifies Huilo Huilo as pristine and wild, using the print platform 

and the website to emphasise diversity, describing evergreen and millenarian forests, 

rivers, hot springs, eternal snow, lakes, ice age and volcanoes. Promotion does include 

the information that the site is a private area that carries out technical conservation 

issues.  

Promotional sources of the Lake Basin mention remoteness as a way of enhancing 

their beautiful and pristine nature. Chiloe Island is an interesting case. DMOs promote 

greenness by stating that “besides the culture, architecture and legends, Chiloe has 

projects that aim to protect and conserve nature and agriculture” (website, Chiloe 

Island).This content is aligned to the amount of content on biodiversity, wildlife and 

conservation programs found  
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in the brochure. The DMOs also promote the island for its unknown places, suggesting no people. 

 

Figure 5.10: Environmental quality and management performance promoted in textual content by DMOs per site
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The destination of Aysen emphasises native species using terms such as “purity”, 

“untouched” and “crystal clear”, delivering the message of a wild and pristine place. 

DMOs from Torres del Paine present a rich ecosystem of flora and fauna and use terms 

such as “magnificent”, “stunning”, “imposing”, “beautiful” or “spectacular” to describe 

the natural and geological attractions. The wind is promoted as a symbol of wildness. 

All DMOs tend to complement their information on biodiversity and diversity of 

natural elements with pictures of pristine and wild landscapes (49%), beautiful scenery 

(19%) and iconic natural elements (18%) such as glaciers and granite mountains.   

Environmental quality is always present on Facebook. The platform mostly 

emphasises aesthetics, but also promotes activities in protected areas (27% of general 

content), which delivers ecological awareness.   

b. Environmental management performance (EMP) 

 Figure 5.10 reflects that EMP is promoted in a smaller proportion. The main 

code is presence of protected areas. For example, the region of Aysen, where Carretera 

Austral is embedded, highlights that greenness promoting the number of protected areas 

makes it the “best alternative for sustainable tourism” (website, Patagonia-Aysen). 

DMOs from Los Lagos Region also communicate about national parks, natural national 

monuments and other protected areas near the Lake Basin and on Chiloe Island. Finally, 

the domestic brochure promoting Huilo Huilo features the existence of a net of 15 

protected areas endorsed by different private, public and non-profit institutions and 

incorporates images of Huilo Huilo lodge.  

 DMOs from Los Lagos Region, in charge of promoting Chiloe Island, the 

Llanquihue Lake Basin and other sites of the district, are attempting to improve and 

differentiate through sustainability. Their marketing sources include eco-friendly 
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practices showing images of architecture as representing cultural and environmental 

respect (e.g., the grass roof lodge Hotel Parque Quilquico). Environmental commitment 

is promoted through low-impact practices such as carbon footprint compensation, water 

reutilization and eolic and solar energy. These are performed by participant lodges from 

Chiloe Island that are certified with the National Sustainability Seal.  Sustainability is 

promoted in exclusive sections of their brochure and the website includes sustainability 

criteria manuals and sustainability news, such as certified businesses or eco-friendly 

practices like getting rid of plastic bags. 

In addition, the home page in the web promotes sustainability in 18% of the 

coded text, in banners that read: “fishing is a sustainable activity: catch and release 

campaign” and “we are going for sustainability” (see Example 13). 

Example 13: Sustainability banners in www.loslagosestuyo.cl (we are going for 

sustainability!) 

http://www.loslagosestuyo.cl/
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5.5.2 Human/social environment 

a. Culture and local communities 

Promotion of authentic lifestyle and traditional gastronomy is present in almost 

all public marketing sources except for Huilo Huilo. This presence reflects that 

human/social aspects are important for differentiation and storytelling. For example, 

traditions are described in 42% of the human/social content, promoting Patagonian 

culture through authenticity and enhancement of local elements. Websites are the key 

platform for communicating this theme. 

In particular, DMOs from Huilo Huilo Biological Reserve promote an authentic 

lifestyle in 50% of the social content and community involvement in the remaining 

50%.  However, total numbers reflecting the theme are extremely low. Interestingly, 

authenticity is emphasised in the domestic brochure while community integration is 

explained in the international brochure, establishing that protected areas reflects their 

concern for biodiversity and local communities. This may be a reflection of what each 

target values more in terms the human aspect of greenness.  

The Lake Llanquihue Basin is linked to authenticity by promoting its strong 

German and gaucho influence, emphasised with gastronomy (15%), culture and history 

(45%) and architecture (15%). Community integration is promoted by saying that 

tourism puts value into the communities’ activities and involves them in conservation 

and hospitality. 

Chiloe Island has always been identified for its culture. Authenticity is 

constantly promoted, emphasising the particular architecture and promoting local 

products such as food and agriculture. The latter is an important part of heritage, as the 

island is mostly organic and a source of unique native ingredients. Therefore, pictures 
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promote authenticity by showing stilt houses, churches (which are designated as World 

Heritage Sites by UNESCO), local people doing traditional activities and local 

gastronomy. It is also important to note that Chiloe Island recommends local tours 

promoting community integration. 

In promotion of culture in Carretera Austral, Aysen Region uses 25% of its total 

content, from which authentic lifestyle takes 50% of the share in the whole category. 

This suggests that even though Carretera Austral is considered to be a place of 

adventure and nature, cultural authenticity is a complementary differentiation factor 

gaining importance. Interestingly, the website promotes authenticity more frequently 

than adventure, mentioning the Patagonian lifestyle, aboriginal history and unique 

architecture. Community involvement is also included in the website, encouraging 

tourists to stay with locals, learn about their daily activities and try local products, such 

as food and crafts. Pictures promote local people’s activities such as fishing, 

architecture, traditional houses and gastronomy. Figure 5.11 reflects the elements of 

culture emphasised by each DMO. Torres del Paine is not strongly associated with 

culture by DMOs, which contrasts with the high level of promotion that some private 

lodges perform under this theme. However, local food, architecture and some traditions 

are mentioned, such as “indigenous cultures and populations formed by immigrants” 

(brochure, Patagonia-Chile).  

 In general, websites and brochures give more information about traditions, while 

Facebook posts content on local food and traditional architecture.  
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Figure 5.11 Presence of textual content about culture and local involvement in marketing sources from DMOs  
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b. Health 

 The promotion of a healthy destination comes in third among the categories. All 

destinations include topics linked to health, starting from DMOs promoting Huilo Huilo 

with 23% and finishing with Torres del Paine in Magallanes region, which focuses 13% 

of the content relating to these issues. The coding process identified activities and 

outdoor experience as subcategories, being present in 64% and 15% of the total content, 

respectively.  

Activities 

Nature-based destinations usually promote activities linked to the idea of a 

healthy lifestyle and environment. Marketing sources promoting Patagonia strongly 

emphasise adventure tourism over other contemplative activities. Of the activities, 56% 

are linked to adventure, and aim either to attract a specific target or to deliver 

environmental awareness. In fact, DMOs from Los Lagos Region communicate on the 

website that Lake Llanquihue hosted the Adventure Travel and Trade Association 

Summit 2015, linking adventure tourism with sustainability messages. 

 Of the pictures under the category of activities, 79% are about adventure. These 

images can deliver different messages relating to the landscape or to tourists’ encounter 

with nature, which can be strategies to enhance affective perceptions in tourists. 

Outdoor Experiences 

Outdoor experiences are very much related to nature-based activities and refer to 

what a pristine and pure landscape delivers to tourists. These experiences are identified 

as feelings and encountering. For example, the brochure promoting Carretera Austral in 

Aysen Region states that “glaciers allow you to do trekking in a beautiful landscape 

feeling extreme emotions”, and the website in Chiloe Island emphasises mindfulness and 
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connection to nature. DMOs from Huilo Huilo invite tourists to “discover” on their 

Facebook platform.  

c. Education/Awareness 

Findings reveal that DMOS include content about educating different 

stakeholders such as tourists, the community and the private tourism sector. The 

quantity of information on this topic is small, but in proportion, education uses 11% of 

the total content relating to human/social environment. Most of all leave no trace (LNT) 

messages and codes of conduct are promoted and the website is the platform that has 

more content in terms of educational strategies. However, Facebook also delivers 

interpretation content for users and promotes eco-fairs, which focus on environmental 

awareness strategies for local communities. 

All DMOs except for Los Rios Region deliver their awareness messages through 

LNT and codes of conduct. In fact, DMOs from this particular site do not promote 

educational strategies, but incorporate on their website a picture of a museum, reflecting 

learning activities and educational programs. DMOs from Los Lagos Region post 

sustainability news on their web and include a description of sustainability in their 

brochure. In addition, Chiloe Island incorporates eco-tourism by promoting educational 

circuits in national parks. The two extreme regions, Aysen and Magallanes, deliver 

direct messages. The former establishes codes of conduct asking tourists to take care of 

protected areas and rivers. The latter promotes Torres del Paine as a place that CONAF 

is responsible for and asks tourists to follow the park rangers’ instructions. Interestingly, 

they promote eco-friendly hotels and their green practices, communicating that “some 

hotels are deeply committed to ecological care especially in terms of waste disposal, 

energy and foods. Follow their example and obey all instructions and requests of 
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guides…” (patagonia-chile.com). DMOs are not supposed to promote private businesses 

unless the businesses hold the Sustainability Seal, which here is not the case.  

5.5.3 Credentials 

 The central tourism board established sustainability strategies during 2010–

2014. Part of the plan was the launching of a sustainability seal, based on the GSCT 

criteria, for promotion amongst different services from the tourism industry. DMOs 

from Los Lagos Region are promoting the seal to certify the largest number of operators 

and become the most sustainable destination in Chile.  

 The seal is promoted together with other international green seals, land labels 

and environmental awards. Table 5.4 delivers information on the amount of mentions 

and images each DMO promotes in the different platforms, and the proportion, 

compared to other credentials. This theme by itself is 4% of the total content and as 

Table 5.4 reflects, only destinations under DMOs from Los Lagos Region promote the 

seal. Chiloe Island and the Lake Basin use the same brochure. The sustainability seal is 

mentioned five times in an exclusive section in the brochure, which uses 8% of the 

whole booklet. In addition, this DMO promotes other eco credentials, such as the GSTC 

certification, the Green Globe and a national sustainability award.  Although the region 

promotes the seal in 43% of the content under this theme, land labels are the consistent 

icon in each destination and platform.  

 For example, DMOS from Los Rios Region, where Huilo Huilo belongs, put 

emphasis on being named by the World Wide Fund for Nature (WWF) as one of the 25 

hotspots in the world and as being a Biosphere Reserve by UNESCO 2007. These land 

labels are a link to mention the destination has a net of protected areas. However, this is 

only mentioned in their brochure.  



 

 

168 

 

 Carretera Austral, the Lake Basin and Torres del Paine use Facebook to promote 

being a Biosphere Reserve by UNESCO. The two last mentioned DMOs also use their 

websites; for example, through a web banner Torres del Paine issues an invitation to 

“live a unique experience in this amazing park created in 1959 and declared a 

Biosphere Reserve by UNESCO in 1978” (patagonia-chile.com).  DMOs from Los 

Lagos Region also emphasise that Chiloe Island’s natural attractions are protected or 

given land labels such as Natural National Monument.  

Finally, Table 5.4 shows that DMOs promote awards through Facebook. Torres 

del Paine promotes the 8th Wonder of the World award in 20% of the Facebook posts. 

All kinds of operators and tourism institutions from Torres del Paine are promoting this 

as well, resulting in a major impact on the destination’s number of visits. 

Table 5.4: Quantity and proportion of promoted credentials, including logos and text 

 

Huilo Huilo 
Lake 

Llanquihue 

Chiloe 

Island 

Carretera 

Austral 

Torres 

del Paine 

Grand 

Total 

Credentials N % N % N % N % N % N % 

Awards                 3 38% 3 11% 

Land labels 4 100% 3 33%     1 100% 5 63% 13 46% 

Eco-labels     6 67% 6 100%         12 43% 

Grand Total 4 100% 9 100% 6 100% 1 100% 8 100% 28 100% 

 

6.5.4 Coherence in Destination Marketing Organizations: Projection of a green 

brand 

  This section provides two ways of evaluating content about Chilean 

Patagonia—first by comparing sites and regions to understand coherence within the 

projection of GDI and then by contrasting how DMOs project greenness with GDI 

construction.  

 Table 5.5 sums up the presence of the brand “Patagonia” in marketing sources of 

each DMO. It also compiles the main promoted attributes associated with the sub-sites. 
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The table reflects that the brand is indeed used sometimes; however, it is not necessarily 

promoted to international targets, as mentioned in Chapter 4. DMOs from Huilo Huilo 

Biological Reserve do not use the destination brand at all, while Los Lagos Region 

promotes “Green Patagonia” as part of a particular area in the region and not as an 

international destination brand. These two regions are internationally promoted under 

“South, Lakes and Volcanoes”. Still, DMOs in Los Lagos Region include Patagonian 

culture and food in their attractions and label Puerto Varas, located in the Lake Basin, as 

a Patagonian town. Essentially, DMOs from Los Lagos Region promote Patagonia to 

domestic tourists. DMOs from Aysen and Magallanes regions are certain they belong to 

the Patagonian areas. However, the domestic website, supervised by the central offices 

of Sernatur, does not promote the brand as such.  

The table also shows the most important attributes promoted by DMOs. In 

general, all DMOs promote similar attributes related to environmental quality: pristine 

landscapes, natural attractions, biodiversity and wildlife. Only the area of Huilo Huilo 

puts emphasis on protected areas, which may deliver a higher ecological awareness. 

Apparently, all regions are prioritising similar green elements under an inconsistent 

brand. For this reason, Table 5.5 includes secondary attributes, which encompass land 

labels, sustainable seals and protected areas. The rest of the content promotes 

authenticity and continues to emphasise the aesthetics of the place. 
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Table 5.5 Summary of promoting Patagonia by the public tourism sector 

 
Los Rios Region Los Lagos Region Aysen Region Magallanes Region 

 

Huilo Huilo Biological 

Reserve 

Lake Llanquihue 

Basin  
Chiloe Island Carretera Austral Torres del Paine  

Patagonia brand No reference  

Green Patagonia (not linked to any 

of the case studies, but a southern 

site) 

Patagonia-Aysen Patagonia-Chile 

Presence of the 

brand in each 

platform 

No reference  

Green Patagonia: last tab on 

website and associated to the 

southern area of the region on the 

brochure.  

Brochure:"Patagonic soul” and 

Patagonic flavours 

Puerto Varas: the boutique town of 

Patagonia in Facebook  

Patagonia-Aysen: Facebook, 

the regional website and 

international website 

gaucho culture and 

Patagonian gastronomy: 

brochure.  Patagonian 

Challenge and "the pristine 

waters of Patagonia" in 

Facebook 

Patagonia Chile: domestic and 

international brochures, 

regional and international 

website and Facebook   

Presence of 

alternative brand 

in each platform 

Domestic name of Los 

Rios: regional website and  

national brand website, 

International and domestic 

brochure 

"South, Lakes and 

Volcanoes" in  

international tourism 

website 

Los Lagos: domestic brochure and 

website 

Green Patagonia section in 

domestic brochure and website 

"South, Lakes and Volcanoes": 

international web 

Aysen Region: domestic 

website. 

Region de Magallanes:  

domestic website 
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 Most promoted 

attributes  

Adventure -beautiful 

landscape-protected areas 

Chiloe: traditional architecture and 

food, pristine and wildness and 

preserved biodiversity and wildlife 

Lake Basin: Adventure, 

pristineness and wildness, iconic 

natural elements,  authentic 

lifestyle 

Adventure -authentic 

lifestyle -pristine landscape 

and wildness 

Pristineness and wildness-

adventure- beautiful landscapes 

-iconic natural elements and 

biodiversity and wildlife 

Secondary 

attributes 

Crafts and products-iconic 

natural elements-

biodiversity and wildlife- 

land labels 

Chiloe: authentic lifestyle-

adventure- beautiful landscape 

Lake Basin: Traditional 

architecture and food, beauty and 

diversity of nature, sustainability 

seal 

Beautiful landscape-

diversity of nature-protected 

areas-local food 

Authentic lifestyle-hikes-

diverse natural elements and  

land labels 

Observations on 

platforms 

Brochure:  protected areas 

and  land labels 

Facebook : adventure, 

beautiful landscapes and 

content unrelated to 

greenness 

Websites :  adventure, 

iconic natural elements  

and content unrelated to 

greenness 

Brochure: authentic lifestyle, food 

and marketing unrelated to 

greenness 

Facebook :content not related to 

green features or authenticity, 

adventure and beautiful landscape 

Websites:  content not related to 

green features or authenticity, 

adventure and pristine and wild 

places 

Brochure: authentic lifestyle, 

iconic natural elements, 

pristine and wildness and 

beautiful landscape 

Facebook :adventure, 

marketing unrelated to 

greenness and pristine and 

wildness 

Website: adventure, 

authentic lifestyle and iconic 

natural elements  

Brochure: beautiful landscapes, 

marketing not related to 

greenness, diversity of natural 

elements, pristine and wildness 

and biodiversity and wildlife 

Facebook: awards (8th Wonder 

of the World), adventure, 

iconic natural elements and 

pristine and wildness 

Website  content not related to 

greenness, beautiful, pristine 

and wild landscapes, and iconic 

natural attributes.  
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The comparison of construction and projection by DMOs is reflected in Figure 

5.12. This figure shows that, in reality, DMOs are being coherent between construction 

and projection, but are lacking in consistency between sites/regions. The gaps between 

construction and projection are not meaningful and exist according to the emphasis 

DMOs give to the different attributes. For example, DMOs in Los Rios promote the 

Valdivian Rainforest, and its richness and biodiversity are secondary. The same happens 

with seals for DMOs in Los Lagos.Still, some promote adventure or culture, without 

mentioning them in the construction stage; DMOs like Aysen highlight cultural 

authenticity as much as adventure. DMOs from Los Lagos do not feel linked to 

Patagonian culture, but promote its existence in the region.  
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Figure 5.12: Comparison between construction and projection of GDI in DMOs 

 

 

 

DMOs Los Rios 

Waterfalls-architecture (hotel)-

Valdivian Rainforest  

DMOs Los Rios 

Adventure-beautiful-protected 

areas 

DMOs Los Lagos –Lake Basin 

Green landscape-protected 

areas-adventure-seal-local 

products 

DMOs Los Lagos –Lake Basin 

Pristine and wildness-iconic 

natural elements-authentic 

lifestyle 

DMOs Los Lagos –Chiloe 

Cultural authenticity-seal-

protected areas-Food heritage 

DMOs Los Lagos –Chiloe 

Traditional architecture and 

food, pristine and wildness, 

biodiversity and wildlife 

DMOs Aysen  

Amount of protected areas and 

pristine and wildness 

DMOs Aysen  

Adventure-authentic lifestyle-

pristine and wildness 

DMOs Magallanes 

pristine, remoteness, no people. 

Gaucho culture (cowboys of 

Patagonia 

DMOs Magallanes 

Pristine and wildness-

adventure- beautiful landscapes 

-iconic natural elements and 

biodiversity and wildlife 

Construction of a GDI in 

Patagonia 

Projection of a GDI in 

Patagonia 



 

 

174 

 

5.6 Comparison between marketing sources in the different sectors 

Analysis of 37 marketing sources reveals the type of content used to promote 

Patagonia. Table 5.6 reflects the main categories promoted by each stakeholder per site.  

Adventure is present in almost all stakeholders at each site, while biodiversity and 

wildlife are priorities in Sites B, C and E and is secondary in Huilo Huilo Biological 

Reserve. When DMOs and private operators coincide in promoting this attribute, a link 

could be created naming conservation initiatives, especially Huilo Huilo and Carretera 

Austral, Aysen. Aysen Region is one of the most protected regions in the country, and is 

part of an area where a native endangered deer, the Huemul, lives, which is an 

opportunity to link tourism with conservation. 

 Table 5.6 also reflects that operators deliver more technical information about 

EMP, conservation initiatives and community involvement. However, all sites seem to 

promote similar qualities. Exceptions are Huilo Huilo Biological Reserve, where the 

lodge promotes more complex content on conservation, and Carretera Austral, where 

DMOs strongly add culture and as a secondary attribute, number of protected areas. 

At the same time, each platform has a different use in promoting marketing 

content. Table 5.7 shows that the private sector’s printed material contains more 

information on built features, biodiversity and wildlife and activities than other 

platforms, while Facebook promotes activities such as adventures but also contains a 

large amount of content unrelated to greenness, such as fairs and wedding services and 

pictures of beautiful landscapes 
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Table 5.6 Projection of GDI per sector/region 

 
Site A: Huilo Huilo Biological 

Reserve, Los Rios Region  

Site B: Llanquihue Lake Basin  

& Surroundings, Los Lagos Region 

DMOs  Adventure-beautiful landscape-protected areas 
 

 Adventure, pristine and wildness, iconic natural 

elements,  authentic lifestyle 

CONAF   

 

Biodiversity and wildlife-education strategies-

iconic natural elements 

Tourism 

Businesses 

Adventure- conservation-community 

involvement-culture  

Authentic lifestyle-biodiversity and wildlife-

sustainability seal 

    

 
Site C: Chiloe Island, Los Lagos Region  

 
Site D: Carretera Austral, Aysen Region 

DMOs  

Traditional architecture and food, pristine and 

wildness and preserved biodiversity and 

wildlife 
 

Adventure-authentic lifestyle-pristine and wildness 

CONAF   
 

Hikes-education strategies-pristine and wildness 

Tourism 

Businesses 

Biodiversity and wildlife, authentic lifestyle-

awards-beautiful landscape, efficient energy  
Isolation- beautiful landscape-adventure 

    

 
Site E: Torres del Paine, Magallanes Region 

  

DMOs  

Pristine and wildness-adventure- beautiful 

landscapes -iconic natural elements and 

biodiversity and wildlife 
  

CONAF 
Biodiversity and wildlife-adventure-pristine and 

wildness   

Tourism 

Businesses 

Adventure- conservation-community 

involvement-culture   
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Websites provide technical information such as EMP (climate) and built 

features, educational content, descriptions of local elements and environmental quality. 

The general outcome is that the private sector mostly promotes environmental quality, 

marketing unrelated to greenness and built features as EMP. DMOs in turn, emphasise 

culture, aesthetics, and activities on their brochures; they also include protected areas as 

part of EMP and the Sustainability Seal. While aesthetics, local elements and activities 

are promoted on Facebook sites, there is also a high presence of content not related to 

greenness, such as fairs and challenges. Aesthetics, authenticity and activities are 

emphasised on the websites with some educational content. In general, DMOs promote 

a balance between the natural and human/social environment where aesthetics, 

authenticity and activities are the most important features, joined by 13% of information 

about services and facilities. Finally, park rangers focus on environmental quality, 

where 50% of the content is on aesthetics and 50% is on preservation measures. They 

also promote marketing unrelated to greenness (e.g., location, tourist information) and 

various education strategies.  

The 37 sources provide content on environmental quality, culture, activities and 

information on services unrelated to greenness about Patagonia, but it becomes very 

clear that each platform has a different function. Facebook is becoming highly valued 

by marketers, yet it is not used to provide enough content on greenness, and focuses on 

adventure and landscapes. The websites and brochures include more technical and 

educational information, such as codes of conduct and interpretation.   

Chapter 4 noted that the difference between the private and public sector is that 

regional governments want mass advertising while tourism businesses look for specific 

targets. Although differences exist in branding and targeting, there is no direct evidence 

about this gap. However, findings reflect that, like park rangers, tourism lodges deliver 
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a larger proportion of technical information than DMOs, promoting preservation 

techniques, more interpretation, low-impact strategies and ethical principles about 

locals. DMOs promote activities, authenticity and aesthetics, while lodges aim to attract 

a more specific kind of target.  

Finally, it is worth looking at how credentials are promoted, given the 

differences in opinions between private operators—especially high-end adventure 

tourism lodges—and DMOs. Tourism operators in Chiloe and one lodge in the Lake 

Llanquihue Basin promote the Sustainability Seal in agreement with their DMOs’ 

strategy. However, high-end tourism lodges in Torres del Paine and Huilo Huilo 

Biological Reserve promote other kinds of seals, unrelated to Sernatur. Instead, they 

strongly promote awards and land labels. DMOs and operators from Carretera Austral 

and Huilo Huilo do not promote the Sustainability Seal. These cases rely on land labels, 

which transmit protection and a world-wide recognition of ecological value.  

This analysis also provides information on coordination amongst stakeholders. 

Operators in Chiloe Island and their DMOs show there is agreement and respect for 

each other’s green strategies, while high-end tourism lodges perform greenness 

independently and support the public sector when they can. Carretera Austral in Aysen 

region is struggling with greenness in terms of how to promote it and how to agree on a 

joint strategy that incorporates what they promote (e.g., protected areas, pristineness and 

adventure) and specific green attributes (e.g., biodiversity, education through guides, 

mindfulness in nature).  
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Table 5.7 Content of each platform per sector 

Categories and themes 
Subcategories 

Private TBs DMO PR Grand 

Total PS SM W Total PS MS W Total PS 

Environmental Quality 

Aesthetics 13% 22% 19% 18% 24% 32% 36% 32% 22% 23% 

Preservation-technical 19% 9% 12% 14% 9% 4% 7% 7% 22% 11% 

Total EQ 32% 31% 32% 32% 33% 36% 43% 38% 43% 34% 

Environmental management 

performance 

Built features 20% 7% 9% 12% 1% 

 

1% 1% 5% 8% 

Climate 1% 

 

4% 2% 3% 

  

1%   2% 

Waste management 1% 

  

  

   

    

 Parks and protected areas 1% 

  

  5% 3% 2% 3% 2% 1% 

Water management 

   

  2% 

  

1%   

 Total EMP 22% 8% 14% 15% 10% 3% 4% 6% 6% 11% 

Total Natural Environment 54% 40% 45% 47% 43% 39% 47% 44% 49% 46% 

Culture 

Authentic 7% 4% 7% 7% 13% 7% 11% 11% 0% 8% 

Local 8% 6% 10% 8% 13% 10% 3% 8% 2% 8% 

Total Culture 15% 9% 17% 15% 26% 17% 14% 18% 2% 16% 

Health  

Outdoor Experience 2% 2% 2% 2% 2% 2% 2% 2% 0% 2% 

Activities 9% 13% 9% 10% 11% 23% 19% 18% 12% 13% 

Total Health 11% 15% 11% 12% 13% 24% 20% 19% 12% 14% 

Education   

Strategies 4% 1% 5% 4% 1% 2% 4% 3% 18% 4% 

Focus 

  

1%   

   

    0% 

Total Education 4% 1% 5% 4% 1% 2% 4% 3% 18% 4% 

Total Human/social  Environment 30% 25% 33% 31% 40% 43% 38% 40% 32% 34% 

Awards   1% 3% 2% 2%   2%       1% 

Land labels 

 

1% 

 

1% 1% 2% 2% 1% 2% 2% 1% 

Eco-labels 

 

2% 4% 3% 3% 4% 

 

1% 2%   2% 

Associations 

   

1%   

   

    

 Total Credentials 4% 7% 7% 6% 7% 3% 2% 4% 2% 5% 

Total Facilities and Service Information 12% 29% 15% 16% 10% 16% 13% 13% 17% 15% 
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5.7 Discussion 

The purpose of this chapter is to understand the second stage of GDI formation 

by examining textual and visual content of 37 marketing sources from the private and 

public tourism sectors as well as park rangers from iconic Patagonian national parks. 

Promotional materials are fundamental mediators in first-time destination choice 

(Govers, Go, & Kumar, 2007). Findings reflect the complexities of destination 

marketing in terms of stakeholder coordination for promotion and DI projection. The 

discussion covers two major topics related to information sources: content and 

platforms. Green content found in marketing material should be a direct representation 

of the tourism industry’s GDI construction, thus mirroring stakeholders’ environmental 

motivations and capabilities. This chapter analyses the content from different agents in 

Patagonia to determine if the projected image fits the image they intend to construct 

(Rodríguez-Molina et al., 2015). 

 High-end tourism lodges promote conservation, education and community 

involvement. Adventure is highlighted by discovery and exploration, linking activities 

to remoteness. In addition, isolation provides information of a preserved flora and 

fauna, usually linked to land labels. Preservation is promoted as part of foundations’ 

projects, linked to two of the three main components of greenness: community 

involvement and conservation. 

 As a secondary attribute, EMP is promoted and emblemised with how 

architecture integrates the ecosystem. In addition, human and social aspects are 

promoted to reflect concern for the community. They emphasise education strategies, 

based on workshops, interpretation and heavy reliance on guides. Cultural authenticity 

is promoted to tell tourists how local communities are part of the destination’s identity. 

In general, high-end adventure tourism lodges project what they construct, and although 
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proportions of environmental quality are very high, these sources deliver familiarization 

to their targets and value nature and locals. 

 Small-scale adventure tourism lodges promote adventure and pristineness of the 

landscape. This second attribute is associated to local elements such as food and 

vegetable gardens, disconnection and isolation, and architecture. In this case, 

constructions are promoted for their design and material. The difference between 

construction and projection is that these lodges perceive guides and interpretation as key 

to performing eco-tourism and low impacts; however, they do not promote that.  

 Alternative accommodations, in contrast, are diverse in their positioning 

strategies. Those adopting sustainability focus on promoting tourism related to the 

environment (e.g., Chepu Adventures) or tourism related to cultural authenticity (e.g., 

Hotel Parque Quilquico). Both types are aligned in terms of construction and projection. 

The first type presents a high content of biodiversity and wildlife, local products, 

resource consumption and educational information. The second type promotes 

authenticity and local products, community involvement in tourism, rescue of traditional 

architecture and a bit of EMP to be able to perform sustainability from all perspectives.  

 Another group of accommodations is linked to conservation. These 

accommodations principally promote aesthetics, biodiversity and wildlife and 

communicate affective concepts of experiencing the outdoors. Their rehabilitation 

practices are not communicated.  

 Results from chapter 4 show that GDI construction for private businesses 

depended on motivations, the level of development in the site, and the pricing strategy 

of each lodge.  Sustainability motivations can be associated and compared with studies 

from Font et al. (2014), who found that lifestyle driven accommodations have the 
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greatest number of sustainable activities compared to legitimization or business driven 

lodges. However, this study incorporates financial factors and knowledge assets as 

resources that define capabilities (Leonidou et al., 2013) and improve green practices. 

This chapter reflects that private stakeholders mostly project what they construct, 

increasing their chances of influencing the market (Rex & Baumann, 2006).  

 Park rangers, in turn, are aligned in constructing and projecting greenness; their 

concerns are marketing strategies from the other institutions. Park rangers are very 

specific and consistent in their promotional strategies, which emphasise preservation of 

biodiversity and wildlife and educating tourists. The content is complemented with 

pictures of aesthetically beautiful landscapes and iconic natural attributes.  

 However, park rangers have to face unaware or uninterested tourists. Their 

marketing tactics must go beyond communicating only facts; emotional content is 

needed to impact tourists’ onsite behaviour and persuasiveness is imperative in 

messages (Hardeman et al., 2017).  It is important for park agencies to reinforce 

environmental sensitivity and place attachment so that environmentally friendly 

behaviour develops within tourists (Cheng & Wu, 2015). Although environmental 

advice is given, it does not reference to the emotional feeling of experiencing the site 

(Malone et al., 2014) or ensure that visiting protected destinations does not necesarily 

subject tourists to uncomfortable experiences (Line & Hanks, 2016). 

 DMOs attempt to differentiate their sites according to natural or human/social 

attributes. However, the content does not differ considerably and most of DMOs value 

biodiversity and wildlife, cultural authenticity and landscape as their primary or 

secondary attributes. The region that slightly prioritises other concepts is Los Rios 

(Huilo Huilo Biological Reserve), highlighting protected areas. In this context, DMOs 

from Aysen, who define the region as a green destination for its number of protected 
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areas, promote this on a secondary level. In contrast to information on protected areas, 

biodiversity and culture, the information on technical or educational aspects is slight. In 

addition, by comparing this investigation with  Zins and Lin’s study  (2016), results 

were similar in the sense that no strong statements of a unique (green) positioning 

strategy and no co-creation or agreement on promoting (or not) Chilean Patagonia as 

gestalt (Kavaratzis and Hatch, 2013) were found. 

The last section of the chapter analysed coherence between sectors. There are no 

major gaps other than the use of the brand. Brand use is a controversial topic in the 

construction stage and it is promoted inconsistently. As the whole area hosts different 

cultures, differentiation and division between regions exist simultaneously. A place 

brand, which contains a destination brand, is an association of visual, verbal and 

behavioural expressions represented in the objectives, messages and culture of the 

place’s stakeholders (Zenker & Braun, 2010, cited in Zenker et al., 2017). The messages 

found in all marketing platforms, from all stakeholders, clearly communicate EQ and 

nature in the first place. Patagonia as a brand communicates other aspects of greenness 

as secondary attributes, leaving space for enhancing and empowering what a green 

destination implies.  All tourism stakeholders (with the exception of park rangers) may 

be able to deliver information on EMP and conservation in a larger proportion. Private 

operators are stronger than DMOs in this matter, although both sectors inform mainly 

through brochures—a finding that differs from studies that state that websites are the 

main source of environmental information (Hsieh, 2012). If DMOs and operators 

strengthen the use of the internet, they could take advantage of the virtual “green” 

experience it could deliver and make a difference (Choi et al., 2007).  However, it is 

important that GDI projection include sustainability messages targeting tourists’ 

affective evaluations (Wehrli et al., 2014). The industry should look for ways to 

transform technical information into an emotional message, encouraging positive 
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awareness (Becken et al., 2016), especially regarding low involvement visitors and 

domestic tourists whose affective responses are very important in attitude formation  

(Rodríguez-Molina et al., 2015). 

 The analysis of how platforms are used, in turn, is important because the 

different kinds of information sources used impact differently on tourists’ cognitive 

evaluations, making them percieve image according to the platform (Camprubí & 

Coromina, 2016). Destination marketing platforms seem to be fragmented according to 

the target. In this case, each region has different written and online sources for 

international and domestic tourists (with the exception of the Facebook accounts). 

However, content is not significantly different.  Tourism businesses have online 

versions in different languages, so it is through their Facebook accounts where the target 

is observed.  

Social media is the leading information platform since users now can rely on 

sources not controlled by the industry (Kislali et al., 2016; Kladou & Mavragani, 2015). 

Tourists collaborate in DI formation by delivering user generation content (UGC);  

social media has contributed in making DI a social construction  (Hunter, 2016; Llodra-

Riera et al., 2015). Although E-WOM is less credible than WOM, UGC is still more 

credble than commercial sites (Kislali et al., 2016; Tseng et al., 2015), which makes it 

imperative for stakeholders to focus on this platform as powerful drives for destination 

choice and for positive environmental behaviour. If DMOs follow what Kladou & 

Mavragani (2015) recommend and take into account the organic information from 

social media, promoting the destination through social media has opportunities to 

display a green image. This is especially important in this case study, since Facebook is 

used for promotional tactics, where adventure and aesthetics take the lead role. In 

addition, De Moyaa and Jain (2013) found out that tourists who are friends of the 
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destination’s Facebook account like to engage and talk about the destination; another 

important opportunity to promote greenness and create consistency in projecting a GDI.  

The next chapter tests tourists’ perceptions on Patagonia and greenness, 

finalizing the process of GDI construction. The objective is to understand what green 

attributes stand out for visitors in Chilean Patagonia and why. The chapter will test the 

importance of induced sources, examine the impact of experience on tourists and 

differentiate their perceptions according to their place of origin.  
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CHAPTER 6-GREEN DESTINATION IMAGE PERCEPTIONS 

6.1 Introduction 

 This study proposes that destination image (DI) models can be used for green 

destinations, suggesting that a green destination image (GDI) is formed in stages and by 

different stakeholders. The previous chapters analysed the incorporation of greenness in 

Chilean Patagonia’s destination strategy, tourism supply, and projected image. The 

analysis considered the public and private sectors and induced sources of information. 

The present chapter looks into how greenness is considered in tourists’ DI. Figure 6.1 

reflects the focus on the third stage of the proposed model, where tourists’ perceptions 

of greenness are understood according to experience and nationality to find out what 

factors are perceived by tourists as contributing to GDI and the way image formation 

relates to the development and marketing processes identified in the previous chapters. 

6.1.1 Objectives 

This final results chapter analyses how tourists perceive a green destination in 

Chilean Patagonia and explains the most evident mechanisms used by the tourism 

industry to transmit GDI to tourists. The chapter also presents the end of an existing 

flow of marketing actions between the tourism supply and demand, identifying gaps and 

differences. In sum, the main objectives are to: 

● Examine the existence of a GDI in tourists and deepen the understanding of 

green attributes that impact perceptions and GDI components. 

● Compare perceptions between domestic, international and potential Chilean 

tourists with respect to sites and experience. 

 Examine consistency between the two last stages of the GDI formation model. 
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 Figure 6.1.  Stage 3 of GDI formation model 
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6.1.2 Structure 

 The chapter presents results according to each group of participants: 

international and domestic tourists and Chileans who have not been to Patagonia. It 

opens by describing general and common perceptions of Patagonia and greenness 

without differentiating tourists. Then, the chapter analyses international tourists’ 

perceptions, describing their views according to the higher level themes in the 

codebook: environmental quality and environmental management performance, from 

the natural environment perspective; culture, health and education classified under the 

theme of human/social environment; and credentials. Results for domestic visitors and 

for Chileans who have not had the experience of going to Patagonia are presented in the 

same way.  

 Lastly, the chapter includes the principal differences of perceptions according to 

nationality, experience and sites, and concludes by comparing the results with the 

projection of a GDI. 

6.1.3 Samples 

A total of 95 interviews were performed on and off site considering nationality 

and experience. Tourists were recruited using purposive and snowball approaches. The 

sample comprised 53 domestic tourists and 34 international visitors who were 

interviewed onsite, while a group of eight Chileans who had not been to Patagonia in 

more than ten years was added to the overall group of participants. Table 6.1 shows a 

detailed list of participants. 

The interviews were designed to flow as a conversation, taking a semi-structured 

open approach with prompting questions used when required. Most interviews were 

recorded and transcribed. The analysis used coding methods to complement the 

codebook, which concluded when saturation was reached.  
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Table 6.1   List of participants 

 Domestic Tourists International Tourists 

 Site A: Huilo 

Huilo- Los Rios 

Region 

Andrea: DT-HH#1 

Betty: DT-HH#2 

Fernando: DT-HH#3 

Janina: DT-HH#4 

Leo: DT-HH#5 

Sandra: DT-HH#6 

Sergio: DT-HH#7 

Ana Spain:: IT-HH #1 

Anahi Spain: IT-HH #2 

Andrew Australia: IT-HH #3 

Eve Australia: IT-HH #4 

Gaston Spain: IT-HH #5 

Jane Australia: IT-HH #6 

Julia Peru: IT-HH #7 

Manuel Mexico: IT-HH #8 

Rafael Spain: IT-HH #9 

Site B: Lake 

District-Los Lagos 

Region 

Ana Maria: DT-LL#8 

Cecilia: DT-LL#9 

Constanza: DT-LL#10 

Diego: DT-LL#11 

Francesca: DT-LL#12 

Ingrid: DT-LL#13 

Jorge: DT-LL#14 

Juan Pablo: DT-LL#15 

Juana: DT-LL#16 

Maria Jose:DT-LL#17 

Matias:DT-LL#18 

Rodrigo P: DT-LL#19 

Ximena: DT-LL#20 

Fran M:DT-LL#21 

Alex France: IT-LL #10 

Pauline France: IT-LL#11 

Site C: Chiloe- Los 

Lagos Region 

Amaya:DT-CH#22 

Maria: DT-CH#23 

Nico:DT-CH#24 

Pablo: DT-CH#25 

Pancha M:DT-CH#26 

Ricardo: DT-CH#27 

Rodrigo R:DT-CH#28 

Tere:DT-CH#29 

Alicia Belgium: IT-CH #12 

Brazilians IT-CH #13 

David Ireland: IT-CH #14 

Edie US: IT-CH #15 

John UK: IT-CH #16 

Luigi Italy: IT-CH #17 

Paula Argentina: IT-CH #18 
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Site D: Carretera 

Austral -Aysen 

Region 

Alberto: DT-AY#30 

Ana Maria:DT-AY#31 

Carlos: DT-AY#32 

Carolina: DT-AY#33 

Claudio: DT-AY#34 

Colo: DT-AY#35 

Cristian: DT-AY#36 

German:  DT-AY#37 

Mariana: DT-AY#38 

Mauricio:  DT-AY#39 

Nicole:  DT-AY#40 

Oscar:  DT-AY#41 

Osvaldo:  DT-AY#42 

Raul:  DT-AY#43 

Rodrigo A:  DT-AY#44 

Rodrigo H: DT-AY#45 

Gloria Check Republic :IT-AY 

#19 

Fred US:IT-AY #20 

Jorge Bolivia:IT-AY#21 

Laura Argentina: IT-AY#22 

Melody US: IT-AY #23 

Site E: Torres del 

Paine-Magallanes 

Region 

Carla:  DT-TP#46 

Chilean tourists: DT-TP#47 

Ignacia:  DT-TP#48 

Marcela:  DT-TP#49 

Pedro: DT-TP#50 

Sebastian:  DT-TP#51 

Veronica:  DT-TP#52 

Alejandra: DT-TP#53 

Andrew US: IT-TP #24 

Donald Scotland: IT-TP #25 

Ellen Murphy US: IT-TP #26 

Eugenia Spain:  IT-TP #27 

Francisco Panama: IT-TP #28 

George US:  IT-TP #29 

Gregory US:  IT -TP#30 

Jack US:  IT-TP #31 

Karlie and Jim US:  IT-TP #32 

and #33 

Kelly US:  IT-TP #34 

Norman US:  IT-TP #35 

Sharon US  IT-TP #36 

Not been to 

Patagonia 

Anamari: NP#1 

Diego: NP#2 

Dominique: NP#3 

Fernanda: NP#4 

Gonzalo: NP#5 

Joaquin: NP#6 

Josefina:NP#7 

Susan: NP#8 

  

 

6.2 General tourist perceptions of GDI in Chilean Patagonia 

Tourist interviews reflect the existence of a perceived green image in Patagonia, 

but participants express differently how components of a green image are presented and 
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ranked. Still, the central focus of greenness is how unspoiled the destination is in 

natural, cultural and social terms.  

First, all tourists start by describing pristineness, beautiful natural attractions, 

environmental quality and outdoor characteristics of the destination. As interviews 

evolve, environmental management performance (EMP), culture and the experience of 

encountering nature are also incorporated in the definition of a green destination, 

reflecting that a GDI develops in tourists’ minds as they talk about it. Most tourists 

express that pristineness and authenticity are essential in a destination’s green identity, 

suggesting that these concepts are the basis for tourists’ identification of green 

attributes. 

In addition, regardless of their background, participants share common symbols 

of greenness. Most tourists value native trees, presence of bins, architecture, local food 

and vegetable gardens, rural towns and local products instead of brands. The differences 

lie in what each group of tourists say about these symbols.  

6.3 International tourists  

International participants in this study come from either long-haul or Latin 

American markets (LATAM). Long-haul tourists knew about Patagonia from nature 

television shows on Argentinean Patagonia, the National Geographic magazine, WOM 

and recommendations. LATAM markets were informed through WOM, Trip Advisor®, 

travel booking websites and the lodges’ websites. Still, some thought that Chile is not 

promoted enough in Latin America, claiming they learned about Chile from news on the 

rescue of the 33 miners in 201010, and became aware of Chile’s natural setting while 

visiting. In contrast, tourists from Europe and North America came with previous 

expectations on Patagonia. 

                                                 
10  In 2010, 33 miners were trapped underground in a mining accident in the North of Chile and saved 

after 69 days. 
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Patagonia is a green destination. It is an isolated location; the locals do try to 

keep it clean and tidy. I think if you look at this area here, this hotel seems to 

work very closely with the local Mapuche people and you can see that there are 

more projects going on round here, like the volcano museum, the beer bar (IT-

HH #3) . 

6.3.1 Environmental quality 

International tourists came to Patagonia to encounter a diverse and pristine 

nature, emphasising the mix of elements, the intensity of colours, the “beautiful 

mountains, the glaciers the rainforest and the beautiful forests” (IT-HH #2). A diverse 

landscape delivers the perception of a more natural place than, for instance, a beach 

destination, and provides the different, unique and special connotation they look for 

when travelling. “It is cocaine for your eyeballs” (IT-AY #20). 

a. Aesthetics 

 Foreign visitors perceive that destinations in Chilean Patagonia are “more wild, 

isolated and natural” (IT-HH #8) reflecting their interest in places with minimal human 

intervention. Figure 6.2 shows the results of the word frequency in tourists when 

describing aesthetics of a green destination.  Diversity, pristine and wild are key 

concepts.  
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Figure 6.2.  International tourists’ most frequent words describing aesthetics of a green 

destination.  

For example, tourists value the Carretera Austral for being pristine and 

untouched, with a lonely character and high level of wildness. This natural world is 

enhanced by its aggressive landscape, strong rivers, strong wind and unpredictable 

weather. Nature is a challenge and aesthetics and the natural state are a priority, whilst 

EMP goes to a secondary level of importance.  

It is not about no waste because you could be in a  big hotel in the centre of town 

and the hotel goes extra means to have like a recycling plant or O2 generator, 

you can have all that and it can be very ecological in that way, except it is very 

ugly (IT-LL #10). 

Nevertheless, an aesthetically beautiful, diverse and untamed landscape requires 

preservation techniques and natural authenticity. International visitors to Patagonia state 

that the environmental quality stems partially from the respect for the environment 

represented by conservation measures.   

b. Preservation  

 Comments from interviews reflect that green destinations have the commonality 

of nature, although not exclusively so:  
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Nature-based tourism is not the same as ecological tourism. Nature-based 

tourism can be for people who want to come see a natural site or a natural 

attraction without being respectful to it, without fulfilling the ecological part 

(IT-HH #5). 

To identify a nature-based destination with ecological principles, international tourists 

pay attention to how wild, clean, isolated and not overly developed the site is.  

 Conservation projects 

Tourists value conservation projects and the opportunity to learn about them. 

Huilo Huilo Biological Reserve and Torres del Paine are located in protected areas and 

have reintroduction and conservation projects for the Huemul and the Puma, 

respectively. Sighting of native animals is a major attraction for international visitors 

and a symbol of a preserved and healthy environment.  In fact, for tourists in Carretera 

Austral and Torres del Paine, a green destination is essentially linked to preservation, 

which encompasses recovering, enhancing and taking care of natural resources to 

maintain a pristine, diverse and rich wildlife.  

When you are in Alaska you see the glacier and think I am so happy I am seeing this 

glacier, this glacier is going to be gone when I am old. And so the idea is I want to see 

Patagonia before they ruin it (IT-AY #20). 

Native forests, no logging and water conservation initiatives were the principal 

symbols of preservation. Long-haul tourists in Carretera Austral perceived the area “is 

not perfectly green, but pretty close; the road was full of non-native pine trees” (IT-AY 

#23). Water conservation is mentioned by a LATAM participant who has been living in 
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Chile for a year and is aware of an environmental controversy called Hydroaysen11. This 

project and the subsequent campaign “Patagonia without dams” had a huge impact on 

Chileans’ awareness about Patagonia as a place and as a unique environment.  

 Remoteness and isolation 

However, preservation is mostly evident through the destinations’ level of 

development and infrastructure, which delivers hints to tourists about the place’s 

authenticity. Remoteness, isolation and the lack of people are crucial for international 

tourists. For some, the “concept of ecotourism was developed in order to get to places 

where there are less people” (IT-TP #26) in times of a growing population density on 

the planet. According to them, this is what differentiates a nature-based destination from 

an ecological destination: the former can be a mass tourism destination. International 

tourists, especially from long-haul markets, relate isolation and remoteness to the 

challenge of reaching the inaccessible.  

I don't know what it is about Patagonia and Tierra del Fuego, they are places you see 

on a map your entire life and they have such exotic names and people talk about them 

as if... it's almost like a woman who is so beautiful you can't look at her, I mean like a 

myth, like it's forbidden, even people in Argentina don't go there (IT-AY #20). 

Patagonia is perceived as an extreme place at the end of the world and in the 

middle of nowhere. Huilo Huilo Biological Reserve and Torres del Paine are perceived 

as areas with not many people, wilder nature and less exploitation by tourism. Chiloe 

Island is considered a remote and pristine island in North Patagonia, which makes it 

isolated, uncrowded and underdeveloped. International tourists are aware of green 

                                                 
11 Hydroaysen was a controversial megaproject that aimed to build five hydroelectric power plants in 

Chile's Aysén Region. The project was estimated to flood 5,900 hectares of natural reserves. The project 

generated many protests and campaigns such as "Patagonia without dams”. The project was finally 

rejected in 2014.  
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cities, but remoteness, pristineness and lack of people are essential aspects of 

authenticity. For instance, interviewed visitors in Puerto Varas, Lake Llanquihue, 

believe the destination is not green. They were even having difficulty perceiving Chile 

as a green country, despite its wilderness and places in the middle of nowhere. The 

country is developed; it has industries, big factories and constructions even in the most 

remote places.  For instance, visitors compared authenticity in New Zealand and Chile. 

Unlike New Zealand, Chile has an evident presence of corporations, industries and 

buildings, making it less authentic. Tourists in Chiloe also expressed that tourism 

infrastructure should not be overly developed and should stick to the concept of rural. 

The number of buildings along the roads, coupled with existence of big supermarkets, 

factories and large corporations, corrupts wilderness, purity and, therefore, greenness. 

However, this rural character can be a double-edged sword. “At first everything is 

pretty, and I am talking about cabins and resorts. But then there is no management, 

maintenance or care. This is what Chile is missing” (IT-AY #19). 

International visitors in Carretera Austral provided relevant insights on isolation 

and lack of people, suggesting remoteness is one of the most important assets in a green 

destination. Loneliness is a luxury and a sign that the destination is being taken care of. 

The lack of people makes tourists perceive Carretera Austral as greener than Torres del 

Paine: “I did not see anyone during all day today. I won't get that in Torres del Paine” 

(IT-AY#21). Patagonia is unspoiled because it is remote, and the lack of people makes 

this group of participants define it as exotic, unique and unknown.  

There's always going to be mountains and there's always going to be pictures of 

mountains but there's not always going to be: I haven't seen a car in four hours; you 

don't get to have both things (IT-AY #20). 
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This characteristic of solitude in green destinations is important because it 

“helps to think more and connect more with the surroundings” (IT-CH #16). In 

addition, the lack of technology is valued, as “technology does not pollute nature but it 

pollutes you” (IT-LL#11)   

Figure 6.3 provides an analysis of the frequency with which all international 

participants used certain words when describing their perceptions of greenness and 

Patagonia under the context of the outdoor experience. The analysis reflects that the 

word “people” is the most repeated. The word tree in Figure 6.4 is the evidence that “no 

people” is highly valued.  

Figure 6.3. Word frequency for international tourists under the category of outdoors. 
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Figure 6.4. Contexts of the word “people”.  

6.3.2 Environmental management performance  

 Participants talked about three eco-friendly practices: architecture, compensation 

and protected areas.  

a. Architecture 

International tourists expressed that the impacts of architecture are a clear 

symbol of human intervention. While some participants talk about aesthetic impacts, 

others refer to material, location and simplicity. 

Huilo Huilo Biological Reserve is known for its iconic hotels in terms of design 

and integration into the landscape. The hotels’ architecture is perceived as discrete and 

green, because it is made of wood and inserted into wild nature without pavement. 
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An important aspect in destinations is architecture; a destination with high 

environmental value is the one that blends with the landscape. Aesthetics is highly 

important in this term because destinations promote pristine landscapes so the 

destination should then respect this (IT-TP #35). 

However, some perceive Huilo Huilo’s hotels as conflicting with nature, because 

international tourists pay attention to building materials and the amount of resources 

used. “It’s contradictory because you see this development, in the middle of nowhere. 

They built a project of many km²; you see the wood and I don't know how much wood 

they are using” (IT-HH #8). 

In addition, the size of buildings creates mistrust in this group. Even though the 

wooden lodges may give the impression of greenness, some believe “it is all metal, but 

on top they put wood to make it look nice. You can't build a wooden tree house of eight 

floors” (IT-LL #10). 

 Under this premise, participants value some accommodations in Torres del Paine 

National Park, which are either reused estancias12 or are low-impact constructions such 

as domes. Still, architecture is a controversial topic and depends on the perspective 

tourists use to evaluate greenness. For example, some noticed that the old estancia Hotel 

Las Torres was not built with natural material and did not have good isolation, which 

made tourists define it as an outdoor tourism lodge instead of an ecological lodge. 

Those staying at Explora lodge felt that its location in the middle of a national park was 

not good for the environment, making them wonder about the lodge’s carbon footprint. 

However, they valued the fact that the hotel is embedded in the field and that everything 

is made with native wood. 

                                                 
12 Large farms in rural South America to grow livestock.  
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 Design and material are important but subjective green assets.  For some, a 

particular style of architecture may feel “fake”, while for others it can be the perfect 

example of compliance to the use of resources and the landscape.  

As mentioned in the previous section, development is a big issue for 

international interviewees. A place is perceived as pristine when its infrastructure is 

small and simple. For instance, a couple of participants perceived a camping site as 

more ecological than a hotel. Participants in Patagonia emphasised simplicity, especially 

in Huilo Huilo Biological Reserve and Torres del Paine, where tourists stated that 

luxury is not compatible with greenness. Notably, all comments about luxury and nature 

were made by young travellers under 35 years old.  “Huilo Huilo is not ecological, it's 

not basic, it's luxury” (IT-LL#11). Luxury is perceived as using much energy and 

producing waste, suggesting that, although a green destination is not about EMP on a 

first level, international tourists do take EMP into account. Young participants in 

Explora, expressed that “the front and centre is the natural beauty but you also have the 

luxury of being in a hotel which is weird...it cheapens a little bit the experience outside” 

(IT-TP #26). 

b. Eco-friendly practices 

Some long-haul tourists stated that they choose a destination for its 

environmental value and “would feel so disappointed if the hotel uses plastic or 

disposable plastic bottles” (IT-TP #36).  Apparently, most of them anticipate that 

accommodations with certain standards of comfort perform eco-friendly practices and 

expect information on this. 

We have seen the recycle bins in this area but we don’t think there is a high level of 

compliance or understanding or consciousness. Perhaps they need to advertise their 

green credentials a little bit more (IT-HH #6). 
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LATAM tourists became aware of eco-friendly performance during their onsite 

experience. In Huilo Huilo Biological Reserve, representatives of both groups of 

international tourists perceived an efficient use of resources through low lights and low 

water pressure. The tourists mentioned EMP such as carbon footprint reductions, 

plastic-free initiatives, recycling, low energy consumption and the use of natural energy 

resources including breeding their own sources of food, giving examples of New 

Zealand, Iceland and Ireland.  

One participant from Europe believed a green destination provides natural 

symbols that give the perception of ecological practices. “A green destination would be 

heated with wood fire and wouldn't have fancy comforts” (IT-LL #10). Other tourists 

mentioned hotel amenities with natural ingredients and environmentally friendly 

packaging. 

International tourists perceived that EMP qualifies destinations like Huilo Huilo, 

Chiloe and Torres del Paine as green. These places are low-impact tourism projects that 

make tourists be careful with their consumption, especially Chepu Adventure, on Chiloe 

Island.  Tourists from Explora valued the hotel’s efforts to diminish impacts through 

practices such as reducing waste and water management. “This lodge is pretty unique; 

they emphasise the sustainability aspect of their operation” (IT-TP #26).  However, 

they did notice the absence of iconic eco-friendly initiatives such as waste bins and the 

choice to wash towels in Huilo Huilo, waste management in Aysen, and cleanness and 

bins in Chiloe Island, and commented on the excessive heat in lodges of Carretera 

Austral and Torres del Paine, making tourists feel guilty about opening windows.  

c. Protected areas 

Although EMP is expected in green destinations, it is wildness and pristineness 

that makes them attractive. For this reason, protected areas are an important feature for 
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long-haul markets, who “generally seek destinations with protected areas or natural 

reserves; the most remarkable attribute in Chile” (IT-HH #1). The number of national 

parks is a powerful reason for perceiving Patagonia as a green destination. Beyond the 

fact that protected areas provide preserved nature and biodiversity, participants also 

perceive that these places remain uncrowded, which is what foreign visitors are 

essentially looking for. While they recognise the importance of giving access to people, 

visitor management strategies are particularly important for this group:  “I mean you 

have to let people see Old Faithful13 but you don’t necessarily want to make Patagonia 

a place that's accessible by mass tourism buses” (IT-AY #20) 

6.3.3 Culture  

International tourists talk about the role of authenticity in a green destination’s 

identity. In general, tourists find authenticity through symbols such as incorporation of 

local elements. However, long-haul tourists emphasise that “selling” authenticity is not 

appropriate.  “Fake tourism”, as they call it, is a false display of traditional elements and 

can lead to exploiting locals. They recognise when things are made up for tourists and 

perceive the fabrication as unethical and not real. “You are not actually involved with 

the country if you encounter those kinds of things” (IT-CH #14). Tourists want to know 

about locals and their daily activities and look for destinations that express the real 

cultural value. 

In this sense, they perceive that community involvement must be a part of 

preserving uniqueness. “Local” is a powerful concept, especially in destinations such as 

Huilo Huilo Biological Reserve and Chiloe Island. First, tourists value how locals care 

about and respect the environment. Second, they take into consideration how locals are 

                                                 
13 Old Faithful is a famous geyser in Yellowstone National Park. 
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regarded by tourism operators, enabling them to develop through tourism and 

conservation. 

 Therefore, participants emphasise the inclusion and promotion of local products. 

Huilo Huilo Biological Reserve emphasises craft beer, craft products and local food, 

while some areas of Chiloe have local stores. 

Shops with local people may be not green but more authentic, so green has this 

association in my head with authentic, close to the ground you live in, you know so eat 

your crops, you grow yourself and it's all very local (IT-LL#11). 

Local food communicates environmental impacts, local involvement, 

pristineness and freshness, contributing to the place’s identity. Huilo Huilo and Chiloe 

Island are recognised for producing their own sources of food in vegetable gardens or 

small breeding productions.  

I don't know if I am making it clear but for me food has always been a part of 

this, it's a genuine thing, food should be something that's genuine” (IT-CH #14). 

6.3.4 Health 

An American tourist in Torres del Paine believes a clean and healthy atmosphere 

is perceptible and that interacting with nature is a sensorial experience. Eco-tourism is 

defined by a participant as “travelling to different places where the main focus is seeing 

and being a part of an experience in nature” (IT-TP #26). Landscape is what tourists 

come to see, but the outdoor activities are essential to experience nature.  

The experience of encountering nature is important for two main reasons. The 

first is peacefulness and calmness. It offers disconnection and introspection. 

Interestingly, adventure is considered an essential activity but adrenaline is not 

mentioned much; adventure tourism provides an opportunity to admire nature. 
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International tourists perceive that greenness allows people to get in touch with nature. 

In this sense, a hotel in a city may follow low-impact strategies, but green means being 

in nature. 

When I go on holiday and I see eco, diversity, ecological reserve, I automatically 

think a great place for holiday because you are in sync with nature… ecology has very 

little to do with the fact that you are going to a place which is good for the environment 

(IT-LL #10). 

The second aspect of importance is the effect of wildness. Torres del Paine is 

identified for its wild weather, which “reminds you that you are at the whim of nature” 

(IT-TP #26). In other words, nature delivers mindfulness, making people feel “small” 

compared to nature and aware of planet Earth.  

The experience in these kinds of places is rediscovering your roots, where we came 

from, because we all came from surviving off of the earth and now you get food on the 

grocery store and you buy a house that’s already built for you and the materials are 

synthetic and if you want to you would never have to contact with nature or think about 

where any of your materials come from (IT-TP #26). 

6.3.5 Education 

The affective appraisal motivated by nature is also linked to onsite learning 

experiences and “anything that raises awareness of people once they come” (IT-HH 

#5). Tourists are expecting to learn and value lodges with codes of conducts 

emphasising LNT advice so the next visitors can experience the beauty of nature. For 

example, the eco standards established by Chepu Adventures on Chiloe Island were a 

factor influencing a European couple to choose it. Signposts with policies are also 

expected, mentioning towel management, and several Americans highlighted the 
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importance of trail management in green destinations. In this context, Torres del Paine 

was perceived to be well managed by park rangers with strict and clear codes of 

conducts on the tracks. 

Tourists in Huilo Huilo Biological Reserve considered this lodge to be a green 

destination for the learning experiences offered in onsite activities and facilities, such as 

the museum. They highlighted the importance of transmitting these practices to both 

local communities and tourists, as for them, the landscape along with tourism operators’ 

green practices make people realize the importance of nature. 

For this reason, international visitors highly value the role of guides in green 

destinations. They believe guides should have authority to manage unaware tourists, as 

they are key in delivering a learning experience with a subsequent improvement of 

tourist behaviour. This, in turn, is related to the impact tourists encountered by guests 

have in GDI formation. “If people go and [are] clean and respectful, this place is also 

sustainable” (IT-CH #18).  

6.3.6 Credentials 

 International tourists do not give importance to eco-credentials. Young 

participants stated they mistrusted businesses that claim to be green, perceiving that 

they communicate greenness because it is trendy. Also, they believe certifications are a 

scam and unflexible. For most American tourists, certifications are an added value 

because they choose destinations with environmental value, but certifications do not 

affect their choices. 

Some tourists notice other credentials, such as People’s Choice awards from 

Trip Advisor, or land titles. Some visitors to Huilo Huilo, without knowing the true 

meaning of Biological Reserve, understand that the project is eco-friendly. Interviews 
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reflect that some tourists are confused and that concepts and terms are starting to lack 

meaning.  

I know that sustainability and ecologic are supposed to mean different things, but how 

the word sustainable is used nowadays, I am not certain of where the word ecology 

stands. It is a concept that has been left behind (IT-CH #18). 

6.4 Chilean tourists 

Chilean visitors started considering Chilean Patagonia as a destination using 

information obtained from word of mouth (WOM), E-WOM, internet sources such as 

Trip Advisor, YouTube and Google, and newspaper supplements. Participants mostly 

learned about greenness in Patagonia during onsite experiences, as some websites 

delivered too much information for them. Interestingly, one participant mentioned he 

felt like going to Torres del Paine after the Reforest Patagonia campaign after the 2011 

fire. This suggests the power of autonomous sources. 

6.4.1 Environmental quality 

Chileans believe a green destination is a “green environment embedded in 

nature” (DT-HH#7). The first attribute under this definition is that it is literally 

“something green, really green… it is hard to picture a desert as a green destination” 

(DT-HH#2).  

a. Aesthetics 

 Chileans understand that the concept of ecological is linked to nature, while 

greenness refers to the colour of the landscape. “An unexploited desert destination is 

related to nature, to rough, but not to green, because green is a fern, it is rainforest” 

(DT-LL#21). Aside from its colour, a green destination is physically close nature.  
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I feel that nature is at our hand's reach, very easy access, everything is immediately 

near, and it’s very easy because it’s near. I mean you get to the Reserve in two 

minutes... we are much inserted” (DT-HH#1). 

In referring to nature, tourists refer to diversity – the snowy volcanoes, 

waterfalls, luxuriant vegetation, water, rich biodiversity and majestic, beautiful 

landscapes. Diversity in nature provides beautiful scenery, inducing Chileans to choose 

these kinds of destinations over other domestic sites. 

The desert is always the same, it never changes, but in this area you can go through the 

same place 20 different times, and you get impressed the 20 times and you see different 

things that attract you all the time (DT-AY#34). 

 According to this group, aesthetics create perceptions of uniqueness and 

cleanness, and a beautiful natural landscape makes them not care about the 

accommodation’s levels of comfort.  

I measure things in terms of natural beauty, like New Zealand, which is beautiful and 

well taken care of…everything that makes the place aesthetic.” (DT-AY#37) 

Being surrounded by nature suggests a place with “apparently no intervention at 

all” (DT-HH#9) and “the impression that everything is just as it was” (DT-HH#1).  

Pristineness is an important characteristic for Chileans, who state that tourism should 

adapt to nature without transforming its rough, unspoiled and unexploited character. In 

other words, native and original elements should be respected and protected from 

anything artificial – a perspective that indicates that cities can’t be green. Some 

participants call a green destination a healthy destination. While this terminology does 

not guarantee greenness, it does relate to pure nature and cleanness, with clear skies and 

no manmade interventions. 
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b. Preservation  

 A green destination is a preserved place, a place that “has not changed that 

much in the last ten years” (DT-AY#43) and that has characteristics that may not exist 

in the future. Interviews reflect that domestic visitors believe the “south of Chile”, as 

they call part of Patagonia, is still somewhat wild and untamed.  

 Biodiversity and wildlife 

 Biodiversity and wildlife are important preservation symbols for Chileans, who 

identify pristineness when native trees have not been removed. For example, Torres del 

Paine is recognised as green for its biodiversity, while others thought Carretera Austral 

“is a green destination in between quotes because wherever they can they plant pine 

trees” (DT-AY#37). Some participants in this region defined a green destination as one 

that directly focuses on reforestation and rehabilitation. In the case of Chiloe Island, 

people had contradictory opinions. Unlike international visitors, most Chilean 

participants did not perceive Chiloe as a green destination because of its polluted sites 

and devastated forests.  

 Therefore, preservation is an important aspect. Onsite Chilean tourists expressed 

that development, the number of buildings and infrastructure go against greenness. For 

example, tourists know that the Lake Llanquihue Basin is not clean because of the waste 

effects of the salmon industry and a sewage problem. 

Chileans have learned about Patagonia’s levels of preservation through 

environmental controversies in destinations such as Carretera Austral and Torres del 

Paine, where the Hydroaysen project and the subsequent “Patagonia without dams” 

campaign and the 2011 fire and its “Reforest Patagonia” campaign took place 

respectively. 
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 I did not understand the controversy of Patagonia without Dams, haven't paid any 

attention and now I realize that people are fighting for a good cause. I associate this to 

a green destination (DT-AY#33). 

 Also, projects like those regarding protected areas such as those of 

conservationist Douglas Tomkins14 made Chileans realize that green destinations can be 

revitalized through rehabilitation and reintroduction. The 2011 fire in Torres del Paine, 

in turn, contributed to promote a strong association of CONAF with other 

environmental organizations. 

 Remoteness and isolation 

  Chileans notice that the more remote and more inaccessible a place is, the 

greener it is in terms of having no development, being unexplored and uncrowded, and 

having a lack of connectivity that takes away the rush of modern times. As with 

international tourists, Patagonia is perceived as the end of the world.  

I think that people come to Patagonia  for its essence. As an example, I love Berlin; the 

city talks. Patagonia whispers remoteness and uniqueness (DT-TP#49). 

A green destination is a place where technology is not important and tourists are 

encouraged to do other things. Destinations with these characteristics are unattractive to 

many people, making them unfrequented and solitary. Figure 6.5 reflects the most 

mentioned words from Chilean visitors when referring to remoteness and isolation. The 

lack of people, inaccessibility and no communication are clearly mentioned in the 

definition of a green destination.  

                                                 
14 American conservationist who bought and conserved over 2 million acres of wilderness in Chile and 

Argentina with the purpose of rehabilitating and creating protected areas. One area was in Aysen Region 

and is part of private-public project to transform it to a national park. 
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Another example is Chiloe Island. Being an island allows it to remain unaltered, 

pristine, not overexploited or artificial.  

I think that Chiloe is one of the few places in Chile that is green. The fact that it is 

separated from the continent makes it an isolated place (DT-CH#28). 

 

Figure 6.5.  Frequency of words related to isolation and remoteness by domestic 

visitors. 

In addition, this group of participants mention that the island’s small rural 

villages enhance isolation, as “the fact of having an important supermarket store breaks 

the concept of remoteness” (DT-LL#21).  

Chileans are aware that Chiloe Island is subject to a project of building a bridge 

between the island and the mainland. They understand the need of locals to be more 

connected but fear the effects the bridge will have on the island if its use is not 

regulated. They argue that remoteness ensures a special and authentic culture and the 

island would lose its characteristic of isolation. However, tourists express some 

inconsistencies between their green image and expectations in Patagonia.  

First of all, Chileans perceive there is no general culture in terms of 

environmental care. Projects are not successful because strategic managers do not know 
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how to regulate them. They also expressed that Chilean tourists, in general, do not know 

how to live in contact with nature as they need technology, and consequently choose 

places where levels of connectivity do not affect service quality. As a result preferred 

destinationsbecome overpopulated sites and dirty. This sentiment is especially 

highlighted in the Lake Llanquihue Basin, where “Puerto Varas will end up being from 

a beautiful city to mass accommodation destination” (DT-LL#14).  

6.4.2 Environmental management performance 

Domestic tourists believe green destinations use natural processes, and point to 

how well buildings blend into landscapes. For Chileans, this integration is one of the 

main components of GDI. A “green destination means to enter nature, where the 

architecture ‘plays’ with the surroundings without intervention” (DT-LL#8).  

a. Architecture 

Architecture has a role in GDI in two respects: environmental intervention and 

aesthetics. “The infrastructure and architecture can't have an impact on the 

environment. It must be in harmony and you ideally can't tell it is there” (DT-CH#26). 

The design should be harmonious and the construction should not have a negative effect 

on the ecosystem, but should instead deliver a message of a pristine and unpolluted 

destination. 

I love beautiful lodges and hotels, made with wood, stones, adobe. Beautiful places and 

well decorated, natural, with local material. I think that is green (DT-AY#37). 

 Tourists’ perceptions depend on the material used for construction, on the 

simplicity of the design and on the size or number of buildings. For example, they 

expect a rustic design made from natural and native material such as stone, wood 

bamboo or adobe. These constructions seem to comply with the ecosystem without 
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interrupting it. While most participants visited Huilo Huilo Biological Reserve for the 

design of the lodges, they valued integration to the landscape and noticed that walkways 

were raised above ground, providing an environmentally friendly message.  

Similar to international tourists, Chileans also differ in terms of green 

perceptions of architecture. While some had the perceptions of environmental 

compliance, others could tell the difference between aesthetics and environmental 

impact.  

It looks as if someone took external elements and installed them in there. It is 

evident that they integrate this to the landscape, but I am not sure if it follows the 

place's natural pace (DT-LL#8). 

Domestic tourists mention that low development, no pavement, rural and small 

infrastructure would comply with being green. Green accommodations are perceived as 

being basic structures, like domes, located in small villages with no fancy buildings. 

Still, participants think Huilo Huilo is green in spite of its size, and consider the resort 

to be kind and caring.   

b. Eco-friendly practices 

Chilean respondents mentioned low-impact practices but thought they do not 

define a green destination. Instead, a natural process such as using renewable natural 

resources and other “old school” elements delivers a powerful green image.  

 In general, tourists mention recycling, no-plastic initiatives, green rooftops, 

compost systems, water management and towel reuse as relating to being green. They 

also speak of community energy, carbon footprint and rationalization of energy. 

However, waste management and the presence of waste bins are important symbols of 

greenness, and were strongly missed in Huilo Huilo Biological Reserve and Carretera 
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Austral. Pristineness may deliver the sense of cleanness, but the lack of waste 

management made them think that defining Patagonia as a green destination should be 

reconsidered. Participants claimed that “it is basic to have waste bins… if there are no 

bins, tourism should not be offered” (DT-AY#42).  

Figure 6.6 provides the word frequency when asked about EMP, reflecting that waste 

and water management are top of mind.

 

Figure 6.6.  Word frequencies for Chileans talking about EMP. 

 Tourists judge greenness according to what they see. Not all destinations 

promote their green performances, so participants reflect more deeply on the meaning of 

a green destination once they start talking about EMP. 

In terms of Torres del Paine as a green destination, the truth is that I don't know. 

Yesterday I was thinking about logistics of bringing all the food, or how this place 

was built, what impact did it generate.  I have no idea how sewage is handled or 

where everything ends up. So I couldn't tell you if this is a green destination. Even if 

it's in the middle of nowhere, I'm not sure. And even though in the park you see 

begging you not to throw garbage I think that is basic. I would say that Explora 

hotel is green, although I have no idea what they do to be green (DT-TP#51). 
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According to this group of tourists, a green destination is self- sustainable. 

Natural energy, such as solar panels and windmills, and the existence of organic 

processes like vegetable gardens are features that reflect greenness as an indication that 

“going back to old school, there is less human intervention” (DT-LL#21). For example, 

some participants mentioned farms where food is taken from the same site establishing 

that what is organic and local are symbols of greenness.  

 Chepu Adventures and other local accommodations on Chiloe Island were 

identified as self-sustainable for using natural sources of energy. Tourists from 

Carretera Austral, in turn, noticed extraction of wood from dead trees, which gave the 

message of self-sustaining in an ecological way, through protection and preservation of 

forests. 

c. Protected areas 

Chileans link private and public protected areas to greenness. They perceive 

Patagonia as green because “a green destination has to do with reserves and knowing 

about them” (DT-HH#1). Protection is important because tourists can become aware 

through codes of conduct and other regulations, such as visitor management. In 

addition, experiencing protected areas, like Huilo Huilo Biological Reserve, Carretera 

Austral or Torres del Paine, and learning about them becomes an attractive and novel 

way of spending holidays. According to some, “there is not much regarding protected 

areas in Chile and for that reason tourism has developed differently in this area. And 

that's important” (DT-HH#4).  

However, some Chileans express that public authorities and CONAF are not 

concerned for cleanness, suggesting a gap between how tourists and park managers 

expect of a green destination. 
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6.4.3 Culture 

Interviews reflect that Chilean tourists look for cultural authenticity in 

destinations that claim to be eco-tourism sites or green.  

The north of Chile also has a characteristic that is not green but could be 

considered green from an ecological and conservation perspective; you have the 

Aymaras15 and all that (DT-AY#36). 

For Chilean tourists, greenness is linked to culture in two ways. First, traditions 

are related to nature. For example, people say Chiloe Island is green because “the south 

of Chile has a general identity synchronized with landscape” (DT-CH#26). This means 

that tourists value local people and that their daily traditions do not affect the 

environment. Second, these traditions must remain untouched by foreigners so that 

locals live according to their heritage.   

Evidently, there are some areas like Castro, but in general, Chiloe is for me a green 

destination, people live in accordance to this lifestyle, their culture... it is authentic. 

That's what I know about green (DT-CH#23). 

As with international tourists, traditions, mysticism and architecture lead 

Chileans to perceive Chilotan culture as authentic, which is related to green. 

Architecture should communicate the destination’s cultural identity, as these buildings 

were made by and for local people’s survival. They are based on the weather, the type 

of climate and traditions.  Chiloe Island’s architecture and churches are made of native 

material and deliver a unique identity. However, a controversial shopping centre built in 

the middle of the historic town diminishes the perception of greenness. Tourists from 

Carretera Austral, in contrast, have opposite opinions on this destination’s architecture. 

Some participants found lodges made of natural materials yet not local and metal sign 

                                                 
15 Indigenous people from the North of Chile 
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posts. The mix of materials and designs does not deliver a coherent image or identity, 

such as Argentinean Patagonia. This confirms how architecture not only communicates 

integration to the landscape but to authenticity. A participant architect stated that “this is 

the result of the lack of culture of people, who did not follow what their ancestors did, 

because of timings or money issues” (DT-AY#35).The Llanquihue Lake Basin is not 

perceived a green destination because of its infrastructure and development.  

Puerto Varas is a tasteful city, in terms of built features and preservation of these old 

German houses but it is not a green destination (DT-LL#8).  

Besides including authenticity and the importance of native and local material in 

traditional architecture, domestic visitors emphasise local products as direct symbols of 

environmental care and authenticity.  For them, “eco needs to be embedded in a place 

where things are produced locally” (DT-LL#21).  

 In Huilo Huilo Biological Reserve, tourists expressed the importance of 

sustainability after learning onsite about community integration and education 

programs. They became more aware of local culture and people and the significance of 

understanding the environment. These educational experiences are perceived to be an 

important link between tourists and destinations.  

6.4.4 Health 

 Chileans use the concept of health to refer to a reciprocal relationship between 

visitors and green destinations. On one hand, a healthy atmosphere relates to 

environmental quality and preservation of a destination’s authenticity. For instance, 

people defined Mitico Puelo Lodge, close to Lake Llanquihue Basin, as a healthy 

destination because, beyond being pristine, its identity is respected. On the other hand, 

healthy tourists are needed to maintain a green destination. The relationship between 
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tourists and places is established through outdoor activities and the effect these have on 

visitors. 

d. Activities 

A green destination delivers activities that have a message about nature: “where 

people can do ecotourism. Eco-tourism is a good way of knowing places and taking 

care of them” (DT-AY#42). These kinds of awareness activities were found by Chileans 

staying in Chepu Adventures, Chiloe Island, Mitico Puelo in Tagua Tagua Park near the 

Llanquihue Lake Basin, and the Carretera Austral. 

The insertions of these places look or make you feel that are respectful towards 

nature and the surroundings. You realize through details, you notice right away when a 

place is “placed” as if it was a canapé on a tray or when is integrated. The activities 

themselves show you how the hotel interacts with the environment. If you go to Tagua 

Tagua Park to hike you need to clean up your shoes for the Dydimo16 (DT-LL#14). 

Other activities that enhance the natural setting, such as hiking, biking or climbing, 

make tourists feel peaceful, out of the urban rush and, at the same time, overwhelmed 

and small. Chileans believe they look for adventure tourism because an “active” nature 

delivers disconnection, which is what they ultimately want to achieve when choosing 

this kind of destinations.  

e. Outdoor experience  

Tourists are attracted to natural destinations for their emotional effect. In 

general, the first effect of nature is disconnection through peace and quiet. This 

disconnection allows tourists to become aware of what they see when watching wildlife 

or of what they hear, when listening to the rivers or the wind. 

                                                 
16 Species of algae considered invasive in Chile as it can affect stream habitats and sources of food for 

fish. 
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Others describe introspection, expressing “this kind of connection with nature 

generates emotion” (DT-TP#49). More than one Chilean cried with emotion. In 

addition, a participant believes that her visits to destinations such as Patagonia or San 

Pedro de Atacama 17 have made her become more concerned and change her behaviour. 

I feel I have so much to say about this destination, it had a major impact; it changes you 

I want to come with my daughters so I'm talking to the guides to see if a seven year old 

can come here. I want to come back (DT-TP#52). 

 In a way, green destinations change perceptions. Visitors come from cities, from 

where they feel in control, and realize that being in contact with nature is accepting 

there is something bigger. The weather and the winds diminish the feeling of power and 

people have to adapt to an erratic and free-willed nature. 

It is impressive, it makes you feel small. This place gives you a cosmic perception. In 

emotional terms, it makes you reconsider your life in the city, you feel so ‘important’ 

and [in]such a protagonist role and you come here and you are an ant. It is very special 

but in a positive way. There is a before and after (DT-TP#52). 

 These emotional states are produced by nature and magnified when being in an 

isolated, remote area.  In addition, Chilean visitors appreciate how tour operators and 

land managers attempt to improve this virtual cycle through education strategies. 

6.4.5 Education 

Tourists who have been to places with codes of conduct and LNT messages 

comment how some parks do not allow bottles or alcohol, considering them green 

destinations. 

                                                 
17 Desert destination in Chile 
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Ecological may also imply that [it] makes people learn something of the 

environment... maybe ecological is also educational (DT-CH#26). 

 Domestic visitors value places with rules to follow as they believe green 

destinations should deliver learning experiences, especially to children. Tourists 

appreciated Huilo Huilo Biological Reserve and Torres del Paine for what they learned 

about wildlife, culture, sustainability and EMP. They also noticed that trails promoted 

an environmental culture through LNT signposts and interpretation signs, and that 

Carretera Austral had signs along the highway to warn tourists about Huemules.  

Environmental recommendations are stronger symbols for preservation and low 

intervention than certifications. 

You can't even move a stone; I think this is what happened to me here. I felt that 

by moving anything I would produce a big impact. You get this implicit idea 

about how much you can interfere with nature and how much you can harm it 

(DT-TP#52). 

Tourists expect environmental messages. In fact, some participants in Huilo 

Huilo expected more information and interpretation signs. Because of this, Chileans 

mentioned the role of guides, who in addition to guiding should deliver information 

with enthusiasm and motivation.   

Expected content goes beyond environmental awareness. Tourists in Huilo Huilo 

Biological Reserve were surprised to learn how the private park involves the local 

community. After experiencing the destination, they valued the importance of tourism 

as an educational tool to make the local community become guardians of the place. This 

educational effect is also important for tourists in private parks near the Lake 
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Llanquihue Basin, as they believe education can change tourists’ attitudes and 

behaviour.  

The relation is so different, if the local tells you what can and cannot be done 

you comply, you empathize, you integrate respectfully, the man tells you his story, and 

it’s his history, his blood, his family, his life (DT-LL#14). 

Besides learning from direct campaigns of interpretation and education awareness, 

domestic visitors have learned about Patagonian sites through external factors, such as 

the hydropower station controversy and the “Patagonia without dams” campaign, 

suggesting the importance of autonomous sources in making people environmentally 

aware.  

In addition, the presence of international visitors doing eco-tourism has a big impact 

on Chileans’ GDI perceptions.  Chileans recognise there is more concern because of 

“foreign visitors that are more educated in this subject” (DT-LL#19). This confirms the 

industry’s perceptions that Chileans follow trends, reflected in a successful campaign 

from “Chile es Tuyo”, which promoted an international tourist travelling through 

natural landscapes of Chile.  Moreover, this suggests tourists make up the atmosphere of 

a destination. According to a participant in Torres del Paine, foreign tourists used to be 

disrespectful and left garbage all around. The park did not have zoning or codes of 

conduct. Now the park seems to be well managed and tourists are respectful. However, 

the number of visitors still diminished her perception of greenness. 

6.4.6 Credentials  

 Chilean tourists do not include eco-certifications in their perceptions of 

greenness. They do not find them useful as they either perceive certification is done for 

international eco-tourists or do not know about the certificates. Such is the case of the 
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Llanquihue Lake Basin and the GSTC certification. However, one participant in Huilo 

Huilo Biological Reserve named the Black Forest in Germany and the Grand Canyon in 

Arizona as examples of green destinations, spontaneously mentioning eco-credentials as 

the reason for believing this.    

Chileans do highlight credentials such as land labels in national parks, such as 

Biosphere Reserve, or protected areas such as RAMSAR wetlands. “I don’t give any 

importance to certifications but I think it is valuable when destinations are Biosphere 

Reserve” (DT-CH#27). 

The credential with a bigger effect on Chileans is the 8th Wonder of the World 

Award given to Torres del Paine National Park in 2013. Some tourists acknowledged 

that the award was a big motivator to choose the destination, because it delivered the 

message of being a natural spectacle and not man-made. This reflects the success of 

DMO campaign.  

I mean I came to Torres del Paine, because it is the 8th Wonder of the World, it is in 

our own country and we did not even know it, everyone is talking about it (DT-TP#52) 

6.5 Perceptions of Chileans who have not experienced Patagonia 

Chileans who have never visited Patagonia perceive a green destination as 

reflecting its literal meaning. However, one interviewee claims the green concept has 

shifted.  

I think Patagonia is absolutely a green destination, I think that San Pedro de 

Atacama can also be a green destination. A green destination for me, for the 

implication that the word green has nowadays, doesn't mean being surrounded by green 

but it is related to environmental care and social responsibility. Green is not a tree; it is 

protection, care and affection towards what you have and what surrounds you (NP#5). 
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As expected, sources of information are the same as for domestic visitors. They 

have heard of Patagonia through friends and social media but do not choose to travel 

there because of other motivations. Although they are aware of Patagonia’s 

environmental quality, the eco-friendly practices are not known by all, and their 

perceptions are principally based on aesthetic intervention of architecture. 

6.5.1 Environmental quality 

Patagonia is defined as natural beauty with “very big trees, very dense, fiords, 

fast flowing rivers, crystalline lakes” (NP#2). This diverse landscape and vegetation 

makes these tourists associate Patagonia to a green destination, unlike other natural sites 

such as beaches or deserts. For most participants, a green destination is a natural place 

embedded in forests, with almost no intervention and no visual impacts, reflecting a 

clean and tidy landscape. 

Patagonia is perceived as a place where people “expect lakes and volcanos but 

there is so much more. I would really say with no shame it is the most beautiful place in 

the world, as a promotional slogan” (NP#5). According to many participants in this 

group, tourists look for beautiful landscapes, and the Chilean side of Patagonia delivers 

this perfectly.  

There is a general recognition that the beauty of the landscape is provided by its 

unexploited condition and efforts to preserve its original nature. Different 

environmental campaigns such as “Reforest Patagonia” in Torres del Paine or 

“Patagonia without dams” in Carretera Austral are well known by all, providing 

information about its fragile ecosystem.  

Participants describe a green destination as isolated, pristine, having no people, 

and disconnected. “A destination is ecological and is taken care of in terms of 
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environment, when it is not overcrowded. The fact of being a very populated destination 

makes the impacts hard to manage” (NP#2). 

Patagonia’s reputation makes them think it is a unique place with unexploited 

nature.   

“This is what makes it attractive. If you go anywhere else in the world, 

everything has been seen, but I feel that Patagonia still has many places that are 

unexplored so I feel there are not many people. That is an attraction, getting to 

new places that not many people know about (NP#3). 

Preservation also implies a small-scale infrastructure in terms of civilization, 

with no cables, nothing heaped and almost no buildings. Participants consider that 

places with civilization such as Puerto Varas in the Llanquihue Lake Basin are not 

green. They perceive Carretera Austral as greener than Torres del Paine, as the park has 

more infrastructure. This may be related to what park rangers expressed; Torres del 

Paine is perceived as being full of hotels.  Still, this group of Chileans believe that hotel 

infrastructure should not have an impact, which leads to the importance of architecture. 

6.5.2 Environmental management performance 

 As this group of participants have not been to Patagonia, they are not familiar 

with existent eco-friendly practices and mostly perceive low impacts through 

architecture. Tourism accommodations should be small cabins made from natural 

materials, a style that delivers the message of care for nature.  

Good or bad, the use of material such as wood and rock gives the perception that 

everything is more natural and it gives warmth. If it is a block of cement, even though it 

is beautiful in the architecture sense, it creates an impact as if it is something that was 

put over there and not as something that belongs to the place (NP#2). 
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Architecture that blends and is aligned to the landscape reflects low 

environmental impacts. In addition, constructions should compensate the use of 

resources. A good example is what Chileans know about Huilo Huilo Biological 

Reserve, which seems to be built from nature, without visual impacts on the 

surroundings. Torres del Paine, in contrast, is perceived to have more buildings than 

other national parks, but this group of interviewees perceive hotels to be eco-friendly as 

some are old estancias that respect traditional architecture and reutilize what is already 

there. 

In general, Patagonia has an “architecture that complies with the landscape, 

does not have an impact and [is ]are not invasive; knowing a little about the south of 

Chile, though” (NP#6). 

The difference between most onsite participants and this group is the emphasis 

they put on comfort. Small infrastructure and civilization may help to magnify an 

experience in nature, but green initiatives will not be preferred over good service.  

Besides visual impacts, a green destination should provide nature-sourced 

energy, such as solar panels or wind power systems. However, windmills have a visual 

impact on the landscape so some do not consider them green. These participants also 

value energy efficiency and places with limited power. They believe some destinations 

in Patagonia have natural energy and limited power, giving them the perception of 

greenness. Water management, water recycling, towel washing and sewage are also 

mentioned together with waste management. Like domestic visitors, this group 

mentions that recycling and presence of waste bins are not common in Chile, making it 

a dirty country. Green technology, eco-friendly transportation and carbon footprint are 

highlighted to help minimise impacts, along with reforestation and compensation 

programs. This perspective reflects that Chileans are familiar with eco-friendly 
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practices, and that choosing green is only a matter of motivation. 

Participants are aware of private conservation projects such as the Douglas 

Tomkins Foundation and Tantauco Park18 in Chiloe, and appreciate that these are 

“giving the chance to go to a place and maintain large areas that could fall in other 

hands” (NP#2). These projects make participants relate Patagonia to environmental 

protection of forests, highlighting the number of national parks and protected areas that 

tourists can visit. 

6.5.3 Culture 

 Chileans who have not visited Patagonia emphasise traditional architecture over 

lifestyle, using Chiloe as an emblematic example. Even though the shopping centre 

minimises greenness, they value that the island has wooden houses.  

However, they do emphasise the benefits that local communities receive from 

green projects like Huilo Huilo Biological Reserve. Chileans think that learning about 

the land and culture of a destination from locals has a favourable connotation. Green 

projects should defend local peoples’ identity from the effects of negative 

developments, like the introduction of big corporations and multinational brands.  

Something that is not ecological but is related to all of this is the community, the 

locals, as it is part of the ecosystem of the place; so giving jobs to locals could mean not 

having to bring food and supplies from outside (NP#2). 

It is also important that green lodges ensure compatibility of the local culture 

with their own values and the destinations’ claim. This principle suggests the need to 

establish community educational programs and meeting boards so locals and operators 

                                                 
18 Tantauco Private Park is owned by former President Sebastian Pinera and focuses on conservation and 

excursions. It is located in Chiloe Island. This project also had controversies with Aboriginal 

communities. 
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share the responsibility of protection.  

 Cultural authenticity in Patagonia is also enhanced by local food and markets, 

including organic vegetable gardens, the promotion of local ingredients and the 

prevalence of authentic over industrial goods. 

6.5.4 Health 

Outdoor activities, including adventure tourism, make people observe and live in 

nature, so trails and circuits in parks are important in GDI. In addition, activities and 

eco-tourism enable visitors to learn about ecology, and participants expect these 

opportunities from places like Patagonia. “If you are going fishing or to nature 

watching to the south of Chile, there shouldn’t be paper wraps on the ground. It just 

takes away all its value” (NP#5). 

A destination with these characteristics would deliver feelings of peacefulness, 

relaxation, calmness and disconnection. Patagonia in particular would engender 

happiness, curiosity and pride for being embedded in their country. Regardless how 

proud of Chilean Patagonia they feel, or how high their expectations are for learning, 

this particular group has different motivations and realises that this kind of destination is 

not for everyone (e.g., kids). According to them, people who travel to Patagonia are not 

the usual kind of tourist, but are people who appreciate the place for its inaccessibility 

and remoteness, and who are used to interacting with wildness.  This suggests that 

tourists encountered in destinations form part of its image.  

6.5.5 Education 

Participants emphasise that environmental awareness should exist in a green 

destination. Lodges should communicate their environmental practices on their websites 

and an educational culture should be evident onsite. Signposts should indicate how to 
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minimise environmental impacts, codes of conducts should direct people’s behaviour, 

and regulations for buildings should be present at all green destinations.  

For instance I am in Puertecillo19, where everyone is environmentally aware and I see 

the culture sticks to me for a little while... I come back home and I try to stick to some of 

the things, because you realize it is a good thing (NP#6). 

6.5.5 Credentials 

The most well-known eco-credentials are industry certifications such as ISO, 

which are held by some for their professional jobs.  However, no tourism certifications 

were mentioned. While a certified accommodation would be a merit for one participant 

(although he has not seen it), another reflected the industry’s perceptions on Chilean 

tourists. 

I do not know about certifications. What do you mean by that? What are they...Do 

not know anything about them, tell me about them?...More than a requirement, I 

think it is interesting these things are happening, but I wouldn't think of that as a 

requirement.... maybe it is because I am Chilean and we do not have that kind of 

mentality (NP#4). 

Another interviewee stated that eco-labels sometimes give you a wrong perception. 

You can find diaper brands with a green seal...pathetically ridiculous, but 

people believe that Huggies is one of the most responsible companies in 

environmental care. You could think CMPC20 is a green company, and there is 

no other bigger forest destroyer in the South cone, they are even chopping down 

                                                 
19 Chilean surf destination. 
20 Chilean Pulp and Paper Company, one of the biggest in Latin America. It is engaged in integrated 

forest industry. 
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trees in Brazil. But at the end of the day, education should make us realize that 

this company is reforesting (NP#5) 

6.6 Principal differences according to nationality and experience 

 This section presents the main differences among the three groups of 

participants.  The biggest gaps are in their perceptions of Patagonia as a destination 

brand and their motivations to travel. Differences in GDI perceptions show that 

international tourists look into greenness with more detail, expecting more technical 

information. Chileans’ experience, however, does not cause major differences in their 

perceptions of Patagonia or greenness. 

6.6.1 Green Destination Image per group of tourists 

 In general, tourists perceive greenness in isolated, wild, diverse and pristine 

landscapes, through different preservation techniques. All of them are aware of eco-

friendly practices, especially represented by architecture. Authenticity includes local 

products and an outdoor experience means delivering knowledge and affective 

components. Table 6.2 sums up the principal attributions these groups give to each 

green component. 

International tourists perceive Patagonia as green with the exception of Lake 

Llanquihue Basin. Isolated, lonely, pristine and basic places such as Carretera Austral 

and Chiloe Island strengthen this perception despite not fully engaging in eco-friendly 

practices. Huilo Huilo Biological Reserve and Torres del Paine, in contrast, are 

considered green but architecture makes some tourists sceptical. Chileans are less 

experienced in travelling to green destinations; however, they found it harder to claim 

Patagonia as green. For example, Chiloe Island could be green for its authentic 

architecture, which is an attribute that affects Chileans’ green perceptions, but 

development projects threaten this image. In addition, Chileans are aware of the 
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country’s lack of waste management systems and noticed dirty places in Patagonia. 

Although Carretera Austral reflects no building regulations, Chileans perceive it as a 

pristine natural destination with no infrastructure. Moreover, participants who have not 

been to Patagonia believe this makes Carretera Austral greener than the 

emblematic Torres del Paine, suggesting that park rangers may be right to say that 

marketing sources do not transmit greenness. 
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Table 6.2 Summary of perceptions of each group of participants per green attributes 

Category 
Subcategories and 

Codes 
International Tourists Domestic Tourists 

Chileans who have not 

been to Patagonia 

Environmental 

quality 

Aesthetic Diverse, wild Green, beauty, accessible  Green, beauty, diverse 

Preservation 

Technical 

Native forests, no development, 

no luxury 

Inaccessibility is a challenge. 

No people is the most important 

feature 

Native trees, staying rural and 

conservation controversies 

No technology unless it affects service 

quality  

No buildings and 

conservation controversies 

Isolation delivers 

uniqueness 

Environmental 

management 

performance 

Climate/water/waste  

Information on EMP is 

expected 

Disposal bins missing 

Not exclusive to green destinations. 

Energy from old school processes. 

Lodges should be self-sustainable. 

Disposal bins missing 

Aware of them and 

Importance of bins 

Energy efficiency/rationing 

and renewable resources. 

Protected areas 

Chile’s main attribute 

Importance of visitor 

management 

Tourism in protected areas is a novelty 
Chile has many. Importance 

of tracks and trails 

Built features 

Importance of location, basic 

constructions, no luxury 

Worried about amount of  

material 

Basic. They would sacrifice comfort if  

landscape is beautiful 

Architecture blends with the landscape 

and built with native and local material 

Less infrastructure, Green 

means less comfort 

Minimal visual impact and 

use of natural material 

Culture 

Authenticity 
notice fake and exploited 

tourism 

Green respects traditions and reflects 

cultures related to nature.  

Architecture is important 

Architecture is important 

Local 

Community involvement to 

preserve identity 

Food should be local, no big  

brands 

Local vegetable gardens are the "old 

school way" 

Reciprocity between 

preservation, community 

and tourism projects 
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Health 

Outdoor experience  Awareness/mindfulness 
Disconnection from urban rush/change 

behaviour/emotion 
Pride 

Outdoor activities Awareness/mindfulness   
Nature-based activities 

clean 

Education/ 

awareness 

Focus   
International eco-tourists deliver a 

green image. Tourists expect to learn. 

Green destinations only for 

people used to them. 

Strategies Guides should have authority  Guides should be fun 
Websites should have more 

information  

Credentials land labels  land labels/awards awards 

 

Results showed that both Chileans and international tourists claim that a green destination is defined by basic tourism infrastructure and 

services. However, while those who have not visited Patagonia acknowledge they would not trade green for comfort, Chilean tourists stated the 

opposite, which contradicts some visitors’ attitudes toward the lack of services and technology in the area.  

Another difference between international people and those who have not visited Patagonia is that foreign visitors differentiate nature-based 

activities from ecological tourism, whereas the last group would expect a nature-based destination to be clean and pristine.  

 Differences between groups of tourists can also be identified by analysing their perceptions of the five key sites. Table 6.3 reflects the perceived 

pros and cons of greenness of each place, according to nationality and experience. 
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Table 6.3 Crossing results between tourists’ attributes and the five subsites 

  
Los Rios Region Los Lagos Region Aysen Region Magallanes Region 

  
Huilo Huilo Biological 

Reserve 

Lake Llanquihue & 

Surroundings 
Chiloe Island Carretera Austral Torres del Paine  

International 

tourists 

green 

EQ Rehabilitation of 

wildlife 

Wildness and no people 

Culture: Community 

involvement and local 

products 

Educational strategies  

Credentials: Land 

labels 

  

EQ Pristine and rural  

Isolated island, 

uncrowded 

EMP (Chepu 

Adventures) 

Culture: Community 

involvement and local 

products 

 

  

EQ: Pristine and 

wild 

Linked to 

preservation 

Solitude is a luxury 

EQ: Linked to 

preservation 

rehabilitation of 

wildlife 

Wilderness and no 

people 

Wild weather and wind 

are symbols of 

greenness 

EMP: Low-impact 

architecture and 

recognisable green 

practices 

Good trails 

not 

green 

EMP: Contradictory 

architecture 

Luxury 

No information on EMP 

EQ: Development  

Culture: 
Corporations and big 

brands 

EQ: Polluted beaches 

and camp sites  

EMP: No bins 

EQ: Lack of 

maintenance and 

care 

Non-native trees 

EMP: No waste 

management 

Lodges use too 

much heat 

EQ: Crowded 

EMP: Use of heat and 

inadequate building 

material  

Luxury not compatible 

with greenness 
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Domestic 

tourists 

green  

EQ: Inserted in 

nature 

EMP: Integrated 

architecture  

Tourism in 

protected areas 

Culture: 
Community 

involvement  

Education: 
Learning activities 

EQ: Pristine and 

identity 

education: to tourists 

and communities 

through activities 

EMP: Existence of self-

sustainable 

accommodations 

Culture:  Authentic and 

according to nature 

Protection of traditional 

architecture 

Local and organic 

products, no big brands 

Health: Activities for 

awareness and 

disconnection 

EQ: Environmental 

campaigns  

wood obtain from dead 

forests 

remoteness delivers a 

unique culture 

EMP:  Tourism in 

protected areas is a 

novelty  

Health: activities for 

awareness 

Education: Signposts 

with environmental 

messages 

EQ: Reforestation 

campaign-rich 

biodiversity  

Isolated and extreme 

EMP: Strong presence 

of CONAF  

education: : Activities 

for awareness and codes 

of conduct 

Health Respectful 

tourists and presence of 

foreign eco-tourists 

Credentials: 8th wonder 

of the world award 

not 

green  

EMP: No waste 

bins 

Education: 
Interpretation 

signs 

EQ: Salmon industry 

pollution 

EMP increase of 

Chilean tourists 

Credentials:  Unaware 

of GSTC credential 

EQ Polluted sites and 

devastated forests 

Culture: Bridge and 

shopping centre 

controversy 

EQ Non-native trees 

EMP: No waste bins 

Mix of architectural 

elements: lack of green 

identity 

EMP: No information 

on EMP 

Increase of tourists 
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Chileans who 

have not been to 

Patagonia 

green  

EMP: Architecture 

with no visual 

impacts  

Culture: 

Community 

involvement 

  

EQ: Private 

conservation efforts 

EMP: Traditional 

architecture from 

natural material 

EQ:  
No infrastructure  

Education: 

Environmental 

campaigns 

EQ: Reforestation campaign 

EMP and culture: Respectful 

architecture to the 

environment and traditions 

not 

green  
  

EQ: 

Civilization 

Culture: Shopping 

centre controversy 
  

EQ: More infrastructure than 

other parks 

 

International tourists consistently use environmental quality and health – preservation and no people respectively – to classify all sites as green. 

Development and infrastructure definitely put a destination such as the Lake Llanquihue Basin out of the picture, while the two northern sites are 

perceived as green because of their culture and authenticity. This group of participants noted the absence of EMP and were sceptical of greenness in 

luxurious lodges. Domestic visitors, in contrast, related greenness to the aesthetics of landscape. They emphasised authenticity and valued educational 

activities.  

Tourism in protected areas is a novelty, and the presence of international eco-tourists strengthens perceptions of greenness. Development, 

polluting industries and awareness of Chileans’ behaviour in nature prevent participants from thinking of Patagonia as green, but conservation 
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campaigns from environmental controversies have had a positive impact on Chileans 

GDI, including on those participants that have not been to Patagonia. 

6.6.2 Patagonia  

The major distinction between domestic and international visitors and Chilean 

non-visitors is in the way they perceive Patagonia. On one hand, long haul tourists have 

a vague perception of Patagonia. They base their perceptions on landscape (lakes and 

glaciers) and location. Patagonia is identified as being at the end of the world, related to 

isolation and remoteness, some of the most valued characteristics in green destinations. 

They know about it through marketing campaigns and autonomous sources such as the 

National Geographic. For instance, international visitors know Huilo Huilo is part of 

the area because Argentina establishes that Patagonia reaches those latitudes. They are 

aware that this is Northern Patagonia, just as the international tourism campaign of 

Chile promotes. However, not all tourists identify differences between Argentinean and 

the Chilean side of Patagonia. 

LATAM tourists are confused because Chileans refer to Northern Patagonia as 

the south of Chile and consider Patagonia as the two extreme southern regions. In 

addition, Patagonia is defined as the end of the world and an area in the middle of 

nowhere, but destinations in Northern Patagonia do not always reflect isolation. 

Chilean interviewees associate Patagonia with the last region, particularly with 

Torres del Paine, because it is iconic and internationally promoted. According to one 

participant, history reflects that the northern regions do not belong to this area and are 

culturally different. In terms of biodiversity, one participant associates the northern 

regions to Patagonia. However, in general, Chileans know Argentinean Patagonia has a 

different landscape than Chile, making them doubtful of Chilean Patagonia’s frontiers 

and perceiving Patagonia as an Argentinean concept more than Chilean. For this reason, 
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the two first regions are perceived as “the south, but not Patagonia. This is still central. 

People speak of Patagonia as the south extreme” (DT-HH#7). This perception reflects 

what tourism operators mentioned about Chileans’ lack of education on this topic. In 

fact, a family in Torres del Paine did not know they were in Patagonia. 

All of the tourists agreed the destination is an “area that delivers nature, a great 

ecological value and wild weather” (NP#4) and defined the brand according to natural 

elements, such as weather, type of landscape and geographical location.   

A Chilean tourist criticised that Patagonia is a fabricated brand for European 

needs of travelling, while in reality, Chileans perceive it differently.  

I think there's a cultural thing in terms of what is taught about Patagonia. The 

Argentinean side the pampa stereotype, which is the European stereotype. So there is a 

European influence that distorts places.  Things are done based on Europeans, as he is 

the one who will make the long trip, so if the European wants Patagonia and wants 

plains, then Chilean Patagonia is further south... It is the way they sell the place (DT-

HH#5). 

 Regardless, they feel “it is fancier to say I went to Patagonia instead of saying I 

went to the Carretera Austral” (DT-AY#45), which relates to Chileans’ tendency to 

choose what is fashionable and trendy.  

6.6.3 Motivations  

 The other main difference in the three groups of tourists is in their motivation to 

travel. As reflected in Chapter 4 and this chapter, most Chileans move by fashion and 

popularity.  

Torres del Paine is a must... you have to go to that destination, especially living in 

Chile. Mostly because of what this park means internationally. It has this adventurous 



 

 

236 

 

image and it is the typical promotional ad for Chile, along with San Pedro, very iconic. 

I would go today because it is a must; I don't like being the only one that has not been 

there. At the end of the day it is my country (NP#4) 

This quote also reflects that some tourists visited Torres del Paine because they 

realised they had never considered Chilean places to go. They tell foreigners about 

Chile without having been to those places.  

For Chileans, coming to Patagonia meant facing adventure tourism, which they 

are not accustomed to. However, in general, Chileans find destinations like Patagonia to 

be beautiful places surrounded by natural attractions where they can learn. Domestic 

tourists in Carretera Austral were comfortable being in the wild, but most of the others 

talked about getting out of the city, walking in a little town, encountering nature, 

sightseeing, and going to markets or traditional events. They look for activities in places 

with services and food, and are attracted to low-cost comfort embedded in nature.  

Those who haven’t been to Patagonia think it is too far away for their families. 

Others do not want to go because of the weather, or because they are not adventurous or 

are not attracted by the landscape, or because it is cheaper to go overseas.  

In terms of greenness, onsite Chileans stated that green credentials are not a 

reason for choosing a destination. However, when the lodge is aligned to the 

environment they become aware, and when this awareness makes the destination 

prettier, their behaviour changes.  

It would be good to somehow get that information, know how water is being managed. I 

don't know if that would make me come back, but it would make me feel pleased with the 

place and say ‘how cool this hotel is’, I would tell that waste is being managed in some 

way, water is being recycled or I don't know what else. There is something about hotels 
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that have always made me feel uncomfortable; the amount of food, what do they do with 

all of it? So if I knew that the hotel takes care of that issue then yes I'd like that and I 

would tell people about it (DT-HH#1). 

Other onsite tourists instead do not worry about it. “If they wash or do not wash the 

towels won't make any difference and would not become a difference for next time” 

(DT-TP#53). 

International tourists look to connect with nature and reach mindfulness, which 

is their ultimate green destination expectation. They value environmentally friendly 

lodges over luxury because, for them, luxury is nature.  This perspective makes isolation 

and pristineness very important. For example, a Croatian participant chooses 

destinations where the map shows no roads, meaning pure nature. 

Some long-haul participants are environmentally aware tourists and choose 

accommodations according to their green credentials. They are people who think about 

their carbon emissions and worry about the impact of flying to destinations. They have 

been raised in the outdoors and taught to make ethical choices. However, most tourists 

acknowledge that green practices are not a motivation for choosing a place, but eco-

oriented places are attractive.  

6.7 From projection to perceptions of a Green Destination Image  

Findings reveal that, when comparing projection and perceptions of GDI, all 

tourists perceive Patagonia has diverse and iconic natural attractions immersed in 

pristine and wild landscapes, just as is projected. Tourists are aware of its rich and 

preserved biodiversity and expect wildlife encounters. Adventure is promoted by 

linking images of activities to an aesthetically pristine landscape, which especially 



 

 

238 

 

influences Chileans’ GDI. These images complement messages of environmental 

awareness, leading Chileans to expect to learn while performing activities. 

Protected areas are also promoted together with land labels, which are an 

important green icon for all tourists and are more effective than sustainability seals. 

International tourists are attracted to Chile’s vast protected areas, whereas some Chilean 

tourists perceive these areas as offering a new way of tourism. However, all know about 

Patagonia’s level of conservation; long-haul markets look for these kinds of 

destinations, while LATAM tourists learn about it onsite.  

Both groups of Chileans knew about Patagonia and its green attributes, either 

through autonomous sources communicating environmental controversies or through 

conservation initiatives. These sources generated awareness of the destination its green 

condition, making Chileans start to consider protected areas, nature-based destinations 

and ecotourism sites. This response suggests that associating domestic green 

destinations with conservation projects, in collaboration with the media, has a powerful 

effect on tourism. In addition, the domestic national campaign “Chile es Tuyo”, which 

has focused on making Chilean destinations fashionable, succeeded  in influencing 

Chileans who were not interested in nature-based tourism. 

I think that how this was disseminated, I mean we saw this park burning for a month in 

the news; it is kind of good because now everyone is aware (DT-TP#52). 

In general, all tourists know about EMP. Operators use websites to project a 

GDI, incorporating a detailed list of sustainable and green practices. International 

tourists expect this information; however, some participants missed it in destinations 

such as Huilo Huilo Biological Reserve or Carretera Austral. Chileans know about the 

practices but prefer to learn about the destination’s green practices onsite instead of 

reading the information. 
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Architecture is present at both stages of GDI formation as a symbol that goes 

beyond greenness; it represents authenticity and preservation in natural and cultural 

aspects. However, Chileans emphasise traditions and aesthetic impact on the landscape, 

while international tourists’ perceptions include a more profound analysis that requires 

more than promotional images of wooden lodges. Cultural authenticity is communicated 

by showing images of local people and local food – aspects that are highly valued by 

tourists.   

The most emphasised attribute when defining Patagonia and a green destination 

is isolation. This attribute enables a place to be pristine, wild, pure, inaccessible, 

disconnected, untouched, lonely and unique. Tourists experience the luxury of nature, 

the simplicity found outside the urban rush, and the challenge of adapting to nature. 

This is especially promoted by Torres del Paine and represented by images of vast, 

impressive and pristine landscapes. 

The Lake Llanquihue Basin is the most exceptional case, as it promotes 

adventure, pristineness and wildness, iconic natural elements and an authentic lifestyle. 

It also provides environmental content and information about the sustainability seal. 

However, this effort is overshadowed by the existence of Puerto Varas city. This finding 

suggests that there might be a lack of promotion of other more isolated and pristine sites 

around and close to the lake.  Table 6.4 offers a brief summary of sources of 

information that affect principal perceptions on tourists from different nationalities. 
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Table 6.4 Summary of perceptions according to sources 

  Chileans International Tourists 

Sources of 

information 

Environmental controversies 

on the news Nat Geo/ TV Shows/ News 

Chile es Tuyo Campaign 

Marketing Campaigns of 

Argentinean Patagonia 

Awards 

Tourism agencies link to lodge's 

websites 

Perceived 

Attributes 

Traditional and respectful 

Architecture, protected areas, 

beautiful landscapes, 

Conservation\ remote 

Isolation, no development, 

uncrowded, preservation, wild 

   
6.8 Discussion 

 The chapter reflects that the principal differences in GDI perceptions are based 

on nationality and knowledge of Patagonia as a destination brand. The domestic 

campaign promotes separate administrative regions, which makes Chileans relate green 

attributes to these particular regions rather than having an overall GDI of Chilean 

Patagonia as a whole. Stylidis, Belhassen, and Shani (2015) note domestic tourists may 

have a more comprehensive image of a destination. This is true, considering that 

domestic tourists are constant receptors of information about their country, linking 

destinations to contingencies of different matters. It seems that DMOs follow the 

recommendations of Dolnicar and Grün (2016) which is to consider broader regional 

scopes when constructing DI to long haul tourists. However international visitors do not 

differentiate between Argentinean and Chilean Patagonia, while not all Chileans 

recognise this destination brand. Still some domestic tourists recognise Patagonia as a 

place of nature, adventure and solitude manifesting it could be worthy to test a domestic 

campaign based on GDI. Patagonia is proved as an important and powerful brand and it 

can be used as a tool to communicate a green identity and uniqueness (Miličević et al., 

2016). 
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Chileans’ perceptions of green aspects in the Chilean Patagonia brand are 

influenced by knowledge of faulty waste recollection systems or of Chileans’ lack of 

environmental culture. The interviews also show that organic and autonomous sources 

that deliver information on temporal environmental or situational eventualities influence 

perceived destination image (Govers et al., 2007).  Chileans are aware of the important 

impact of the media in shaping Chilean Patagonia’s image regarding environmental 

aspects, as shown in similar studies from Salvatierra and Walters (2016). While the 

authors state that the media will often ‘sensationalize’ issues to increase readership and 

that political and environmental controversies cause negative image, this thesis shows 

that the negative image is not on the destination itself, but on institutions. Moreover, 

environmental controversies covered by the media did create a green image, delivering 

knowledge and forming a positive attitude towards Patagonia, regardless if tourists 

choose to go or not. Interviews to all visitors express motivations to visit Patagonia 

before it disappears, agreeing with Coglhan (2012) who referred to as “last chance 

tourism” (cited in Salvatierra and Walters, 2016).  

 Besides the media, other autonomous sources that could form a positive image 

of Patagonia should be considered by DMOs. For example pop culture and reality TV 

are perceived as credible and capable of changing perceptions through audience 

involvement (Fu et al., 2016; Lee & Bai, 2016). In the case of Chileans, who are 

recognised as highly influenced by popular trends, linking green tourism with popular 

TV shows, such as soap operas or reality shows, could become a potential changer in 

terms of environmental knowledge, affection and behaviour. 

 There are common traits between international and Chilean people when 

defining greenness. Differences depend on the emphasis and depth each group puts into 

attributes.  Environmental quality is important in terms of aesthetics and preservation, 
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including protecting places from development. Chilean participants talk about 

maintaining what is rural – but not trading this for comfort – while long-haul tourists are 

more extreme and talk about pure nature, no luxuries.  Food and architecture are both 

symbols of greenness and authenticity, and are used as signs of purity, eco-friendliness 

and local enhancement. Environmental management performance is described by all; 

however, internationals expect information about it, while Chileans apparently enjoy 

learning about it during onsite activities. Still, both groups of tourists noted the absence 

of bins, which clashes with the strategy of making tourists responsible for their own 

waste.  Another common characteristic, mentioned in every group, is a healthy 

destination. In this, they emphasise pristineness, cleanness, isolation and its effects – no 

people, no access, no technology – and activities for awareness, disconnection, and 

preservation.   

 It seems that all tourists understand greenness in similar ways but on different 

levels. For long haul tourists, especially younger tourists, green and luxury do not 

necessarily go together. As Line & Hanks (2016) described, luxury means more of 

everything; therefore, less luxury does not change international tourists’ attitudes or 

green behaviour. Some Chileans would not trade comfort for greenness, which is 

something many park rangers and lodges reference. Chileans feel that as they are paying 

they should be free to behave however they choose. 

 Visitors in Chilean Patagonia also coincide in their interest and association of 

culture to greenness. For some, mostly long haul tourists, cultural authenticity came 

hand in hand with social development (community involvement) and the importance of 

not stereotyping culture (Seiver & Matthews, 2016). Similarly, Chileans value 

encounters with locals and their traditions, which has been studied as a powerful 

developer of place attachment by Reitsamer et al., (2016). Thus, DMOs should organise 
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green destinations to host events with local people and facilitate experiences that 

involve local traditions. The important finding is that tourists, in general, are interested 

in knowing about local peoples’ everyday life and are not confusing cultural 

authenticity with cultural origins (Stepchenkova & Zhan, 2013). 

 Authenticity became a very powerful word during this investigation, not only in 

terms of culture, but also in terms of integration and no intervention. The literature has 

provided information on how authenticity determines destination image and place 

attachment, as it has become a motivator for travel. This is especially true for 

international tourists in nature based destinations, where authenticity impacts both 

cognitive and emotional evaluations (Jiang et al., 2016). While all tourists in Chilean 

Patagonia refer to authenticity, there are a couple of European tourists who mention the 

importance of avoiding “fake tourism,” with a connotation to objective authenticity. 

However, most tourists talk about what previous studies refer to as “existential” 

authenticity, the most appropriate approach to study authenticity (Jiang et al., 2016; 

Wearing, McDonald, & Ankor, 2016). Existential authenticity refers to the significance 

and perceived genuineness in the visitor experience, including an effect of openness, 

self discovery and modification of self identity (Jiang et al., 2016; Manhas et al., 2016). 

Authenticity thus, becomes a process of interaction between the tourist and the place. In 

spite its environmental failings; Chilean Patagonia seems to be perceived as authentic 

and green. 

International tourists seem to describe a green destination as a more interactive 

experience, where everything is nature, in nature and for nature. Authenticity and 

culture are important highlights as well, that speak of a more ethical kind of tourism; 

however, the importance relies in how pristine and conserved the place is. For instance, 

they come to Chile for the amount of protected areas existing in the region; whilst not 
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all Chileans are aware about this. Instead, domestic visitors were influenced by 

environmental threats and “last chance tourism” ( Coglhan, 2012,cited in Salvatierra 

and Walters, 2016). 

In addition, long haul tourists clearly differentiate a nature based destination 

from an ecological site. An aesthetically beautiful landscape does not mean authentic or 

respectful and may attract mass tourism. Green destinations have no people, no luxury 

and nature delivers mindfulness about the environment and the planet. This group of 

tourists were worried on quantity; for example, the amount of buildings or the amount 

of resources used to build the lodges.  

Chileans visiting Patagonia are attracted to a green destination to get close to 

nature. For them, a green destination is a nature based destination, where isolation is 

important for disconnection. However, some Chileans (both visitors and not) reflect 

their unwillingness to compromise services over “being in the middle of nowhere”. 

Chileans believe EMP does not define a green destination, whilst going back to basics 

and to “old school” processes are symbols of greenness, giving examples of self-

sustaining farms. Architecture is another symbol of greenness and authenticity, but they 

are more concerned of the quality of buildings, meaning the kind of material used, how 

it follows the geography and how it blends with the landscape. If the lodge is green and 

beautiful, Chileans become more aware about greenness. Chileans expect to learn 

onsite, through activities, interpretation and codes of conduct.  

Chilean people who have not been to Patagonia are not so interested or 

motivated to go. However, they define a green destination similarly to other Chileans, 

putting a bit more emphasis on aesthetically green landscapes and the role of locals in 

preservation of nature, culture and tourism.   
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A large quantity of destination image studies attempt to understand determinants 

and strengths of its psychological components; that is, cognitive, affective and conative 

aspects. Also, destination image has been studied in terms of impact on attitudes, 

perceived behavioural control and travel intentions (Park et al., 2016). However, there 

are inconsistencies in results, as reflected in the fact that for some authors, cognitive 

appraisals are stronger in DI for less knowledgeable tourists, while for others defend the 

idea that knowledgeable tourists look for more information. In this study, more 

knowledgeable tourists about green destinations and about Patagonia –usually long haul 

visitors- expressed the “existential authenticity” found in pristine and undeveloped sites, 

thus showing that affective image becomes pivotal when tourists become familiar with 

the destination (Stylidis & Belhassen, 2017). Domestic tourists described “epiphanic” 

experiences (Wearing et al., 2016). Chilean visitors understand the essence of the 

destination while on site and the impact on their intentions come from autonomous and 

popular sources. As many of them are limited by time and financial resources (Karl et 

al., 2015), Chileans look for cheaper and more accessible choices.  In this sense, 

everything else related to the destination is considered in a more superficial way. They 

expect to learn from the destination onsite and risk feeling overwhelmed with 

information when there are too many alternatives of attributes exposed to them 

(Rodríguez-Molina et al., 2015).  

The cognitive, affective, and conative appraisals of a GDI are also linked to the 

development of tourists’ environmental knowledge, sensitivity and behaviour. This is an 

important association as tourists with high levels of knowledge of green tourism are 

more likely to enjoy the environment and develop positive attitudes and affection 

towards the destination. This, in turn, impacts place attachment, identification and 

positive behaviour (Cheng & Wu, 2015). Grimwood et al., (2015) showed that in a 

destination similar to Patagonia, tourists formed a deep sense of respect after 



 

 

246 

 

experiencing pristine nature. Park et al. (2016), in turn, adds that attitude, subjective 

norm and perceived behavioural control as important influencers in behavioural 

intention. In this sense, environmental sensitivity becomes essential towards green 

behaviour. Moreover, emotional experiences provide hedonic value in ethical tourism, 

becoming a motivator for tourists (Malone et al., 2014).These deliver notions of 

responsibility within tourists’ enjoyment through observation, without involvement or 

interference (Grimwood et al., 2015) . The development of environmental sensitivity 

and affection towards the destination needs to take into account more than tourists’ 

levels of environmental knowledge and consider other determinant factors. 

The three groups are differentiated by motivations. Stylidis et al. (2015) state 

international tourists perceive a destination as more unusual than domestic tourists do in 

terms of its novelty. In a way, this is true, as they look for places with unique green 

attributes, isolation and no people. Long-haul tourists come from developed countries 

with environmental awareness and look for destinations with ecological value. They do 

not consider eco-certifications because they perceive they cannot trust them, but 

credentials such as land labels provide them with information on protection, 

preservation and level of development in the site. Chileans do not follow certifications 

as most of them have never seen one. They follow awards such as the 8th Wonder of the 

World, which symbolises a “must go see” beautiful and unique natural place. 

Chileans are motivated to experience green destinations because campaigns say 

“it is a must”, but green destinations are a novelty for them. However, they are familiar 

with EMP and conservation, indicating that motivations should be targeted differently, 

perhaps by relating effects of nature with ecology, emotionalizing technical information 

through feelings of pride or making green something “fashionable”, which is a powerful 

component in the campaign “Chile es Tuyo”.  
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 It is important to clarify and as a reminder, even though interviews in chapter 4 

speak of mass tourism for domestic and Latam visitors and tourism of special interests 

for long haul tourists, the industry recognises different market segments within Chilean 

visitors. Magallanes and Aysen Region are visited by more environmentally aware 

Chilean tourists with higher educational levels and more interested in 

cultural/educational tourism (Karl et al., 2015). The principal domestic campaign targets 

a broad spectrum of the  middle class who is looking for destinations for rest and 

relaxation Long haul tourists, in turn, are usually driven to take a longer trip to Chile 

and South America, to enjoy the large natural spaces and indigenous culture. To be able 

to impact tourists environmental sensitivity and minimize visitors’ responsibility to be 

environmentally friendly and choose green products (Rex & Baumann, 2006), there 

should be an improvement of persuasive communication in matching messages to 

tourists’ beliefs, norms (Hardeman et al., 2017) and culture.  

Another finding that agrees with Yang (2016) is that long haul eco-tourists have 

an important impact on Chileans’ GDI of Patagonia. Most importantly, they co-create 

the social environment of a destination and positively influence other visitors on their 

onsite behaviour. Therefore, it is recommended to the industry to encourage travellers’ 

interactions and cultivate tourist to tourist interactions. 

Some authors believe that green tourism is emerging into a mainstream tourism 

market (Miller et al., 2015). If that is true, the industry’s communication strategies 

should consider visitor management in parks, waste management and changing the 

emphasis of the current content in promotion strategies. According to Wehrli et al. 

(2014), persuasion does not depend on giving tourists more information about 

sustainability, but on reaching Chileans on an emotional level. Domestic tourists are 

influenced by the affective component of image (Stylidis et al., 2015), which may be the 
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reason autonomous sources are the main source of information and motivation to go to 

Patagonia.  
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CHAPTER 7-INTEGRATED MODEL OF GREEN DESTINATION IMAGE 

7.1 Introduction  

 The purpose of this study is to understand GDI by addressing its formation, 

components and determinants. Throughout this thesis, GDI has been defined and 

understood through a proposed a model based on two streams of knowledge – 

destination marketing and green tourism – and has been examined in terms of its 

formation of the process. The key research question – what key components of 

destinations contribute to a green image formation? – is divided into four sub-

questions:  

1. What factors are considered by tourism industry stakeholders to constitute greenness 

of a destination? Why are these factors chosen and/or emphasized? 

2. What factors are used by destination and tourism marketers to create a green image of 

the destination? Why are these factors chosen and/or emphasized? 

3. What factors are perceived by tourists as contributing to GDI?  How is the image 

formed and how does these relate to the development and marketing processes 

identified is sub questions 1 and 2? 

4. What are the main points of similarity and/or differences between the stakeholder 

groups? If differences exist, why is this the case?  

The next two chapters aim to answer the fourth question and provide a way to 

integrate and contrast the findings from the various stakeholder groups. The questions in 

this thesis provide the logic for the development of the research process. No previous 

research has investigated perceptions of greenness at a destination level, and although 

green is an increasingly used concept in many industries and disciplines, including 
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marketing and tourism, no other author has proposed the existence of GDI or published 

an in-depth examination of the concept.  

 The thesis title, “GDI: construction, projection, perceptions”, is a direct and 

simple summary of what this construct entails. Given that GDI had not been defined in 

the literature, this study starts by reviewing the literature of destination marketing, 

destination image and green tourism, incorporating eco-certification programs from the 

industry and establishing a valid theoretical framework that depicts GDI formation. The 

combination of the two streams of knowledge is presented in the GDI formation model 

which applies greenness, sustainability, ecotourism and environmental certification 

criteria to three components, three information sources and three stages of DI. Figure 

7.1 revisits the proposed framework. 
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Figure 7.1 Model of GDI formation
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The model is the first step toward understanding GDI. It highlights the need to 

examine DI components and determinants from the beginning of the destination 

marketing process. These components include construction, where the strategy is 

designed according to the destination’s identity and tourism products; GDI projection, 

where destination marketers promote the identity to position the destination as green 

through induced sources; and tourists’ perceptions, considering third-party information 

sources and personal features such as background and experience.  

   This framework is tested using five key sites in Chilean Patagonia as a case 

study. Green tourism literature and eco-certification criteria were guidelines for 

choosing this particular destination as a valid context for research. Through multiple 

qualitative methods, namely interviews and content analysis, data were collected 

from145 respondents from the supply and demand sides and 37 induced sources and 

were later analysed using coding methods.  

 Findings have been presented following the logic of Figure 7.1. The current 

chapter summarises the main findings for subsequent integration into a simplified yet 

comprehensive illustration of GDI formation.  

7.2 Major findings across components of GDI 

7.2.1 Greenness exists and is important in destination marketing 

The new model of GDI looks at image components across stakeholders, stages, 

sources and themes. Findings reflect that greenness is significant at all stages and for all 

stakeholders. When participants define a green destination, interviews reflect that their 

perceptions include natural and cultural aspects of the destination. The code tree is 

formed by five categories within the themes of natural and human/social environment – 

namely, environmental quality and environmental management performance (EMP), 
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and culture, health and education – and an added theme denoted credentials, which are 

hallmarks of greenness.  

Most of the codes are incorporated in stakeholders’ cognitive appraisals. However, 

green attributes are located in a spectrum from concrete to more intangible notions of 

greenness. For example, the category of aesthetics of landscape includes specific iconic 

natural attractions and a more intangible perception of pristineness and wildness. 

Environmental management performance, in turn, comprises mostly well-defined 

actions, while preservation and technical aspects of environmental quality incorporate 

images of native species and biodiversity and a more ephemeral sense of remoteness 

and isolation.  

In addition to emphasising knowledge of different green attributes, stakeholders 

highlight symbols of greenness within the two major themes, such as environmental 

protection campaigns, “old school” ways of living, remoteness, harmonious 

architecture, vegetable gardens or presence of locals. These symbols deliver information 

that will influence the affective and overall green image and, as consequence, lead to a 

perception of a green atmosphere at the destination. 

Perceptions of authenticity directly impact GDI and its formation. From the industry 

to tourists, authenticity is one component desired by all stakeholders and that is 

perceived in both nature and culture. Beyond cultural genuineness, which is also very 

important, authenticity is identified through cognitive appraisals that tell people that the 

original elements of the destination are well taken care of. Through these messages, 

people perceive feelings of pureness and preservation. However, the literature has 

established that beyond realness of objects, tourists value authenticity in the experience 

(Jiang et al., 2016; Wearing et al., 2016), which is demonstrated in this thesis. 

Destination marketers’ recognition of this effect lowers the risk of their focusing on 
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romanticising authenticity within a destination over developing experiential marketing 

(Grimwood et al., 2015). 

Affective appraisals are linked to what green destinations deliver to tourists while 

visiting the site. The results chapters show that feelings developed by embracing the 

cognitive component can be linked to a sense of excitement, relaxation and arousal, as 

reported in image studies since 1981 (Baloglu & Brinberg, 1997). Some stakeholders 

talk about disconnection, others about excitement and others about emotional states 

such as pride or astonishment.  

The conative component is applied to tourists who express behavioural intentions 

according to familiarity with green destinations, existent environmental care, and 

cultural background. For instance, some long-haul tourists state they choose destinations 

for their ecological value and for what they can experience on trails within protected 

areas. Participants do not mention that they are encouraged by eco-labels, which are 

considered as a green marketing tool for some industry stakeholders. Instead, land labels 

such as UNESCO Biosphere Reserve, which communicate pristine and protected areas, 

are motivators for international tourists to choose a particular site when looking for 

nature-based destinations. Latin American tourists are moved by feelings of safety, and 

their destination choice is influenced by the chance of experiencing a diverse natural 

landscape, of which Patagonia is an important part. Lastly, domestic tourists’ 

destination choice is driven by awards and popular trends. In relation to greenness, 

novel EMP can become the motive for word of mouth not as recommendation but as an 

interesting topic of conversation. The tourism industry’s perceptions of greenness have 

an effect on stakeholders’ strategies. For instance, DMOs designed the National 

Sustainability Seal strategy, tourism businesses have created foundations, and park 

rangers have shifted their priorities from conservation to recreation.  
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Along with tourism products, objective green attributes found at the destination are 

part of tourists’ cognitive evaluations. They also influence affective image and conation 

and provide a positive overall green image, proposing the existence of a relevant 

construct for green destination marketing. 

7.2.1 Chilean Patagonia is green 

In the particular case of Chilean Patagonia, the analysis of interviews and marketing 

sources shows that the environment is important for the development of this destination. 

Results reflect that greenness is part of the destination marketing strategy for the five 

key sites in this research. The study argues that objective green attributes of the 

destination are enhanced, developed, communicated and perceived.  

The codebook developed through the analysis delivered 70 green components 

perceived in Chilean Patagonia. While the natural environment is a core aspect of a 

green image, the social/human environment also plays a key role and goes beyond 

complementing nature. The categories that form these themes have different levels of 

importance and meanings for stakeholders but are identified at all stages and sites by 

every stakeholder. While the natural environment is formed by the aesthetics and 

preservation levels of environmental quality, the social/human environment is formed 

by categories linked to the local community or to tourists. 

a. Natural Environment 

 Environmental quality is mostly represented by aesthetics of the landscape, 

showing that a diverse natural site with iconic attractions provides the sense of 

pristineness and wildness. This category directly forms the image of an untouched, 

impressive and unique nature, especially through icons such as Torres del Paine 

Mountains, the Valdivian Rainforest surrounding Huilo Huilo or the marble cathedrals 

in Carretera Austral. In addition, some landscapes communicate literal green-coloured 
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destinations, where steep forests and waterfalls enclosed by lush green ferns present an 

unspoiled nature.  

 Environmental quality, however, is also defined in destinations that 

communicate preservation – that is, a place where biodiversity and wildlife can be seen 

running free, native species can be recognised and rehabilitation programs provide a 

growing population of endemic species. Examples include Huilo Huilo and Torres del 

Paine, both located in protected areas. Most importantly, stakeholders link 

environmental quality with undeveloped places, perceived as offering remoteness and 

isolation. Inaccessibility protects places from the effects of technology and people by 

pushing other industries away, not allowing constructions and fostering a simple life 

that is essentially related to nature. Destinations such as Torres del Paine and Carretera 

Austral highlight remoteness as a way of reflecting pristineness. While Torres del Paine 

possesses this characteristic, Carretera Austral struggles with this condition, as besides 

being its main green attribute, remoteness is also the biggest obstacle to performing 

green practices. Grimwood et al., 2015 describes how canoeists express their 

motivations to visit the Thelon River in Canada, due to the undeveloped, wild and 

remote character of the site. These aspects create nostalgia for the simple life of the past 

when most European settlers lived closer to nature. According to the author, this view of 

nature is dualistic as it is unrealistic and ignores the effects of societal changes. 

However, tourists pay greater attention to their actions and worry about leaving no trace 

of their presences due to this. 

Environmental management performance is recognised by all stakeholders; 

regardless of what green attributes are developed or chosen as priority. For certain 

operators, such as sustainable businesses in the Lake Llanquihue Basin and Chiloe 

Island, green practices are sometimes the principal way to become green. However, like 
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tourism businesses in Carretera Austral, the Lake Llanquihue Basin has difficulty 

performing greenness due to its positioning as a popular destination and for its high 

demand. 

Still, all areas aim to become eco-friendly through waste and water management, 

energy efficiency and sources, and, in the case of operators related to conservation and 

park rangers, protected areas. Architecture, however, is the most noticed, where design, 

material and impacts of construction become important symbols of greenness, 

delivering multiple messages such as pristineness, a natural and basic place and the use 

of natural resources.  

b. Social/human environment 

Culture can be addressed in two ways when defining green destinations. On one 

hand, culture reflects authenticity regarding lifestyle, traditions and architecture. All 

stakeholders focus on the importance of witnessing elements that communicate the way 

of life of people living in a remote area. Authenticity has been Chiloe Island’s 

positioning strategy for a long time, promoting inhabitants’ unique stilt houses, Chilotan 

legends and traditions to their targets. However, Chiloe Island is adding to its cultural 

differentiation the environmental protection of wetlands and parks and promotion of 

endemic species, especially toward bird- and whale-watchers, and is coming closer to an 

overall image of greenness.  

 On the other hand, culture is reflected by including local elements. Products 

such as crafts and local food are not only essential to depicting the destination’s 

identity, but also deliver environmental messages, becoming important green symbols. 

For instance, traditional agriculture and vegetable gardens are part of the local 

communities’ way of living, working and eating. Emphasis on local elements also tells 

participants that destinations use eco-friendly processes with low impacts, and reflects 
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concern for purity and pristineness.  

 High-end tourism operators who participated in the study strongly include local 

community involvement as a priority in their strategy. For example, Huilo Huilo 

Biological Reserve works with local communities, contributing to developing a 

sustainable tourism pole.  

 Health and education are the two categories that link the human component of 

green destinations to tourists. Health relates to activities that deliver a connection 

between environment and tourists. Physical health is offered through contemplative 

nature-based activities and adventure tourism. In addition, stakeholders identify and 

highlight how mental health improves with these activities and the outdoor experience. 

While DMOs and tourism operators emphasise these in their communication strategies, 

tourists perceive that greenness directly influences their affective evaluations.  

Education is also an important part of a green image. The tourism industry 

firmly states the need to provide more knowledge, familiarisation and environmental 

awareness, focusing on tourists, local communities and the tourism industry itself. 

While DMOs mostly target tourism businesses for participation in green strategies 

(because they struggle with local communities), tourism businesses and park rangers 

provide learning tools for tourists and the surrounding communities. Education 

strategies mostly involve codes of conduct, leave no trace (LNT) campaigns and 

interpretation centres. However, guides are the most valued source of information. 

Regardless of tourists’ background, they expect to learn from the destination, and guides 

play the lead role.  

c. Credentials  

Both the literature review and certification programs are valid sources from which 
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marketers can develop, manage and market a green destination. However, eco-labels are 

not perceived as efficient marketing tools by all stakeholders. Instead, eco-labels deliver 

tools to build green destinations or products, and therefore construct a GDI. In other 

words, eco-labels provide guidelines to develop the tourism product and are a 

supervision accessory for DMOs. Still, this is only necessary for small-scale tourism 

lodges, such as those in Lake Llanquihue Basin and Chiloe Island in Los Lagos Region, 

which use the sustainability seal as part of their regional strategy. High-end tourism 

lodges use other credentials, and lodges in Carretera Austral are not able to comply with 

the criteria for being isolated.  

Land labels may deliver a green perception through their technical requirements. 

However, participants in this study mentioned land labels as a very credible guarantee 

of greenness, a symbol with important impacts in cognitive and affective images of 

stakeholders. Nature awards, such as the 8th Wonder of the World, became an important 

message of uniqueness, attracting domestic tourists to visit Torres del Paine National 

Park with its iconic landscapes, where conservation and low impacts are required. Last, 

environmental associations and memberships are also included by the industry as valid 

green credentials. 

The results chapters reflect that stakeholders agree on green components, 

however, there is no agreement as to the emphasis each site or stakeholder put on these 

components.  

7.2.2 Conflicts and disagreements regarding Green Destination Image in Patagonia 

To summarise the existence and patterns of green components across all units of 

observations, Table 7.2 shows what categories and subcategories are given more 

emphasis by stakeholders in the different sites. Each stakeholder is represented by a 

different colour and the most emphasised attributes are highlighted in darker shades. 
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Projected GDI is reflected by emphasising in dark blue those characteristics that are 

communicated by more than one group of stakeholders, while the light colours show 

aspects promoted by one group of stakeholders. Table 7.1 complements the information 

by providing acronyms of each variable. 

Table 7.2 can help to understand patterns in each stage. For example, the 

construction stage, in which the industry expresses understandings of greenness, shows 

that aesthetics are very important for all, but tourism businesses concentrate on 

preservation components. Environmentally friendly practices are mostly mentioned by 

park rangers and DMOs, while cultural aspects, in turn, are highlighted by tourism 

business. However, the table shows that DMOs from Lake Llanquihue and Chiloe 

Island (the most accessible sites) also emphasise authenticity. Education issues are 

strong for private lodges and park rangers as well. The projection section of the table 

shows that all stakeholders prioritise the promotion of aesthetics and activities. 

However, marketing platforms in general provide independent messages defining 

Chilean Patagonia as a nature based destination, promoting a variety of attributes with 

no coordination or agreement. This may become confusing and prove inconsistent in the 

destination identity. 

Table 7.2 therefore also delivers information on the differences found in GDI 

formation, especially considering that these patterns are formed by codes, which 

explains differences of emphasis in green categories. For instance, those stakeholders 

that focus on preservation measures can define greenness for the existence of 

rehabilitation, reforestation and reintroduction programs, for the possibility of 

encountering wildlife or for the low level of development offered by remoteness and 

isolation. 
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Table 7.1 Acronyms and meanings for Table 7.2 

Acronym Meaning   Acronym Meaning 

OA object of analysis   Pr Preservation 

TB or t tourism businesses   EMP environmental management 

DMOs or 

d 

destination marketing   Ef eco-friendly practices 

PR or p park rangers   PA protected areas 

IT international tourists   Ar architecture  

DT  domestic tourists   Clt Culture 

NV non visitors to 

Patagonia 

  Au Authenticity 

A Huilo Huilo    L Local 

B Lake Llanquihue   Hth Health 

C Chiloe Island   Ac Activities 

D Carretera Austral   OE outdoor experiences 

E Torres del Paine   Ed Education 

PS  printed sources   ES education strategies 

W websites   Fo Focus 

SM social media   Cr Credentials 

Ca categories   EL eco-labels 

SC subcategories   La land labels 

EQ environmental quality   As Associations and 

memberships 

Ae aesthetics   Av Awards 
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Table 7.2 Green destination image by stakeholder, site, theme and source 
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Although all of these aspects relate to preservation, some are more technical than 

others. This is also true for architecture, which in this study is a symbol of greenness. 

However, some highlight a harmonious design that integrates into the landscape, while 

others evaluate greenness for the amount of resources used in the construction. Again, 

the last perception is linked to more technical traits of greenness, while integration into 

the landscape has an aesthetic sense.  

a. Differences within stakeholders 

The present section starts by reviewing motivations and reasons for going green for 

each stakeholder, how these create a difference on the emphasis of green components 

between stakeholders and the effects GDI has in destination branding. 

Motivations for greenness 

 Throughout the thesis, findings provide evidence that stakeholders differ in 

motivations to pursue or choose greenness. As the literature on DI reflects, the 

differences on intrinsic factors inevitably affect image. While the industry´s motivations 

for becoming green are also affected by the objective destination’s green attributes, 

tourists’ environmental knowledge and background seem to define their attitudes and 

feelings toward green destinations.  

 While private tourism businesses develop green products depending on the site 

(level of development) and targeting through their pricing strategies; motivation is also 

a strong intrinsic component. For instance, high-end tourism lodges usually have the 

means to perform greenness in spite of being located in remote, isolated and 

undeveloped destinations. Findings revealed that they are essentially interested in 

conservation, focusing on preservation techniques and, as a supplementary practice, 

they centre their attention in community involvement, interpretation and attracting niche 

eco-tourists (with the exception of Huilo Huilo, which aims to educate mass tourism). 
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Small-scale adventure tourism lodges are also located in isolated places, and express 

greenness with activities, guides and architecture. Last, alternative tourism lodges in 

Los Lagos Region struggle with mass tourism and an increasing number of tourists. 

This challenge makes most of them focus on cultural authenticity and EMP. Those into 

conservation have difficulty being defined as green, while others that develop eco-

friendly strategies are usually using tourism as a way to sustain a simple and low-impact 

lifestyle.  

 The comparison of results with the study by Leonidou et al. (2013) show that 

high end lodges have the most available resources and capabilities to fulfil their 

environmental strategy. The owners are recognised as having a “romantic” attachment 

towards the destinations. Font et al. (2014) classifies green tourism businesses 

according to motivations and although not all high-end lodges are small enterprises, 

they are certainly driven by lifestyle values. Positive results can be seen in these lodges’ 

conservation initiatives and community involvement, challenging Poudel’s statement 

that conservation and community development goals always suffer trade offs (2016). 

DMOs belonging to all Patagonian regions use greenness to compete against each 

other and look for green differentiation in their branding strategies. For this reason, 

there is no common green feature in Patagonia. While Los Ríos Region highlights 

protected areas, Los Lagos Region aims toward sustainability and culture. The two 

southern regions are identified for their remoteness; DMOs in Aysen feature 

pristineness and adventure whereas Magallanes Region features iconic natural aspects. 

Finally, park rangers mention pristineness, wildness and loneliness. Their aim is 

conservation, but increased tourism has caused them to work on attributes that are 

threatening their idea of green destinations. 
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 If DMOs and the central offices of Sernatur want to promote Patagonia as a brand, 

then they have to strengthen their conviction that brands deliver social, emotional and 

identity value to tourists and potential tourists (Morgan et al., 2003). Consideration of 

destination brands as complex and holistic is also crucial to assure their overall appeal 

and not just perception of their natural, cultural or environmental aspects (Reitsamer et 

al., 2016). Thus, tourism authorities should consider the uniqueness of Patagonia; its 

luscious nature, their environmentally friendly tourism services or the rare opportunity 

of being alone in nature. In addition, Chilean Patagonia should be considered in terms of 

how it relates to other destinations as a supra brand, or as sub-brand. This is an 

important consideration as country image and affect are significant for destination brand 

development (Zeugner-Roth & Žabkar, 2015) and that neighbouring brands can 

empower and collaborate  in co-marketing with each other (Zins & Lin, 2016). As 

Lovelock (1991) declared, a destination that delivers unclear messages to the target or 

has an absent destination identity needs an effective positioning strategy (cited in Zins 

& Lin, 2016). 

The analysis of results related to tourists reflects that domestic, LATAM and 

international tourists are aware of what greenness entails. However, their motivations 

affect the level of depth in their definitions. Chileans prefer to travel to fashionable 

places – a preference the “Chile es Tuyo” domestic campaign has appealed to 

successfully. Domestic tourists look for natural destinations with the purpose of relaxing 

and resting. They value disconnection and low-cost comforts in nature.  LATAM 

tourists, in turn, look for safe destinations and are attracted by the diversity of natural 

icons found in Chile. Long-haul tourists believe nature is luxury in itself, making them 

perceive greenness in unspoiled, lonely places that deliver mindfulness about the planet 

and its richness. Results showed that once participants started talking about greenness, 
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they transmitted enough knowledge to understand what a green destination entails. 

Essential components such as EQ, eco-friendly architecture, EMP or social 

developments of local communities are identified as key elements of green destinations. 

Therefore, environmental knowledge is present in tourists and potential tourists, yet the 

gaps are often found in their interests and motivations. These findings support those of 

Cheng and Wu (2015) who urge destination marketers and businesses to establish 

programs to reinforce tourists’ environmental sensitivity so that place attachment and 

positive environmental behaviour improve. In addition, industry stakeholders should 

consider persuasive ways of communicating green messages, including social norms 

and clear, positive and emotional appeals (Hardeman et al., 2017). 

Different emphasis of greenness on Green Destination Image formation 

  The reasons that drive each stakeholder are part of the process of GDI formation, 

having an impact on destination development and on their cognitive, affective and 

conative appraisals.  

 Environmental quality is the core green attribute in the promotion of green 

destinations, mainly by enhancing aesthetics of the landscape. While the industry 

stakeholders from Chiloe Island to the south emphasise pristineness and wildness, sites 

such as Torres del Paine, Carretera Austral, Lake Llanquihue and Huilo Huilo focus on 

iconic natural attributes. International tourists perceive Patagonia as pristine and wild 

except for Lake Llanquihue, where pristineness is overshadowed by the city of Puerto 

Varas, also decreasing GDI amongst private tourism lodges and domestic tourists. 

Chileans, in turn, strongly associate greenness with the aesthetics of environmental 

quality. Domestic visitors who choose the northern (and more accessible) sites 

emphasise the green colour of the landscape and are drawn by its beauty and value 

closeness to nature.    
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  Participants include preservation techniques to improve environmental quality. 

Almost all DMOs talk about the importance of preserved biodiversity (except for Chiloe 

Island and Carretera Austral). Alternative lodges, high-end tourism operators’ 

foundations and some park rangers add the description of rehabilitation programs, 

which are valued by international tourists in Huilo Huilo, by both groups of visitors in 

Carretera Austral and Torres del Paine, and by domestic tourists in Chiloe Island. These 

programs are also part of Chilean non-visitors’ perceptions of greenness, suggesting that 

a cognitive GDI exists in them, and that they only lack motivation to choose Patagonia. 

In this sense, the Chilean case study could follow what Rex and Baumann (2006) 

propose by using conventional marketing to promote greenness; that is, constantly 

looking for potential targets, creating strategies involving the “4ps” and engaging new 

segments into green destinations. Some interviewees who had not visited Patagonia 

lacked interest or did not want to risk their personal comfort during their vacation, 

however, all of them recognised Patagonia as a beautiful place that Chileans should be 

proud of. Those who weren’t convinced may need more emotional content to enhance 

affective appraisals in promotional strategies, exposing them to messages of the hedonic 

effects of ethical tourism (Malone et al., 2014). The latter, in turn, could be informed 

how green tourism services do not detract a luxurious experience (Line & Hanks, 2016). 

Findings reflect that stakeholders place strong importance on isolation, 

coherently emphasised by all participants in Torres del Paine. In the case of Carretera 

Austral, remoteness and inaccessibility have enabled this region to stay preserved, 

pristine and undeveloped, green attributes that are attractive to tourists. Small-scale 

adventure tourism lodges and park rangers base their perceptions on this. Alternative 

tourism businesses in Lake Llanquihue also believe that pristineness and isolation, 

characteristics that this site lacks, are requirements for being green. However, 
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pristineness is a double-edged sword for the tourism industry. Isolation is an obstacle to 

performing hospitality services, which are highly important for Chilean visitors. A 

pristine place also provides international tourists with the perception that things are 

managed in an environmentally friendly manner, creating false expectations.  

International tourists emphasise this attribute in all Patagonian sites, except for 

Lake Llanquihue. Remote destinations guarantee greenness, with no human intervention 

or presence, which, for them, is luxury. Domestic tourists define the last two sites using 

this particular green attribute, which is valued for the fact that there is no technology.  

Perceptions of an undeveloped site provide a positive GDI (Grimwood et al., 2015; 

Malone et al., 2014), yet it is possible that, this attribute could be complemented 

through sustainable development to deliver the message of respect and care for 

authenticity while positively impacting local communities’ quality of life. 

Table 7.2 shows that the aesthetics of the landscape are stronger in DMOs’ 

construction of greenness and Chileans’ perceptions. Preservation techniques are 

powerful for tourism businesses, park rangers, and international tourists, and for 

Chileans in the three last sites. 

Environmental management performance reflects practices that also have 

different levels of green impacts. The codebook identified sub-categories related to 

climate, waste and water – labelled as eco-friendly practices in Table 7.2– along with 

protected area management and architecture, which has aesthetic and low-impact 

connotations.  

Climate and waste and water management are specified by certain tourism 

businesses, particularly alternative lodges in Los Lagos Region (Lake Llanquique and 

Chiloe Island), given that the destination strategy positions this destination as 
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sustainable. In practice, Chiloe Island is aligned to the public sector, mostly because 

eco-friendly practices are a way of supplementing the offer of heritage preservation and 

because the owners of these lodges believe in the need to support DMOs. However, 

businesses in Lake Llanquihue struggle to comply with sustainability. These lodges 

disagree with DMOs, as the site does not have a green infrastructure to cope with the 

number of tourists. The lack of green infrastructure is also a source of conflict between 

the public and private sectors of Carretera Austral, leading tourism lodges to believe 

that the site should not be promoted as green.  In this case, remoteness does not allow 

development of green technologies. High-end tourism lodges in Torres del Paine also 

provide low-impact practices. These cases perform these activities independently of the 

public sector, but as their focus is conservation, EMP in general is not the main green 

differentiation factor. The absence of efficient environmental practices has made park 

rangers incorporate waste management in the parks, which takes them away from their 

conservation priorities and results in the claim that this should be done by councils.  

All tourists are aware of eco-friendly practices. They mostly highlight the 

efficient use of energy and waste management, which all visitors noticed in sites such as 

Huilo Huilo and Carretera Austral, as they missed waste bins. However, international 

tourists take these practices for granted in these kinds of destinations, which explains 

why they are surprised in sites such Carretera Austral or Huilo Huilo, while domestic 

visitors expect to learn about the practices onsite.  In addition, long-haul tourists are 

more technical when describing EMP and noticed those accommodations that overused 

the heating system, while Chileans perceive that EMP is not exclusive for green 

destinations, and those “old school” practices, such as windmills, vegetable gardens or 

power efficiency define an undeveloped and, therefore, pristine destination. Findings 

reflect that tourists have environmental knowledge in different levels and emphasis, 
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given by autonomous sources and backgrounds. The tourism industry, in turn, also 

emphasises on increasing awareness on tourists through, for example, interpretation 

about nature, culture and history, and facilitate the relationship between people and the 

environment (Cheng & Wu, 2015).However, it seems that more emphasis needs to be 

put in environmental sensitivity, to impact place attachment, and also identify levels of 

environmental affect on targets to be able to segment communications of personal 

benefits or altruistic green benefits, from choosing a green destination (Hardeman et al., 

2017).  

Tourism lodges from all sites use architecture in many ways to reflect greenness 

to tourists. High-end tourism lodges were found to use different attributes of the 

architecture. For example, Huilo Huilo, which only promotes this aspect of EMP, relates 

architecture to the landscape, using native material such as wood in the many lodges of 

the complex. The purpose is harmonization, which is essentially aesthetic. In this case 

tourists’ perceptions are reflected, especially because Chileans highlight the need for 

constructions without visual impact and made from natural elements, while long-haul 

and LATAM visitors object to the constructions for the amount of resources used. In 

other words, Chileans focus on the quality of buildings, while international visitors 

notice quantity. Other lodges of this group are located in Torres del Paine. Some show 

low-impact constructions built according to the landscape, others are domes that can be 

easily removed and the last one is a refurbished estancia. However, international visitors 

in Torres del Paine worry about the location of the lodges, inside a protected area. 

Chileans instead pay attention to the amount of infrastructure, which is why some 

perceive Carretera Austral as greener than this particular national park, and why the 

park rangers blame marketing sources for delivering an image that is not entirely true. 

Lodges in Carretera Austral communicate an architecture that is aesthetically 
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harmonious with the landscape, as they cannot perform other EMP. 

Destination marketing organizations and park rangers focus on the protected 

areas, with respect to the number of parks and preservation areas within these. Los 

Lagos Region has also recognised national parks, but tourists do not mention this aspect 

of the Lake Llanquihue site. Still, protected areas are an important factor for visiting 

Chile and Patagonia, and Chileans are starting to consider this as novel way of doing 

tourism. Hence, the increase of visitors relates to one of the most defining factors of 

greenness for all park rangers, which is the lack of visitor management.  

Cultural authenticity includes local elements and community involvement. 

High-end tourism businesses work strategically with the local community and include 

its members in their tourism projects to enable conservation. Alternative tourism lodges 

in Chiloe emphasize authenticity, local products and local staff in their long-pursued 

positioning strategy, while the private sector in Lake Llanquihue perceives that 

greenness is directly linked to traditions, architecture and history. However, DMOs 

from Los Lagos Region do not agree with lodges at the lake, as aboriginal communities 

do not show interest in sustainable tourism. This lack of participation from aboriginal 

communities is also noticed by tourism businesses in Torres del Paine, although they do 

highlight the importance of involving locals in the site’s level of greenness.   

While small-scale adventure tourism lodges try to hire locals, lack of 

professionalism is a partial reason for the conflict of green destination management with 

the public sector. This category has a green element well recognized by all stakeholders, 

which is local food and vegetable gardens. As shown in the study, this practice ensures 

traditions but also pristineness, low impact, and, most of all, undeveloped places not 

being taken over by multinational corporations. Therefore, tourists emphasise the 
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presence of local communities. International tourists mention fake tourism and believe 

that cultural authenticity should guarantee an ethical tourism industry. Chileans, in turn, 

look for traditions such as food, events, and architecture, referring to community 

involvement only when talking about Huilo Huilo, which suggests that the lodge has 

provided effective information about the project.  

 Health and education also form part of the human/social components of GDI 

from a perspective of offering tourists beneficial experiences related to the natural 

environment. The first aspect is related to activities in nature and the effects these have 

on tourists’ cognitive and mostly affective destination image. DMOs speak of how 

tourists can relate to nature through adventure and contemplation. Destination marketers 

from Los Lagos Region are trying to position Lake Llanquihue and surroundings as a 

place of adventures, while trying to highlight bird-watching and contemplative 

experiences on Chiloe Island, where they are focusing on this site’s native species in 

protected areas. This practice suggests that promoting active experiences is a tool for 

GDI formation from a perspective of experiential authenticity (Grimwood et al., 2015; 

Jiang et al., 2016) and from the epiphanic and emotional effect of nature (Chhetri, 

Arrowsmith, & Jackson, 2004; Wearing, et al, 2016). 

Tourism operators from the last two regions strongly emphasise adventure, while 

operators in the northern regions give importance to the feeling these sites deliver when 

encountering nature. Tourists are aligned to perceptions of health; international visitors, 

especially long-haul, look for adventure, but most of all solitude, where the direct 

contact with pure nature provides mindfulness and appreciation of natural resources. 

Chileans also talk about the outdoor experience, and both visitors and non-visitors 

express emotions of pride and surprise. Chilean tourists who travel to the southern-most 

regions incorporate adventure and sports, reflecting that those who choose Torres del 
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Paine and Carretera Austral have higher levels of motivation toward an active 

experience in nature. This finding shows that, even though the domestic campaign is 

focused in mass tourism by trying to reach the middle class spectrum, some sites within 

Patagonia are visited by a certain group of Chileans whose motivations come from an 

interest in nature, adventure and from environmental sensitivity. This group is not 

considered as part of the domestic campaign target group, but they are not like long haul 

markets whose environmental sensitivity determines their behaviour and their choices. 

The outdoor experience of activities in nature is strongly linked to education. While the 

tourism industry agrees that the Chilean culture is not environmentally friendly, DMOs 

speak of the need to educate local communities and tourism businesses. The private 

sector from Huilo Huilo, Torres del Paine and to a lesser extent, Chiloe Island and 

Aysen, speaks of education strategies. High-end tourism lodges mostly focus on local 

communities as they target eco-tourists, except for Huilo Huilo. However, all of them 

focus on interpretation and guides. Small-scale adventure tourism lodges emphasise the 

need to perform eco-tourism to supplement adventure in nature, but struggle to find 

guides. Education is especially important for park rangers, who lack resources, staff and 

authority to perform their roles the way they want to. Leonidou et al. (2013) explain the 

direct effect of scarce resources on capabilities, which is the case for park rangers. It 

appears that this has also impacted CONAF’s authority (Marzano & Scott, 2009), 

causing uneasiness inside the institution. For now, they work on educating the 

community and tourists through educational campaigns and codes of conduct.  

International tourists value guides and perceive them as an important part of green 

tourism products. Nevertheless, these participants come informed to the destination and 

behave positively toward the environment. Most Chileans come less prepared and have 

less knowledge about the destination, and for this reason they have strong emotional 
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reactions. Nonetheless, they expect to learn about the destination while onsite. This is an 

opportunity to develop innovative interpretation programs and awareness strategies for 

domestic visitors, to communicate personal and emotional benefits from choosing green 

destinations (Hardeman et  al., 2017; Malone et al., 2014).  

Credentials, specifically eco-labels, have been identified as green marketing tools. 

In the case of Patagonia, the tourism industry is in the process of incorporating these 

certifications to make them valid deliverers of green messages. This is the case in Los 

Lagos Region, which is being positioned by DMOs as a sustainable destination. Some 

tourism operators in Lake Llanquihue Basin have included these in their business 

model. However, other operators mistrust the usefulness of this tool, as the site faces 

conflicts when it comes to compliance of greenness. The private sector does not feel 

capable of completely fulfilling eco-friendly practices and feels hampered by the lack of 

regulations. For this reason, DMOs have different opinions on the private sector’s 

reactions toward sustainability, claiming lack of interest from the industry. Lodges in 

Chiloe Island are aligned to the sustainability strategy and incorporate the seal in their 

marketing. However, they do this to support DMOs, as they perceive that, in a 

promotional sense, the sustainability seal is too local to become important. This 

perception demonstrates the need to improve communication strategies toward 

businesses, as the seal is supported by the GSTC. Tourists do not include certifications 

in their GDI. International tourists believe they are an added value but say little about 

the destination’s greenness, as many of these participants know that eco-labels are not 

always credible. Chilean tourists, in contrast, are not familiar with these kinds of 

credentials. Rex and Baumann (2006) relate the fact that eco-labels have not been a 

successful marketing tool because they do not expand to other targets, as green 

marketing does not innovate. Chilean DMOs could apply growth strategies, as the 
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Sustainable Seal campaign is based on results from studies that were not tested on 

Chilean ground. 

 The other sites use land labels to promote greenness. These credentials are 

highly regarded by all tourists, leading them to perceive that these designations mean 

protection, pristineness and natural authenticity. Lastly, domestic tourists are influenced 

by awards. Torres del Paine’s positive green image has been strengthened by the 8th 

Wonder of the World award, which delivers a strong message of environmental quality 

by promoting its iconic natural icons, drawing Chileans’ to choose it as a unique and 

trendy destination.  

Inconsistency in brand identity and marketing strategies 

 Differences of emphasis on greenness have a negative impact on the 

development of Patagonia as a brand in terms of its overall identity and of its green 

differentiation.  

First, there is no agreement on the definition of Patagonia as geographical space.  

A lack of knowledge of the history of Patagonia prevents it from being in the Chilean 

population’s collective conscious. Therefore, stakeholders of each site have their own 

particular understating of the area, defined by the natural landscape, geography or 

culture. Some DMOs perceive that locals do not feel culturally related to their place, but 

link their sites with Patagonia, depending on the target and on the central government’s 

orders. The lack of clarity and the existence of marketing tactics that are not in the local 

tourism industry’s control have made the use of Patagonia inconsistent, linking it to 

different green aspects and presenting it in various ways with more than one brand 

because each region registers the brand differently.  Inconsistency within the public 

sector is strengthened by unwillingness to promote other regions, which is exemplified 
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by the fact that there is no definition of a common feature to promote.  

The inconsistency of Patagonia as a geographical area and as a brand is 

accompanied by the lack of agreement between the public and private sectors. Some 

cases disagree in terms of their knowledge of boundaries and landscape, such as in 

Huilo Huilo. The public sector defends the promotion of the Valdivian Rainforest while 

the lodge markets the same iconic natural attribute as the Patagonian Rainforest, 

claiming that besides being historically true, it is a strong brand. 

This inconsistency is related to the fact that private operators accurately target and 

customize their marketing strategies, while DMOs – except for those in the two last 

regions – strongly aim for domestic mass tourism. High-end tourism lodges from Torres 

del Paine and alternative lodges express the importance of targeting for green 

destinations, focusing on tourists with special interests and eco-tourists to prevent mass 

tourism, which in a way, threatens Rex and Baumann’s proposal of using conventional 

marketing for green marketing (2006). Green perceptions are based on nationality and 

knowledge of Patagonia as a destination brand.  International targets are usually more 

familiar with Patagonia than Chileans. However, this familiarity comes from the strong 

marketing strategies of Argentina and on the famous Patagonia clothing brand. 

Chileans, as previously shown, differentiate the regions within Patagonia, and this brand 

is not as meaningful as for international visitors. It is important to communicate and 

position Patagonia in relation to other brands and to its meanings as a sub-brand, supra-

brand and overall brand (Morgan et al., 2003). 

b. Differences between stages of GDI formation 

This study has proposed that DI is formed by a stream of perceptions, originating 

from the industry’s construction and projection of an image, to the impact of the image 
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on tourists’ cognitive and affective evaluations. The major differences are the cause for 

an incoherent construction of Patagonia’s green image. On one hand, DMOs that 

construct an image of greenness using sustainability and eco-labels face a private sector 

that struggles with green practices and the effects of mass tourism. On the other hand, 

those destination marketers that focus on pristineness cannot deliver tourism businesses 

with the possibility of being environmentally friendly. Tourism businesses in general 

project what they construct, with the exception of small-scale tourism lodges that do not 

deliver a strong green message, and although they claim the importance of education 

and guides, these are not promoted in their platforms.  

DMOs deliver much more cultural information than stated, as in Carretera Austral. 

This does not go against a green image, but it takes away the emphasis on 

environmental education – present in promotional strategies of the last two regions – 

and the possibility to increase the visibility of green attributes. 

Table 7.2 shows that throughout all marketing platforms, aesthetics and activities 

are essential. Preservation is mainly communicated by promoting biodiversity and 

wildlife and remoteness. Tourism operators, however, provide technical information on 

conservation programs. The table also shows that besides these two categories, there is a 

disparity and independence between the private and public sectors in messages about 

eco-friendly practices, culture, protected areas and education.      

Findings clearly show that each type of marketing source has a different function, 

suggesting that there could be some inconsistency of promotion within each institution. 

For instance, printed material and websites concentrate on providing information of eco-

friendly practices, education strategies and credentials. In fact, websites are more 

detailed than the rest of the sources. Tourism lodges deliver a larger proportion of 
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technical information than DMOs, and include ethical principles on local communities. 

This is important, as tourists do take into account the lodge’s website when choosing the 

destination. It is also imperative to add that public destination websites from the central 

government recently changed the presentation of their websites, with some changes in 

the content. Park rangers, in turn, are consistent and specific in educating tourists and 

delivering codes of conduct in their brochures. 

In the case of social media, Table 7.2 reflects that the industry concentrates on 

adventure and landscape. Authenticity and local elements are also somewhat 

highlighted, but Facebook sites mainly deliver promotional content related to sales. This 

suggests that there is more space to include green messages. In fact, although online 

platforms from CONAF are not promoted in tourism, they do have a Facebook site that 

delivers a large amount of interpretation and imparts knowledge about native species in 

a user-friendly way, taking advantage of the current leading social media platform to 

create environmental knowledge (Kladou & Mavragani, 2015). 

While online platforms of induced sources seem to have a bigger impact than 

printed platforms, results show that greenness is more efficiently projected by third-

party sources. Organic sources communicate the beautiful and breathtaking scenery of 

Patagonia and disconnection resulting from being in pure nature. Autonomous sources, 

in turn, are strong promoters of greenness, especially to Chileans who have been 

exposed to environmental conflicts in almost all sites. This is something that DMOs 

should examine, as regardless of the results of these controversies, they deliver the 

message of a fragile and unique ecosystem that influences affective perceptions of 

Chileans and therefore their intentions to visit. These results agree with Salvatierra and 

Walters (2016) in terms of how media coverage of environmental controversies changes 

people’s behaviour in people (e.g., last chance tourism). However, in this case, it 
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enhanced GDI for Chileans. 

7.3  Three axis analysis: a comparison of relative positions for stakeholders, stages 

and sites 

The study describes and examines the proposition that GDI formation is a complex 

construct determined by many factors, from the industry stakeholders’ own perceptions 

to third-party information sources such as environmental controversies. Each stage of 

GDI, that is, construction, projection and tourists’ perceptions, is formed by components 

that interrelate to each other through different stimuli that may be in constant evolution. 

Although a qualitative analysis contributes to deep understanding of those 

components, stimuli and the way stakeholders embrace meanings of greenness; this 

research finds that the large number of factors that affect the process makes 

demonstrating a clear example of an overall GDI a difficult task. The study affirms that 

all stakeholders, sites and stages in Patagonia include green aspects in all higher level 

themes, but in different levels of emphasis and depth. Findings reflect that Patagonia 

has a green image, suggesting that a GDI is not defined by a 100% compliance with all 

green attributes included in the cognitive image.  A GDI is understood by looking into 

the depths and emphasis of the existent green components. These results can be 

compared to findings from Grimwood et al. (2015), who state that existent negative and 

positive environmental impacts of tourism in a destination are not mutually exclusive 

and therefore co-exist in responsible tourism sites. 

This research proposes to illustrate GDI through a conceptual schematic on three 

orthogonal axes. This model attempts to spatially locate the object of analysis – namely 

site, stage, stakeholder or induced source – using axes that integrate the 70 green 

components identified in the codebook, theorizing GDI with a different lens. The 
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scheme contributes to understanding the emphasis and differences of green attributes, 

and therefore simplifies comprehension of GDI.  Figures 7.2 and 7.3 show examples of 

the proposed scheme where the relative positions of tourists and tourism businesses are 

compared. The illustrations use an exploded view showing each of the three axis pairs 

separately. The example provides the same aspects as Figure 7.1, but includes more 

detail into green components. It can also provide comparison and an overview of the 

multiple dimensions of GDI.  

The first axis represents ecology cf human components, and incorporates all the 

green attributes related to biodiversity and conservation versus all those related to 

cultural authenticity and tourism experiences. The second dimension is relative to 

emphasis on aesthetics cf technical parameters, placing the unit of observation 

according to the emphasis on subjective components such as natural pristineness and 

objective aspects such as percentage of protected areas. The last axis compares quality 

cf performance – namely, the current condition of nature and operational measures 

needed to maintain it. 

Figure 7.2 reflects that the two groups of tourists perceive greenness similarly, 

with small but still significant differences. Domestic tourists emphasise the aesthetics 

that a green place delivers. This is reflected in how important architecture is in their 

perceptions of integration to the landscape. Quality is important for both groups. 

However, international tourists focus more on the technical aspects of nature and 

ecology; they value culture and ethics but they look for no people. 
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Figure 7.3 shows the relative positions of all tourism businesses in the 

construction stage of GDI. This example delivers a comparison between sites, providing 

Figure 7.2 Relative 

position of tourists’ 

perceptions of 

greenness 

 



 

 

 

282 

 

an understanding of how the private sector develops its product and how this affects the 

following stages of destination image.  

In this case, the graphs clearly show that tourism businesses in Carretera Austral 

depend exclusively on the quality and aesthetics of the landscape. Although they are 

located in one of the most pristine regions of Chile, they are small-scale lodges with no 

tools to work on ecological aspects, so they emphasise some cultural authenticity 

aspects.  Lodges in Torres del Paine and Chiloe Island develop their products in a 

balanced way in terms of sustainability, and tourism business at Lake Llanquihue make 

their green efforts in EMP, as according to them, pristineness is not as evident around 

the Basin.  

The three-axis model provides a flexible way of analysis by not only comparing 

how green attributes of [a] particular destination[s] affect DI components, determinants 

or stages, but can also present notions of depth of each of these attributes. For this 

study, it can compare sites per stakeholder, or vice-versa. It can also compare stages per 

site or industry stakeholder or look into variables within each stage, such as online cf 

printed sources, per site. This three-axis model does not replace or contradict the 

integrated model of GDI presented in Figure 7.1. Rather, it expands the green 

components, using the three axes to integrate the different individual concepts identified 

jointly from interviews and documents. The same three axes could also be applied in 

comparing GDI between destinations at broader scale.  
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Figure 7.3 Relative 

position and 

comparison of GDI 

construction by 
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7.3 Discussion 

The destination marketing literature shows how DI is a complex construct. 

Green tourism literature and eco-certification programs provide this discipline with 

many technical parameters that go beyond the environment. Putting the two streams of 

knowledge together in what has become a topic of great interest to both the academic 

and practical worlds fosters a multidimensional and complicated sub-discipline of 

destination marketing.  

 This chapter displays findings from the previous results chapters in an attempt to 

deliver, in a simple and practical way, an aggregated construct of GDI and, with this, a 

description of its formation, determinants and components. The study’s first finding 

suggests that greenness in DI exists and is important in the real world. It is directly 

linked to components of DI, that is, cognitive, affective and conative evaluations. The 

second outcome is related to the case study, establishing that Chilean Patagonia is 

perceived as a green destination by all participants and stakeholders. The results under 

this premise also underline the importance of authenticity in green image, making it a 

more complex construct. The chapter also discusses the several factors that result in 

differences and conflicts in GDI formation, which are associated with inconsistencies 

amongst stakeholders and stages. Industry stakeholders develop the green tourism 

destination and/or product according to their own motivations, available resources and 

capabilities (Font et al., 2014; Leonidou et al., 2013) as tourism institutions and the 

destination’s level of development. As a result, constituents of the industry emphasise 

different green attributes and compete against each other instead of collaborating and 

complementing each other as part of one destination brand (Kislali et al, 2016; Pike, 

2016; Zins & Lin, 2016). Similarly, tourists are aware of greenness but their 

motivations and background experiences are key for what constitutes their emphasis in 
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green elements. It is important to highlight that, regardless the different emphasis of 

greenness, destinations do not have to be 100% green to be perceived as such.  

 The study reveals a marketing inconsistency that has a negative impact on the 

green image, and can be a hazard to any image the industry wants to promote. The 

identity of the “greenness” brand is not defined, and the use of the brand is irregular 

between regions and targets. In a branding sense, this study has identified a gap between 

the destination identity and strategy (Govers & Go, 2004a) that should be addressed by 

DMOs. Defining Patagonia’s physical and intangible boundaries may allow the industry 

to be clear as to what it is promoting and what green elements can be emphasised in 

common as constituting Patagonia and which elements can be communicated as 

particular sites. Marketing co-creation is important to make regional sites go beyond 

competition and foster cooperation (Zins & Lin, 2016). Also it is important that the 

industry establishes what institutions have the authority and what the capabilities that a 

marketing leader should have are clearly specified (Marzano & Scott, 2009). 

 Differences between stages are mostly caused by the lack of brand identity, as 

green attributes are promoted per site and region. However, opportunities exist for 

improvement in the use of marketing platforms exposed to domestic tourists and in 

working on affective messages on sustainability, in order to enhance environmental 

sensitivity and place attachment, which in return, contributes to a positive GDI and 

positive behaviour (Cheng & Wu, 2015). 

 The three main findings, that is, GDI exists, Chilean Patagonia is perceived 

green, and GDI is perceived differently according to the emphasis on components, can 

be illustrated in depth using the three axis model. This scheme illustrates how GDI is 

located (or perceived) by stakeholders or stage. It can also compare stages, sites, 
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communication sources and groups of stakeholders, making it a useful tool not only to 

understand a green image, but also other identities.  

 The next chapter compares all the study’s results against the literature to finally 

sum up practical and theoretical contributions. 
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CHAPTER 8-DISCUSSION 

8.1 Introduction  

 This final chapter discusses how results relate to the broader literature on 

destination marketing and green tourism.  Green destination image formation is 

suggested as a process that is continuously developed in stages, just as is DI. However, 

the study reflects that a green destination is strongly determined by additional key 

agents, stakeholders and sources, namely park rangers, land managers, and autonomous 

communication platforms. The additional agents influencing GDI and Chilean 

Patagonia’s identity have been analysed in this case study.   

 Different theoretical approaches have contributed to the understanding of DI 

but, until now, there has not been an integrated theoretical framework that transmits 

DI’s multidimensionality and complexity in a comprehensive yet simple way. In 

addition, there has not been an in-depth examination of the perception of a green 

destination, nor a proposed term to define it.  

 Therefore, this thesis proposes GDI as a construct and aims to understand its 

formation, filling current gaps in both academic and practical disciplines.  Findings 

reflect that greenness is important in DI and that all stakeholders recognise the natural 

and human/social environment of greenness. However, participants differ in the 

emphasis they put on green attributes according to different variables such as 

motivations, capabilities, and the destinations’ level of development or background. The 

study also examines the effects of destination branding on participants’ destination 

awareness and green image. In sum, results are linked to the literature on stakeholders in 

destination marketing, place branding strategies, green marketing strategies, power and 

politics, environmental psychology and green tourism. This final chapter provides a 
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section that relates findings on authenticity with the literature, as participants referred to 

authenticity as an essential component of greenness that seems to have a larger meaning 

than culture. The chapter ends by describing contributions of this study and proposing 

future research for further analysis of GDI formation.  

8.2 Previous literature and broader concepts in tourism research 

 The study started by looking into destination marketing and green tourism 

literature in an attempt to identify a relevant gap that a case study in Chilean Patagonia 

could clarify or settle. The findings relate to two streams of knowledge, namely 

coordination of stakeholders in destination marketing and place branding; and green 

management, such as the establishment of environmental credentials. In addition, results 

deliver the motivation for studies that aim to elucidate authenticity and identity in 

destinations.  

8.2.1 Destination marketing literature 

Results linked to findings in the marketing literature reflect that a GDI is induced 

with agreement in terms of green attributes but differences between stakeholders on the 

emphasis each of the participant groups puts on the attributes. In effect, Chilean 

Patagonia’s green identity and branding strategies tend to be developed independently 

between regions and sectors.  

a. GDI and stakeholders 

Destination marketing is in itself a complex process that differs from traditional 

product management and branding strategies, caused by the lack of control the industry 

has over the place and the differences between stakeholders, such as their expertise, 

their motivations, objectives , capabilities and the way they relate to others. Therefore, 

coordination and communication amongst institutions and individuals that contribute to 
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the destination is essential to build a coherent place brand (Kavaratzis & Hatch, 2013). 

A stakeholder is defined as ‘‘any group or individual who can affect, or is affected by, 

the achievement of a corporation’s purpose’’ (Freeman, 1984, cited in Sheehan & 

Ritchie, 2005, p. 713). In this sense, the tourism industry related to this case study needs 

to work on strategies to involve participants in the process of developing the identity 

and meaning of Chilean Patagonia. Zhang et al. (2015) state that different levels of 

knowledge of stakeholders about a place’s heritage greatly affect the way tourism 

relates to these elements of identity. Differences also apply to how stakeholders manage 

destination greenness, as components of greenness include heritage and authenticity. 

For instance, local involvement and, therefore, well-being of communities and 

preservation of their culture is part of a green image. Achieving this in tourism requires 

leadership amongst stakeholders that can coordinate and manage the different entities 

working to deliver greenness in place branding (Timur & Getz, 2008, cited in Serra, 

Font, & Ivanova, 2015).  

Authority and power 

 The study evidences that it is the private sector, specifically high-end adventure 

tourism lodges that has a high level of knowledge on sustainability and greenness. Other 

particular cases classified as alternative tourism lodges face mass tourism, such as 

Chepu Adventures in Chiloe, and also are important examples for the industry in 

relation to green management. These cases, regardless of their motivations for 

becoming green, including personal ones such as lifestyle objectives (Liu  & Cheung, 

2016), deliver guidelines for other tourism ventures in terms of conservation, 

environmentally friendly practices or community involvement. Serra et al. (2015) 

propose that the private sector is often an obstacle for sustainable tourism. This may be 

true in some cases, but high-end tourism lodges are seen as leaders in the field of 



 

 

 

290 

 

greenness and, ultimately, in having an impact on the destination’s image.   

 The importance of having private tourism leaders in terms of green management 

is linked to what Zhang et al. (2015) call tacit knowledge spillover. This group of 

authors proved that organizational knowledge contributes to destination knowledge, 

showing that pioneer hotel owners are willing to share their knowledge on 

sustainability, playing a key role in innovation. This is clear, for example, at Explora 

Lodge, where the lodge’s differentiation factor is interpretation and guides. When its 

guides go to work for other lodges, they take what they learnt and use their skills in 

efforts for what may be competitor lodges. However, this has a positive impact on 

destination image. Alternative lodges in the Lake Llanquihue Basin also take Chepu 

Adventures from Chiloe Island as an example of greenness and look to their guidelines 

for sustainability. However, this transference of knowledge needs to be well managed, 

and the private sector’s “green leaders” need to be assured they have space to innovate 

competitively. Proper regulations can avoid fierce competition and lead to successful 

development of green tourism (Zhang et al., 2015) and construction of a coherent green 

image. 

Destination management organizations should regulate, coordinate and 

encourage dissemination of greenness. Although they do incorporate strategies such as 

the Sustainability Seal and funding some businesses to get certified, DMOs could take 

the lead in managing the propagation of green management in a way that it 

complements the destination’s identity, fostering collaboration between regions to 

complement each other’s offering under the Patagonia umbrella brand (Zins & Lin, 

2016). The main conflict in this study is that there is no agreement on the brand’s 

characteristics. DMOs usually struggle to promote an acceptable brand personality for 

all stakeholders (Morgan et al., 2003), but the regional offices of the Chilean tourism 
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board seem to work on this intraregional brand independently, leading to competition 

within Chilean Patagonia.  Serra et al. (2015)  and Yuksel, Bramwell, and Yuksel 

(1999) emphasise that to create shared value of a destination, institutions should 

perform and recognize that stakeholders cannot operate in isolation, suggesting that 

DMOs may need to consider stakeholders beyond their administrative regions and not 

solely consider their own perceptions but include those of tourism and local community 

(Kavaratzis & Hatch, 2013). 

To reach agreement on Patagonia’s green identity and branding and, as 

consequence, a coherent constructed image, a balance of centre-local institutional 

relations for tourism planning and strategies is essential (Murdoch & Abram, 1998, 

cited Yuksel et al., 1999). As a brand, Chilean Patagonia stands for a remote, pristine, 

nature-based destination. However, brand managers from the public sector have been 

shown to supervise their own regions unless the central government provides guidelines. 

There is no brand manager for Patagonia that can be held responsible for understanding 

and linking stakeholders and their perceptions in terms of this being a supra-brand, sub-

brand and international brand, all at the same time (Morgan et al., 2003).   

Another conflict that affects the destination’s levels of greenness and identity is 

that park rangers are left behind. CONAF has been increasingly participating in 

recreational management; however, they are experts in conservation and, therefore, the 

main asset of Patagonia. Still, a lack of resources has hindered park rangers’ capabilities 

and opportunities to be recognised as authorities (Leonidou et al., 2013; Marzano & 

Scott, 2009). The tourism industry could contribute with other stakeholders, which is 

much needed to “achieve successful economic performance, the lasting satisfaction of 

tourists, and building of a successful tourism market image” (Jovicic, 2016, p. 5). 

Although high-end tourism lodges have a stronger focus on other stakeholders such as 
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park rangers and local communities, developing these relationships depends on the 

resources from the institution, and it can be a challenge for the public sector to unify 

stakeholders and develop an agreed destination identity.  

Still, the literature strongly declares that destination branding requires 

involvement of different groups of stakeholders, including local communities.  In fact, 

an opportunity exists to understand those cultural traits that define identity and, at the 

same time, to compare views from residents and visitors and identify expectations of 

each group (Poudel et al., 2016). This is important, as local residents are key deliverers 

of identity (Kavaratzis & Hatch, 2013; Stylidis et al., 2017). Tourists feel attached to a 

destination when they allocate meanings to it and attachment occurs partly because of 

the bonds formed within the place (Huang, Qu, & Montgomery, 2016). Therefore, a 

meaning of greenness should also be delivered by residents. Identity and meaning are 

also related to the concept of sense of place, which “is based on relationships between 

people in a setting created through a variety of experiences” (Relph (1976) cited in 

Campelo et al., 2013, p. 2). Once these relationships are created, then tourists also play 

the role of stakeholders, as they are co-creators of their own destination experiences 

(Jovicic, 2016; Yang, 2016) that will eventually generate appeal among new tourists 

(Jamilena, Peña, & Molina, 2016). The industry, then, should consider tourists as more 

than consumers and as relevant messengers of identity, as the demand side directly 

affects the structure of destinations (Jovicic, 2016). 

b. Place branding and marketing 

According to Kavaratzis and Hatch (2013), place branding is the result of dialogue 

between stakeholders on the “raw material” of the destination’s identity, which is then 

communicated to relevant audiences to convince them to choose the place. However, 

this study reflects that dialogue amongst stakeholders in Chilean Patagonia must be 
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encouraged, especially because Chilean Patagonia is a tourism region that includes 

multiple sites and should be treated as a supra-brand (Heath & Wall, 1992, cited in 

Jovicic, 2016; Morgan et al, 2003; Zins & Lin, 2016).  

Chilean Patagonia 

First, the brand encompasses an area with no clear geographical boundaries. 

Second, Patagonia is a destination brand that includes regional sub-brands, is partially 

included in the national brand and is also a supra-brand itself, but not recognizable by 

all visitors. In this sense, Chilean Patagonia lacks cooperation across sites, regions and 

Argentina to gain a strong position in the tourism offer (Dolnicar & Grün, 2016). Third, 

there is confusion within the industry and local communities on the cultural identity of 

Patagonia. Thus it is imperative to define the relationship between culture and the 

Chilean Patagonia brand as, according to Morgan et al. (2003) culture is the factor of 

differentiation across sites.  In this case, Chilean Patagonia hosts different cultural 

groups that form part of the identity of the destination’s sub-sites. 

 All stakeholders in Patagonia could develop a destination brand, but they need to 

be guided and coordinated by a place brand manager (Kavaratzis & Hatch, 2013). Only 

then could DI be coherently constructed, using greenness as its identity and eventually 

increasing the destination brand equity (Bianchi, Pike, and Lings 2014, cited in 

Jamilena et al., 2016). 

Green marketing strategies 

In this context, the destination brand should communicate and deliver messages 

of greenness as part of the place’s identity (Kavaratzis & Hatch, 2013). However, in 

addition to the essential requirement of defining the brand and improving 

communication across the public sector, Chilean Patagonia is communicated with 
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different levels of emphasis regarding green elements across stakeholders, sites and 

induced marketing platforms. This may be an addition to what Villarino and Font 

(2015) propose. Sustainability messages are usually not persuasive given the lack of 

technical competence. The industry usually utilises implicit sustainability messages to 

offer an affective image to the reader; however, these messages may need more strength 

and explicit content, but in a way that the target feels emotionally attracted. In this 

sense, it is imperative to think of the destination in terms of place attachment, identity 

and sense of place- the local feeling that emotionally attaches places and people 

(Kavaratzis & Hatch, 2013)- and then communicate them, focusing on cognitive 

appraisals for very knowledgeable tourists , and on affective image for everyone (Park 

et al., 2016). 

Analysis of the study’s interviews establishes that tourists look for psychological 

effects when travelling to isolated, nature-based destinations, an “epiphany” where 

visitors become mindful of what surrounds them (Wearing et al., 2016). This effect 

delivers place meaning and influences behaviour (Huang et al., 2016). Thus, the way 

sustainability messages are written can engage customers in improving their 

environmental behaviour (Villarino & Font, 2015).  This is especially relevant with 

respect to inexperienced tourists in greenness, such as Chilean visitors. According to 

Font et al. (2016), affective messages have a strong impact on those visitors who are 

new to sustainable tourism. Studies have shown that ethical choices in tourism delivers 

positive attitudes (Malone et al., 2014). In addition, affective image can complement 

environmental information to create environmental sensitivity towards Patagonia, place 

attachment and ultimately, positive behaviour in terms of destination choice and on-site 

conducts (Cheng &Wu, 2015).  

 For instance, Chilean participants who have not been to Patagonia perceive that 
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greenness takes comfort away. As previously noted, some studies defend the idea that 

green choices deliver positive attitudes in tourism. Thus, green tourism marketers can 

promote and emphasise how green destinations and associated tourism services do not 

hinder comfort or luxuries (Cheng &Wu, 2015; Line & Hanks). While some lodges 

have a basic infrastructure, a lack of connectivity or low levels of kid-friendly attributes, 

communicating that greenness does not interfere with good service  at the beginning of 

the destination choice process and in an affective tone, can become an effective strategy 

(Karl et al., 2015). The Chilean tourism industry target markets are either genuinely 

interested in nature and consider it a luxury or are motivated by trends. In times where 

ecology is part of the global agenda and a growing interest to tourists, there is a clear 

opportunity to develop Patagonia as a destination and as an iconic green destination. 

Marketing sources 

 Findings reveal that GDI is projected differently depending on the platform. 

Industry stakeholders in Chilean Patagonia are more explicit in brochures and websites. 

According to Llodra-Riera et al. (2015), accommodation websites are not the most 

efficient sources of information. However, this study reveals that tourists do visit the 

websites once they see information on hotel reservation sites. For this reason, tourism 

businesses should engage in constant monitoring, strengthening green messages (Choia 

et al., 2007; Hsieh, 2012), although websites deliver the most detailed content regarding 

sustainability. 

 Another important finding that may become an opportunity is the lack of green 

messages in Facebook, given that the Web 2.0 is creating a paradigm shift in DI 

formation (González-Rodríguez et al., 2016). Posts are primarily about events and sales, 

with superficial content on green identity. Destination Facebook sites are platforms 

where visitors seek to engage with and dialogue (De Moya & Jain, 2013). These 



 

 

 

296 

 

exchanges can become for DMOs a source of explicit green messages, including 

authenticity, to improve cognitive green image and at the same time offer an interactive 

platform that can generate affective evaluations. However, it is important to add that 

other sources of information need to be examined, including autonomous and organic 

sources found on the internet such as user-generated content (UGC) or photo-sharing 

websites (Stepchenkova & Zhan, 2013). According to Munar (2011), these are 

considered more reliable and, as such, can influence destination branding and image 

(cited in Llodra-Riera et al., 2015; Salvatierra & Walters, 2016). 

Target 

Tourists should be taken into account as stakeholders that affect the destination’s 

identity. Marketing strategies of Chilean Patagonia adapt according to the different 

targets and their perceptions and motivations. The public sector aims toward mass 

tourism, which includes domestic tourists and neighbouring countries, while tourism 

businesses are focused on niche tourists, especially long haul tourists, known to be 

motivated by special interests tourism such as ecotourism. According to Dolnicar and 

Grün (2016), marketing can become more efficient when the messages are different for 

long-haul tourists and those that live closer. This applies in Chile, where different 

images of Patagonia are used in the destination branding strategy, as short-haul tourists 

and in-bound visitors do not associate the image of the destination with the brand 

(Morgan et al., 2003). However, findings reflect confusion in terms of brand and 

identity. 

The green image attracts tourists in different ways. For example, as in the study 

of Du et al. (2016), long-haul tourists look for comprehensive health benefits, including 

high-performance activities in nature, while in this case Chilean tourists look for a 

beautiful and clean image. Other differences may include those noted by Huang et al. 
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(2016), where long-haul tourists may develop the place meaning of Patagonia according 

to solitude in nature, while Chileans appear to engage with the destination from a “home 

for exploration” perspective, where they interact with local communities – in this case, 

with local culture – while feeling like they are at home. This may explain their attraction 

to comfort and luxury in spite of the fact that Chileans are strongly price-orientated 

when making holiday decisions. In this sense, future development and marketing could 

examine what effect it may have if eco-tourism lodges not only promote pure nature but 

also enhance top quality tourism infrastructure (Line & Hanks, 2016). 

 International tourists are accustomed to experiencing green destinations, which 

make them aware of green-washing and therefore sceptical about the green concept. 

Chileans are not familiar with these types of places, which is a critical consideration in 

image formation and when evaluating a tourism destination (Dolnicar & Grün, 2016). 

However, domestic tourists can still be educated about greenness using persuasive 

communication strategies, and promoting benefits of greenness for Chileans may 

engage them with sustainability values and intentions (Villarino & Font, 2015). 

 Still, the industry needs to consider Chilean tourists deeply in green marketing 

strategies, as their destination choice, onsite activities and individual behaviour can 

have economic, social and environmental impacts (Du et al., 2016). The study reflects 

concern of the different stakeholders with respect to Chileans’ lack of environmental 

culture and some stakeholders doubt that promoting greenness is the best way to 

develop tourism, but in reality all destinations need well preserved and attractive areas 

that will eventually become popular (Jovicic, 2016). Chilean Patagonia has many 

unique green attributes, and the best way to differentiate Patagonia from other 

destinations is by protecting and enhancing its natural state. In addition, culture is not 

fixed and chances are that Chileans will soon adapt toward green tourism (Du et al., 
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2016), especially when climate change is a globalised issue that has fostered trendy 

products, opinion leaders and places that relate to being eco-friendly. 

8.2.2 Green tourism 

In the context of Patagonia, greenness is not a niche market. It prevails in 

management and marketing, but differs in the emphasis given to green attributes. Like 

Kumar (2016) finds out in the context of destinations, this study answers what green 

attributes construct a green destination image and why some attributes are perceived 

credible. 

An important characteristic that seems to be a starting point of greenness and 

environmental quality is remoteness. Results support the study by Grimwood et al. 

(2015), where tourists perceive wilderness through isolated and undeveloped places 

with no improvement, having as an effect a sense of respect and appreciation towards 

the site. This attribute is valued almost by all stakeholders in Patagonia, and that 

tourists, including Chileans, embrace and want to defend. While international tourists 

perceive remoteness from historic explorations of Patagonia, Chileans are informed 

mainly through autonomous sources, which expose environmental and development 

project controversies, delivering not only knowledge about Patagonia’s isolation and 

unspoiled nature but also feelings. This is important, because it complements findings 

from Zhang et al. (2015), who identify the power of media in heritage protection. In this 

case, media has a strong impact on GDI, even when communicating negative 

environmental conflicts.   

The study also revealed that eco-friendly practices were mostly performed and 

promoted in alternative accommodations in Los Lagos Region – that is, by lodges 

located in less isolated places and with a focus on sustainability instead of conservation. 
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As opposed to Bristow (2016) position, minimizing resource use is not always a priority 

or reality across the five key sites, as conservation and protected areas are the main 

tourism attractions in Patagonia. In addition, not all tourism lodges had economic 

motives to perform greenness. Participants valued the fact that being green reduces 

costs, but the lodges had a variety of motivators, such as being within in a national park, 

improving the owners’ quality of life, or preserving heritage and natural resources. 

Amongst the motivators, high-end lodges and some alternative accommodation 

offerings pursue a lifestyle statement, while other alternative and adventure tourism 

businesses were driven for a mix of business and social legitimating reasons (Font et al., 

2014). 

In this sense, some operators include local community involvement in their green 

strategy. However, some struggle in creating bonds and coordinating green tourism 

intentions with locals. The reason for including local communities in eco-tourism and 

sustainable tourism projects is to perform conservation and develop green tourism with 

no resistance. Some cases, such as Huilo Huilo Biological Reserve, have been 

successful and as a result have improved the locals’ quality of life. However, the 

tourism industry, in general, may want to consider that this effect should be a driver to 

perform greenness and not vice-versa (Serra et al., 2015). Still, this thesis presents 

practical cases that add support to studies of Poudel et al. (2016), which propose that 

sustainable tourism in protected areas is beneficial to local livelihoods.  

 Besides examining the residents’ quality of life, the research found that within 

the human/social environment, stakeholders include the effect of greenness in the 

tourism experience. Activities performed under a green destination brand develop 

meanings for tourists and allow them to connect in a profound and comprehensive way 

with the environment (Grimwood et al, 2015; Huang et al., 2016; Jiang et al., 2016; 
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Wearing et al., 2016). 

 Finally, the study results showed that GDI is constructed by some stakeholders 

who consider credentials as a way to educate and communicate greenness to the 

industry, community, and tourists. The public sector in the case study considers that 

tourists are willing to pay extra for sustainable products, making credentials and eco-

labels a valid green marketing tool. However, there is a weak use of eco-labels in 

Patagonia, in spite of the availability of a national sustainability seal. Although DMOs 

from Los Lagos Region are promoting this certification as part of their strategy, it has 

been a struggle to incorporate it in the private sector’s marketing tactics. No studies 

demonstrate the effectiveness of certification in spreading environmental knowledge 

and awareness (Kumar, 2016), and Chilean Patagonia is not an exception. In that regard, 

Rex and Baumann (2006) express that neither eco-labelling nor environmental 

information should be a goal in itself, but a means to encourage a greener market. This 

should be managed as conventional marketing; expanding markets, innovating in 

positioning strategies, and constantly creating and improving marketing tactics. 

Findings reflect that promotion of the sustainable seal does not communicate 

effectively the fact that it is supported by the GSTC, which according to Font (2002) 

may be one way of making a difference to tourists’ decision making. Font et al. (2016) 

cite a study that found that tourists ignored eco-labels in marketing sources, which 

reduces the effectiveness of including these in the projection stage of GDI. The article 

establishes that the reason for this avoidance is that tourists look for affective messages 

instead of cognitive or technical content. This avoidance particularly applies to domestic 

visitors in Patagonia, who stated that they would rather learn about EMP onsite instead 

of reading overwhelming information. The preference for affective content is also 

related to studies about persuasive communication (Villarino and Font, 2015), which 
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show that the industry should use appealing and balanced emotional and factual 

messages on greenness.  

 Eco-labels are not present at all marketing platforms and usually only on 

websites. This gap may relate to the fact that some tourism businesses do not want to be 

specific about their green credentials and rather apply green hushing (Font et al., 2016) 

as each site has different obstacles that make the promise of eco-friendliness or 

sustainability difficult to achieve. Then, they mention those credentials that can make a 

difference and can be guaranteed, making the message specificity more important that 

the backup (Villarino & Font, 2015).  

8.2.3 Authenticity and commoditisation in tourism  

Zhang et al. (2015) show values of heritage and authenticity are issues of conflict 

for the tourism literature. The process of GDI formation in Chilean Patagonia reveals 

that authenticity is a core component of greenness and it is part of tourists’ expectations 

when choosing destinations with green values and performance.  

 A green destination should deliver authenticity, which in this case links nature 

and culture. In the context of greenness, tourists speak of the relationship that locals 

have with their environment and how their lifestyle has adapted to co-exist with nature 

(e.g., forestry communities in Huilo Huilo, gauchos in south Patagonia, aboriginal 

cosmovisions). In this sense, stakeholders tend to put emphasis on transmitting cultural 

elements that somehow relate to green components and deliver a sense of authenticity.  

 According to Kavaratzis and Hatch (2013), cultural components of a community 

are the most authentic aspects in a destination brand, even when these are mixed and 

chaotic. Chilean Patagonia hosts different communities and backgrounds with various 

relationships to their environment. Participants have various perceptions of authenticity 
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and some disagreement as to what is authentic. However, stakeholders within a green a 

destination have a common interest in selling and buying authenticity.  

 For instance, architecture creates a sense of authenticity through traditional 

designs but also through environmentally friendly constructions. The two characteristics 

focus on different green components, as traditional symbols aim toward culture while 

environmentally friendly constructions transmit natural authenticity whether they 

comply aesthetically with the landscape or are low in impact. Chiloe Island is another 

example where the industry is adding to its cultural differentiation, environmental 

protection and promotion of endemic species (Liu  & Cheung, 2016). 

 However, it is important to understand the expectations for authenticity and the 

meaning of this term for tourists. Grimwood et al. (2015) noted that tourists perceived 

authenticity in a romantic way: lifestyle in nature, organic and simple, similar to what 

Chileans defined “old school”.  

 Understanding perceptions of authenticity allows the industry to communicate 

greenness using tourists’ language. However, the literature and international tourists in 

this study criticise commoditisation of authenticity. 

 Natural and cultural heritage commercialisation usually leads to conflict in 

protecting authenticity given that strategies need to adapt to tourists’ demands (Zhang et 

al., 2015). This result causes a lack of credibility for sustainable forms of tourism, such 

as responsible tourism – a concept that some participants preferred to use instead of 

sustainability to avoid green-washing- as it delivers the perception of being a marketing 

concept rather than a management strategy (Grimwood et al., 2015). 

 Another important aspect of tourists’ perceptions of authenticity is that 

sometimes they may have a vision of destinations that contains elements that deliver 
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messages of a past lifestyle, romanticizing experiences through images of uncivilized 

communities in traditional attire (Stepchenkova & Zhan, 2013). Clearly these 

perceptions can cause gaps between expectations and experience, as they do not 

consider evolution of the communities and only separate past and present realities 

(Grimwood et al., 2015). The challenge is to deliver a realistic, contemporary sense of 

authenticity, which can differentiate and develop affective evaluations in tourists.  

 As opposed to the search for “objective authenticity,” some authors study 

existential authenticity that is emphasised as the most appropriate approach to 

understand authenticity. This refers to visitors’ perceptions of genuineness in the 

experience of self-discovery while onsite (Jiang et al., 2016; Wearing et al., 2016). In 

this regard, some alternative accommodations in Los Lagos Region and high-end lodges 

like Explora or Mitico Puelo, emphasise this. Some tourists on Chepu Adventures 

(Chiloe Island) and Hotel Las Torres also indicate how important this is to them. 

Existential authenticity could be an opportunity for all the industry to develop and 

promote not only the local culture but also, the experience in green destinations. 

 Findings revealed that long-haul tourists worry about fake tourism and notice 

rural communities being exploited for tourism. Stepchenkova and Zhan (2013) found 

that tourists look for “backstage” experiences in culture – that is, how local 

communities live their everyday lives. That case study revealed that DMOs promoted 

cultural elements that are part of the history and identity, but are not a reality. Chilean 

Patagonia delivers information establishing cultural authenticity and elements that exist 

today, such as gauchos, Chilotan traditions, architecture and local communities 

surrounding Huilo Huilo. However, indigenous communities have been difficult to 

work with – a problem that may be solved by working on how tourism improves their 

life quality and drawing on sociologists’ expertise to understand their everyday lives 
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and educate improvement through greenness. 

8.3 Contributions 

 This study is not only based on a gap found in the existing literature, but also 

links two streams of knowledge that have not yet been  fully understood. It reflects that 

tourism has an interdisciplinary dynamic with multiple areas of management and 

marketing that need to be studied in different contexts regarding the environment, 

culture and society. The thesis contributes to different perspectives – conceptually and 

methodologically in a theoretical point of view, and in management and marketing on a 

practical basis.     

8.3.1 Theoretical contributions 

a. GDI and conceptual models of DI 

An understanding of green destination image formation began to emerge from 

combining models of DI, using three stages, three components and three information 

sources. This understanding also considered tourists’ characteristics, making it the most 

complete DI model in the literature. Multidimensionality of DI is a major obstacle to a 

deep understanding of the process in a comprehensive way. However, the GDI 

formation model simplifies and examines DI by looking into each stage, each 

stakeholder and each component.  

This thesis contributed in studying the process of GDI formation, which according 

to Lee and Bai (2016), requires much further research. This investigation includes all 

determinant variables for image formation in an attempt to streamline a construct 

identified by its complexity. Findings confirms the importance for induced sources to 

focus on cognitive and affective dimensions (Park et al., 2016), which contribute to 

studies that consider both components without any emphasis on a particular appraisal. 



 

 

 

305 

 

However, results show it is the overall image, perceptions of pureness and pristineness 

that trigger interest and motivations (Stylidis et al., 2017) for those tourists who have 

developed place attachment from existent environmental sensitivity (Cheng & Wu, 

2015).  

As a result, the GDI formation model takes into account multidimensionality, which 

can be understood using the three-axis model to present and compare relevant stages, 

components, information sources, stakeholder and sites. Importantly, although this case 

study provides an analysis of greenness, the three-axis model is relevant to almost any 

nature- and culture-based destination, and also to rural and urban destinations.  

b. Methodological contributions 

Another important contribution of this study is the use of qualitative methods, which 

according to Kumar (2016) are limited in marketing studies but provide the opportunity 

to understand constructs that are difficult to measure, such as DI. This kind of 

methodology may deliver useful insights for the industry. In addition, this study used a 

multi-site, multi-stakeholder approach to provide rich information on GDI, and it can be 

used as a guideline for similar cases such as nature-based and green destination brands 

that include multiple regions and countries.  

8.3.2 Tourism management and marketing  

Chilean Patagonia is a living proof that green destinations are growing. In delivering 

the right message to targets, it is important to manage and project the image 

appropriately.  

a. Industry coordination in terms of greenness 

First, the Chilean tourism industry needs to coordinate and acknowledge its 

strengths and weaknesses related to green management. Although results show that the 



 

 

 

306 

 

private and public sectors are aware of the challenges they face, those perceptions seem 

to be developed in isolation. Each sector needs to be understood by the others.  

For instance, park rangers’ perceptions of green destinations are similar to those of 

long-haul tourists. To be able to achieve greenness, destinations should consider park 

rangers’ suggestions, and park rangers should have a protagonist role in GDI. This 

involvement includes development of visitor and waste management in parks and 

changing the emphasis on some of the content in promotion strategies, highlighting 

interpretation, solitude and preservation. 

Second, findings and the literature suggest that community involvement should be 

emphasised and developed using education and marketing campaigns that address how 

green tourism can benefit and protect destinations’ authenticity (Kavaratzis & Hatch, 

2013; Nunkoo & Gursoy, 2016; Stydilis et al., 2017; Zenker et al., 2017). This need is 

evidenced with findings on Huilo Huilo, where participant stakeholders defined the 

lodge as green for its relationship with the community and the population growth in the 

area means a good quality of life. Relatedly, Serenari et al. (2016) found that local 

people achieved self-governance through education and strategies to produce 

environmental subjects. 

b. Proposing a definition of Patagonia in terms of culture, landscape, and 

boundaries 

Beyond establishing and agreeing as to the destinations’ green attributes, all DMOs 

should develop a strategy to reach agreement on the definition of Patagonia as a brand 

and as a multiregional area. This strategy should consider historical and geographical 

documents that will justify Patagonia’s identity and therefore brand personality. Along 

with this, the branding strategy should provide the opportunity for all those sub-regions 
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within Patagonia to collaborate and complement each other, whilst promoting particular 

differentiation factors that fit in the overall supra brand (Zins & Lin, 2016). 

c. Proposing a destination manager for Patagonia 

Agreement amongst stakeholders proposes a brand identity that relevant 

stakeholders can relate to. Managing strategies on a multi-regional brand and having a 

balanced local-central institutionalised tourism sector are some of the suggestions 

obtained from the literature. To be able to achieve a coordinated branding strategy, 

Patagonia should have a destination brand manager that can supervise and respond to 

these suggestions. This role should reflect an ethical stance (Robson & Robson, 1996) 

that permits the uniqueness of each region to be included under Patagonia’s “green 

umbrella”, whilst destination management and marketing becomes an educator towards 

the community and tourists (Becken et al., 2016). 

d. Marketing campaigns 

Marketing campaigns of Chilean Patagonia have been efficient in attracting tourists 

to the destination. However, DMOs could consider the relevance of autonomous 

sources, which have enhanced those aspects that are considered green, such as 

‘‘pristine’’, ‘‘remote’’, ‘‘uncivilized’’, and ‘‘threatened’’ (Grimwood et al., 2015). 

Although these messages are hard to control, they have an impact on GDI, so it is 

important to include the effects in the destination strategy (Stepchenkova & Zhan, 

2013).  

Third-party online platforms, especially those that are used by tourists and potential 

tourists, should be considered in destination strategies (Fu et al., 2016; Lee & Bai, 2016; 

Llodra-Riera et al., 2015). These platforms can include induced sources of information 

such as Facebook, where stakeholders do not emphasise greenness but rather other 
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promotional aspects. By increasing the green components of destinations using affective 

messages in social media, the industry may able to engage with readers by having an 

impact in their environmental sensitivity (Cheng & Wu, 2016) and understand how their 

perceived image fits into the constructed GDI. 

Industry stakeholders also hold different views as to how these campaigns should be 

targeted. Chapter 4 clearly shows that the private tourism businesses, park rangers and 

DMOs see marketing potential in different targets. Lodges and park rangers generally 

value niche markets in the development and image of green destinations, while DMOs 

target mass tourism in domestic and neighbouring regions. However, even though it is 

evident that domestic tourists can be risky visitors, it is important to attract them to 

greenness, which is what Huilo Huilo is attempting to do. The industry needs to educate 

them in terms of environmental knowledge, make them interested in ecology and, 

ultimately, encourage positive feelings and behaviour toward green destinations.  

This study proposes that greenness should be included in the domestic campaign, 

“Chile es Tuyo”, constructing a GDI by linking Patagonia with conservation projects in 

collaboration with the media. Chileans have knowledge about greenness, but their 

motivations are different. Chileans need emotive sustainability messages (Wehrli et al., 

2014), emphasising feelings of pride or other emotional content. Green could be added 

to the domestic brand as “fashionable”, linking it with the luxury and “coolness” of 

nature.  

Another aspect of the promotion of Patagonia is that, in the case of the domestic 

campaign, promotions are shown in separate administrative regions. This may develop 

Chileans’ associations of green attributes to particular regions and not to the brand of 

Patagonia, reducing the opportunity to build a recognizable and meaningful identity in a 

potentially strong destination brand. The international campaign, in contrast, uses the 
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brand illustrated with different logos and slogans, promoting three different Patagonia 

brands that may produce confusion and also compete with the strong Argentinean 

Patagonia brand. If the industry aims to promote and position Chilean Patagonia in both 

domestic and international campaigns, it is recommended to develop the brand as a 

multi-site destination, or as a natural attraction that would make Chileans proud. 

This development is important as the study also identified that long-haul tourists are 

familiar with the brand from history books and publicity from the Argentinean side. In 

this sense, Chilean Patagonia has a potential for differentiation, which is the Valdivian 

Rainforest, as the private lodge of Huilo Huilo claims. The international target definitely 

perceives a GDI in terms of remoteness and isolation. DMOs could emphasise these 

attributes and incorporate green aspects by promoting diverse and aesthetically green 

landscapes as a differentiation factor from Argentina, and in addition, providing 

technical information since international tourists expect it.  

8.4 Limitations and future research 

This study proposes a comprehensive model of DI by combining components, 

determinants and stages. The incorporation of green parameters to DI models adds more 

complexity to an already multifaceted construct, and components in the social/human 

environment and the natural environment broaden the meaning of the construct. The 

green concepts extracted from interviews and marketing materials coincide broadly with 

parameters used in destination eco-certification programs. At least for Chilean 

Patagonia, however, stakeholders put greater emphasis on cultural aspects, and less on 

technical environmental quality and management. Eco-certification programs, therefore, 

may not be providing the information that tourists and industry stakeholders are actually 

concerned about. Direct testing of these interests would therefore be valuable. For 

Chilean Patagonia, all stakeholders recognise the existence and importance of GDI, but 
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some disagree over details. Park managers promote conservation, DMOs promote their 

own subregions in competition with others, and CTEs promote their own specific 

businesses directly to highly targeted market sectors. There are future opportunities to 

explore the factors underlying these differences. 

However, this research contributes by confirming the existence of GDI and 

delivers facts and suggestions of the potential GDI has practically and theoretically. 

Further research should be performed to understand perceptions of authenticity within 

greenness by studying perceptions of the concept and what stakeholders consider to be 

included in the definition. For all stakeholders in this study, however, the term 

authenticity was applied very broadly across all social and cultural concepts, including 

lifestyle, food, architecture, and materials. The underlying philosophy of authenticity, 

namely what the tourist experiences is unchanged either by tourism itself or by other 

modern developments, is also visible in the concepts applied to the natural environment, 

through terms such as wild and pristine, concerns over clean air and water, and 

conservation of biodiversity. 

The theme of authenticity as a link between nature and culture deserves further 

exploration. Although the results were compared to the concept of existential 

authenticity (Grimwood et al., 2015; Jiang et al., 2016; Wearing et al., 2016), concepts 

of heritage and authenticity in tourism do not yet seem to have been expanded or 

analysed to include environmental quality, management and performance. It is proposed 

this as a topic meriting future research. The result could offer a useful basis for 

proposing scales of authenticity, just as this thesis serves as a baseline to measure GDI 

using quantitative methods.   

The GDI formation model provides a foundation for a three-axis model. This 
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three-dimensional scheme should be tested on other green or sustainable destinations, 

including urban sites, to verify its use, parameters and explanatory conditions.  In 

addition, the three axes can be used for future research in DI, over any identity (e.g., 

luxury) representing greenness or other parameters developed or compiled by the 

researcher. The three-axis model also deserves further testing, at additional destinations. 

Given restricted time and resources, the study does not include all destination 

stakeholders. Findings emphasise the importance of local communities and councils in 

green tourism and on the construction stage of GDI. Also, it is always recommended to 

have different approaches on same phenomena. GDI could be analysed through a 

stakeholder approach (Robson & Robson, 1996), including stakeholders absent from 

this present investigation. Destination branding allow locals to express themselves, 

include culture in the destination identity (Kavaratzis & Hatch, 2013), and at the same 

time, allow them to connect with people and complement tourists’ experience and the 

destination’s natural resources (Reitsamer et al., 2016). 

Another way to expand this study and address another limitation could be by adding 

an analysis of user-generated content (UCG) on the web looking into what green 

messages are replicated by users and which ones match GDI projection. Again, owing 

to time and resource constraints, there is not a thorough analysis of social media in 

relation to what users are expressing, which is currently becoming very influential in 

image and marketing strategies.  In addition, the study did not incorporate the park 

ranger social media, as this is not promoted as a tourism product. However, park rangers 

do provide valuable green information and as they stated, they are now performing 

recreational activities over conservation, which may also cause an impact of their 

information sources over destination image.  
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8.5 Conclusions 

The research question that provided the logic and structure of this study attempted 

to understand what key components of destinations contribute to a green image 

formation? The thesis started by proposing a new construct referred to as GDI. This 

concept was defined by integrating DI literature and previous research on green 

tourism –namely, enlightened mass tourism, ecotourism and sustainable tourism – 

along with a compilation of important eco-certification programs. A conceptual 

framework was developed as a second stage to enable the examination of GDI as a 

process. This meant combining DI models into one scheme and adding the obtained 

green parameters, providing an outline to answer the four sub-questions. The answers 

attempted to collect relevant green destination attributes, understand the reasons and 

motivations to achieve green tourism, comprehend how and why some attributes 

where communicated and deepen the knowledge into the effects of GDI construction 

and projection in tourists’ perceptions, while, at the same time, a constant comparison 

between stakeholders and sites was performed to understand the meanings and 

differences existing during the process of image formation.  

Chilean Patagonia was selected as the case study for application of the framework 

and the research included key stakeholders and marketing sources. Findings reflect 

that the theoretical framework is a useful tool for understanding the proposed 

construct. A GDI exists, Chilean Patagonia proved to be a valid case study, and 

greenness is expressed at all stages (construction, projection, perceptions), within all 

components (cognitive, affective, conative), and on the three analysed induced 

platforms. Results show that inconsistencies are essentially differences in emphasis of 

components. The differences in importance were caused by (1) lack of coordination in 

branding strategies, no definition of destination identity, independent green strategies 
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across industry stakeholders and a partial disregard of other participant groups in the 

construction stage; (2) different use of the marketing platforms and missing green 

communication opportunities in the  projection stage; and (3) the influence of 

background, motivations and autonomous sources in tourists’ cognitive and affective 

evaluations in the perception stage.  

Greenness adds more complexity to an already intricate DI. The proposed 

framework delivers a comprehensive analysis of GDI formation. However, the three-

axis model illustrates a simplified overview of the construct, enabling researchers and 

managers to position any site, stakeholder or information source at any stage, and 

compare them in accordance to greenness. Moreover, the conceptual framework and 

the axis scheme can be used for any destination, with any given identity.  

This thesis contributes to filling in a theoretical gap by proposing a new construct 

that is important in both the academic and practical worlds. It has the potential for 

adaptation to other green and not so green cases. This study also has a qualitative 

approach, allowing an in-depth examination of greenness – a very important topic in 

tourism.  In addition, results reflect the importance of authenticity for all stakeholders 

and stress the need to study this aspect further in terms of linking nature and culture.  

The results are also linked to a practical perspective providing a number of 

proposals to improve construction and projection of GDI. The thesis delivers 

information using a new perspective on green destination marketing. Further, the 

thesis establishes the necessity of coordination; it shows how branding strategies can 

diminish potential and demonstrates that the GDI formation model and the three-axis 

model can uncover information beyond tourists’ perceptions, revealing how the 

industry relates to the concept and its multidisciplinary condition.  
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APPENDICES 

Appendix 1 Green parameters compiled from literature review and eco-

certification programs 

Green Attributes References 

1. Natural environment at destination 
a. Landscape 

b. Clean air and water  
i. Air quality  

ii. Water quality 
1. Appearance 
2. Drinkability 
3. Turbidity 

4. Chemistry 
5. Microbiology 
6. Freshwater organizations 

c. Soil 
i. Erosion 

d. Vegetation 
i. Native vegetation cover 

ii. Weeds 
iii. Rare species 
iv. Biodiversity measures 

e. Wildlife 
i. Native fauna 

ii. Rare species  
iii. Bio diversity measures 

5,13  

 

 

2,4,5,8,11,13,16 

 

 

 

 

 

 

 

 

2,4,13,16,17 

 

2. Built environment 
a. Development  

i. % built features 
ii. Surrounding towns 

b. Infrastructure  
i. Trails, multi roads, cycling roads 

ii. Items made from natural/organic 

materials/recycled 

iii. Natural lighting 
iv. Minimal impact (Appropriate use of 

passive solar design, natural ventilation and 

energy saving design) 
c. Architecture, design (visual pollution) 

 

6 

 

10, 16 

 

1,4,16 
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2,5,17 

1,4,5,10,16,17 

3. Environmental Management Performance 
a. Operators 

i. Waste management  
1. Solid 

a. Separation (e.g. organic) 

b. Recycling 
c. Catering/composting 
d. Disposal 
e. Fertilizers 
f. Smoking areas 

2. Liquid  

a. Sewage 
b. Sullage (e.g. detergents) 
c. Vehicle oil 
d. grease 

3. Air: generator 

ii. Noise management 
iii. Power supply (e.g. heat, power light) 
iv. Water supply  
v. Transport 

vi. Conservation  

1. Associations 
2. Donations 
3. % protected areas 
4. Restoration 

b. Park Management at destinations 
i. Zoning 

ii. Regulations 
iii. Infrastructure 
iv. Visitor management  
v. Conservation 

 

 

 

 

1,2,4,5,6,8,10,11,16,17 

1,2,4,5,11,16 

 

 

 

1,2,5,8,10,11,16,17 

 

 

8,11,17 

 

 

10,11,14,17 

 

4,6,16 

 

2,5,6,8,11,16,17 

 

4. Activities at destination 

a. Events 
i. Focus 

1. Green message 
ii. Management 

1. Access 
2. Noise 

3. Recycling 
4. Power supply 
5. Sewage maintenance 
6. Litter  
7. Clean up 

 

9, 12 
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8. Carbon Offset 
b. Experiences offered at natural settings 

i. Contemplative/adventure/consumptive 
ii. Community based activities 

iii. Equipment 

5. Communication 
a. Interpretation/education 

i. Signs 
ii. Guides: certifications 

iii. Interpretation centres 
iv. Information offices 

v. Tourists code 
vi. Community education 

b. Green Marketing 
vii. Induced Sources 

1. National and regional campaigns 

a. Television advertising  
b. Tourism websites and 

social media 
c. Television and radio 

programs 
d. Brochures  

i. Content 
ii. Expression 

iii. Imagery 
e. Exhibitions and travel 

shows  
f. Travel Books  

2.  Operator 

a. Television advertising  
b. Tourism websites and 

social media 
c. Television and radio 

programs 
d. Brochures  

i. Content 
ii. Expression 

iii. Imagery 
e. Exhibitions and travel 

shows  
f. Travel Books  

iv. Organic Sources 
1. Word of mouth (e.g., friends, 

family , personal channel)  
2. Travel books and magazines 

3. Travel shows (e.g., TV or radio 

programs, exhibitions) 
4. Eco labels  (e.g., destination, 

enterprise, event , guides) 

5. Awards and endorsements (e.g., 

magazines, rankings, eco brands) 
6. EWOM (e.g., online chat, travel 

 

 

 

 

 

2,4,10,13,16,17 

5,17 

16 

5,11,13,14,16,17 

 

 

4 

6,16 

5,6,7,13,16 

15 
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communities, social media) 

Note: from 1)Andereck (2009); 2) Buckley (2009a); 3) Buckley (2009b); 4) Instituto 

costarricence de turismo (2012); 5)Ecotourism Australia (2009); 6)Global Sustainable 

Tourism Council (2013); 7)Hawkins et al. (2009); 8)Insch (2011) ; 9)J. Lee, Breiter, and 

Choi (2011); 10)Kelly et al. (2005); 11)Kozak and Nield (2004); 12)Laing and Frost 

(2010); 13)Mihalic (2000); 14)Petrosillo et al. (2007); 15)Sparks and Pan (2009); 

16)The National Tourism Administration China (2010); 17)Walker and Hanson (2010).   
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Appendix 2 Ethical clearance approval by Griffith University  

GRIFFITH UNIVERSITY HUMAN RESEARCH ETHICS COMMITTEE 

                                                              11-

Feb-2014 

 

Dear Miss Cooper 

 

I write further to the additional information provided in relation 

to the provisional approval granted to your application for ethical 

clearance for your project "NR:  Conceptualisation and Measurement 

of Green Destination Perceptions: An Analysis of Chilean Patagonia" 

(GU Ref No: HSL/04/14/HREC). 

 

The additional information was considered by Office for Research. 

 

This is to confirm that this response has addressed the comments 

and concerns of the HREC. 

 

 

 

Consequently, you are authorised to immediately commence this 

research on this basis. 

 

The standard conditions of approval attached to our previous 

correspondence about this protocol continue to apply. 

 

Regards 

 

 

 

Dr Kristie Westerlaken 

Policy Officer 

Office for Research 

Bray Centre, Nathan Campus 

Griffith University 

ph: +61 (0)7 373 58043 

fax: +61 (07) 373 57994 

email: k.westerlaken@griffith.edu.au 

web:  

 

Cc:  

 

Researchers are reminded that the Griffith University Code for the 

Responsible Conduct of Research provides guidance to researchers in 

areas such as conflict of interest, authorship, storage of data, & 

the training of research students. 

You can find further information, resources and a link to the 

University's Code by visiting 

http://policies.griffith.edu.au/pdf/Code%20for%20the%20Responsible%

20Conduct%20of%20Research.pdf 

PRIVILEGED,  PRIVATE AND CONFIDENTIAL 

This email and any files transmitted with it are intended solely 

for the use of the addressee(s) and may contain information which 

is confidential or privileged. If you receive this email and you 

are not the addressee(s) [or responsible for delivery of the email 

to the addressee(s)], please disregard the contents of the email, 

delete the email and notify the author immediately 
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Appendix 3 Informed verbal consent for participants 
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Appendix 4 Industry stakeholder interview guideline 

Section 1 

1. Describe the company/institution's mission, positioning and differentiation strategy 

 Prompt Q How is this accomplished?  

 Prompt Q How does the institution contribute to tourism sustainable 

development? 

2. How does the institution coordinate with other stakeholders? such as  Central 

government, Regional governments, Tourism businesses, Communities, 

Environmental foundations, Protected Areas, Tourists 

Section 2 

3. How is Chilean Patagonia defined and promoted as a destination?  

 Prompt Q why? 

 Prompt Q What are the main features this destination delivers (name 5) 

4. Would you say Patagonia is a green destination?  

 Prompt Q: Why?  

5. How does your company/institution ensure greenness of Patagonia?  

 Prompt Q: How does the company/institution control environmental quality 

(such as state of air, soil, wildlife, landscape) 

Section 3 

6. Tell me about how the architecture/infrastructure and design of 

site/lodge/destination identifies with Patagonia  

 Prompt Q: in terms of aesthetics 

 Prompt Q: in terms of environmental impact 

7. What eco-friendly or eco efficient processes are present at the destination 
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 Prompt Q: waste management 

 Prompt Q: supply 

 Prompt Q: noise 

 Prompt Q: Transport 

8. How does the company/institution contribute to conservation initiatives? Please 

describe the projects 

9. What kind of activities are mostly offered in Patagonia 

 Prompt Q What kind of …… are being held Patagonia 

 Prompt Q: how are their environmental impacts managed? 

 Prompt Q: What’s the message delivered from these kinds of activities/events? 

 Prompt Q: How do you think experiences held at Patagonia can enhance green 

values and care for the environment? 

10. How does the company/institution contribute to (tourists, stakeholders, employees, 

community) education? 

 Prompt Q:  How does the company/institution ensure that in moments of truth 

with the tourist, (guides, information offices, community, and employees) can 

deliver a coherent green message?  

 Prompt Q:  Are there any codes of conduct available?  Where?  

Section 4 

11. Please describe the current promotion campaign  

 Prompt Q:  what are the main messages?   

 Prompt Q:  what are the most efficient means and marketing channels to 

communicate and promote the green aspects?  

 Prompt Q: which green aspects are most highlighted  
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 Prompt Q: How have third party channels, such as travel magazines, rankings, 

EWOM, performed when transmitting Patagonia’s positioning strategy as a 

pristine destination.  

12. Eco-labels: how do they impact on tourists? 

 Prompt Q: Are they used in tourism businesses and the destination’s positioning 

strategies (e.g., a lot of businesses with different eco labels, a lot of businesses 

with one eco label, one eco label for the destination)   

13. Is there any aspect of Patagonia as a destination that needs to be enhanced or 

strengthened in marketing campaigns? 

14. How do you think Patagonia is perceived by tourists?  
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Appendix 5 Onsite tourist interview guideline 

Section 1 

1. Why did you decide to travel to this part of Patagonia?   

 Prompt Q: Is this your first visit to Patagonia? 

 Prompt Q: What are you expecting from this trip to Patagonia? Or what are you 

looking forward to in this trip? 

2. What activities or experiences are you planning to have/ have you done in this part 

of Patagonia? 

3. Where did you get information to plan your trip? 

 Prompt Q: what main messages of Patagonia did you obtain from these sources? 

 Prompt Q: Who or what influenced your decision to come here? 

4. If you had to define Patagonia, what would you say? 

 Prompt Q: Why? 

 Prompt Q: Would you say Patagonia is a green destination?  

Section 2 

5. What do you know about green destinations? 

 Prompt Q How can you sense if a destination is green? 

 Prompt Q: Can you please name examples of green destinations that come to 

your mind? Explain your reasons. 

6.  What things would make you realize if the environment is taken care of at a 

destination?   

 Prompt Q: What aspects of the landscape are important to you?  

 Prompt Q: Why? 
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 Prompt Q: Do you think infrastructure and architecture comply with what 

Patagonia transmits, in what sense? 

 Prompt Q: What do you view as the best ecofriendly practices in destinations? 

 Prompt Q: Have you noticed any of them during your stay?  

 Prompt Q: How? 

 Prompt Q: What do you know about conservation initiatives around this place? 

 Prompt Q: Why? 

 Prompt Q: How do these activities influence what you feel about Patagonia? 

 Prompt Q: What did you learn/expect to learn from these activities? 

 Prompt Q: How did you/do you expect to learn about them? 

7. How do destinations with ecological value enrich your experience? 

8. How do you use eco labels or environmental awards to get information about the 

destination/hotel? 

That concludes our discussion of your views about Patagonia.  Thank you for your 

participation.  Before we finish, are there any further comments or questions? 
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Appendix 6 Interview guidelines for Chileans who have not been to Patagonia 

Section 1 

1. When was the last time you went to Patagonia?   

 How long ago 

 Where do you usually go for holidays? 

 Have you ever had the chance to go to Patagonia these last years? 

2. What do you know about Patagonia? 

 What would be the things that would motivate you to go over there? 

 Sources 

3. If you had to define Patagonia, what would you say? 

 What would this place make you feel 

4. What activities or experiences would you expect to have in Patagonia 

Section 2 

5. What do you know about green destinations? 

 Prompt Q How can you sense if a destination is green? 

 Prompt Q: Can you please name examples of green destinations that come to 

your mind? Explain your reasons. 

6.  What things would make you realize if the environment is taken care of at a 

destination?   

 Prompt Q: What aspects of the landscape are important to you?  

 Prompt Q: Why? 

 Prompt Q: Do you think infrastructure and architecture comply with what 

Patagonia transmits, in what sense? 
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 Prompt Q: What do you view as the best ecofriendly practices in destinations? 

 Prompt Q: Have you noticed any of them during your stay?  

 Prompt Q: How? 

 Prompt Q: What do you know about conservation initiatives around this place? 

 Prompt Q: Why? 

 Prompt Q: How do these activities influence what you feel about Patagonia? 

 Prompt Q: What did you learn/expect to learn from these activities? 

 Prompt Q: How did you/do you expect to learn about them? 

7. How do destinations with ecological value enrich your experience? 

8. How do you use eco labels or environmental awards to get information about the 

destination/hotel? 

9. What sources do you use to plan your trips?? 

 

That concludes our discussion of your views about Patagonia.  Thank you for your 

participation.  Before we finish, are there any further comments or questions? 
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Appendix 7 Complete codebook after three stage analysis  

Theme Category 
Sub 

category 
Code 1 Code 2 

N
at

u
ra

l 
E

n
v

ir
o

n
m

en
t 

en
v

ir
o

n
m

en
ta

l 
m

an
ag

em
en

t 
p

er
fo

rm
an

ce
 

B
u

il
t 

fe
at

u
re

s 

Design 

harmonious 

material  

size 

low impacts 

basic/rural 

location 

compensation 

amount 

construction 

cl
im

at
e carbon offset 

energy supply 
efficiency 

renewable resources 

park 

protected 

area  

tracks and trails 

visitor management 

zoning/intangibles/%protected areas 

w
as

te
 m

an
ag

em
en

t disposal  

sewage 

No plastic 

recycling  

reduce 

separation 

w
at

er
 low consumption 

recycling  

supply 

E
n
v
ir

o
n
m

en
ta

l 
Q

u
al

it
y

 

ae
st

h
et

ic
s 

beautiful landscape 

Colour green 

diversity of natural elements 

iconic natural elements 

Pristine and wildness 

P
re

se
rv

at
io

n
-

te
ch

n
ic

al
 

Water 

biodiversity  & wildlife 

rehabilitation/reintroduction /reforestation 

remoteness 

/isolation 

no access/far distance 

no people 
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no technology 

level of development 

H
u

m
an

/s
o

ci
al

 e
n

v
ir

o
n

m
en

t 

C
u

lt
u

re
 

Authentic 
lifestyle 

traditional architecture 

L
o

ca
l 

community 

involvement 

conservation  

development in 

tourism 

guides 

products 
crafts/artifacts 

food 

h
ea

lt
h

 

activities 

Adventure and Sports 

Contemplative and hikes 

o
u

td
o

o
r 

ex
p

er
ie

n
ce

 

Care for nature 

Peacefulness 

connection with nature 

disconnection 

discover 

introspection 

enjoyment 

adrenaline 

feeling/emotion 

happy 

inspiration 

mindfulness 

relaxation 

E
d

u
ca

ti
o

n
 

S
tr

at
eg

ie
s 

Guides and interpretation 

LNT and codes of conduct 

Research 

Events and sustainable news 

Museum, interpretation centres 

F
o
cu

s tourism businesses 

tourists 

Community    

cr
ed

en
ti

al

s 
 

Awards 

Land labels 

Eco-labels 
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Associations 

Facilities and service information 

 

 

 

 


