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1. Introduction

1.2. Tourism: An economic activity associated with the environment

1.1.1 Although the quality of the environment in Wales is recognised as one of its
defining attributes, its economic importance is less well appreciated and its
contribution to the economy of Wales is not clearly identified.  The new
National Economic Development Strategy for Wales will include a number of
directives that relate directly to this economic value and so understanding what it
comprises will be important for putting the strategy into practice.

1.1.2 Key to the decision-making will be predicting how this value of the environment
might change under the proposals for “sustainable development”.  It is related to
the value of the industries and services that rely on it (both directly, e.g. in terms
of GDP, and arising from business linkages up- and downstream), but the extent
and nature of that relationship is not plain.  Therefore, in order to appreciate how
it could vary, we need estimates of what can be attributed to the environment in
relevant business sectors.

1.2.1. One sector that will almost certainly undergo “sustainable development” is
tourism.  Thus, an attempt has been made here to calculate the economic value
of the environment to tourism in Wales.  At the same time, an analysis of that
value in terms of key tourism parameters (e.g. type of trip or destination) should
indicate how it might vary with the proposed developments, although this is
dependant on the nature of the final proposals.

1.3. An evaluation of the environment using tourism research

1.3.1. Tourism represents a substantial input to the Welsh economy every year.
Holidays with at least one overnight stay were worth £895m in 19991.  Tourism
day visits (defined as trips lasting for 3 hours or more that are not taken on a
regular basis) themselves generated £893m in 19982.  While the definition of
tourism includes business trips and visits to friends and relatives (VFR), the
environment – whether natural (the landscape, wildlife, etc.) or built heritage
(e.g. monuments or listed buildings) – is known to exert a strong influence over
the type, direction and quantity of tourism activity.  Hence, we should anticipate
that the environment has a significant value within this context.

1.3.2. Tourism comprises trips by both residents and non-residents.  Tourism by Wales
residents is largely made up of day visits (approximately 85% of the total value),
with the market for holidays staying away from home being much smaller.  On
the other hand, tourism by non-residents almost exclusively involves trips with

                                               
1 From “The UK Tourist: Statistics 1999” (Summary Table 2, p3), the report of the 1999 UK Tourism Survey (July 2000)
2 From “Leisure Day Visits: The Report of the 1998 UK Day Visits Survey” (Table 11, pp 30-31), The National Centre for
Social Research (December 1999)



one night away from home or more, with less than one-twentieth of the total
value coming from day visits across the border.  Clearly, the nature and volume
of trips by residents differs from those of non-residents, and so we should
reasonably expect that the influence and value of the environment would do
likewise.  It is important therefore, for any evaluation of the environment in this
context to be carried out for each of these ‘populations’ separately.

1.3.3. To that end, two independent surveys were conducted: the Wales Residents
Survey (WRS) and the Landscape Evaluation Survey (LES).  Furthermore, a
series of limited case studies were devised, using LES interviews at sites in
Wales with particular environmental interest.  All the research was conducted
with the same principal purpose however: that of finding estimates for the
contribution of the environment to economic wealth from tourism.  Ultimately,
the goal was to determine the value of the environment to the industry, in
pounds sterling.

1.4. Aims & objectives of the surveys

1.4.1. One intention for the research was to build on and utilise data from two major
sources of information.  The latest information about tourism day visits is found
in the report of the 1998 UK Day Visits Survey (DVS 1998)3 which provides the
most comprehensive evaluation available of day visitor activity.
Complementary data for holiday tourism is most recently available in the current
report of the serial UK Tourism Survey (UKTS 1999)4.

1.4.2. The principal goal for this investigation can be defined in the following
operational terms:

•  Calculate the influence of the environment on making both day visits...

•  to each of coastal, rural and urban locations, as well as overall

•  ...and holidays staying away from home

•  by deriving weights (proportion of influence) for environmental vs. non-
environmental factors

•  Use the weights to calculate the amount of revenue from those visits that can
be attributed to environmental factors in total by referring to the data
available from the existing surveys

1.4.3. The survey had a number of secondary aims however, namely:

•  To complement the calculation of a ‘market value’ for the environment by
calculating a contingent one, i.e. a hypothetical price that visitors would be
willing to pay for visits

                                               
3 Ibid.
4 Ibid.



•  To evaluate and measure the perceptions of residents and visitors of the
importance of the natural and built environment in Wales

•  To identify any groups, for whom the value of the environment (different
locations, different factors) is more or less than it is for others



2. The value of the environment to tourism in Wales

2.1 A model for determining value
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2.2  Calculating weights & contributions

2.2.1. During each survey, respondents were asked to state why they chose a particular
destination using a range of alternatives that were presented to them.  These
alternatives were implicitly divided into environmental and non-environmental
factors.  Respondents were subsequently asked to state which one of the
alternatives best represented the most important reason for making that trip.

2.2.2. In order to calculate the weight of influence of the environment in the decision,
all of the reasons stated were taken into account.  This does not preclude
however, the fact that reasons given as most important carry more sway.  To that
end, a weighting scheme was derived that accommodated the most important
reason given all of reasons that were stated anyway.

2.2.3. Summary  (a) Environmental influence on a trip depended on the proportion of
the reasons for making it which were ‘environmental’ factors.

2.2.4. For every respondent – and therefore all the members of their party – a nominal
value of 1.00 was given to each of the reasons stated for making that visit.  The
value of the most important reason however, was increased to signify its greater
influence. The amount of this increase depended on the number of reasons that
had been stated in total.  This is because the extent to which any reason is more
important than any other is probably inverse to the number of reasons from
which it is selected.  The more reasons given in the first place, the less salient is
any one of them, even if it was thought to be the most important one.

2.2.5. To qualify this last point, consider the following: if a respondent only stated one
reason for the party’s visit then clearly that was 100% the most important.  If
however, the number of reasons stated were ten and the respondent was then
asked to say which of these ten was the most important, the task would have
been a more difficult one.  To what extent would any one of those ten reasons be
absolutely more important than the others?

2.2.6. Summary  (a) Environmental influence on a trip depended on the proportion of
the reasons for making it which were ‘environmental’ factors.

                               (b) Every reason stated was given a value of “1”, regardless of type.
Only reasons given as “most important” were treated differently.

2.2.7. Out of ten stated reasons, the chance is probably quite low that the one finally
chosen was actually 100% the most important one.  In fact, the probability that
any one of the ten reasons was chosen by chance is 10%.  This approach
provided a basis for which the most important reasons could themselves be
weighted within the calculation of environmental influence.

2.2.8. Thus, if a respondent stated two reasons in total, the most important one would
be given an additional weight of 50% (have a value of 1.50).  If they stated three



reasons in total, the most important one would be given an additional 33% and
so have a value of 1.33.  If they stated four reasons, the most important one
would have a value of 1.25, and so on.  The maximum value that any reason
could have was therefore 2.00, i.e. an additional 100%.

2.2.9. Summary  (a) Environmental influence on a trip depended on the proportion of
the reasons for making it which were ‘environmental’ factors.

                               (b) Every reason stated was given a value of “1”, regardless of type.
Only reasons given as “most important” were treated differently.

                               (c) The most important reason was given an additional weight such
that it had a greater value than the others, but that as the number
of those others increased, its significance was reduced.

2.2.10. Having calculated a value for the most important reason given by a respondent,
the values for all of their stated reasons were summed to give a total.  The
weight of each reason for the trip was then simply calculated as a proportion of
that total.  Those reasons that were not stated consequently attracted a weight of
zero for that respondent and their party, and only on trips where there was a
single reason did that reason have a weight of 1.00 (or 100%).

2.2.11. Finally, in order to estimate the contribution to the trip of each group of factors
(environmental vs. non-environmental), the weights for individual reasons had
to be combined.  The simplest way to do this could have been to sum the values
for each of the two categories.  Given the number of possible reasons differed in
each category however, a simple summation would have been biased towards
the category with the greater number.

2.2.12. For example, in the WRS, only four of the twelve reasons available for visits to
towns or cities could be categorised as ‘environmental’.  This means that non-
environmental reasons could have outweighed environmental ones simply
because more of them were available.  Hence, each sum of reasons was adjusted
to take this into account and make the weights for each group comparable.  The
result was that everybody’s trip could be split into two parts: a proportion that
we could say was due to environmental reasons, and a remainder that was not.

2.2.13. Summary  (a) Environmental influence on a trip depended on the proportion of
the reasons for making it which were ‘environmental’ factors.

                               (b) Every reason stated was given a value of “1”, regardless of type.
Only reasons given as “most important” were treated differently.

                               (c) The most important reason was given an additional weight such
that it had a greater value than the others, but that as the number
of those others increased, its significance was reduced.

                               (d) The values were summed and the weight for each reason was its
proportion of the total.  The influence of the environment was
therefore the total of the environmental weights, adjusted for
the balance of the different types of reasons available.



2.3 The estimated values

Table 1  Estimated Values of the Environment in Wales
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Wales residents

Holidaymakers 15% 145.0 48% 69.6 23%

Day visitors 85% 852.0 27% 230.04 77%

TOTAL RESIDENTS 100% 997.0 30% 299.6 100%

Non-residents

UK holidaymakers 70% 750.0 53% 397.5 68%

Non-UK holidaymakers 25% 269.0 60% 161.4 28%

Holidaymakers 95% 1019.0 55% 558.9 95%

Day visitors 5% 53.6 50% 26.8 5%

TOTAL NON-RESIDENTS 100% 1072.6 55% 585.7 100%

All tourism

Total residents 48% 997.0 30% 299.6 34%

Total non-residents 52% 1072.6 55% 585.7 66%

TOTAL TOURISM 100% 2069.6 43% 885.3 100%

Holidaymakers
vs. day visitors

Total holidaymakers 56% 1164.0 54% 628.5 71%

Total day visitors 44% 905.6 28% 256.8 29%

TOTAL TOURISM 100% 2069.6 43% 885.34* 100%

*Note: estimates of visitor spend attributable to the environment have been
revised since the publication of the main and summary Valuing Our
Environment reports from £821m to the £885m noted above.



3. The Survey Reports


