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Corporations’ Adaptation of Green Strategies in the EU:
Transformation of Oil and Gas Companies

Bartalos, Eva*

Abstract: The purpose of this study to assess the adaptation of the oil and gas
companies’ green strategies under the influence of ambitious EU’s and Paris
Agreement’s climate initiatives. The primary aim is to elaborate more on the
literature which were reviewed to provide analytical framework for the green
transformation of the oil and gas companies and highlight how could they be
applied in the above-mentioned research scheme. Furthermore, the study reveals
at what extent the EU policies are affecting sustainable strategies of oil and gas
companies compared to those entities which are outside of the EU. At this phase
of the research 6 companies have been already analyzed: Orsted, Neste, Shell,
British Petroleum and OMV and PKN Orlen. These companies are clustered ac-
cording to their pace and maturity in green transformation. In the next phase of
the research these companies are going to be grouped by their spendings on green
projects, and their maturity in the green transformation will be categorized based
on the portion of the green capital expenditures and divestment of carbon-heavy
products.
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Introduction

The rapid climate change is urging policy makers and nation states to
shape their decision-making processes and to introduce regulations to mit-
igate uprising environmental conditions and trigger net-zero economy.
The impact of global warming has been proven by extreme weather con-
ditions of the last two decades. The Greenhouse Gas (GHG) emission is
not only affecting the Arctic regions where the ice scientists — Nathan
Kurtz and Rachel Tilling — (Koo et al., 2023; Mersmann, 2022; Tilling et
al., 2018) have been continuously analyzing the level of melting ice, but
also all the continents with severe floods, typhoons, forest fires and hurri-
canes. In the recent years, Europe was hit by unusual weather conditions,
and the rising temperature triggered that the European Union (EU) has
been becoming the frontrunner in climate policies on reducing CO2 emis-
sions, especially after the Paris Summit of 2015. The global parties, 181
countries agreed on to keep temperature increases below 2 Celsius de-
grees, preferably to 1.5 Celsius. Moreover, the European Commission has
been upgrading its climate ambitions in the frame of the Green Deal to
reach net-zero economy by 2050. It is articulating the 2030 climate goals
and energy framework and the 2050 long-term strategy (European Com-
mission, 2020). Not only the member states, but also the corporations are
incentivized to fulfill requirements in the frame of solid policy and fiscal
instruments presented in the European Green Deal, and in detailed pro-
gram of Fit for 55 package (European Parliament, 2018).

The goal of this paper is to provide an overview about the literatures
which assess the green transition of the oil and gas companies and high-
light the most relevant theoretical frameworks to explain the relations be-
tween multinational, national actors, and entities. The reason is why | have
been choosing the oil and gas (O&G) industry because they are contrib-
uting indirectly and directly roughly 50% to the CO2 emissions (Beck et
al., 2020). Therefore, any change in their operations to become sustainable
has significant impact on the environment. The green transition, the cor-
porations’ adaptation to the EU’s climate initiatives are the focal point of
this study. The green transition is quite debatable topic, several theories
are dealing with it, especially from the corporations’ point of view. In the
next chapter I am going to provide an overview of the literature highlight-
ing the role of the EU to set climate goals and their adaptations by the
companies.
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Literature Review

Climate policies and sustainability are representing those dimensions
where both economic and political factors need to be closely investigated
in the frame of the research scheme. In terms of sustainability the one of
the most critical areas are the energy companies where the transition is
essential for climate protection. The policy makers both domestic and in-
ternational ones have the power to influence the strategies of these enti-
ties. Lindenberg’s concept stating that climate policies cannot be analyzed
without incorporating social and economic dimensions (Lindenberg &
Bruno, 1993). My aim is to provide an extensive analysis over the trigger-
ing points of the green transformation of oil and gas companies and to
elaborate further on the regulative instruments which might speed up the
transformational path.

Relevant concepts for green transition

The recent research contains some important concepts such as net-zero
economy, decarbonization, Green Deal, Taxonomy, Fit for 55, the EU’s
climate policy (European Commision, 2020) and transformation of oil and
gas companies. The environmental impact of the EU directives has signif-
icant results already in both economic and social dimensions. The Euro-
pean Commission (EC) is the frontrunner to take huge leap towards com-
mitments and implementations of net-zero economy. Based on the last few
years assessment it is obvious that EC is nurturing more intense and faster
transition by increasing reduction targets from 40% to 55% by 2030 com-
pared to the level of 1990. The European Council has also contributed to
the unified actions in the climate and energy policies by introducing the
framework of the energy union which might provide common standards
for each of the member states regarding energy security, fully integrated
energy market, improving energy efficiencies, climate actions towards de-
carbonization and research, innovation for remaining competitive. These
strategic points can support the main pillars of energy and climate policies
of the EU (Kengyel, 2020). The research as it is in progress, requires
deeper analysis related to policy making process within the EU institu-
tions. The theory of Multilevel Governance (MLG) supports the analysis
in relation with the complex decision making within the institutions in the
international and domestic arena. Furthermore, it is used to highlight how
do the corporations’ approach the EU institutions to express their interests
with the support of domestic governments. There is a popular platform
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which is used for certain level of the lobbyist activities called EU public
consultations where the major companies can express their interests and
evaluations regarding the regulations which also fits to the above high-
lighted polycentric view.

The Green Deal concept is one of the most important policy frame-
works which is supporting to achieve the ambitious targets to achieve cli-
mate neutrality for Europe by 2050 and to ensure realistic implementation
of net-zero economy from economic, social, and environmental aspects
(Wolf et al., 2021). The set of policy initiatives tends to be supportive
pillars to enhance the achievements of the well-defined targets. The cor-
porations’ transformational paths are framed by various newly introduced
dominant instruments such as EU Taxonomy, updated Emission Target
Systems (ETS), and dimensions like circular economy and Carbon Cap-
ture and Storage (CCS).

The EU Taxonomy is supposed to become the most efficient instru-
ments which supports the implementation of sustainable projects and
clearly identifies the dimensions, quotas, and ecolabels for the green in-
vestments. Taxonomy is the newest tool which promoting sustainable de-
velopment and ensuring that corporations are capable to adapt climate
change as sufficiently as possible. It has a classification system which cat-
egorizing the sustainable activities. This tool is aiming at forging the in-
vestors, corporations, and policy makers during the transformational path,
and helping to the corporations to avoid greenwashing acts while mitigat-
ing economic fragmentation and inducing developments where it is the
most needed (Kooth, 2022). The Taxonomy was launched to establish a
clear framework for the sustainable activities and support the corporations
to boost their climate-friendly initiatives (European Parliament, 2023).
These specific guidelines might eliminate the different understanding of
sustainable activities and might accelerate successful transformations.
However, this instrument was criticized from different angels, because the
recommended KPIs are quite difficult to implement and measure.

Up to this point majority of the corporations were creating their own
sustainability reports without commonly acknowledged indexes. As the
below table is presenting the Taxonomy matrix including various dimen-
sions, however the critics stating that the transport section is well-estab-
lished and constructed with indicative measurable items while the other
ones are not so transparent and clear. The criteria can be applied either on
firm or project levels for instance linked to new power plant, production
facility, or building (Wolf et al., 2021).
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Environmental Economics

In the green transition, it is important to consider the cost-benefit analysis
of the climate initiatives especially for industries which are heavily in-
volved with the emissions. William Nordhaus (2019), an American econ-
omist, Nobel prize winner attempts to calculate the Social Cost of Carbon
(SCC) which is representing the economic cost of every additional ton of
carbon-dioxide emission. It is evaluating the discount rates on consump-
tion denominated with current consumption per unit of additional current
emissions (Nordhaus, 2019). However, the literature which is assessing
the estimation of the price of any additional CO2 emissions are quite scat-
tered, there are quite big uncertainties regarding the economic impact of
the cost of climate change (Bergh, 2004). On one hand, policy makers in
different industries are tempting to apply the SCC to estimate the benefits
of decreasing CO2 emissions. The targets for CO2 reductions could be set
based on cost-benefit analysis (CBA) including discount rate which shows
the economic benefit over specific timeframe (Bergh, 2015). According
to Nordhaus (2011) any green investments should be accepted and con-
sidered with the lowest yield compared to other projects. On the other
hand, there is also a debate whether the recent level of growth can be
maintained for longer time or in case of the sustainable projects low and
negative return can be accepted for the sake of protecting our environment
(Bergh, 2015).

The aim in the empirical part of my research is to examine the level
of adaptations of climate goals in the oil and gas corporations’ short- and
long-term strategies based on the EU climate regulations and directives.
For this purpose, the multilevel governance theory of Hooghe and Marks
(2020) where different level of decision-making process among suprana-
tional, national, and corporate actors’ could be analyzed. Furthermore, the
green transition is going to be measured based on the investments in green
projects according to the articulated green strategies of the corporations.

Business ethics are also important notions, any action of corporations
is formulated based on social norms, identities, and interests. To conclude,
the transformational process of the corporation could apply the normative
approach of constructivist theories, however, | would not gauge the driv-
ing factors behind the transformation neither from universal nor contex-
tual point of views towards ethical questions (Buckley, 2013). I have pur-
posefully avoided business ethics strain as it might result in ‘indetermi-
nate’ outcome (Buckley, 2013).
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Degrowth Theories

As the climate change arises attention of the society, policy makers on
both international and national arenas, the corporations need to face the
new reality, the conscious acceptance of degrowth. The trends of the re-
cent economic growth cannot be kept without major negative impact on
the environment, therefore a new concept, sustainable degrowth are grad-
ually becoming the new reality for the corporations (Hankammer et al.,
2021). Technological innovation was a trusted notion to further maintain
the recent pace of growth, however, there are some limitations concerning
our environment. Downscaling instead of descaling is the primary ap-
proach among the degrowth scholars (Schneider et al.,, 2010). The
degrowth theory not only involve economic dimensions, but it also con-
sidering the social aspect of the changes in potential wealth by the green
transition (Kallis, 2011). As the GDP is declining it is a consequence of a
societal decision (Schneider et al., 2010), therefore, not only the corpora-
tions, but also the society, consumer behavior has essential impact on a
success to reach net-zero economy.

Energy Transition Theories

Wide ranges of theorists are dealing with concept of energy transition.
According to Vaclav Smil (2022), our civilization is fossil-fueled based
where the transformation cannot happen within the determined time frame
which opposing the EU’s well-defined targets to reduce CO2 by 55% by
2030 and to become net zero by 2050. He is quite critical about eliminat-
ing fossil fuels on a global scale which would be essential from the envi-
ronment point of view. Four basic commodities were highlighted — am-
monia, steel, concrete and plastics which are heavily dependent on fossil
fuels. The net-zero economy will not be achieved without highly advanced
technical achievements. The Canadian-Czech professor has stated that
slow transformation of the companies is more realistic in line with the
changes in the mindsets of the consumers (Smil, 2022). These two notions
are interconnected and cannot be separated from each other. Another rep-
resentative of energy transition theories is Benjamin K. Sovacool who is
dealing with the timing concept of the transition on both national and in-
ternational level (Sovacool, 2016). Time scale in energy transition is quite
crucial element, as the EU is setting very specific goals in set timeframe
for reducing CO2 emissions, therefore Sovacool’s findings are highly con-
sidered. On the other hand, the International Energy Agency announced
the immediate actions need to be taken, if the transition does not occur
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fast, it might be too late to make any effort to change climate trends (Sova-
cool, 2016). Sovacool has an opposite view with Smil’s statements that
energy transition can happen quite speedily in certain cases. Stanford sci-
entists Rubio and Folchi stated that fast transition is possible only in small
scale or unique cases (Sovacool, 2016). While the concept of climate pro-
tection is growing Chilvers and Longhurst (2016) highlighted the im-
portance of the participation of the public in the green transformation, and
more focus on the social aspects of this change instead of focusing on
technical dimensions.

Multi-level Governance Theory

One of the most relevant theoretical implications which has been found in
the reviewed literature is the Multi-level Governance Theory which pro-
vides framework for analyzing decision making process and lobby actions
in the EU institutions. All parties not only its member-states, but also the
non-state actors and the citizens are obliged to follow the climate initia-
tives. As the requirement of green transformation are affecting multiple
actors on various layers in the international arena, therefore the Multi-
level Governance Theories by Gary Marks and Hooghe is chosen to char-
acterize the process of policy making and execution of certain directives.
The polycentric view explains how the state and non-state actors shape
the climate policies, especially when the corporations are using either the
EU institutions or the national governments as a platform for lobbying
(Hooghe & Marks, 2003). The EU public consultations providing forums
for the non-state actors to express their interests and critics about any reg-
ulations, directives and law which might be introduced. The corporations
might use these forums to express their views regarding the policies which
were implemented, and they can suggest improvement areas or highlight
any gaps that might be occurred. However, the statistics over the success-
ful claims need to be further investigated. As the climate policies are for-
mulated on multiple levels including interests of different lobbyist groups
and subnational actors, therefore the polycentric structure could clearly
support the analysis of different layers of policy- and decision-making
process. Schakel (2016) and Stephenson (2013) both highlighted that the
theory has been applied widely by the academic literature, therefore it is
essential to find in detail the multiple layers not only between the EU and
governmental relations, but also understanding of evolution of the gov-
ernance within the state.
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Compliance Theories

One of the most relevant theoretical implications related to the corporate
sector are the Compliance Theories (Etienne, 2011) which might be con-
sidered as the most relevant one in relation with the corporate world. As
the compliance or non-compliance approach tackle complex behavioral
standards, the transformation of the oil and gas companies might be fitted
the most into this framework. The compliance notion helps to pursue goals
which are aiming at fulfilling moral behaviors or highlighting areas where
actors are following rules due to fear to be penalized financially by not
complying with certain standards. According to empirical evidence of cer-
tain compliance theorists the most typical motivational factors to comply
with the regulations rooted in the combination of material, emotional and
normative goals (Etienne, 2011). The logic of consequences and logic of
appropriateness are the main characteristics of the actors in action along
certain regulations and incentives. These combined motivations consist of
cost-benefit calculations and moral indicators, former is generated by the
regulators and latter one by the consumers and shareholders (Etienne,
2011). These dimensions are suitable to analyze the adaptation process of
the oil and gas companies towards the climate policies. Along with the
increasing carbon prices and the social pressure to become sustainable,
the transition is very much triggered and accelerated in the past few years.
The notion of compliance along with the impact of the regulations is ex-
tensively and empirically proven in the academic world, one of the great-
est examples are Lindenberg’s goal framing theories which representing
the heterogenous motivations of the actors in parallel with the decision-
making processes. In case of climate policies there are very strong con-
vergences between social and economic dimensions, where the rational
choice might be applied to explain social actions (Lindenberg & Bruno,
1993). The climate change as a social issue triggering multiple economic
and market related actions via regulations, therefore the actors in these
conditions are choosing heterogenous goals which are triggered autono-
mously or by the pressure of the environmental changes (Etienne, 2011).
The level of commitment of the oil and gas companies towards the net-
zero economy and the motivational factors are situated in the crossroads
of hedonic gains and normative goals. Another essential angle is high-
lighted by Scholz in his contractual compliance theory which indicates the
procedural justice might trigger effective applications of policies, as some
of the actors are fulfilling the obligations if they are coerced (Scholz,
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2003). In the transformational process the procedural justice offers esti-
mations whether the cost of fulfilling the environmental obligations will
be exceeded with the long-term benefits related to saving our planet and
preserving the environment (Scholz, 2003). Thus, it is important to distin-
guish between national and multinational implications of the policies and
directives for COz2 reductions.

Essentials of the Theories

All in all, there are three main factors, the economic development, tech-
nological innovation and policy change which can support a successful
energy transition. According to Cherp only the meta-theoretical frame-
work can support the deep analysis of energy sector’s transition as it im-
plies national security, economic development, and sociological aspects
of consumer behaviors. Some of the sectors can apply relatively faster
transition then others. Oil industry belongs to the ones which cannot only
accelerate new technologies or new economies of scale, reconfiguration
is the dimension what is ultimately needed (Cherp et al., 2018) which sup-
ports the assumption of the relatively slow transition compared to other
sectors. Additionally, corporations as rational actors being profit-oriented
need to be incentivized financially either with subsidies for green invest-
ments which are quite capital heavy or with penalties by not fulfilling set
targets for greener operations. The EU plays an important role in the green
transition by incentivizing the acceleration of green projects and penaliz-
ing the CO2 heavy operations. Besides financial incentives, quite complex
structural changes required at the oil and gas companies. One of the great-
est examples for the portfolio shift is divesting the heavy infrastructure of
Upstream sector which requires quite long time until it has no effect on
the environment.

There are two aspects in the reviewed literature which have not been
elaborated sufficiently, one is the impact of the EU climate initiatives on
the short- and long-term strategies oil and gas companies and the other
one is the clustering global and national oil and gas corporation to assess
the maturity of the green transition within and outside of the EU. While
many studies have been focusing on the EU climate policies and instru-
ments, however, fewer studies took into consideration the industry analy-
sis regarding the transformational path to fulfill those ambitious targets.
The adaptations of the climate initiatives in case of corporate sector are
essential to assess because the transformation will result in real impacts
on our environment. Though there have been already some great examples



14 Gazdasag & Tarsadalom / Journal of Economy & Society — 2023/2.

where the green transformation has reached a mature level. The biggest
challenges are the implementation of domestic climate policies at the low-
est cost possible (Bohringer, 2014). This implies the importance to exam-
ine the regional specifications from industrial and economic point of
views. Additionally, there are extensive ranges of debates which are high-
lighting the gaps in the EU climate policies and real environmental im-
pacts initiated by the companies resulted in emerging concepts such as
greenwashing and carbon leakage. Majority of these articles appearing in
non-academic sources, however, a few of them have already been pub-
lished on the academic level as well. Greenwashing refers to activities
when the corporations are communicating green activities without any
positive impact on the environment (Vries et al., 2015). The framework
and specifications about the green activities is essential to eliminate the
concept of greenwashing where companies’ narratives and marketing in-
clude more the sustainability than their real actions. That is why the at-
tempt from the EU to categorize green investments per industries in the
framework of Taxonomy is a great advancement. Multiple articles are crit-
icizing the existence of carbon leakage where the biggest issue is that de-
veloped countries outsourcing their production to developing states. Since
introduction of Green Deal in 2019 some of the CO2 heavy production
were placed outside of the EU. The carbon intensive products are imposed
to taxes within carbon border adjustment to find the most optimal solu-
tions for all international and domestic actors (Mdrsdorf, 2022). The strict
monitoring approach is essential regarding GHG emission from produc-
tion and consumption point of view as well (Nielsen et al., 2021) to reduce
CO2 heavy production and accelerate the green transition on global scale.

The recent research is intending to address gap in the literature related
to transformation of the oil and gas industries and reveal the positive im-
pact of the EU policies and instruments affecting the speed of sustainable
transformation. Etienne’s combined motivation logic of cost-benefit and
moral indications (Etienne, 2011) supporting the analysis of the transi-
tional path of the corporations. Compliance theory is a relevant framework
to analyze the transformation process to reach net-zero economy in the
corporate sector. The most dominant goals of the companies are the com-
bination of the material, emotional and normative ones (Etienne, 2011).
On the one hand, the cost-benefit calculations representing the power of
the supranational institutions to enhance environmental actions with reg-
ulations and fiscal incentives, penalties towards the oil and gas companies.
On the other hand, the moral indication of the transformation is rooted in
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the expectations of the consumers and shareholders to create more sus-
tainable operations and offer products which serve the sustainable devel-
opment. The latter one is started to be dominant industry-wise. According
to Etienne the multidimensional factors which influencing actors’ behav-
ior cannot be taken individually, the fear from penalties and legal sanc-
tions, the search for gains and fulfillment via social norms should be con-
sidered together. These multiple and complex motivational factors need
to be considered together to provide relevant framework for actors’ deci-
sions and behaviors especially in case of green transition in the interna-
tional arena (Etienne, 2010).

Methodology

In the previous chapter the diverse literature about green transition was
assessed including economic, social, and political aspects of the green
movement. It was essential to understand how the interactions between
supranational, national, and subnational actors behave and influence in
each other during the process of leading such a great change. All the oil
and gas companies need to change fully their core, fossil-fuel based busi-
nesses to comply with the targets of net-zero economy. The multilevel
governance theories and the compliance ones are essential frameworks to
understand and evaluate the achievements in green transition and under-
stand the motives of the oil and gas companies in the way how they handle
and perform all the green targets articulated in the long-term strategies. It
is also important to highlight the responsibility of the supranational organ-
izations such as the EU and the society, consumers in the green energy
transition.

The transformation is a complex process which is shaped by social,
political and economic impacts as well. Therefore, the energy transition
of the companies should be analyzed in multitier framework which allows
to apply several disciplines (Cherp et al., 2018). Therefore, extensive the-
ories from different disciplines economics and political sciences, or phil-
osophical background are applicable. In most of the cases the green tran-
sition requires longer process. Some of the critical areas are the decompo-
sition of the refineries or change is consumers behavior. The most influ-
ential factors in the adaptation process will be analyzed during this re-
search scheme to reveal how the corporations are going through the trans-
formational path and what is the role of the EU policy makers, domestic
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governments and the customers, stakeholders, and shareholders in that
change. Implementation of sustainable strategy with a real environmental
impact is a highly debatable topic.

Theoretical Framework

At the recent study several theories were presented, out of which the most
relevant ones for the climate goals’ adaptation of the corporations are the
multilevel governance, compliance theories and energy transition theo-
ries. These could primarily support the theoretical framework of the re-
search which is the green transformation of the oil and gas corporations.
The linkage between the corporations’ shifting portfolios and the EU
policies is essential to derive how much the oil companies are adapting
the EU policies. On the other hand, it needs to be assessed how feasible
are the ambitious targets announced by the EU, and whether the short-
term gains in the green transformation can be maintained on long-term as
well. Therefore, the involvement of non-state actors such as corporations
in the target setting is essential on supranational level. The polycentric
multilevel governance represented by Elinor Ostrom is highly adaptable
for the corporations’ potential influence in the international policy making
especially around climate initiatives. The center of this approach is that
there are multiple authorities at different scales are involved in the deci-
sion-making process which generally shifting power away from national
governments and supranational institutions (Ostrom, 2010). This would
be essential in the transformation process of the corporations which are
mostly responsible for the CO2 emissions. The realistic goals and imple-
mentation could be ensured with this extended network of corporate
agents where all the aspects of operation, strategy, business, and policy
stream could be presented from different angles. The key aspect is not to
let the EU institutions to be influenced by the oil corporations, it is more
about following both regional and industry specifications in the frame of
polycentric approach could result in tangible achievement in climate pro-
tections instead of following global goals and treaties (Ostrom, 2010). By
the EU’s recently introduced instruments. Fit for 55 and Taxonomy with
more concrete industrial quotas, specification of green projects, serve the
purpose of successful adaptation of climate initiatives (Figure 1).
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Supranational
Institutions

Transnational
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Polycentric (Multilevel) Governance

Place-based Subnational

Partnership Governments

Figure 1: Polycentric (multilevel) governance
Source: Bulkeley et al. (2003)

The adaptation of the 2030 and 2050 climate goals to reduce CO:2
emissions and potentially reach net-zero economy are fitting into the
above-mentioned polycentric approach where besides supranational and
national actors, also different relevant interest groups, associations and
representative of the corporations concerted action aims to accelerate the
transition. On top of that, territorial partnership could be induced to en-
hance corporate green strategies, the best practice could accelerate the
transition, and the problematic areas could be tackled together along with
common interests which could support future strategy creation at the oil
and gas companies.

Qualitative Research Method

In the frame of researching the green transition of oil and gas companies, |
am aiming to review strategy papers, and seek correlation between EU in-
struments and introduction of green project. This article applies qualitative
approach to review press news at the corporations’ website and strategy
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papers to collect how many of those green projects appearing in strategy
papers have been launched. The period which serves basis for the analysis
is between 2017 and 2022. Along with the 2015 Paris Climate Summit the
EU instruments to accelerate green transformation were launched thus cli-
mate protection has become a global mission. By comparing the green strat-
egies of the companies, the aim of the research is to analyze the maturity of
the transformation of the companies into green operations and evaluate the
feasibility of reaching net-zero economy by 2050. To assess the green trans-
formation of the companies | am evaluating long-term strategies whether
the companies are choosing projects which are fully green and emitting zero
COz2 such as renewables or choosing a less carbon intensive path like natural
gas or hydrogen. These dimensions are gathered via content analysis
method in the frame of qualitative research method. As the interpretations
are dominant in the process therefore accurate and quality content analysis
are essential in the research process (Bengtsson, 2016). Therefore, the re-
search scheme is applying manifest analysis by staying close to the text of
the strategic papers which are going to be analyzed in relation with the in-
vestment and divestment actions in case of the six companies. Inductive
reasoning applied to ensure credibility and derive as accurate conclusions
as possible from the collected data (Polit & Beck, 2006).

In the frame of qualitative research specific words in the strategic re-
ports of oil and gas companies supported the following categorization in
the green transition. There are two main groups in initiatives one of them
represents clean energy while the other group are the lower carbon foot-
print alternatives. The relationship for this method to collect the catego-
rized words representing strategic directions of the companies are close
relation with the polycentric (multilevel governance) theory. The implica-
tion of the theory is that forged effort of supranational, national, subna-
tional, and transnational actors could accelerate the transition path of the
companies (Bulkeley et al., 2003). The main finding is that the partnership
of companies and acquisition of those entities which have an expertise in
the building wind and solar farms, or in the recycling technologies have
positive effect on green transformation and could transfer the efforts into
positive results. The Table 1 represents and collects the main green di-
mensions of the companies which are published in the strategic papers for
2030. All of the six companies build their green strategies on wind power,
and then solar energy in categories of renewables. From the list of clean
alternatives geothermal energy appears only in case of OMV which has
high potential to contribute to the planned yearly 10 TWh (Terawatt hour)
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energy production from 2030. In the lower carbon footprint categories
biofuels, biogas and hydrogen are the most common alternatives. The op-
tion of carbon capture storage (CCS) which has significant capacity for
CO2 storage appears as alternative strategic elements mainly at the oil
majors like Shell and BP, and in case of the medium-sized companies such
as OMV and PKN Orlen. Dominant role has a circular economy and high
value petrochemical production in the strategic directions of OMV and
Neste. All these strategic directions are induced by successful synergies
of companies which contribute to the know-how and technological imple-

mentation (see in the last column of Table 1).

Table 1: Strategic dimensions and their relations to the Theories

Oil and Gas Green Energy Transition Strategies by 2030 Theory Implications

Companies Clean Energy Lower Carbon Footprint Al- Polycentric Governance

ternative

Shell Floating wind energy, | Biofuels & Hydrogen, De- Acquisition of Sprng Energy, Solar &
Solar Energy (45 GW), | velop Carbon Capture Stor- = Wind platform in India, & SBRS
Electric vehicle (EV) age (CCS) (25 mn t / year) (German company) electric charging
Charging station services for buses, trucks and vans

BP Wind & Solar Energy | Hydrogen & CCS (10 mnt/ | Partnership with Equinor for Solar
(50 GW) year) Energy and joint venture with

Lightsource bp

omv Geothermal, solar & | Sustainable aviation fuel, Purchasing higher share in Borealis,

wind (10 TWh) CCS storage (5 mn t /year), | no. 1 producer of ethylen & propyl-
higher value chemical prod- ' ene in Europe
ucts & recycling, circular
economy

PKN Orlen Wind & solar farms (9 | Biofuel & biogas, CCS (3 mn | Acquiring other fossil fuel based
GW), small nuclear t / year) company (LOTOS) to increase reve-
reactor, EV charging nues & thus investments
points (+10 000)

Orsted Offshore & onshore Energy storage facilities, Stakeholders accelerated green
wind farms, solar green fuels transition; acquisition of A2SEA
panels (50 GW), re- wind turbine installation company,
newable hydrogen acquisition of Deepwater wind a

leader at offshore wind develop-
ment & Lincoln Clean Energy on-
shore wind & solar platform

Neste Wind power Circular Economy, recycling | Joint partnership with Eppendorf, a

plastic waste, Sustainable
Aviation fuel, renewable
diesel

leading manufacturer of renewable
raw materials for lab products

Source: Own Edition based on Annual reports of Orsted (2022), Neste (2022), Shell
(2022), British Petroleum (2022), OMV (2022) and PKN Orlen (2022)
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Triggering points of green transition

Besides the EU policy instruments, the fiscal incentives induce actively
the transformation of oil and gas companies. This topic could be articu-
lated from two angles, firstly, the continuously increasing carbon prices
are accelerating the transition path of the companies while secondly the
available funds for green projects providing enough incentives for the do-
mestic governments to boost the transformation process in the O&G in-
dustry. Additionally, the Environmental, Social and Government (ESG)
targets are the newly introduced dimensions at the corporations to meas-
ure the achievements in this area. These indicators are continuously rais-
ing attention of the shareholders. As it is a significant measuring tool for
the performance of the companies which are actively working on the
transformation in line with the external factors which are continuously ar-
ticulated and shaped by the EU institutions. ESG concept supports the
compliance of the corporations in relation with the environmental laws
and criteria articulated by the supranational organizations. ESG means a
safeguard in the recent environmental conscious circumstances for the
corporations by contributing to maintain cashflow and boost green invest-
ments (Beck et al., 2020). On the other hand, to avoid penalties for carbon
emissions the companies are incentivized enough to engage themselves in
clean energy transitions and in the alternatives, energy mixes which has
lower carbon footprint compared to the traditional fossil fuel.

Results

All the companies in the O&G sector are in the transformation process,
however, the corporations within the EU are in the regulatory environment
where the transformation are incentivized. Meaningful impacts might be
achieved by applying all sorts of instruments: Taxonomy, Fit for 55 and
Carbon Capture and Usage. The EU policies, regulations are having es-
sential role in the transformation of the oil and gas companies. The ma-
turity of the green strategies of the European Oil and Gas companies indi-
cate the effectiveness of the EU’s active policy making processes.

The literature reviewed about the adaptation of climate policies of the
corporations provide wide spectrum from the field of economy, society
and policy making. Certainly, the multi-level governance polycentric the-
ory and the transition theories provide supportive framework for the ad-
aptation model of oil and gas companies’ green strategies. The ambitious
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2030 and 2050 goals can be achieved only with concerted actions among
the EU, the national governments and the subnational actors, civil organ-
izations, and corporations. The polycentric approach indicates that apply-
ing active discourse about the ambitious climate goals not only on supra-
national and national level, but also on lower tiers of the society and geo-
graphic proximity could lead to a successful implementation (Anfinson et
al., 2023). At this stage the EU is a frontrunner at climate protection, how-
ever, still essential leaps need to be taken by the domestic and local gov-
ernments and oil and gas corporations to be able to fulfill 55% reduction
targets by 2030 compared to the 1990 level (Delgado-Tellez et al., 2022).

After the extensively overviewed literature it can be derived that the
main motivational factors of the oil and gas companies in the green trans-
formation, as Lindenberg’s Goal Framing Theory (GFT) is confirming,
the combination of the fiscal incentives of Carbon taxes and penalties
based on GHG emissions and the compliance towards climate protection
(Etienne, 2011). Green transformation strategies of the corporations are
triggered by heterogenous motivation of adapting and fulfilling suprana-
tional regulations, financial commitments and meeting expectations of
customers, shareholders to become green (Etienne, 2011).

Table 2: Comparative Cases of Oil and Gas Companies

Oiland Gas | Country EU’s MLG Compliance Theory | Green

Corporation transformation

Orsted Denmark Non-applicable Heterogenous Frontrunner

Neste Finland Partially Applicable | Heterogenous Frontrunner

Shell Great Britain | Applicable Heterogenous Moderate
(Netherlands)

BP Great Britain | Applicable Heterogenous Moderate

omv Austria Applicable Heterogenous Moderate

PKN Orlen Poland Partially Applicable ' Customers, Moderate

Shareholders

Source: Own Edition based on Annual reports of British Petroleum (2017-2022), Neste
(2017-2022), OMV (2017-2022), Orsted (2017-2022), PKN Orlen (2017-2022), and
Shell (2017-2022)

The empirical part of this study involves 6 cases and compares their
achievements in green transition in line with the EU’s climate initiatives.
Below table is summarizing in nutshell the selected cases and impact of
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the compliance and MLG theories. The companies are listed in relation to
the EU where the climate initiatives and measures are analyzed, while in
the frame of the compliance theory all the motives were observed behind
the companies’ action towards green transition (see in Table 2). The for-
mer was taken based on the news and strategy reports, the latter one from
the narratives and communicated mission statements of the companies
were extensively analyzed.

Table 3:

Oil and Gas
Companies

Shell

BP

omv

PKN Orlen
Orsted

Neste

Strategic Direction of Oil and Gas companies between

2000-2015

2000-2009

Increased portfolio and proved re-
serves: Nigeria, Kazakhstan, China,
Malaysia and Russia

Expansion in the
USA market ac-
quiring ARCO lub-
ricants and spe-
cialty chemical
company, Burmah
Castrol

VIVA is acquired
functioning as fill-
ing station shop

Taking share in
Baku-Thilisi-
Ceyhan pipeline to
transport crude oil
from Azerbaijan

Continental ex-
pansion of the fill-
ing stations

Financial stability of petrochemicals,
mining and refineries

Coal intensive
power generation

Strenghten the
Operation of Fin-
ish Oil Refinery

Extensions of off-
shore wind farms

Renewable Diesel
Production

2010-2015

Upgrades in up-
stream business:
Liquified natural
gas, oil sands

Joint venture with

Extension of
Downstream busi-
ness: petrochemi-
cal capacity

Reopening the ma-

the Russian energy  jor North Sea gas

giant Rosneft

Expanding services
at filling stations
with Banking ser-
vice via partner-
ship with Erste
Bank and Spar-
kassen

field jointly owned
with Iran

Investments in Up-
stream Business

Developments of petrochemicals, min-

ing and refineries

Phasing out coal and investing into off-
shore / onshore wind energy

Renewable Refin-
eries in Singapore
and Rotterdam

Sustainable avia-
tion fuel

(Dimensions of grey transformational projects are highlighted with green.)

Source: Own Edition based on Annual reports of Orsted (2000-2015),
Neste (2000-2015), Shell (2000-2015), BP (2000-2015), OMV (2000-2015) and
PKN Orlen (2000-2015)
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Based on the summary of the cases above it is derived that the EU’s
multilevel governance structure and the heterogenous motives of compli-
ance including motives of fiscal incentives have positive impact on green
transformation of the companies. Out of the six listed companies Orsted
and Neste are outstanding in the green transition from a traditional fossil
fuel entity they transferred into a green operation (Neste, 2022b; Orsted,
2021). Certainly, the transition is easier on smaller scale compared to the
oil giants such as Shell or BP. Customers and shareholders expectations
to become sustainable have a significant positive impact on their green
strategies despite of the fact that these entities are out of the influence of
the EU, and they are not facing any penalties by not blending enough bio-
fuels or not complying with the GHG reduction targets.

The three phases of time dimensions shown in the Table 3 and Table
4 are clearly indicating that only Orsted and Neste companies started to
launch projects related to the green transition before the EU started to
launch its climate initiatives more actively since 2017. Therefore, in these
cases the pro-environmental governments have induced green transfor-
mation by supporting companies since the year of 2005. The other four
companies Shell, BP, OMV and PKN Orlen have articulated green pro-
jects since 2017 mainly with a mixed energy concept after the EU has
become frontrunner in energy transition. The multi-level dimensions be-
tween the EU and national governments are applicable mostly in case of
Shell, BP and OMV, while partially applicable in Neste and PKN Orlen.
These companies are at the two different angles in transformation, Neste
is among the front runner companies, however, its green strategies are
based on energy mix with renewables and less carbon heavy portfolios
such as Renewable Diesel production or Sustainable aviation fuel. While
the Polish company, PKN Orlen is very slow at green transition, even the
EU has accepted some exemptions from the Green Deal, as Poland in a
difficult situation due to the dependency on coal and carbon-heavy pro-
ductions (Kyriazi & Mir6, 2022). The developing markets like Poland
need to accelerate their energy transformation and find solutions which
based on energy mix (Johnston et al., 2020). That is why from the strategy
point of view PKN Orlen has been combining renewables and petrochem-
icals in their green transition. Orsted is the only oil and gas company
which was able to fulfill the requirements of the successful green trans-
formation. Based on the above table they started to eliminate their coal
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intensive business already between 2000-2009 and turn its portfolio to
clean energy business built on offshore and onshore wind farms (Table 2).

Table 4: Strategic Direction of Oil and Gas companies between

2016-2022
Oil and Gas 2016-2022
Companies
Shell Green hydrogen Biofuel Electric Vehicle Carbon Capture
(EV) charging; Re- | Storage (25 million
newables solar t CO, / year by
and wind power to | 2030)
generate electric-
ity
BP Green hydrogen Bioenergy from EV charging; re- Carbon Capture
waste or plants newables from Storage (10 million
sun and wind t CO, / year by
2030)
omv Electrolyser plant | Reoil Project — Largest solar (pho- | Carbon Capture
to produce green | convert plastic tovoltaic) plantin | Storage (5 million
hydrogen waste into oil (16 | Austria to gener- |t CO, / year)
000 t /year) ate electricity
Sustainable Avia-
tion Fuel
PKN Orlen | Green hydrogen Biogas, biofuel Acquiring Energa | Carbon Capture
production and biomethane |to generate re- Storage (3 million
newable based t CO, / year)
electricity
Orsted Green hydrogen Bioenergy Plants | Global Leader at Energy Storage Fa-
offshore wind; on- | cilities
shore and solar
farms
Neste Renewable Diesel | Chemical recy- Solar panels gen- | Carbon Capture

Hydrotreated Veg-
etable Oil (HVO
made from used
cooking oil and an-
imal fat) reduces
GHG emissions up
to 90% compared
to fossil diesel

cling, circular solu-
tions

erating electricity
at the filling sta-
tions

Storage (4 million
t CO, / year)

Source: Own Edition based on Annual reports of Orsted (2016-2022), Neste (2016—
2022), Shell (2016-2022), BP (2016-2022), OMV (2016-2022) and PKN Orlen

(2016-2022)
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The comparative case studies need to be further elaborated to derive
firm and accurate conclusions by assessing capital expenditures of these
companies related to green projects and deeply investigate the compo-
nents of green sustainable strategies within two major milestones for the
year of 2030 and 2050 when net-zero economy is desired to be achieved.

Limitations and Managerial Implications

The overall aim of the study is to collect data about the strategic directions
of oil and gas companies in line with green transformation to understand
how these entities would contribute to achieve net-zero economy by 2050.
The strategic papers and reports in the annual reports were reviewed. The
green narratives of the oil and gas companies started to be analyzed in the
frame of manifest analysis where the original source of announced strate-
gic directions were applied in the tables. Despite of the fact that the green
energy transition of oil and gas companies are receiving increasing atten-
tion from the academia and the corporate world there are little studies
which providing adequate case analysis and thorough examination of the
green transformation of the specific oil and gas companies. The limita-
tions are important to highlight in this research scheme which is evidently
hinder to breakthrough analysis in this topic.

The most important limitations are the confidentiality of the strategic
data and information of the oil and gas majors. The measurements and the
key indicators of green transition such as the green capital expenditures,
divestments are difficult to collect, therefore, to evaluate the recent stage
of the green transformation of specific cases are challenging. The mean-
ingful data collection and real implications of the strategic directions hard
to analyze and share publicly. Another limitation in the green transition of
the oil and gas companies that the external factors like recent Russian-
Ukraine war might reshuffle the attention and momentum from green
transformation as the energy security overwrites all the climate initiatives.
Although this aspect is out from the radar of the recent article.

These factors are completely out of the control of the researcher
which indicate that the study will have some levels of limitations though
it might present still valuable findings and outputs for the academia. The
case based representation of the green transformation of oil and gas com-
panies is an essential contribution to the existing literature and stakehold-
ers’ knowledge.
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Conclusion

The recent study gauging the adaptation of corporations’ green strategies
in the academic literature. The empirical part of the research of conducting
comparative study approach of the oil and gas companies going to be con-
tinued. The analysis is aiming to bridge academic and corporate environ-
ment to evaluate policy makers and business leaders’ instruments to
achieve climate goals and to contribute to environmental protection.

There are several literature and theories about adaptation of climate
goals by the companies where different dimensions economic, political,
and social aspects are combined and evaluated. Out of the above high-
lighted theories in the recent studies the environmental economists are
contributing to academy by assessing challenges to determine social cost
of carbon (Nordhaus, 2011) which is tempting to estimate the cost of any
additional CO2 emission. The theory would be essential for the policy
makers to determine penalties or fiscal incentives in case of green transi-
tions. However, the proper unit cost of CO2 emission is determined at
wide scale indicating that the climate protection is quite complex dimen-
sion, and it is difficult to quantify in dollar amount the damage caused by
pollution.

While the energy transition theories are quite skeptical regarding pre-
defined timing for the climate goals, Smil is assuming more importance
for fossil fuels and shifting the dominant role from the corporations to the
consumers in the green transition (Smil, 2022).

The MLG and Compliance theories play central role at analyzing the
adaptation of corporations’ green strategies. The polycentric view (Bulke-
ley et al., 2003) is essential while assessing the impacts of the green trans-
formation. Multiple channels in shaping climate goals could lead to their
realistic implementation especially if platforms are ensured for corpora-
tions as well to express best practices and consider regional specifications.
Etienne’s compliance theory based on the combined heterogenous mo-
tives of material, emotional and normative aspects can be applied when
analyzing green transformation of the oil and gas companies under the
influence of the EU (Etienne, 2011). In parallel with the rapid evolution
of the EU’s climate policies the strategic shift of the O&G sectors towards
green operations is accelerated.

From the above highlighted analysis, it can be concluded that the mul-
tilevel governance framework with polycentric view provide an essential
theoretical background to boost green transition of oil and gas companies
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and support the multitier approach where the EU institutions, national
governments and subnational actors ensure successful transition and real-
istic goal setting to reach net-zero economy by 2050 articulated in Paris
Climate Summit (Europe Commission, 2020).

To conclude, all the six selected oil and gas companies are on the
transition path, however, the motives behind the green movements are dif-
ferent in each case. According to the analysis the Nordic companies such
as Orsted and Neste started the green transformation already before the
supranational organizations have taken leading role in it. While the other
bigger, BP and Shell and medium-sized companies like OMV and PKN
Orlen launched green initiatives in their strategies after 2016 when Paris
Climate Agreement was ratified, and climate protection has become a crit-
ical dimension for the countries to protect the environment.
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Tourism Marketing & Economic Sustainability of Tourist
Destinations: Perspectives of Bale Mountains National
Park
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Abstract: The economic sustainability of tourist destinations is crucial for the
long-term success and growth of the tourism sector. In this regard, tourism mar-
keting plays a great role in fostering economic growth and ensuring long-term
resilience. The study focused on national parks in an effort to determine how
tourism marketing affects the economic sustainability of the parks. Mixed re-
search, in line with explanatory and descriptive research designs, was applied to
achieve the aim of the study. A sample of 143 was collected from employees of
the national park and small and medium-sized enterprises working in the park
using the census sampling technique. The study revealed that tourism marketing
has a significant impact on the economic sustainability of the national park, with
price, place, and promotion having a high correlation with the economic sustain-
ability of the tourism destination, while product has a moderate relationship. Fur-
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thermore, the regression result shows that independent variables have a signifi-
cant impact on the economic sustainability of the study area. This implies that
tourism marketing could act as an enabler for the economic sustainability and
well-being of tourist destinations.

Keywords: tourism marketing, economic sustainability, tourist destinations, na-
tional parks

JEL Codes: M31, Q01, Z32

Introduction

The globalization of regional and national economies, the need for
change, the growth of the economy, the growth of the population, and in-
dustrialization have all made it possible that the natural environment could
be harmed in a way that cannot be fixed (Verbeek et al., 2011). The envi-
ronment has historically been given less priority in development policy
and planning, with limited attention only during major disasters such as
famines, floods, chemical explosions, or nuclear leaks (Blaikie et al.,
2014). However, the escalating occurrence and intensity of human-in-
duced disasters, the mounting population pressures on limited resources,
and the persistent poverty that many people in the Third World experience
as a result of unequal global political and economic relations have collec-
tively brought the environment into sharper focus as an essential aspect of
development (Simon, 1987).

As a result, researchers have been paying close attention to the idea
of sustainability ever since the 1980s, making it an area of the research
fields with the fastest growth (Hashemkhani Zolfani et al., 2015). The
concept has evolved as both a negative and positive response to numerous
tourism difficulties (Bramwell and Lane, 2012). It was recognized as ca-
pable of bringing about better improvements and securing favorable soci-
etal benefits (Hashemkhani Zolfani et al., 2015). Moreover, the United
Nations has identified sustainable tourism as one of the strategic initia-
tives capable of driving the transition to a green economy and making
substantial contributions to sustainable development (Butler, 1999; Gun-
ness, 2016). Liu et al. (2013) also asserted that sustainable tourism main-
tains cultural integrity while protecting the natural environment, promotes
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economic advantages, and establishes social integrity by fulfilling the de-
sires of communities for better living conditions both in the long and short
term.

In the tourism sector, the concept of sustainability is used to preserve
biodiversity and natural ecosystems, enhance the well-being of the com-
munity by making the best possible use of what the local economy can
offer, and give visitors better adventures and a sense of satisfaction (Plum-
mer & Fennell, 2009). Puhakka and Saarinen (2013) argued that for future
sustainable tourism development, tourist destinations and sustainable
tourism cannot be separated. Particularly, national parks have huge poten-
tial to boost tourism and keep a good balance of environmental, social,
and economic conditions on our competitive planet (Sriarkarin & Lee,
2018; Valdivieso et al., 2014). Tourism marketing may produce high-pay-
ing jobs for sustainable economic development, alleviate destitution, and
inspire environmental stewardship if properly marketed (Watson et al.,
2013; Wearing et al., 2016; Ristic et al., 2019). However, there has not
been much research on how tourism marketing might enable economic
sustainability in tourist areas (Pomering et al., 2011), even though it has a
lot to do with the economic sustainability of national parks (Mihanyar et
al., 2016).

Specifically, Bale Mountains National Park (BMNP) is the biggest
national park with exceptional and extraordinary attractiveness and enor-
mous tourism capacity in Ethiopia (Belayneh et al., 2013; Asmamaw &
Verma, 2013). There are 278 distinct bird species in the park, 16 of which
are indigenous to Ethiopia, and 78 different animal species, 22 of which
are native to the country (Alers et al., 2007). Besides wildlife resources, it
has a range of climates and topographies, along with beautiful landscapes
and aquatic features, enticing local cultures, handcrafted goods, and in-
digenous know-how (Welteji & Zerihun, 2018; Watson et al., 2013). Nev-
ertheless, in spite of tremendous opportunity and significance, environ-
mental destruction, rapid settlement construction adjacent to the park, ag-
ricultural new settlement, overexploitation, and frequent and prolonged
wildfires are becoming serious jeopardy to the existence and sustainability
of the national park as well as sustainable tourism in the area (Mamo et
al., 2010; Mamo & Bekele, 2011; Teshome et al., 2011).

Furthermore, Hansilo-Tiki (2017) reveals that the park’s high level of
endemism and species richness has been degraded. Moreover, the defi-
ciency of an effective and efficient marketing management strategy, in-
cluding tourism products, placing (distribution), pricing, and promotional
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activities, are key problems in national parks (Sharpley & Pearce, 2007).
This impacts the tourism industry’s long-term sustainability in terms of
sociocultural, environmental, and economic conditions (Mayer et al.,
2010). To minimize this impact, tourism marketing could play a vital part.
By promoting responsible and sustainable tourism practices, tourism mar-
keting reduces the negative impact on destinations (Tay et al., 2016). It
educates travelers about local customs, conservation efforts, and respon-
sible behavior, encourages off-peak travel to reduce congestion, high-
lights eco-friendly lodgings and activities, and supports responsible tour
operators (Jamrozy, 2007).

Tourism marketing also prioritizes the use of eco-friendly transporta-
tion options, responsible tourism guidelines, and partnerships with con-
servation organizations, with the goal of ensuring that tourism benefits
both travelers and the destination while preserving its cultural and envi-
ronmental integrity (E. E. Aman & Papp-Vary, 2023). Additionally, tour-
ism marketing plays a vital role in generating revenue and job opportuni-
ties for destinations while also mitigating adverse effects through the use
of appropriate strategies such as focusing on particular tourist segments,
broadening its range of offerings, and actively promoting sustainable en-
terprises (Rahmoun & Baeshen, 2021). Likewise, through the implemen-
tation of community participation, infrastructural investment, and regula-
tory measures, tourism marketing provides a chance for countries strug-
gling with unemployment and poverty to create jobs and generate income
for both national and regional socioeconomic growth (Ali, 2021).

This facilitates the improvement of life quality, excellent working con-
ditions, and the sustainability of social, economic, cultural, and natural en-
vironments (De Sausmarez, 2007; Reihanian et al., 2012; Shaalan, 2005).
However, because short-term economic gains are given more importance
than long-term ones, environmental and economic sustainability can be af-
fected by the adverse influences of tourism, especially in developing na-
tions (UNWTO, 2020). Moreover, there is a lack of studies regarding tour-
ism marketing and the economic sustainability of national parks. Also, this
study is unique to previous research in two aspects. First, it focuses on na-
tional parks, specifically BMNP. Second, the researchers conducted the re-
search from a marketing point of view, using a marketing mix to evaluate
how it impacts the economic sustainability of the national park.

This study is primarily valuable because it provides new insights to
comprehend the connection between tourism marketing and the economic
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sustainability of national parks in light of recent trends toward achieving
sustainable development goals. Hence, the primary intent of the study was
to find out how tourism marketing impacts the economic sustainability of
BMNP. Specifically, the aims of the research were:
« To analyze how tourism products impact the economic sustaina-
bility of BMNP.
« To assess the influence of distribution channels on the economic
sustainability of BMNP.
- To examine how pricing affects the economic sustainability of
BMNP.
-+ To analyze how promotion impacts the economic sustainability of
BMNP.

Review of related literature

The notion of tourism marketing

To enhance tourism in a way that benefits both humans and the environ-
ment, it is clear that tourism marketing must be used in a way that opti-
mizes socioeconomic advantages to the community while reducing the
social and ecological costs (Benghadbane & Khreis, 2019; Dwyer et al.,
2009). Hence, it is imperative to gain a comprehensive understanding of
tourism marketing prior to delving into how it affects the economy in sus-
tainable tourism destinations.

Tourism marketing refers to organized and systematic efforts made
by tourism sectors at the international, national, and regional levels to in-
crease visitor satisfaction in the face of sustained tourism development
(Raju, 2009). The author asserts that it is a collection of interrelated oper-
ations, including the management of certain components to generate a cus-
tomer-satisfying exchange. Furthermore, Ali Akasha et al. (2020) illus-
trated the concept of tourism marketing as a function of marketing theories
and ideas for the leisure, hospitality, and travel sectors. Thus, it is market-
ing theories and principles that promote, encourage, and transform the
tourism sector while reducing resource depletion, pollution, animal ex-
tinction, and climate change (Benoumer & Mohamed, 2018).

Moreover, in the literature, the socioeconomic and environmental sig-
nificance of tourism marketing has also been emphasized. For instance,
Sima (2015) stated that tourism marketing plays a crucial role in influenc-
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ing economic growth at federal, regional, and local levels since the tour-
ism sector is formed from the travel environment, the hospitality sector,
and tourist destination products, including its natural resources, cultural
heritage, and cuisines and foods from various cultural backgrounds. Like-
wise, Albrecht (2016) states that tourism marketing for preservation and
viable tourist destinations is understood as pandering to a neo-liberal pro-
gram that marketing managers use to achieve their goals. Consequently,
to encourage more sustainable tourist destinations with minimal negative
effects, it is expected that tourism marketing will have a broad impact
(Truong et al., 2016).

Sustainable tourism development

The original notion of sustainability involved two fundamental compo-
nents: social and environmental sustainability (Du Pisani, 2006). How-
ever, currently, sustainable development is understood to be the process
that aims to enhance the living conditions of citizens, including the deliv-
ery of public services, the promotion of the general welfare of its citizens,
and the protection of their fundamental rights and liberties (Bebbington &
Humphreys, 2018).

Brundtland (1987, p. 292) defines sustainable development as ,,de-
velopment that meets the desires of the present without compromising the
capacity of future generations to meet their own needs.” In the same way,
UNWTO and UNDP (2005, P. 12) describe sustainable tourism develop-
ment as “tourism that takes full account of its current and future economic,
social, and environmental impacts, addressing the needs of visitors, the
industry, and host communities.” Similarly, UNWTO (2013, p. 17) ex-
plains sustainable tourism development as “producing optimal use of en-
vironmentally friendly resources that comprise a key element in tourism
improvement, maintaining essential ecological processes, and helping to
preserve natural heritage and biodiversity”.

Tourism marketing mix
Tourism products and economic sustainability

In broad terms, a product refers to anything that would meet the needs,
wants, or desires of customers (Armstrong et al., 2006). It encompasses a
variety of elements, including tangible commodities or goods, events, ser-
vices, people, activities, experience, assets, places, institutions, concepts,
and information (Kotler & Keller, 2014). However, in tourism, attractions
and facilities are two main types of tourism products. Attractions are both
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man-made and naturally occurring elements that serve to attract tourists
to a particular destination (Madafuri, 2018), whereas medical services,
public safety, clean water, roads, airports, railways, parking facilities, re-
liable electricity, and comfortable accommodation options are all exam-
ples of facilities (Melese & Belda, 2021).

Collectively, the combination of facilities and attractions creates a
collection of subjective and intangible personal experiences for travelers
or tourists called a tourism product, which is the fundamental economic
engine of the tourism sector (Femenia-Serra et al., 2019). In developed
countries, it is considered a crucial factor in the growing footprint (Truong
et al., 2016). However, in developing countries, the contribution of tour-
ism products to economic development is minuscule or does not contrib-
ute at all. Such an implication implies that the tourism product has been
either too narrowly focused or poorly promoted (Gunness, 2016). Based
on these reviews of the empirical literature, the following hypothesis was
proposed:

H1: Tourism products have a substantial and positive impact on the eco-
nomic sustainability of a national park.

Pricing and the economic sustainability

Price is the marketing mix element that directly generates revenue (Eavani
& Nazari, 2012). It is often based on the cost plus an extra amount that is
added to make a profit or gain on the investment (Kim & Lee, 2017).
Moreover, it is a determinant of perceived quality, especially for the first-
time customer, and while it lasts so, subsequent purchases are much more
concerned with the judgment of value for money (Cirikovi¢, 2014). Or-
ganizational pricing strategies influenced organizational economic bene-
fits and had a positive influence on an organization’s economic growth
(De Toni et al., 2017). Hence, the sustainability of destinations is influ-
enced by the use of proper pricing strategies and tactics (Melese & Belda,
2021). The literature mentioned above prompts the following hypothesis
to be developed:

H2: Tourism prices have a substantial and positive influence on the eco-

nomic sustainability of a national park.

Place and economic sustainability

In the tourism sector, Place, also known as a “channel of distribution”,
refers to the various intermediaries and platforms through which tourism
products are marketed to consumers (Kotler et al., 2017). This can include
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tour operators, online travel agencies, travel agents, and other intermedi-
aries that connect travelers with tourism providers such as hotels, airlines,
and car rental companies (Kotler & Keller, 2014). The choice of channel
of distribution significantly influences the overall effectiveness of a prod-
uct or service (Melese & Belda, 2021). The distribution channel is essen-
tial to the success and growth of tourism destinations (Cirikovié, 2014).
This is because of the complexity and diversity of tourism products, such
as flights, hotels, tour packages, transportation, and activities, that need to
be coordinated and packaged together (Eavani & Nazari, 2012). The liter-
ature mentioned above prompts the following hypothesis to be developed:
H3: Tourism distribution channels have a substantial and positive influ-
ence on the economic sustainability of a national park.

Promotion and economic sustainability

Tourism promotion is a marketing concept that involves the development
of a strategy to entice a visitor (Fakana & Kumar, 2018). It also provides
information that will assist them in deciding to purchase a product or ser-
vice, create awareness about it, build the brand’s image, and determine its
positioning in the market (Kotler & Keller, 2014). It is all about making
prospective customers aware of the services and products in the tourism
area, persuading them to buy, and telling them that they will be happy and
better off if they do (Kotler et al., 2010). According to Florido (2022) to
persuade people to visit destinations, it should be communicated in the
best possible manner. Promotion is the method by which destinations
communicate with potential tourists, and it is essential to the economic
sustainability of tourist destinations (Eavani & Nazari, 2012). Having an-
alyzed the contribution of promotion in the literature, the next hypothesis
was proposed:

H4: Tourism promotion has a substantial and positive influence on the

economic sustainability of a national park.

Methods and Materials

The description of the study area

The designated study area for this research is located in the southeast part
of Ethiopia, between the latitudes of 6°29” and 7°10’N and the longitudes
of 39°28” and 39°57°E (Alers et al., 2007). It is found in the Oromia Na-
tional Regional State, approximately 400 kilometers to the southeast of
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Addis Ababa (Asmamaw & Verma, 2013; Belayneh et al., 2013). As de-
picted in Figure 1, the national park is a part of the Bale-Arsi massif moun-
tains and covers 2150 km2 and stretches 74 kilometers from south to north
and 53 kilometers west to east (Sebsibe & Yihune, 2018). It covers five
districts: Adaba, Dinsho, Goba, Dolomena, Harenna Buluk, and Berbere
(Forest & Enterprise, 2014). It encompasses the most territory above 3000
meters above sea level in Africa. It is unquestionably placed among the
world’s most spectacular destinations (Aman & Papp-Vary, 2021), with
the largest Afro-alpine ecosystem, the second-biggest moist tropical for-
est, and the sole rainy cloud forest in the country (Engedasew, 2010). At
an altitude of 4377 m above sea level, Tulu Dimtu is the tallest mountain
in the Bale Mountains National Park and the second tallest mountain in
Ethiopia (Wario et al., 2006) (Figure 1).

24 8 12 16
o —Kilometers

Figure 1: Study area map
Source: Sebsibe & Yihune, 2018.

Research Design

A mixed research approach, in line with explanatory and descriptive re-
search designs, was applied to achieve the aim of the study. The explana-
tory design was proposed to explain the impact of independent variables
(tourism marketing) on independent variables (the economic sustainabil-
ity of destinations). The descriptive research design gives researchers a
profile that describes significant characteristics of the phenomenon of in-
terest from the standpoint of both individuals and organizations (Malhotra
et al., 2002). The researchers also employed a descriptive research design
to analyze and describe the respondent profiles and the mean ratings of
the study variables.
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To collect the data, both secondary and primary sources were used.
The structured questionnaire was developed using a Likert scale, consist-
ing of response options such as ,,strongly disagree,” ,,disagree,” ,,neutral,”
»agree,” and ,,strongly agree.” The questionnaire was designed to collect
valuable insights regarding the tourism marketing and economic sustain-
ability of tourist destinations, specifically focusing on the case of Bale
Mountains National Park. The subject matter is divided into two distinct
portions. The first section of this study focuses on the domain of tourism
marketing, while the subsequent component delves into the assessment of
the economic sustainability of Bale Mountains National Park.

Structured questionnaires were distributed to 143, including employ-
ees of the national park as well as different associations in the national
park, such as the Nyala and Sanate guides associations, the Horse Renters’
Association, the Walinjiregna wood providers, the Jedala Ferda cook as-
sociation, the Handicraft providers, the Sanate and Dinsho coffee provid-
ers, the Sanate honey provider, and the Harenna Lodge, to collect primary
data. Since the total number of employees from the national park and all
associations was 143, the census sampling technique was applied. Sec-
ondary data was gathered through journals, books, other published and
unpublished materials, different official documents, and websites.

Additionally, the key informant interviews were selected as a sample
using the purposive sampling technique from the manager of the national
park, the Bale cultural and tourism office, the Bale zone communication
office, the Frankfurt Zoological Society, the Ethiopian Wildlife Conser-
vation Authority, and the Oromia Tourism Commission, depending on the
knowledge and skills of experts in the research area for the interview ques-
tion. The data were collected from January 2023 to June 2023.

Data analysis and model specification

To illustrate the connection between explanatory and endogenous variable
variables the following multiple regression model was applied.
Y=Bo+pP+...... + ¢

Where: “Y” is the endogenous variable, “P” are explanatory varia-
bles, “B” is the coefficient of exogenous variables, “Bo” is the intercept
term, and “€” is the error term. Therefore, in line with the hypotheses of
the research, the following multiple regression model was presented:

Y=o+ B1 (P1)+ B2 (P2) + B3 (P3) + B4 (P4) + €

Where: ,,Y” is the economic sustainability and “P1” represents the

product, “P2” the price, “P3” the place, and “P4” the promotion.
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The model was tested using the analysis of variance (ANOVA). F-
statistic and P-value allowed the model’s significance to be determined at
a 95% level of the confidence interval.

Validity and reliability

Content validity was employed to assess the extent to which a test or ques-
tionnaire measures all aspects of a study’s variables. In this regard, all the
study subjects were derived from the research of connected scholars and
then evaluated by professionals in the field. Cronbach’s alpha was utilized
to determine the internal consistency of the constructs. The Cronbach’s
alpha values range from 0 to 1, whereas an acceptable value should be
greater than 0.7 for the measure to be considered reliable (Hair et al.
2020). All of the construct’s values are above 0.7, which is regarded as
acceptable (see Table 1).

Table 1: The Cronbach’s Alpha Value

Independent variables o N
Product 0.713 6
Price 0.785 5
Place 0.700 4
Promotion 0.735 5
Economic sustainability 0.826 7
Overall variable 0.923 27

Source: SPSS (Survey data, 2023)

Ethical consideration

To get ethical approval, the study’s goal must be made clear to all relevant
groups at all levels. The researcher was told that the information was se-
cret, and the people who gave the information know that their identities
and the information they gave will remain confidential.

Results and discussion

Participants profile

There were 143 survey forms distributed in all, 131 (91.6%) of which
were legitimate and utilized for statistical analysis. Out of the respondents,
the majority were male, accounting for 99 (75.6%), whereas only 32
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(24.4%) were female. Table 2 summarizes the general respondent charac-
teristics.

Table 2: Profile of participants

Variables Category Frequency Percentage
Gender Male 99 75.6
Female 32 24.4
Total 131 100
Age 18-28 5 3.8
29-39 80 61.1
40-49 43 32.8
50 and above 3 2.3
Total 131 100
Level Education Certificate (Secondary Education) 64 48.9
Diploma (Vocational) 56 42.7
First degree (Bachelor) 9 6.9
Master’s & above 2 1.5
Total 131 100
Experience 1-2 2 1.5
3-8 65 49.6
9-13 48 36.6
14 and above 16 12.2
Total 131 100

Source: SPSS (Survey data, 2023)

Descriptive Statistics of Variables

As illustrated in Table 3, the study’s result reveals that the tourism pricing
score average and standard deviation are both higher than the group mean
score at 17.4733 and 5.62457, respectively. With a mean and standard de-
viation of 16.6260; 4.75611 and 14.8855; 4.71273, respectively, the tour-
ism product and promotion had roughly the same value, while the distri-
bution channels for tourism had a lower mean value than the variables’
combined mean score.

Table 3: Mean Rating

Study Variables N Mean Std. Deviation
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Product 131 16.6260 4.75611
Price 131 17.4733 5.62457
Place 131 11.6947 4.25693
Promotion 131 14.8855 4.71273

Source: SPSS (Survey data, 2023)

Tourism marketing and economic sustainability
Correlation analysis

The relationship between variables is calculated using Pearson correlation.
According to Maiwada & Lawrence (2015), a correlation of less than 0.2 is
considered to be extremely poor, while a correlation between 0.2 and 0.39
is regarded as modest. If the coefficient value falls between 0.40 and 0.59,
the correlation is deemed moderately strong. If the correlation value is be-
tween 0.6 and 0.79, it strongly suggests a high correlation, and when it is
between 0.8 and 1.0, it strongly suggests an extremely high correlation.

Table 4: Correlations result of the study

Correlations

Product Price Place Promotion
Economic Pearson Correlation 0.567" 0.716" 0.646" 0.758"
sustainability | gj; (> tgjled) 0.000 0.000 0.000 0.000
N 131 131 131 131

* The correlation is significant at the 0.01 level (2-tailed).

Source: SPSS (Survey data, 2023)

Table 4 shows the outcomes of the bivariate correlation, which was
done to find out how variables are related to each other.

The p-value for the Person correlation table result is 0.000, which is
significantly lower than the 0.05 threshold (p<1). The coefficient result of
0.567 demonstrates that there is a moderately strong association between
explanatory variables (tourism product) and exogenous variables (eco-
nomic sustainability of the destination). These findings suggest that the
more tourism destination products are developed, the greater the eco-
nomic sustainability of service providers and the profit of the tourist des-
tination. In other words, tourist destinations’ economic sustainability
plummeted as tourism products fell.
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The correlation (r) between price and economic sustainability is
0.716, proving a strong connection between price and the economic sus-
tainability of destinations. This implies that the economic sustainability of
Bale Mountains National Park improves when the charged price covers
the full cost of the tourist, compensates for damage caused by the visitors,
and takes into account what the consumer is willing to pay. However, if
prices are not set appropriately, it contributes to a decline in the economic
sustainability of tourist attractions.

The correlation (r) between place (distribution channel) and economic
sustainability is 0.646, which shows there is a high correlation between
price and economic sustainability of destinations. These relationships
demonstrate that when a tourist destination’s distribution channel performs
well, it contributes to the destination’s economic sustainability. Conversely,
if there is an inadequate distribution channel for the products of tourist sites,
it will hurt the economic competitiveness of tourist destinations.

The correlation (r) between promotion and economic sustainability is
0.758, which shows a high correlation exists among variables. These results
indicated that, as the tourist destination is well promoted, its economic sus-
tainability is also likely to increase at the same rate. In contrast, if there is
not enough promotion of the destination, its economic sustainability will
weaken. Overall, the correlation between independent variables (tourism
marketing) and dependent variables (economic sustainability) in Bale
Mountains National Park was found to be positive and significant.

Analysis of Multiple Regressions

Regression analysis is a mathematical technique that aims to measure the
strength of the relationship between an independent variable and depend-
ent variables. Furthermore, it is essential to comprehend how the mean
value of the dependent variable varies when one of the independent vari-
ables is altered while the others remain unchanged (Tabachnick & Fidell,
2013). Hence, to accomplish the main goal of this research, regression
analysis is utilized to determine the influence of tourism marketing on the
economic sustainability of Bale Mountains National Park.

The model assumptions and tests

« Normality Test
Skewness and kurtosis are two basic approaches to checking the nor-
mality of the data. According to Fatih (2020), positive skewness values
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indicate that clusters of data points occur at low levels, whereas nega-
tive skewness indicates clustering of data points at high levels. Conse-
quently, the researchers confirmed from histograms, kurtosis, and
skewness that the data were normally distributed. Bell-shaped histo-
gram graphs demonstrate normality (see Figure 2).
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Dependent Variable: Economic sustanaibility
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Figure 2: Regression Standardized Residual
Source: SPSS (Survey data, 2023)

If the skewness value is between -2 and +2, then the data is acceptable
and normal. Whereas, if the kurtosis value of the data is less than 7,
then the data are considered to be normal. An analysis of descriptive
statistics was carried out, and the results show that the data is distrib-
uted normally (see Table 5).

Table 5: Normality test

N Skewness Kurtosis
statistic statistic S.E statistic S.E
Product 131 0.851 0.212 1.114 0.420
Price 131 -0.972 0.212 0.136 0.420
Place 131 -0.547 0.212 -0.690 0.420
Promotion 131 -0.987 0.212 0.256 0.420
Economic sustainability 131 -1.037 0.212 0.239 0.420

Source: SPSS (Survey data, 2023)
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+ Test of linearity

A P-P pilot test was used to test the linearity assumption of multiple re-
gressions, and it was discovered that the correlation between economic
sustainability and tourism marketing is linear. It is considered that a
model satisfies the assumption of normality when the data is distributed
around the diagonal and moves in the same direction as the diagonal.
Figure 3 demonstrates that the data have a normal distribution.

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Economic sustanaibility
1.0

0.6

0.4

Expected Cum Prob

0o T T T
00 0.z 0.4 06 0& 1.0

Observed Cum Prob

Figure 3: Normal P-P Plot
Source: SPSS (Survey data, 2023)

Homoscedasticity test

The homoscedasticity assumption asserts that the variation in the re-
sidual is fixed at each model point. The normality probability curve of
the scatter plot demonstrates this (see Figure 4).
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Scatterplot
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Figure 4: Regression standardized of predicted value
Source: SPSS (Survey data, 2023)

Multi-collinearity test

Gujarati (2004) defines ,,tolerance” as the percentage of predictor var-
lance that cannot be explained by other predictors. Hence, extremely
low numbers signify ,,overlap,” or the distribution of predictive ability.
Both the ,tolerance” values exceeding 0.10 and the ,,variance inflation
factor” values below 3 are pretty adequate. Furthermore, multicolline-
arity occurs when the relationship between the explanatory variables is
high (r =0.9 or higher) (Pallant, 2016). Table 6 demonstrated that the
variation in inflation and tolerance exceeded the required score. This
reveals that the independent variables are not affected by the multicol-
linearity issue.
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Table 6: Tolerance and VTF result

Coefficients

Model Collinearity Statistics
Tolerance VIF
Promotion 0.370 2.700
Place 0.498 2.009
Price 0.447 2.238
Product 0.793 1.260

a. Dependent Variable: Economic sustainability

Source: SPSS (Survey data, 2023)

Auto- Correlation

The Durbin-Waston test can be used to validate this assumption. If the
value is greater than 2, the correlation between the two residuals is neg-
ative. Alternatively, if the value is less than 2, a positive association
exists (Pallant, 2016). Based on the data shown in the model summary,
the Durbin-Watson value is 1.887, which is acceptable (see Table 7).
Model summary

Tourism marketing has a substantial and significant effect on the eco-
nomic sustainability of Bale Mountains National Park, with an R2 of
0.702 (see Table 7). Moreover, Table 9 also revealed that all explana-
tory variables have a substantial effect on the economic sustainability
of destinations.

Table 7: Model summary

Model Summary
Model R R2 adjusted R2 Std. error Durbin-Watson
1 0.838° 0.702 0.692 3.70425 1.887

a. Independent variables: (constant), product, price, place, and promotion.
b. Dependent Variable: Economic sustainability

Source: SPSS (Survey data, 2023)

ANOVA Test

The analysis of variance (ANOVA) revealed a significant F-statistic of
74,165 with a P value of 0.000, which is statistically significant and
implies that the model is well-fit (see Table 8).
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Table 8: ANOVA result

ANOVA?
Model Sum of squares df Mean square F Sig.
Regression 4070.623 4 1017.656 74.165 .000°
1 Residual 1728.904 126 13.721
Total 5799.527 130

a. Independent variables: (constant), product, price, place, and promotion.
b. Dependent variables: Economic sustainability

Source: SPSS (Survey data, 2023)

The coefficient table demonstrates that promotion has a major impact
on the dependent variable, followed by product, price, and place, re-
spectively. The beta coefficient implies that when the explanatory var-
iables change by a unit, the average change in economic sustainability
of the study area changes (see Table 9). Hence, the researchers applied
the following model to demonstrate the number of predictions for the
determining factor:
Y=PBo Bl (P1)+ P2 (P2) + P3 (P3) + p4 (P4) + €

Where: “Y” is the economic sustainability of a destination, o = inter-
cept term, and B1, B2, B3, and B4 are the regression coefficients of
product, price, place, and promotion, respectively.

Table 9: Regression coefficient of Independent Variable

Coefficients

Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 0.129 1.358 0.095 0.925
Product 0.359 0.077 0.256 4.688 0.000
Price 0.304 0.086 0.256 3.515 0.001
Place 0.222 0.108 0.141 2.049 0.042
Promotion 0.528 0.113 0.372 4.660 0.000

Source: SPSS (Survey data, 2023)

Hence, from the above regression equation, the researchers derived p-
values as follows:
Y =0.129 + 0.359 (P1) +0.304 (P2) + 0.222 (P3) + 0.528 (P4) + ¢
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The justification for the given equation is as follows:

Assuming all other independent variables are constant, a one-unit in-
crement in the product will result in a 0.359% improvement in the Bale
Mountains national park’s economic sustainability; a one-unit incre-
ment in price will lead to an upsurge in the economic sustainability of
the Bale Mountains national park by 0.304 units; a unit increase in
place or channel of distribution will lead to an upsurge in the economic
sustainability of the Bale Mountains national park by 0.222 units; and
a unit increase in a promotion will lead to an upsurge in the economic
sustainability of the Bale Mountains national park by 0.528 units.

« The hypothesis testing
Table 10 shows that there is a significant relationship between inde-
pendent variables (tourism marketing) and dependent variables (eco-
nomic sustainability of destinations).

Table 10: Summary of hypothesis testing

Hypotheses Betta Coefficients = p-value Decision
H1: Tourism products have a substantial im-
2 . H1: A .
pact on the sustainability of destinations. 0.256 0.000 ccepted
H2: Tourism prlce.s ha\./elz a substal?tlalllnflu- 0.256 0.001 | H2: Accepted.
ence on sustainability of destinations.
H3: Tourism distribution channels have a sub-
stantial influence on sustainability of des- 0.141 0.042 | H3: Accepted.
tinations.
H4: Touri ionh ial in-
ourism promotion has a substantial in 0372 0.000 | H4: Accepted.

fluence on sustainability of destinations.

Source: SPSS (Survey data, 2023)

The relationship between product and economic sustainability is sub-
stantial, with § =0.256, t = 4.688, and P = 0.000 at a confidence level
of 95%. Therefore, the alternative hypothesis that tourism products
have a substantial impact on the sustainability of destinations is sup-
ported, and the null hypothesis is rejected. The outcomes of this re-
search are coherent with the prior research done by Karini, 2016; Kar-
nelis, 2017; Supriyanto & Taali, 2018; and Yamawati & Indiani, 2019;
all of which concluded that if the services or products given are appeal-
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ing, fulfill consumers’ requirements and preferences, and are of excep-
tional quality, then visitors are more inclined to visit the location again
and purchase the products. This implies that the availability of tourism
products found in the park is crucial to the economic sustainability of
the national park.

At a 95% confidence level, multiple regression revealed there is a sub-
stantial relationship between price and economic sustainability with 3
=.256, t=3.515 and p =.000<0.05). Hence, the alternative hypothesis
that tourism prices have a substantial influence on the sustainability of
destinations is supported, and the null hypothesis is rejected. These
findings validate Awinasi & Rastini (2018), Karini (2016), Karnelis
(2017), and Supriyanto & Taali (2018), who revealed that price has a
favorable and substantial effect on the acquisition and stay intentions
of tourists. This implies that the pricing of given goods and services is
vital to the economic sustainability of the studied area. However, this
study contradicted Karim et al.’s (2021) argument that pricing has no
impact on tourism destination development.

The regression result revealed a substantial connection between the
distribution channel and the economic sustainability of tourist destina-
tions, with a value of (B =.141, t=2.049, and p =.000<0.05) at a 95%
confidence level. Therefore, the alternative hypothesis that the tourism
distribution channels (place) have a substantial influence on the sus-
tainability of destinations was supported by the data set, and the null
hypothesis was rejected. These results are consistent with those of prior
studies by Awinasi & Rastini (2018) and Kavanillah & Ridlwan
(2018), which found that channels of distribution have positive impact
on product acquisition, revisiting an area, and spending more time in
the area. This implies that the presence of distribution channels in the
park is crucial to the economic sustainability of the area.

Multiple regressions also show a significant association between pro-
motion and economic sustainability with f =.372, t=4.660, and p
=.000<0.05) at a 95% confidence level. Hence, the study concluded
that the data set supported the alternative hypothesis that tourism pro-
motion has a substantial influence on the sustainability of destinations,
and the null hypothesis was rejected. The results of this study corrobo-
rate those of (Awinasi and Rastini (2018) Karini (2016), Mariya and
Christos (2019), who discovered that the influence of promotions on
consumers’ willingness and intentions to make a purchase of a product
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or service is positive and statistically significant. This shows that pro-
moting the national park is essential for the park’s long-term economic
sustainability.

Tourism marketing practices in Bale Mountains National Park

Regarding tourism products, an interviewee from the Bale Zone cultural
and tourism office said that the local government has set up several small
businesses that make a wide range of products for visitors to Bale Moun-
tains National Park and to help the local economy grow. According to an
interviewee, the wide range of tourist attractions in the park enables a rise
in local and international visitors to the area and allows the community to
offer different services to tourists. An informant interviewee from the Bale
Mountain National Park manager also noted that they have seven tourism
service provider associations that provide essential services to park visi-
tors. The park and the associations generate revenue from the products
and services that they offer. However, the park’s revenue has experienced
a decline as a consequence of the COVID-19 pandemic, which has led to
a reduction in visitor numbers during the preceding two years. Moreover,
the interviewee said that there is a lack of infrastructure, particularly roads
and transportation, which hinders a lot of local and international tourists
from visiting the park. This implies that the park is not making sufficient
income from the massive tourism product, despite the fact that it com-
prises one of Ethiopia’s biggest national parks with exceptional and ex-
traordinary attractions, wildlife resources, enticing local cultures, and
enormous tourism potential.

Similarly, an informant interviewee from the Ethiopian Wildlife Con-
servation Authority and the Frankfurt Zoological Society stated that the
park has outstanding environmental beauty and is home to endemic flora
and fauna, which attracts tourists and helps the community support its
economic well-being. The park also has a huge impact on climate change,
the local economy, the lives of people, and biodiversity. Bale Zone cul-
tural and tourism office said that the park is providing a water tower and
flow regulation for up to 20 million downstream users through the provi-
sion of climate stability, the use of renewable assets, including wood, tim-
ber, grassland, and forest-based and non-timber products (e.g., wild coffee
and honey), as well as substantial, mainly unrealized potential from tour-
ism. This implies that the existence and sustainability of the park provide
local and global people with significant environmental, social, and eco-
nomic benefits.
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Based on the interview with tourism experts at Bale Mountains Na-
tional Park, if the national park uses a different pricing strategy, it will
help to cover some environmental damage caused by tourists, generate a
respectable amount of income for the national park, and yield an appro-
priate amount of advantages for the local community. The price the na-
tional parks charge is critical to creating excellent tourist experiences and
assisting tourists in extending their stays at the destination. However, the
price the national park charges for the available tourism product is very
low, which affects the survival of the national park. Consequently, the
price paid by tourists shouldn’t cover all of the costs associated with their
trip or promise them a pleasant experience.

Regarding channel distribution (place), the manager of the park stated
that the national park is engaged with important stakeholders at different
government levels, non-governmental organizations, various tour opera-
tors, and travel agencies. The Bale Zone Cultural and Tourism Office
states that the availability of parks near Hawassa and Shashemane cities,
as well as attractive natural resources and comfortable weather conditions,
motivate visitors to the area.

Concerning tourism product promotion, interviewees (an informant
interview from the Bale Zone Cultural and Tourism Office, the Ethiopian
Wildlife Conservation Authority, the Ethiopian Tourism Organization,
and the Oromia Tourism Commission) answered that Bale Mountains Na-
tional Park promotes its products and services through its websites and
different social media platforms. However, the National Park Manager
stated the national park is working with both government and private me-
dia, such as the Ethiopia Broadcasting Corporation (EBC), the Oromia
Broadcasting Network (OBN), Fana, Nahoo, the Oromia Broadcasting
Service (OBS), and Walta, to promote and enhance the sustainability of
tourism and the national park. All interviewees agreed that promoting the
Bale Mountains National Park on broadcast media, social media, and web-
sites enhances and maintains the national park’s sustainability and sus-
tainable tourism development. Finally, after comparing the information
from the interview and the questionnaires that were collected and ana-
lyzed, the researchers came to the conclusion that tourism marketing has
a substantial and positive effect on Bale Mountain National Park’s ability
to maintain the sustainability of tourism and the national park.
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Conclusion

This research is intended to assess the effect of tourism marketing on the
economic sustainability of a tourist destination in Bale Mountains Na-
tional Park. Tourism products had modest but significant correlations with
the economic sustainability of the tourist destination, while price, place,
and promotion had a substantial correlation with the economic sustaina-
bility of the tourist destination. Furthermore, the regression results re-
vealed that exogenous variables have a positive and significant effect on
Bale Mountains National Park’s economic sustainability.

Additionally, the regression analysis’s findings indicated that tourism
marketing was the first and most imperative element of Bale Mountains
National Park’s economic sustainability, followed by product, price, and
place, respectively. Generally, the research’s findings indicate that the in-
dependent variables (tourism marketing) could explain 70.2% of the de-
pendent variables (economic sustainability). According to the study’s
findings and what the researchers observed, Bale Mountains National
Park’s tourism marketing practices are still in their infancy. Therefore, the
following suggestions are expected to have a significant influence on en-
hancing sustainable tourism at the destination.

Primarily, providing quality tourism products and facilitating good
infrastructure in the park could enhance environmental, social, and eco-
nomic sustainability in the area. Hence, the federal government, regional
governments, and local governments should work together to improve the
national park’s tourism products, such as attractions, medical services,
public safety, clean water, roads, airports, parking facilities, reliable elec-
tricity, and comfortable accommodation options.

Moreover, the fee charged by the visitors should compensate for the
entire expense of their trip, promise a good experience for the visitor, gen-
erate a respectable amount of income for the national park, yield an ap-
propriate amount of advantages for the local community, and cover the
environmental harm caused by visitors. As a result, to preserve and im-
prove the sustainability of both tourism and the national park, different
pricing strategies should be used.

Furthermore, to reach the target customers at the right time, place,
and person, the national park should design and develop different means
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of channel distribution in collaboration with the local, regional, and fed-
eral governments. Lastly, in addition to the current promotional tools, the
national park should use digital marketing tools to promote itself.

5. Recommendations and Suggestions for Future Research

The economic sustainability of tourist destinations is the most im-
portant part of sustainable tourism. The researchers acknowledged that
tourism destinations could benefit from a tourism marketing mix and that
using tourism marketing can reshape the competitiveness and sustainabil-
ity of tourism destinations. This study thus focuses on four traditional
tourism marketing mix elements, which include price, product, promo-
tion, and place, to examine the economic sustainability of Bale Mountain
National Park.

The researchers acknowledge that including both traditional and
modern forms of tourism marketing elements in the study would have re-
sulted in a more comprehensive research result and finding. Nevertheless,
we believe that the traditional tourism marketing mix used in this study is
still highly representative of the topic and is often regarded as an essential
factor in measuring tourism marketing’s effect on the economic sustaina-
bility of tourist destinations. Future researchers should take all tourism
marketing mixes into account and include them in their studies.

Moreover, the research was performed only in Bale Mountains Na-
tional Park, and the findings might not be generalized to all parks in Ethi-
opia. Therefore, future researchers could consider the other tourist desti-
nations found in Ethiopia to make the research more statistically signifi-
cant and infer generalizations from the findings accordingly. On the other
hand, the study was conducted only on employee perception and did not
include visitor perception. Hence, future researchers could consider cus-
tomer perception.
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A klimavaltozas hatasa Skandinavia siturizmusara

Impact of climate change on ski tourism in Scandinavia

Palancsa Attilal

Absztrakt: A 21. szazad turizmusanak egyik nagy kihivasa a klimavaltozas és an-
nak rdvid, illetve hossza tavua hatasa. Ez kiilondsen igaz a siturizmusra, mely tu-
risztikai iparag fokozottan ,,érzékeny” az éghajlatvaltozas jelenlegi folyamatara. A
tanulméanyban Svédorszag siturizmusanak jovobeli varhato helyzetét vizsgalom,
ami egyben a szabadban tizhet6, egyéb téli sportokra is értelmezhetd. A skandinav
allam torténetében kulturalis jelentOséggel birnak a téli sportok, éppen ezért tartjak
rendkiviil fontosnak annak kutatasat, hogy a klimavaltozas hogyan fogja befolya-
solni az orszag siiparanak jovojét. A tanulmany alapjat az un. ,,SkiSim” modell
adja, mely az éghajlatvaltozas hatasat vizsgalja a siszezonokra lebontva, figyelve
annak hosszara, a magassagi valtozokra, a sinapok szamanak valtozasara, a miiho-
készitési kényszerre stb. A vizsgalat 23 svéd alpesi siteriiletre vonatkozik, mely
elméleti sikon elemzi a 21. szazad korai — kdzép — és késoi idoperiodusat.

A siszezon erételjes csokkenése természetesen jelentds negativ gazdasagi hatassal
van a kozépso és déli teriiletek turisztikai forgalmara, mely siszezoni rovidiilést a
mesterséges hoagyuzassal lehetne ellensulyozni. Ez a siturisztikai desztinaciokban
veszélyeztetheti az lidiil6helyek miikodését, bezarasokat, munkanélkiiliséget ered-
ményezhet, illetve a siteriileti desztinacidoban olyan gazdasagi kdrnyezeti stresszt
okozhat, amely a helyiek kiilonb6z6 mértéki életszinvonal csdkkenéshez vezethet.
A klimavaltozas hatasara az europai siteriiletek besziikiilnek, és az évezred maso-
dik felétél Eszak-SVédorszég jelentheti az eurdpai siipar szamara az ,,utols6 me-
nedéket”.
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Abstract: One of the major challenges of tourism in the 21st century is climate
change and its short-term and long-term effects. This is especially true for ski
tourism, which is a tourism industry that is highly "sensitive" to the current pro-
cess of climate change. In the study, | examine the situation of the future of skiing
in Sweden, which can also be interpreted for other winter sports that can be prac-
ticed outdoors. Winter sports are of cultural importance in the history of the
Scandinavian state, which is why research into how climate change will affect
the future of the country’s ski industry is considered extremely important. The
study is based on the so-called It provides a “SkiSim” model that examines the
impact of climate change broken down into ski seasons, paying attention to its
length, altitude variables, changes in the number of ski days, the need to make
artificial snow, etc. The study concerns 23 Swedish alpine ski areas, which the-
oretically analyzes the early, middle and late 21st century time periods.

The strong reduction of the ski season naturally has a significant negative eco-
nomic impact on the tourist traffic of the central and southern areas, which short-
ening of the ski season could be offset by artificial snowmaking. In ski tourism
destinations, this can endanger the operation of resorts, result in closures and
unemployment, and in ski destinations, it can cause economic and environmental
stress that can lead to a decrease in the standard of living of the locals. As a result
of climate change, European ski areas are shrinking, and from the second half of
the millennium, Northern Sweden may represent the "last refuge” for the Euro-
pean ski industry.

Keywords: climate change, ski season, SkiSim model, Sweden
JEL Codes: Q01, Q26, Q51, Q54, Z3, 732

Bevezetés

A szakcikkek, tudoméanyos publikacidk tobbségének megirasa altalaban
személyes motivacidju indittatas alapjan irodnak meg. A svédorszagi si-
teriiletek e szdzadi lehetoségeinek vizsgalatat, elemzését is a személyes
motivacié vezérelte. A szerzé egy évtizedes svédorszagi tartozkodasa
alatt (2009-2019) drasztikus valtozas volt tapasztalhato a siterepek hobiz-
tonsaga tekintetében. Az els6 par évben a svealandi teriiletek sikozpontjai,
helyi sipalyai viszonylag hobiztosak voltak. Ugyanigy nem fenyegette
semmiféle veszély a hagyomanyos és méltan vildghirnevet szerzett Vasa-
loppet megszervezését sem. Azonban a 2015-6t kovetd években, a szerzo
lakéhelyének kornyezetében, hohiany miatt bezartak a sipalyak, és volt
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olyan év, amikor a Vasaloppet lebonyolitasa is a versenynaptarban kihir-
detett idéponthoz képest késdbb keriilt megrendezésre, vagy éppen a ko-
rabbi versenyutvonalat tették at mas terepre €s miihavat alkalmaztak a si-
ker érdekében. Mindezek a személyes benyomasok késztették a szerzot
arra, hogy — szekunder adatok alapjan — megvizsgalja és elemezze a 21.
szdzad svédorszagi siszezonjainak valtozasait, jovobeli miikodésének fel-
tételeit. A tanulmany Svédorszaggal foglalkozik, de Skandinavia, mint
egységes foldrajzi fogalom Norvégia és Finnorszag nélkiil nem értelmez-
het6. Igy a tanulmanyban tobbszor torténik emlités a norvég és finn site-
repekre is.

Svédorszag sipiaca sok szempontbol alulkutatott. Az orszag turiz-
musgazdasaga évtizedeken keresztiil ,,tudomasul vette”, hogy jol miko-
dik, évrdl-évre egyre magasabb bevételeket produkal, a siterepeik latoga-
tottsaga a lakossag szazalékos aranya tekintetében a vilag 9. legnagyobb
piacat jelenti (Vanat, 2020). A svéd siterepek forgalmat a liftbérletek be-
vételei jelzik a legjobban. Az alapszinten is stabilan magas latogatasi sza-
mok novekedése a 2017/2018-as és a 2018/2019-es szezonban 1.709, il-
letve 1.738 milliard svéd koronas rekordot értek el (Svenska Skidanlan-
laggningars Organization — Svéd Silétesitmények Szervezete [SLAO],
2021). Mindezt tigy, hogy az Alpok orszagaiba évrdl-évre jelentds szamu
svéd turista utazik el sielni (magasabb hegyek, hosszabb palyak, jo ar-
érték arany stb.). A 2019/2020-as téli siszezon piacat is megzavarta a
COVID-19 vilagjarvany?, és ennek folyamodvanya, hogy a svéd sifelvono
bérletek értékesitése soha nem latott bevételt (1.519 milliard korona)
konyvelhetett el (SLAO, n. d.).

A 2020/2021-es szezonban sok svéd sikedvelé nem utazhatott kiil-
foldre (beutazasi korlatok), rdadasul a Covid-19 ellenes svéd hatdsagi in-
tézkedések 1ényegesen kedvezdbbek voltak, mint az eurdpaiak altalaban.
Igy a hazai sipalyak valtozatlanul iizemeltek és a felvonobérletek eladasai
21%-kal, 1.842 millidardos korona rekordszintre emelkedtek (SLAO).
Mindezt eldsegitették azok az dllami beruhdzéasok és tdmogatasok is, ame-
lyek jelentds mértékben hozzajarultak az tidiiléhelyek szallas- és vendég-
lato-kapacitasanak bovitéséhez, 1) felvonorendszerek épitéséhez, az el-
avultak megujitasahoz. Uj elemként pedig a siterepekhez valo konnyebb
eljutas érdekében megépitették a Scandinavian Mountains Airport-ot

2 A 2019-es svédorszagi Covid-19 jarvany megjelenését is az Ausztriabdl hazaérkezd
situristak esetében diagnosztizaltak elsé alkalommal.
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(SMA)3. Ezzel Daniabodl, Egyesiilt Kiralysagbol, Németorszagbol és
Oroszorszagbol is 1égi uton konnyebben €s kozvetleniil elérhetdokké valtak
a magashegyi svéd siparadicsomok. A 2020/2021-es szezon volt az SMA
elso teljes szezonja, de a COVID-19 okén bevezetett nemzetkozi kiutazasi
korlatozasok miatt azonban ekkor szinte csak a belfoldi turistdkra szamit-
hattak.

Azt azért érdemes megemliteni, hogy Svédorszag az éghajlatvaltozas,
a klimahelyzet értékelésének, a klimakiizdelem élharcosanak szamit nem-
zetkdzi kitekintésben. Ennek ellenére a svéd siipar jovdjével kapcesolatos
atfogo jellegli kutatasok csak az elmult 6t évben indultak el. Alapjat ter-
mészetesen az adja, hogy komoly, érzékelhetd valtozasok kovetkeztek be
a Fold éghajlati viszonyaiban, ¢s ezek a valtozasok, negativ eldrejelzések
a svédorszagi 61° szélességi fok folotti teriiletre is eldre lathatdlag érvé-
nyesek lesznek, lehetnek (Intergovernmental Panel on Climate Change —
Eghajlatvaltozassal foglalkozé kormanykozi testiilet [IPCC], 2014).

Egy 2015-ben késziilt kutatas azt erbsitette meg (/. dbra), hogy
Eszak-Svédorszag kozép és hossza tavon versenyelényben lehet a tobbi
eurdpai siturisztikai régioval (pl. az Alpok orszagaival, Dél-Svédorszag-
gal, Norvégiaval, Finnorszadggal) szemben. Ez potencialis versenyelonyt
jelent a kdvetkez6 évtizedekre, mivel a situristadk a megbizhato, havas, jol
sielheté palyakat kedvelik. Eszerint Svédorszag, azon beliil is Eszak-
Svédorszag lehet az eurdpai sielés ,, utolso mentsvara” a gyorsulo éghaj-
latvaltozas idészakaban (Demiroglu & Sahin, 2015). Ezzel parhuzamosan
csokken a ,,mitho” kedvelése, mely jelentdés mértékben besziikiti a sipa-
lyas lehetOségeket, a téli kornyezeti ,, deja vu” érzés szinte teljes elmara-
dasat jelenti, és a latogatdszam erdteljes csokkenését. A kutatasokat az a
téli siszezonban tapasztalhat6d, szokatlan jelenségek sorozata kényszeri-
tette ki, minthogy a karacsony, az jév, valamint a hiisvét koriili f6szezoni
hetek egyre tobbszor valtak ,,zoldekké”, honélkiilivé. Jellemz6, hogy a
Vasaloppet* lebonyolitasa is egyre nagyobb hohidny mellett torténik.
Mindezek eldre vetitik azoknak a kutatasoknak a megallapitasait, melyek

% A Scandinavian Mountains Airport (SMA) 2019 decemberében nyilt meg Dalarnéban,
¢és négy jarat egyidejii fogadasara képes. Az SMA repiilotér megépitését, lizemeltetését
helyi turisztikai érdekeltségii gazdasagi befektetécsoport kezdeményezte és dnkor-
manyzati, valamint jelentds allami tAmogatas segitségével valosult meg.

4 A Vasa-futas (Vasaloppet) évenként megrendezett klasszikus sifuté verseny Svédor-
szagban. A Dalarna megyei Silen és Mora kozott rendezik meg minden marcius elsd
vasarnapjan. A tav 90 km. Az els6 versenyt 1922-ben tartottak.
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szerint mar a szdzad kozepére a téli turizmus szerkezeti eltolodasa varhato
az orszag legészakibb teriiletei felé (Andersson et al., 2015; Sjokvist et al.,
2015).

Ugyanakkor felmeriiltek olyan technikai kérdések is, miszerint elore-
lathatoan konfliktus keletkezik a kozEépso €és délebben fekvo svéd sicent-
rumok és az északi iizemeltetok kozott. Mig az északiak a természetes ho
birtokaban jelentds versenyelényhoz jutnak a mesterséges havat (miitho)
eléallitokkal szemben, ha csak a viz és az elektromos aram felhasznalasi
mutatokat nézziik és eltekintiink a latégatoszam csokkenésétol. Mindez a
belsd situristak helyszinvalasztasat is jelentds mértékben fogja befolya-
solni. Torekednek a minél hobiztosabb teriiletek fel¢, még annak felvalla-
lasaval is, hogy az utazas megdragitja a sielést.

Kiemelném Moen ¢€s Fredman (2007) tanulményat Svédorszag siipa-
raval foglalkozo versenyképesség vizsgalatok koziil. Habar a t¢émaban ko-
rai tanulméanynak tekinthetd, mely azonban mar az éghajlatvaltozas lehet-
séges hatdsat vizsgalta K6zép-Svédorszagban taldlhaté Silen® siparadi-
csomaira vonatkoztatva. Azt josoltak, hogy a 1990-2001 kozti idészak
atlag 162 napos sielhetd szezonja 2070—2100-re 64-96 napra fog csok-
keni. Ezeket az eredményeket aztan az egész Svédorszagban talalhato si-
teriiletekre kivetitették, és két forgatokonyviik szerint B2 (alacsony rizi-
koja éghajlatvaltozas esetén) és A2 (magas rizikoju éghajlatvaltozas ese-
tén) alapjan a sibevételek veszteségét 946,5-1755,3 milliard svéd koro-
nara® becsiilték a 21. szazad utolsé harmadéra vonatkoztatva. Azt azonban
nem vették figyelembe, hogy a Dél- és Kozép-Svédorszag déli sipalyain
(Gotland és Svealand) a sielhetd napok szdma mar a vizsgalt id6szakban
(nem 2070-90 kozott) alig érte el a 30 napot. Igaz, hogy ahol lehetséges
volt, ott hoagyukat hasznaltak a szezon bdvitéséhez.

°> Silen 842 lakosu telepiilés Dalarna megyében. Kis lakossaga ellenére Sélen telente
szazezres nagysagrendben fogad situristakat.

6 1 SEK = 32,8891 HUF (Letdltve: 2023.04.17., forras: https://hu.exchange-ra-
tes.org/Rate/SEK/HUF)
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A svéd siiparra vald extrapolacié a teljes észak-nyugati hegyvidékre
kiterjedden (E. sz. 61-68°) az orszag valtozatos éghajlati és domborzati
viszonyai ismeretében nehezen josolhatdo meg, szamithat6 ki. A gyorsulo
¢ghajlatvaltozas korszakaban a svéd siipar jovojére vonatkozo, egyeldre
még korlatozott elorejelzések mellett a tanulmany célja, hogy bemutassa:

— A 23 svéd siteriileten az éghajlatvaltozas hatasait a korai (2030-as
évek), a kozép (2050-es évek) és a szazad (2080-as évek) iddsza-
kaban, alacsony, kozepes ¢és magas kockazati forgatokonyvek
alapjan (RCP2.6, 4.5 ¢és 8.5).

— Az éghajlatvéltozas kovetkezményeként elterjedd, a sielést to-
vabbra is biztositd mithokészitést és annak hatésait.

— Betekintést nyljtson a klimavaltozas okozta regionalis sipiaci ha-
tasokra, megvizsgalva azt az allitast, hogy a svéd siipar egyes ré-
szei kevésbé vannak kitéve a kockazatnak, és akar profitalhatnak
1s a siturizmus iranti keresletbdl, az eurdpai sielés Alpokbdl vald
atrendezddésébol.

— Ismertesse, mintegy kitekintésként és ismert hatdsvizsgalatok nél-
kiil, a magyarorszagi siterepek lehetséges megoldasait, valaszait.

Modszertan

A siterepek jellemzoi

A tanulmény alapjaul szolgdlo siterepek helyszineinek kivéalasztasa a
Svenska Skidanlanldaggningars Organization (SLAO) altal legfontosabb-
nak tartott siteriileteket tartalmazza. A vizsgalatbol tobb szaz sipalya ki-
maradt, mert egyrészt jelentdségiik provincialis (telepiilési, intézményi si-
palyak), adathianyosak, azaz semmiféle hosszutava mérési eredményeket
nem tudnak felmutatni, vagy egyaltalan nem torténik mérés. Tovabbi
megallapitas, hogy ezek a sipalydk nem tartoznak a siturizmus fésodorba,
igy sem a nagyszamu belfoldi, sem a mérsékelt jelenlétet mutaté kiilfoldi
situristak hoéhiany miatti elmaradasa nem befolyésolja a statisztikai adata-
inkat. Az 1. dbran feltiintetett helyszinek, az 1. tabldzat sipalyai altal meg-
adott adatok szerint, a 23 siteriilet a svédorszagi szamottevo sielhetd terii-
letek 42%-at, a palyak 37%-at és a felvonok 26-at fedik le.
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A szimuldcios modell

A globadlis siiparra vonatkoztatott klimavaltozdsok okan megfogalmazott
sebezhetdségi mutatokat, a negativ valtozasok gyorsasagat minden felmé-
rés tulbecsiilte. Ennek okat jelenleg abban latjak, hogy a viszonylag beha-
tarolt miiszaki tartalmu, dragan iizemeltetett, nagy vizigényti, &m alacsony
hatasfokkal miikodtetett hodgyuk haszndlata nem volt olyannyira elter-
jedt, hogy mindezeket a mutatokat ellensulyozni tudja. Ugyanakkor az
1990-2000 kozti iddszakban a klimavaltozasok hatasat, a folyamat gyor-
sasagat legitim szamadatok hidnyaban sem lehetett megfeleld megfontolt-
saggal és alapossaggal eldre jelezni.

A klimavaltozas hatasainak pontositasara, mérésére fejlesztették ki
(Scott et al., 2003) a SkiSim’ modellt, melyet Kanadaban (2007), majd az
Egyesiilt Allamokban (2013) teszteltek eldszor. A modell kivaléan alkal-
mas volt a megfigyelt, sielésre definidlt honapok hossz- valtozasanak szi-
mulaldsara. Tovabba, mar a tesztelési iddszakaban bebizonyosodott, hogy
a hokészités lehetdségének figyelmen kiviil hagyasaval jelentésen befo-
lyasolhato a siszezonok ¢és a klimavaltozas okozta sielésre alkalmas 1d6-
szak elemzésének értékelése. Eszerint sziikséges megkiilonboztetni a ter-
mészetes hotakardval és hdmennyiséggel, €s a természetes és hozzaadott
mesterséges hotakaroval és homennyiséggel rendelkezé siteriiletekre, a
klimavaltozas okozta valtozasokat (/. tabldzat).

Scott és munkatarsai 2017-ben, mar egy atdolgozott modell vizsgalati
eredményeire tdmaszkodva megerdsitették, hogy azok a tanulmanyok,
amelyek nem veszik figyelembe az egyes sirégiokban hokészités lehetd-
ségeit, azok a siturizmus, siipar éghajlatvaltozas adta kockazatat, néhany
desztinacidban a megsziinését mar a 2050-es évekre teszik.

A SkiSim2 finomitott, atdolgozott verzidja pl. figyelembe veszi a si-
terliletek magassagi tartomanyait, mégpedig 100 méteres szintkiilonbsé-
gekkel mérve. Ez alapjan dolgoztak ki az Alpokra, Eszak-Amerikara,
Norvégiara, Kindra vonatkozo hédgyuzas szabalyrendszerét és operativ
lehetdségeit.

" SkiSim: Semi-distributed ski season simulation model — Félig megosztott siszezon szi-
mulécidés modell.
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1. tablazat: Svédorszag siterepeinek jellemzo adatai

b T o

3 2§ . Laf s 8 $

%8 ¥ 0§ 3 23 5% 0§ % :

&9 2 F 2 5£ SEE 2R B S22 2
1. Norrland E63.40 K13.08 1361 380-1274 60 31 91 05.05.
2. Norrland £63.17 | K14.64 307 590-1010 18 17 25 04.07.
3. Svealand £61.94 | K12.99 82 675-985 30 3 20 04.21.
4.  Svealand £59.23 | K17.88 14 3-103 100 3 2,7 04.07.
5. Norrland £E63.16 K17.24 35 71-319 100 5 5 05.05.
6.  Svealand £59.30 | K18.11 11 10-95 80 2 2 04.07.
7. Norrland E62.08 K16.73 90 160-450 100 7 16 04.21.
8. Norrland £65.71 | K15.29 289 439-789 7 10 30 05.05.
9. Svealand £60.15 | K12.99 31 403-452 100 6 11 04.07.
10. | Gotaland £57.44 K13.62 32 159-309 100 8 6 04.07.
11. Norrland £65.25 | K14.59 33 545-950 0 4 18 05.05.
12.  Svealand £61.03 K13.34 161 420-665 98 19 32 04.21.
13. Norrland £62.11 | K13.30 193 633-1125 64 8 27 04.07.
14. Norrland £62.70 | K12.39 153 700-1000 17 9 25 04.21.
15. Norrland £ 68.43 | K18.13 299 522-909 0 6 21 05.05.
16. Norrland £66.02 | K21.25 46 60-240 33 4 7 04.21.
17. Svealand £58.32 | K14.92 17 177-276 100 6 3 04.07.
18. Norrland £62.57 | K12.24 172 743-1038 11 16 38 05.05.
19. Gotaland £57.97 |K15.62 25 115-245 100 4 4,5 04.07.
20. Norrland £63.27 | K13.16 83 673-990 14 8 22 04.21.
21. Gotaland £57.82 | K13.41 18 179-288 100 7 2,6 04.07.
22. | Svealand £59.83 | K12.26 16 100-320 38 5 8,4 04.07.
23. Norrland £62.48 |K13.97 546 448-946 12 10 18 05.05.

Forras: Sajat szerkesztés.
Az adatok a Ski Resort Infobol (2021), a siteriiletméret adatok Demiroglu és
szerz6tarsai (2015) tanulmanyabol, és a szezon befejezési datumai az tidiilékdzpontok a
siterep informacioibol (2021) szarmaznak.

A SkiSim2 sem alkalmazhat6 automatikusan minden desztinacidra
egyforma tartalommal. A modell allanddsagat egy természetes hotakaro,
egy hokeészitd (hoagyu) és egy a siteriilet lizemeltetési szabalyait megha-
tarozd modul jelenti. A természetes hotakard modell vizsgalata kiterjed a
napi minimum ¢és maximum homérsékletek mérésére, illetve az 1980 és
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2019 kozott gytijtott csapadékadatok valtozasanak elemzésére. A meteo-
rolégiai allomasok a legalacsonyabb és a legmagasabb hémérsékleti ada-
tok mellett régzitik a csapadék mennyiségét és halmazallapotat (esd, ho,
vegyes csapadék stb.). Emellett a napi homérsékleti adatokat is figye-
lembe veszik, mely alapjan a kozéphdmérsékletre vetitett, napi ho/viz ara-
nyat is meg tudjék hatarozni. igy a mérési eredmények a szezonra vetitett
teljes havazas, és a hdszezon hosszat hasznaljak fel a kalibralds meghata-
rozasara. Ez természetesen csak bizonyos idétavlatban jelent megbizhato,
konzekvencidkat ado eredményt.

A mérésekhez hasznalt hosziikséglet mérdszama a december 15-t61
(siteriilettdl fiiggden) aprilis 7-ig, aprilis 21-ig vagy majus 5-ig, még észa-
kibb ¢és hegyvidéki (Norvégiaval hataros hegyekben) teriileteken akéar ju-
niusig tartod siszezon fenntartdsdhoz sziikséges homennyiségre vonatko-
zik. Ugyanakkor a mérési eredmények alapfeltételeként elfogadtak, hogy
természetes ho esetében az alap hdvastagsadgnak, egységesen el kell érnie
a 30 cm-t a kedvelt siterepeken (Kanadatol kezdve az Alpokon at Japa-
nig). A nem természetes hotakard esetében pedig az egységes allapotnak
a 10 cm/nap hogyartési kapacités tekintheté mérési alapnak. A 10 cm/nap
mérési alapérték a siteriiletek lizemeltetdinek egységesitett allaspontja
utan keriilt elfogadésra.

Klimatologiai adatok és klimavaltozasi forgatokonyvek

Az 1981-2010 kozotti alapiddszakra vonatkozd meteorologiai adatokat az
Sveriges Meteorologiska och Hydrologiska Institut (Svéd Meteorolégiai
és Hidrologiai Intézet [SMHI])® klimamegfigyeld allomésainak kdzzétett
adatbazisabol (SMHI, 2020a) szarmaznak. A meteoroldgiai allomasok ki-
valasztasanak kritériumai kozott feltételként szerepelt annak kozelsége a
siteriilethez, az adatfelvétel teljessége és az allomas tengerszint feletti ma-
gassaga, amely a siteriilet magassagi tartomanyan beliil vagy ahhoz kozel
kell, hogy legyen. Abban az esetben, ha a fenti feltételek valamelyikének
hidnya miatt nem alltak a rendelkezésre helyi adatbazisok, ugy a legkoze-
lebbi allomas adatait kell felhasznalni (amely akar tobb szaz km-es tavol-
sagot is jelenthet).

8 1919-ben alapitott svéd allami intézmény. Koézpontja: Norrkdping.
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Ahol lehetséges, ott a siteriilet kozépso felvonoallomasi magassagat
hasznaljak, azonban szdmos kisebb tidiiléhelynek nincs felvonoi kdzépal-
lomas (pl. egytagu felvono), igy ez esetben a legelsé/legals6 alapmagas-
sag szamit a kritikus magassagnak. A 2020-ban befejezett éghajlatra vo-
natkoztatott vizsgalatok kilenc (2. tablazat), globalis modellen alapulo
vizsgalati forgatokdnyvet vettek alapul, melyek célja a lehetséges éghaj-
lati jovOk reprezentalasa (SMHI, 2020b). Harom vallalt és lehetséges ki-

1. RCP2.6 (a szén-dioxid-kibocsatas csucspontja 2020 kortil jar, és
2100-ra eléri a nett6 nullat);

2. RCP4.5 (a parizsi klimavaltozasi megallapodas soran vallalt ki-
bocsatas csokkentés);

3. RCP8.5 (ha a kibocsatas a jelenlegi palyakon folytatodik) (IPCC,
2014).

RCP: Representative Concentration Pathway — A ,,reprezentativ kon-
bocsatasanak) az [PCC altal elfogadott palyaja. Az IPCC 2014-es jelenté-
séhez négy utat hasznaltak az éghajlatmodellezés- és kutatds soran. Az
utvonalak kiilonboz6 éghajlati jovoket irnak le, amelyek mindegyike le-
hetségesnek tekinthetd az elkdvetkez6 években kibocsatott iiveghdzhatasu
gazok (UHG) mennyiségétdl fiiggden.

Az éghajlati referenciaiddszak négyes periddusra bonthatd, melybol
az 1981-2010 (mult) idészak egyfajta kiindulasi idoszakot jelent. A mo-
dellértékelésben nem jatszik szerepet, de mint tapasztalati adatsorok fi-
gyelembe veenddk. A kutatds harom iddintervallumra koncentral:

1. a2030-as évek (2021-2050) — jelenlegi idészak;
2. a 2050-es évek (2041-2070) — jovobeni idészak (kozeli jovo);
3. a2080-as évek (2071-2100) — jovobeni idészak (tavoli jovO).

Eredmények

Mivel a vizsgalt siteriiletek 92%-a rendelkezik kiilonb6zd mindségt, ka-
pacitasu hokészitési eljarassal, ami a természetes havas teriileteket és a
mithokészitést is magaban foglalja. A természetes hoval rendelkezd terii-
letek szerint az atlagos siszezon hossza az alapiddszakban (tél) 181 nap
Norrlandban, 57 nap Svealandban és 40 nap Gotlandon.
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A természetes hoviszonyok kozott jelentds regiondlis kiilonbségek
mutatkoznak meg a klimavaltozas hatasaban, amelyben, természetes fold-
rajzi adottsagok miatt, Gotaland és Norrland kozotti kiilonbségek tlinnek
a legélesebbnek. Az Osszes éghajlatvaltozasi forgatokonyv szerint, a min-
denkori alaphelyzetéhez képest legalabb 83%-kal csokkent a sielhetd na-
pok szadma Gotlandon, mig Norrland teriiletén a csokkentés 31%-nal ki-
sebb. Ez alol az RCP8.5 képez kivételt a 2080-as évek legmelegebb ég-
hajlatvaltozasi elérejelzése szerint.

A sielésre alkalmas napok szdmanak legdrasztikusabb csokkenése
Gotlandon varhato, mivel alacsonyabb szélességi koron talalhato, ahol
magasabb a hdmérséklet, mint az ettdl északabbra talalhatd teriileteken,
¢és az 0sszes siteriilete kozelebb van ahhoz a kritikus kiiszobhoz, ahol rit-
kabb a havazas. Gotland 4tlagos tengerszint feletti magassaga 184 m, ez
rendkiviil nagy hatranyt jelentett még azokban az idészakokban is, amikor
a globalis klimavaltozas nem volt ilyen jelentdés mértékii. Ezzel szemben
Norrland és Svealand sitertileteinek éghajlati elénye a magasabb tenger-
szint feletti magassagban rejlik, ami 584 m és 460 m kozotti értékben van.

Az RCP2.6-ban a 2050-2080-as évek kozotti szezonhossz csokkenés
viszonylagos enyhiilése azzal magyarazhato, hogy a 1égkér CO2-koncent-
racidja varhatdan a szdzad kozepe utan kezd stabilizalodni (elméleti felté-
telezés).

2. tablazat: Siszezon hossza (napok és szazalékos csokkenés az
alapvonalhoz képest) csak természetes héval
Alapna- RCP2.6 RCP4.5 RCP8.5

Tartomany pok

széma 2030 @ 2050 2080 2030 2050 2080 2030 2050 @ 2080

nap 150 148 149 148 139 127 144 126 87

Norrland 181
% -17 -18 -18 -18 -23 -30 -20 -30 -52
nap 44 46 42 42 40 30 42 35 4

Svealand 57
% =23 -19 -26 -26 -30 -47 -26 -39 -93
nap 7 3 3 2 1 0 1 0 0

Gotaland 40
% -83 -93 -93 -95 -98 | -100 -98 -100 -100
nap 99 98 98 97 91 81 94 82 51

Svédorszag 125

% =21 =22 =22 =22 =27 -35 -25 -34 -59

Forras: Sajat szerkesztés Rice és szerzotarsai (2022) tanulmanya adatainak
felhasznalasaval
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Tobb, egybehangzé kutatas is bizonyitja (Dawson és Scott, 2013;
Scott és Steiger, 2013; Steiger és Stotter, 2013; Scott et al., 2014, 2017,
2020; Abegg et al., 2015; Steiger és Abegg, 2013, 2018;), hogy a siszezo-
nok hossza novelhet6 akkor és ugy, ha a jelenleg alkalmazott, legfejlet-
tebbnek nevezhetd hokészitési technologia csdkkenteni tudja az alapvonal
értékét. Az alapvonal értékének csokkentése, a hohatar értékének megha-
tarozasa, egy adott sipalyanak a tengerszinti mértékhez valo legkozelebbi
pontjat jelenti. Az alacsony/legmélyebb értékii alapvonal jelentés mérték-
ben képes korlatozni a szezonalis veszteségeket és az egyes régiokra el-
téré modon hat6 éghajlatvaltozas okozta eltérések is befolyasolhatok.

A siszezonok hosszéanak regionalis csokkenése kozotti kiillonbség a
szazad végére még szembetlindbbé valik, kiillondsen a magasabb karos-
anyag kibocsatassal szamold forgatokonyvek esetében, ahol Gotlandon
lesz a legrovidebb a siszezon, mig Norrland, tobb mint 150 miik6dd sinap-
pal szamolhat.

3. tablazat: Szezon hossza (napok és szazalékos csokkenés az
alapvonalhoz képest) hokészitéssel
Alapna- RCP2.6 RCP4.5 RCP8.5

Tartomany pok

széma 2030 2050 2080 2030 2050 2080 2030 2050 2080

nap 205 201 204 202 197 190 201 190 159

Norrland 219
% -6 -8 -7 -8 -10 -13 -8 -13 =27
nap 114 106 106 101 85 67 98 66 44

Svealand 156
% =27 -32 -32 -35 -46 -57 -37 -58 =72
nap 14 101 101 95 69 48 89 27 1

Gotaland 140

% -19 -28 -28 -32 -51 -66 -36 -81 -99
nap 166 159 160 157 146 134 155 131 104

Svédorszag 189
% -12 -16 -15 -17 -23 -29 -18 -31 -45

Forras: Sajat szerkesztés Rice és szerzotarsai (2022) tanulmanya adatainak
felhasznalasaval

A svédorszagi siterliletek tobbsége jelenleg nem rendelkezik fejlett,
viz- és energiasziikségletet hatékonyan, fenntarthatésagnak megfeleléen
felhaszndlod hokészitési technologiaval és kapacitassal (a fejlesztések fi-
nanszirozéasa pedig jelentds allami tdmogatast, és magén, illetve onkor-
manyzati tOkebefektetéseket igényelne. Mindemellett azt is figyelembe
kell venni, hogy a hokészités, mint a siterepek éghajlatvaltozashoz valo
alkalmazkodasanak technikai feltétele, kevésbé nevezhetd hatékonynak,
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ha nem elég alacsony ¢és tartds az ehhez sziikséges hdmérséklet. A folya-
matosan novekvd homérsékletemelkedés csokkenti a hotermelés szem-
pontjabol hatékonynak itélt napok szamat, és noveli a sziikséges hokészi-
tés koltségeit. Ez természetesen nem azt jelenti, hogy teljesen ki kell zarni
egy jelentdsnek itélhetd eldrelépést a hogyartasi technologidk terén. Ah-
hoz, hogy egy sitidiil6helyet hobiztosnak lehessen tekinteni (2. dbra), 100
tizemnapnak (>30 cm ho) kell rendelkeznie az évszakok 70%-aban az el-
mult 30 év tavlataban (Abegg et al., 2015; Morin et al., 2021).

Antal dagar
I > 200
I 180 - 200
I 160 - 180
I 140 - 160
N 120 - 140
1100 - 120
80-100
60-80
40-60
20-40
N 10-20
EmOo-10

2069-2098 RCP4.5 2069-2098 RCP8.5

2. abra: A héhatarok visszahuzodasa
Forras: Nya analyser visar hur klimatet kan forédndras i Sveriges lan, 2015.

A fenti adatok alapjan, ma csak Norrland siteriileteinek 85%-a tekint-
het6 hobiztosnak. A természetes hoviszonyok mellett Norrland siterepei-
nek tobbsége (magasabb alapvonallal rendelkezdk esetében) megdrzi ter-
mészetes hobiztonsagat, a sitidiiléhelyek legalabb 69%-a minden forgato-
konyvben hobiztos marad, kivéve a legpesszimistabb RCP8.5, 2080-ra
mutatd adataiban. Viszont Svealandban és Gotlandban a természetes ho-
biztos siiidiiléhelyek aranya nem éri el a 29%-0t, rosszabb esetben, de
2080-ra mindenképpen a 0% feletti eredményt (3. abra).
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3. abra: A hébiztos siteriiletek aranya természetes hoviszonyok
kozott

Forras: Sajat szerkesztés Rice és szerzotarsai (2022) tanulmanya adatainak
felhasznalasaval

Amint mar emlitésre kertilt a siteriiletek 92%-a rendelkezik valami-
féle, am kiilonbozo kapacitast produkalo hokészitd technoldgiaval, képes-
séggel. Ezért legitim az a feltételezés is, hogy a hokészitéssel kapcsolato-
san megvizsgaljuk annak megbizhatdsagat. Az dsszes norrlandi siteriilet
hobiztosnak nevezheté megfeleld kapacitasu, fejlett technoldgiat felvo-
nultato hokészitéssel az RCP8.5-6s modellben, egészen 2080-ig, amikor
IS 92%-ra csokken a sielhetd teriiletek aranya (3. abra). Ez jelenlegi rala-
tassal nem tinik rossz aranynak. Svealand és Gotaland esetében az alap-
1d6szakban minden teriilet hobiztos, ezt kovetden Svealand siteriileteinek
maximum 43%-a hobiztos, Gotaland siteriileteinek pedig csak 67%-a ho-
biztos az RCP4.5-6s modell alapjan, 2050-ig (4. dbra).
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4. abra: Hoébiztos siteriiletek aranya fejlett hokészitéssel

Forras: Sajat szerkesztés Rice és szerz6tarsai (2022) tanulméanya adatainak
felhasznalasaval

Az mar most egyértelmiivé valt, hogy a siszezon védelme és meg-
hosszabbitasa érdekében novelni kell a hotermelést, kiilonosen Kozép- és
Dél-Svédorszagban, amelynek térbeli és idobeli mintazata azonosnak te-
kinthetd, az évszak hosszanak véltozasai is — altaldnossagban — megegye-
zOnek tekinthet6k. A hotermelési kovetelmények, ahogy kozelediink a
2080-as végdatumhoz, folyamatosan novekednek, és a hotermelés legna-
gyobb novekedésének sziikségessége a 2080-as évekre prognosztizalhato
(4. tabladzat).

Bar Norrland bizonyos siteriiletein is nagyobb sz4zalékban fog no-
vekedni a hotermelésre valo igény, de ez még mindig azt jelenti, hogy a
sielési alapidészakban, a tobbi svédorszagi siteriilethez képest, mérhe-
tden alacsonyabb mesterséges hora lesz sziikség. Ha pedig figyelembe
vessziik a biztonsdgos és €lvezhetd sieléshez sziikséges ho mélységét,
akkor hopotlasra sokkal nagyobb sziiksége lesz a svealandi és gotalandi
sipalyaknak.
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4, tablazat: A hotermelés novelésének mértéke

Alapvo- RCP2.6 RCP4.5 RCP8.5
Tartomany nal

(cm) 2030 2050 2080 2030 2050 2080 2030 2050 @ 2080

cm 36 39 39 37 50 64 41 61 151

Norrland 16
% 125 144 144 131 212 300 156 181 844
cm 198 206 218 215 260 297 225 299 451

Svealand 129
% 54 60 69 67 102 130 74 132 250
cm 137 154 161 163 207 237 169 257 396

Gotaland 70
% 96 120 130 133 196 239 141 267 466
cm 8 105 109 107 134 157 114 159 263

Svédorszag 58

% 69 81 88 85 131 171 97 174 353

Forras: Sajat szerkesztés Rice és szerz6tarsai (2022) tanulmanya adatainak
felhasznalasaval

A siszezonok id6hosszanak 6sszehasonlitdo eredményei (mesterséges
ho nélkiil), azt mutatjak, hogy jelenleg (2022) 14 siteriilet hobiztos, és
ezek koziil a tdblazatban a 3. és 12. helyen talalhat6 siteriilet talalhato
Norrlandon kiviil (/. tablazat). Az alapidészakban a tablazat 12. helyétol
lefelé talalhato (E. sz.: 61.03) siteriiletek egyike sem tekintheté hobiztos-
nak.

A 2080-as évekre, a magas rizikd (RCP8.5) mellett, mar csak hét tidii-
16hely maradt hobiztos, és ezek mindegyike Norrlandban talalhat6. Ez a
hét hobiztos teriilet mindegyikének az alapmagassédga 400 m felett, hdrom
teriilet pedig az északi sarkkoron tuli teriileten, vagy azzal hataros széles-
ségi fokon talalhat6. Azonban az most prognosztizalhato, hogy fejlett ho-
készitési technologidkkal az alapiddszakban mind a 23 tertilet ,,homegbiz-
haténak™ szamit a késdbbiekben is.

Erdemes figyelni a 2030-as évek 4-es, 6-0s, 9-es és 19-es tengerszint-
kozeli siterepek adataira, ami az alacsony modellértéknek tekintett
RCP2.6 forgatokdnyv alapjdn mar nem nevezhetok hobiztosnak. Ez azt
jelenti, hogy mig a mult szazadban hagyomanyosan népszeri siturisztikai
helyszinként tartottdk szamon ezeket a teriileteket, a jelzett id6szakra a
sielés periférias lehetdségge valik, vagy teljesen megsziinik.

2080-ra Svédorszagban minddssze 15 siteriiletet lehet majd valami-
lyen szinten hobiztosnak nevezni (természetes és mesterséges ho egylit-
tese), ezek koziil kettd kivételével (3. és 12.) mind Norrlandban talalhato.
A 13 legnagyobb siteriilet tobb mint 100 napos siévszakot képes fenntar-
tani (természetes és mesterséges ho egyiittese), az alacsonyabban fekvo
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terlileteken pedig az éghajlatvaltozasnak sulyosabb kovetkezményeként
megkdzelité szammal sem talalkozunk.

A kiilonb6z6 siterepek kapacitasa okdn fontos megjegyezni, hogy az
Osszesitett 4 014 hektarnyi svédorszagi sipalyak legalabb 94%-a még a
legmelegebb klima esetén is miikodéképes maradhat, abban az esetben,
ha elegendd hokészitési kapacitassal fog rendelkezni. Azt sem kikerti-
lendd tényez0, hogy egy-egy siteriilet behavazottsaga nem egyezik meg a
sielhetd tertilettel. A siteriilet minden esetben nagyobb teriileteket jeldl,
mint a sipalya, tobbek kozott olyanokat is, amelyek nem sielhet6k a nem
megfeleld terepviszonyok, palyahiany, biztonsagi rizikd stb. miatt (még
fekete palyaként sem hasznalhato).

Eredmények

Moen ¢s Fredman (2007) az egyik legnépszeriibb svédorszagi siparadi-
csom, a dalarnai Sélen, sielhetd napjainak mintegy 40%-anak elvesztését
prognosztizaltak. Ez a 162 napos szezont 98 napra csokkentené 2071 és
2100 kozotti idészakban, alacsony rizikéju klimavaltozas kovetkezmé-
nyeként. Ha mindezt magas rizik6ja klimavaltozéasra emelik, akkor ezek
a szamok meglehetdsen drasztikusan megvaltoznak, hisz 57%-o0s csokke-
nés minddssze 66 napos siszezont jelentene. Ennek jobb megértéséhez és
az elorevetitett katasztrofa érzékeléséhez érdemes a https://salenfjallen.se/
fajlt tanulmanyozni, ahol a 2022-es forgalmi adatok tiikrében értelmez-
hetjiik a szdmadatokat. Ez a két klimavaltozast eldre vetitd forgatokonyv
nagyjabol megegyezik a jelenlegi tanulmanyban hasznalt szamadatokkal
(Pedersen et al., 2020).

Ennél mindenképpen megddbbentdbb a 12. helyen allo svelandi site-
repek sorsa, ahol az indul6 173 sielhetd nap csdkken le 2071-2100 kozotti
évekre mérsékelt megkozelitésben 90 napra, mig a pesszimista megkoze-
lités szerint pedig 11 (!) hasznalhato sinapra. Abban az esetben, ha hoké-
szitést is figyelembe veszik, akkor az alapszezon 210 napra ndvekedne
(siiddszak kitolasa), de ez a szazad végére lecsokkenne 154 napra, am a
pesszimistabb szamitas ez tovabb csokken 124 napra.

Bar a Moen és Fredman (2007) 6sszehasonlithatdsagi vizsgalati ered-
ményeit korlatozottnak kell tekinteniink, mivel fizikailag nem tesztelték a
természetes hotakard mindségét egyetlen helyszinen sem (ehelyett barmi-
lyen mennyiségben, hovastagsagban fellelhetd havas napokkal szamoltak,
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¢s ezt tekintették a ma hasznalatos 30 cm-es, vagy annal nagyobb hovas-
tagsaggal miikodo sinapok helyettesitésére), tovabba nem szamoltak a ho-
készités lehetdségeivel sem. Ezek a modszertani hianyossag, valamint az
a tény, hogy a kutatés esettanulmanyként értelmezendd eredményeit ext-
rapolaltak Svédorszag siipari gazdasagi veszteségeinek egészére, arra a
hamis kovetkeztetésre vezetett, hogy a svéd siipar pénziigyi lehetdségeit,
rugalmassagat eddig alabecsiilték, szitkebb korlatok kozott gondoltak mii-
kddni.

2019-ben, hét észak-svédorszagi régio kért hoviszonyikra vonatkoz-
tatott vizsgalatot az RCP4.5 és RCP8.5 éghajlati forgatokonyvekre
(SMHI, 2021). A vizsgéalati eredmények ramutattak arra a tényre, hogy a
mitho készitése Iényegesen meg tudja valtoztatni, ki tudja egyenstlyozni
az éghajlat okozta valtozasok negativ hatasait. Azt is bizonyitottak, hogy
azokon a helyszineken, ahol 50 cm-nél magasabb a hdvastagsagot tudnak
produkalni, ott a 23 siterepbdl 16 helyen sielésre, sportolasra alkalmas pa-
lyékat kapunk, beleértve a tablazatunk 8. helyén talalhato siterepet is
(SMHI, 2021). A tovabbi eredményként lathatd, hogy az RCP4.5 ¢s
RCP8.5 forgatokonyvek esetében meredeken csokkent az alapiddszak 170
sielésre alkalmas napjar6l (1963-1992) a szazad kozepére (2021-2050)
kb.145-140 napra és a szazad végére (2070-2100) kb. 135-110 napra
(SMHI, 2021).

A tablazat 8. helyén levd siterep alapvonala 211 napra kalibralt, mely
a szezon minden napjara 30 cm-es havat feltételez, és ennek a siszezonnak
hossza fokozatosan csokkend tendenciat mutat az RCP4.5 forgatokdnyv
alapjan. Igy 2030-ra 198, 2050-re 180 és 2080-ra 173 sielhetd napra lehet
szamitani.

Egyértelmii a folyamat, mely alapjan kijelenthetd, hogy az eurdpai
siterepeken altaldban hasonlé intenzitdsu folyamatokra lehet szamitani.
Ezt a tényt tAmasztja ala az Alpok térségében végzett vizsgalatok eredmé-
nyei (Steiger és Abegg, 2018), és a Svédorszaggal szomszédos — ez alap-
jan a kozvélemény szamadra relevansabb tényként kezelheté — Norvégia
esete is (Scott et al., 2020). Scott eredményeit megerdsitik a svéd adatok
is, azaz a két orszag siterepeinek id6djaras okozta valtozasai parhuzamosan
zajlanak. Az RCP8.5 forgatokonyv szerint a 2030-as években a Norrland
siszezon hosszanak csokkenése varhatdan 8%-os, ami belefér a norvég ré-
giodkra eldrejelzett tartomanyok 6—-15%-o0s csokkenést mutatd adataiba. Ez
a parhuzam egészen a szazad végéig nyomon kovethetd. Igy a 2050-es
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évekre jellemzd norrlandi 13%-0s szezonhossznak a csokkenése a norvé-
giai csokkenések 12—27%-anak alsé hataran talalhato.

Ugyanakkor minden ismertetett forgatokonyv és idokeret eldrejelzé-
sei alapjan, Svealand ¢és Gotland siterepein a szezonhosszi csdkkenése 1¢-
nyegesen magasabb.

A téli sisportok terepeinek vizsgalt foldrajzi elhelyezkedését, és vele
parhuzamosan versenyhelyzetiiket is vizsgaljuk, akkor a svédorszagi és
norvégiai siterepek kozott, figyelembe véve az iddkereteket is, a 2050
utani iddszakban csak a svédorszagi Norrland régio hatalmas, nagy ma-
gassagu, hobiztos terepei johetnek szamitasba. Ez a térség lesz alkalmas
alpesi siturizmusra. Az észak-norvégiai siterepek versenyképessége jelen-
leg még meghatarozonak szamit, am a vizsgalt idOkeretben pontosan
maga a foldrajzi elhelyezkedése fogja ezt a versenyképességet meghata-
rozni. Az Eszak-Norvég siterepek relativ versenyképességi mutatoit az
alacsonyabb tengerszint feletti magassag és a Golf-aramlat fogja befolya-
solni. Ezek a tényezOk viszont a norrlandi siteriiletekre nem hatnak.

Steiger és Abegg (2018) azt is kimutatta, hogy az RCP8.5 forgato-
konyv szerint a szazad kozepétdl az €ghajlatvaltozas kockazata olyan,
mint az Alpok sok siteriiletén. Az europai Alpokban az elorejelzések sze-
rint a siteriiletek 96%-a hobiztos 1°C-os emelkedés mellett (2030-as
évek), 85%-a pedig 2°C-os emelkedés esetén (kb. 2050-es évek). Ugyan-
ezeket a tényezdket figyelembe véve Norrland esetében a siterepek 100%-
a hobiztos lesz a 1°C és 2°C hdmérséklet emelkedése esetében is. Abban
az esetben, ha a hosszutava prognozist a 2080-as évekre vetitjiik, és 4 °C
homérséklet emelkedéssel szamolunk, akkor az alpesi tertiletek sielhetd
terepeinek lefedettsége 42%-ra zsugorodik, a norrlandi 92%-kal szemben.
A 92%, mint az eurdpai siipar szamszer(sitett ,,utols6 mentsvara”, ekkor
jelent erés versenyelényt. Ebben az iddszakban csak Eszak-Norvégia je-
lentkezhet csokkentett mértékli versenytarsként Norrland szamara.

A klimavaltozas siturizmusra hato egyéb kovetkezményei

A bizonytalan mindségli, hdbiztonsagu eurdpai sipalyak mellett, nagy va-
l6szintiséggel szdmolni kell a situristdk elbizonytalanodott keresleti ma-
gatartasaval is. Kutatdsok azt mutattdk, hogy a turistak kevésbé lojalisak
az ldiil6helyekhez (altalaban), és inkabb hobiztosabb iidiildhelyeket ke-
resnek (Behringer et al., 2000; Unbehaun et al., 2008; Rutty et al. 2015;
Steiger et al., 2020).
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Bizonytalansag esetében a turistak késleltethetik a dontést-elékészi-
tést-foglalast harmassagat addig, amig a hoviszonyok elfogadhatokka val-
nak, vagy csak azok aktivizaloédnak, akiknek lakohelylikhoz kozel, vagy
viszonylag kozel fekszenek sipalyak. igy rovid tavolsagokat kell megten-
nilik, vagy akar napi szinten ingazhatnak lakéhelyiik és a sipalya kozott.
A situristak attitiidjeiben jelenleg az sem vilagos, hogy milyen mértékben
tesznek kiilonbséget a természetes és a mitho kozott. Steiger et al. (2020)
ausztrial egynapos sitirazok kozott végzett kutatasa szerint a természetes
hé hianya 19%-os keresletkiesést jelent.

A svéd udiiléhelyek jellemzden kisebbek, mint az eurdpai Alpok leg-
népszertbb uti céljai. Franciaorszagban, Olaszorszagban, Ausztriaban és
Svéjcban az atlagos felvondk szdma, akar tidiiléhelyenként is tobb lehet,
mint egyes, egész svéd iidiilorégioban. Franciaorszagban, Ausztriaban és
Olaszorszagban tobb mint dupldja a négy vagy tobb felvondval rendel-
kez6 tidiiléhelyek szama, mint Svédorszagban (Vanat, 2020).

Az olyan teriileteken, mint a tdblazat 15 helye, amely egyben a leg-
¢szakibb svéd sitlidiilohelyet is jelenti, december kozepétdl januar elejéig
24 6rés sotétség van, februdrig pedig tovabbra is nagyon kevés, habar no-
vekvO oraszamban a nappali, természetes fény. Bar a siszezon hosszabb
(késo tavaszig, Norrland egyes részein majusig tart), mint Eurdpa tobbi
részén, mégis felveti azt a kérdést, hogy a turistak lecserélnék-e nyarala-
sukat egy hidegebbnek, sotétebbnek, igy baratsagtalannak tiing Eszak-
Svédorszaggal.

A nem belfoldi turistak szdmara Svédorszag latogatdsa Franciaor-
szdghoz, Németorszaghoz vagy Ausztridhoz képest 1ényegesen dragabb,
az utazas bonyolultabb, dsszetettebb. A turizmus fontos, egylitt értelme-
zendd alkotdeleme a vendéglatas, és azon beliil is az ételek és az alkohol-
tartalmu italok koltsége. Az élelmiszerek fogyasztoi arindexe Svédorszag-
ban 121, mig Ausztridban 126, Olaszorszagban 111 ¢és Franciaorszdgban
116 (Eurostat, 2020)°. Az alkoholtartalmi italok arindexe Svédorszagban
166, szemben az osztrdk 107, az olaszorszagi 104 és a franciaorszagi 101
értékkel szemben (Eurostat, 2020). A jelentds az arkiilonbség (vendégla-
tas és utazas) lényegesen megdragitja az ott tartézkodas koltségeit. Nor-
végiai viszonylatban, ugyanezen termékek és szolgaltatasok arindexe mar
151, illetve 251 (Eurostat, 2020). Az ilyen arkiilonbség a svéd teriiletek

9 Haboru eldtti adatok. 2023-as adatok nem alltak rendelkezésemre.



92 Gazdasag & Tarsadalom / Journal of Economy & Society — 2023/2.

szdmara egyértelmil versenyeldnyt jelent a hasonld éghajlati elényokkel
rendelkez6 norvég siteriiletekkel szemben.

Az is kérdéses, hogy a fenntarthatosag/klimavédelem tekintetében,
hogy az eddig jol megkdzelithetd alpesi siteriiletekrdl, a situristak hajlan-
dok lennének-e egy nulla kéros kibocsatas felé torekvd orszdgba utazni,
ha alacsony/nulla szén-dioxid-kibocsatast kozlekedési lehetéségek nem
allnak rendelkezésre, vagy hasznalatuk nagyon koltséges. Mindezeket fi-
gyelembe véve, nehezen feltételezhetd, hogy oridsi tomegi siturista fogja
felkeresni az észak-svédorszagi siteriileteket az alpi siteriiletek kiesése
utdn. Még abban az esetben sem, ha jobban preferaljak a természetes ho-
takaro6t, mint a mithavas sipalyakat.

Tovabbi kérdések meriilnek fel a helyi dslakosok (samik) gazdalko-
dasanak, megélhetési teriileteinek turistdk altali ,,el6zonlése” kapcsan.
Ezek a rénszarvastenyészto, legeltetdé gazdalkodas a nemzeti parkok tertii-
letén folyik, melyek bdvitése folyamatosan napirenden van, és e teriiletek
infrastrukturalis fejlettsége/nem fejlettsége nem feltétlentil lesz megfeleld
szinvonalu a situristak szamara.'

A helyi samik viszont erdteljesen és hangosan védik 6si teriileteiket,
amely a rénszarvastenyésztéshez biztositjdk szamukra a legeltetéshez
sziikséges teriileteket. Ugy gondoljak, ha egy tjabb turisztika szegmens
er6sodése, tomegek megjelenése varhatd, akkor eldtte mindenképpen
szlikséges egy intenziv targyalési szakaszt beiktatni (karpotlasok igénye).
Mindemellett masik érve a helyieknek, hogy mar 1étezik, egy szamukra is
elfogadhat6 természetalapu turizmus, igy a sielési lehetdségek fejlesztését
vagy bovitését célzo teriilethasznalati valtoztatasok dsszeiitkdzésbe kertil-
hetnek a meglévo turisztikai agazatokkal (0koturizmus, geoturizmus, va-
daszat, horgaszat stb.).

Tekintettel arra, hogy a jovObeni siipar egyre inkabb a mithokészi-
tésre fog tdmaszkodni, mérlegelni kell, hogy az ebbdl kdvetkezd jelentds
energiafogyasztas-novekedés ¢és a potencialis liveghazhatasi gazok
(UHG)-kibocsatas elfogadhato-e egyfajta alternativ megoldasként. Ennek
megvalaszolasa inkabb turisztikai megkozelitésiinek kell lennie, semmint
sitizemelési vagy célallomasi érdekek melletti allaspontnak.

10 Laponia: UNESCO Vilagorokség részét képezik, és okologiai egyediségiik és a hagyo-
manyos megélhetési lehetdségek védelme érdekében 6rzik ket.
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Svédorszag harom legnagyobb varosabol, Stockholmbol (1 500 000),
Goteborgbol (600 000) és Malmobdl (300 000) a hobiztos teriiletek eléré-
s¢hez sziikséges utazasi tavolsagok megndvekednek az éghajlatvaltozas
hatasara, ez leginkabb majd az RCP8.5 klimavaltozasi eldrejelzéseknél
valik mérvadova. Ami ennél is meghatarozobb, hogy az emlitett, keresle-
tet generald, nagyvarosok Svealand és Gotland teriiletén (kimondottan
hoszegény) fekszenek Ez a tavolsagi ndvekedés figyelemre mélto, jelen-
t0s, mivel jelenleg a svéd siteriiletek latogatoinak 85%-a belfoldi (Vanat,
2020). Az emlitett nagyvarosok, illetve a svédorszagi kis és kozepes nagy-
sagu varosainak kornyékén talalhato sipalyak kis kapacitasuak. Fontosak,
hisz az egynapos siel0knek és a kezdéknek megfeleld bazist tudnak nytj-
tani, de a mar taglalt éghajlati valtozasok miatt egyaltalan nem tekinthetok
hobiztos teriileteknek.

Ha ezek a siteriiletek ¢letképtelenné valnanak, bezarnanak, az ezekrdl
a tertiletekrdl elutazo sieloknek meg kell novelniiik az utazasi tavolsagot
autdval, vonattal vagy repiilével, hogy hobiztos siterepet talaljanak. Ezért
teljes mértékben elfogadhatd az a feltételezés, hogy svéd situristak to-
mege, a megndvekedett utazasi tdvolsagok miatt, teljesen felhagy a sie-
Iéssel (Rutty et al., 2015; Steiger et al., 2021; Unbehaun et al., 2008). A
még mithoval gazdasdgosan lizemeltethetd kisebb sipalyak, egyfajta ,, fee-
der ! iidiil6helyként funkcionalnanak, ahol valoban a sielés alapjait lehet
elsajatitani, az egynapos sieléseket lehet lebonyolitani. Mindez azt is el6-
revetiti, hogy az északi részek hobiztos teriileteire egyre kevesebb siturista
érkezik, mert az eddig biztos hattérként miikodo, hobiztos kozép-és dél
svédorszagi siteriiletek biztositottak, generaltak az ellatasi lancba az 4j si-
eloket.

Hamilton et al. (2007) allapitotta meg, hogy a kialakuldé hohianyos
helyszineken kialakul az un. ,, hdtso udvari hatds”, amely szerint a hoesés
¢s hotakard csokkenése a varosi teriileteken €16, régebben a sielést kedv-
el6 és aktivan 1iz6 emberekben csokkenti az érdeklddést €s a motivaciot a
sielés irant.

Eltekintve attol a kérdéstdl, hogy a turistak elfogadnak-e a hosszabb
utazasi id6t a sielésre, az utazasi tadvolsagok novekedését potencidlisan ka-
rosnak kell tekinteni az éghajlatvaltozasi célok szempontjabdl, mivel az
utazasok jelenleg elsdsorban a fosszilis tiizeldanyag-alapu kozlekedésre

1 Kisegitd, mellék, masodlagos jelentdségii turisztikai teriilet.
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tamaszkodnak. Fontos megjegyezni, hogy ez gyorsan valtozhat: 2021-re
az Ujonnan regisztralt elektromos személyautok 38,2%-o0s piaci részese-
dését érték el Svédorszagban (Bil Sweden, 2021). Mivel az elektromos
jarmuvek piaci részesedése varhatéan tovabb novekszik, ennek kovetkez-
tében az lidiiléhelyek t6ltési infrastrukturdja is boviil, el6fordulhat, hogy
a kisebb, konnyebben megkozelithetd iidiildhelyek varhatd veszteségei
nem befolyasoljak érdemben az utazassal kapcsolatos UHG-kibocsatast.

Valgjaban, ha a hokészités nyitva tartja a regionalis siteriileteket (Ko-
z¢ép-¢és D¢l Svédorszag), és megakadalyozza, hogy tavolabbi uti célokra
kelljen utazni, az alacsony szén-dioxid-kibocsatasu elektromos haldzatbol
torténd hokészités csdkkentheti a téli turizmus netto UHG kibocsatasat
Svédorszagban.

Kovetkeztetés

A tanulmany a svédorszagi siipar jovéjének, nehezen bizonyithatd jovo-
képpel, teoretikus éghajlatvaltozasi forgatokonyvek alapjan torténd lehet-
séges mozzanatait vizsgalta és ezek alapjan teszi fel azt a kérdést, hogy
valoban az északi tajak jelentik-e az ,,utolsé menedéket” az eurdpai siipar,
¢s a sielés szerelmeseinek.

A végso eredmények azt mutatjak, hogy Svealand és Gotland sisze-
zonja jelentdsen lerdvidiil, vagy megszlinik, mar a kdvetkezd évtizedben,
¢s maga a muho készitése is kihivas elé allitja e desztinaciokat. Ezzel
szemben Norrland a 2080-as évekre is megdrzi hobiztonsagat, sokkal na-
gyobb mértékben, mint azt a korabbi SkiSim adatai szerint modellezték.
S6t, még a norvégiai és az Alpok siteriileteinél is magasabb foku hobiz-
tonsagot, és hosszabb hoszezont prognosztizalnak. Igy ez a modellezés
megalapozhatja annak a kijelentésnek az igazsagtartalmat, hogy ezek a
teriiletek valoban ,,utols6 menedéket” értelmezhetdk az ezred végének év-
tizedeiben.

Nem eldontott az a feltételezés sem, tovabbra is tisztdzatlan, hogyan
fog viselkedni, milyen reakcioi lesznek a siel6k gazdasagilag és kultura-
lisan akadaly mentesitett tomegének a siterepek napfénydeficitje, meny-
nyire lesz helyettesithetd mas térrel, pl. napfényes desztinaciokkal. A svéd
siipar, kiszolgalva a keresletet, hokészitési infrastrukturajat folyamatosan
boviti, és ez a stratégiai tervek szerint a kozeljovdben is folytatddni fog.
Folytatodni fog, legalabbis addig, ameddig az a fenntarthatosag és/illetve
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a gazdasagossag mértékébe belefér. Addig, ameddig a siel0k tomege meg-
érti azt a vizualis kornyezetet, amit egy miithavas palya képes nytjtani.

Eléfordulhat olyan helyzet, amikor a délebbre esé teriileteknek, f6-
ként Gotlandnak, meg kell fontolniuk, hogy fenntarthato-e a folyamatosan
melegedd €ghajlat esetén a sipalyak tovabbi iizemeltetése. Figyelve azt,
hogy az alkalmazkodas milyen mértékii, milyen koltségekkel rendelkezik,
hogy idében meddig nevezhetd jol megtervezett, fenntarthatod €s gazdasa-
gilag kiegyensulyozott alkalmazkodasnak. A jovendd iddszak tényeként
kezelendd az is, hogy a sipalyak méretgazdasagossaga egyenldtlen ver-
senyeldnybe juttatja a nagyobb kapacitast, sokfelvonds, hosszapalyas,
esetleg egyéb szolgaltatasokkal bir6 sipalyakat a kisebbekkel szembe (pl.
varosi sipalyak). A kisebb sipalydk nemcsak a gazdasagi versenyt nem
birjak, hanem a palyak modernizalasi, jabb technoldgidkkal valé ellata-
sat sem.

Arrol nem is beszélve, hogy a hotermelés varhatdo novekedése csok-
kentheti a siteriilet esztétikai értékét és ezaltal vonzerejét a latogatdk sza-
mara. Mint minden jovOre vonatkoztatott kutatasnak vagy modellezésnek
léteznek korlatai. Jelen esetiinkben nem vehetd figyelembe, nehezen mo-
dellezhetd a hdmérséklettdl fiiggd hokészitési kapacitas, amely kdvetkez-
ményeként a hdmérséklet csokkenésével a hatékonysagot sziikséges no-
velni. Ha a sziikségessé valt hokészitési kapacitas novekedése évrdl —
évre, ¢€s eldre tudhatd lenne, az megkonnyitené, elére kiszdmithatova
tenné a potencidlisan sziikséges homennyiség mellett, az energia- és viz-
sziikségletet és a 1égszennyezddési mértékének ismeretét is. A 1égszeny-
nyezddés becsiilt mértéke, jelen ismereteink szerint, a meglevd és haszna-
latos hokészitési kapacitasok, a hdmérséklet emelkedése és a feltételezett
sieldk szama mellett novekedést kell, hogy mutasson.

Az ma is tudott, hogy a hokészités optimalis hatékonysaga +10°C-0s
hémérsékleten a legidedlisabb, azaz a fagypont kdrnyékén késziilé mithd
mennyiségi/térfogati nagysaga kevesebb, mert jobban tomdoriil a ho.

A kutatas teljessége a meteoroldgiai allomasok naprakész, folyama-
tos adatainak hidnyossagai miatt korlatozott. A korlatozasnak az az egy-
szerli oka, hogy Svédorszdg nem minden siteriilete rendelkezik jelenleg
onallo meteorologiai mérdallomassal. A meglevé mérdallomasok sem a
siteriiletek megfigyelésére koncentralnak, hanem nagyobb f6ldrajzi térsé-
gekre (Eszak-Skandindvia). Az adatok gyiijtése és 9sszefoglalasa pedig a
hagyomanyos iddjarasi jelenségekre gyiijt megfigyeléseket. Hidnyt potld
a sziikséges egyéb, idevonatkozd paraméterek, idésorok gytjtése, illetve
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nem szabad {lires periodusokat hagyni. Ehhez kapcsolodo korlét, hogy a
hokeészitési potencialt csak a kdrnyezeti levegd hdmérséklete alapjan sza-
mitjak ki, figyelmen kiviil hagyva pl. a levegd paratartalmanak fontossa-
gat (Hartl et al., 2018). A levegd paratartalmanak gytijtése azonban tovabb
novelné a megfeleld iddjarasi dllomasok adatigényét.

Korlatként értékelhetjiik azt a feltételezést is, hogy minden sitertileten
a palyak 100%-a a legfejlettebb hokészitd rendszerrel van felszerelve. Ez-
zel szemben a valdsagban a siteriiletek 92%-ara kimondhat6, hogy ren-
delkezhet, alkalmassa valhat hokészitésre, de valdjaban a hokészités csu-
pan 56%-at érinti fizikalisan (elérhetd sipalyak) ezeknek. A jovOben, ha
tobb informacio6 valik elérhetdvé az egyes siteriiletek tényleges hoterme-
1és1 kapacitéasairol, hogy jobban tiikrozze a vizsgalt iidiiléhelyek jelenlegi
¢és alkalmazkodoképességét.

A kovetkez0 évtizedekben valosziniileg ndvekedni fog a siiparban ér-
dekelt felekben a siipar éghajlatvaltozasi kockazataival kapcsolatos rész-
letesebb informaciok iranti igény. A dontéshozok, igy a befektetdk, a hi-
telezdk, a siteriiletkezelok, az ingatlanfejlesztdk, a biztositotarsasagok,
valamint a hokészitd és felvonofelszerelés-gyartok egyre gyakrabban kér-
nek adatokat a klimavaltozas kovetkezményeirdl regiondlis és egyéni si-
teriiletek 1éptékében egyarant. Az ilyen kutatasok segiteni fogjak a situ-
rizmus értékelését a regiondlis fejlesztés érdekében Svédorszag azon te-
riletein, ahol a legnagyobb hobiztossag a jovobeli éghajlatvaltozas miatt.

Tovabba nem szabad figyelmen kiviil hagynunk azt a ma még teljesen
ismeretlen tényezot, amit a szazad végére a hokészitési technologiak fog-
nak majd jelenteni. Kérdés, hogy tudjak-e a vizet mas, kérnyezetbarat és
fenntarthatd, anyaggal helyettesiteni. Kérdés, hogy a turizmusban to-
vabbra is emelkedd trendként lesz-e jelen a téli sportok kozott a sielés, a
sifutds, vagy az e sportot iz6k a bonyolult, hosszu utazasok, az 6sszezsu-
gorodott siterepeken jelen levd nagyszamu téli sportokat kedveldk jelen-
1éte elriasztja dket, €s helyettesitd termékre cserélik azt.

Bar gy tiinik, hogy Eszak-Svédorszag éghaijlati elényt élvezhet az
eurdpai Alpok nagy részével szemben, tovabbra is Norvégia versenyével
kell szembenéznie, és a jovobeli kutatdsoknak a helyettesitési valoszinii-
ség és a potencialis tigyfelek svéd siiparral kapcsolatos elképzeléseinek
felmérésére kell 6sszpontositaniuk.

Ezek a felvetések azonban tovabbi kutatasokat igényelnek.
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Menstrual Health Management During Covid-19 in
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Abstract: The study examines the influence of marketing strategies on menstrual
health management (MHM) among Indonesian women during the Covid-19 pan-
demic. The research used a mixed-method approach, including quantitative sur-
veys and qualitative focus group discussions. Using a sample size of 1,516 re-
spondents, the quantitative findings indicate that marketing strategies did not af-
fect the use of disposable sanitary pads or MHM preferences before the pan-
demic. However, after Covid-19, marketing strategies of disposable sanitary
products had a significant impact on MHM preferences. Qualitative findings re-
vealed that product, price, and promotion are important aspects of marketing
strategies that influence MHM during the pandemic. Due to increased time spent
at home and internet usage, women have greater access to information about
MHM. The study also found a rising awareness of reusable menstrual products,
hygiene, and environmental concerns. Thus, the study recommends that men-
strual product brands focus on product innovation and social media promotional
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activities to meet the changing needs of Indonesian women during and after the
pandemic.

Keywords: menstrual health management (MHM), disposable sanitary pads,
marketing strategy, Indonesia, Covid-19

JEL Codes: 111, 112, M31, 033, 053

Introduction: Menstrual Health Management (MHM) Issues
and Covid-19

Women have traditionally struggled with menstruation and menstrual
health management (MHM), but despite the growing attention toward
MHM, there is still a lack of research and socio-political awareness (Som-
mer et al., 2015). According to PLAN International (2020), over 800 mil-
lion women, girls, and gender non-binary people around the world are
menstruating while also dealing with the Covid-19 pandemic. While the
media highlights more about the importance and urgency of vaccines,
other things such as MHM seem to be forgotten, especially in rural areas.
Now there are challenges to cope with menstrual issues in a global pan-
demic. Meeting the critical menstrual health management needs of women
and girls is essential to an inclusive global response that promotes equality
and social inclusion (Sanitation for Millions, 2021).

For many women, the capacity to safely manage their menstrual
health and hygiene is still an unmet requirement, owing to the taboo nature
of discussing menstruation. Covid-19 has exacerbated menstrual health
inequities by causing border closures, panic buying, and stock outs, all of
which have disrupted the sanitary napkin supply chain. Due to lockdowns,
communal centers such as schools and health clinics have been forced to
close, resulting in a shortage of access to both vital menstrual health
knowledge and supplies (Norman & Knox, 2021). Curfews and lock-
downs lead to loss of income, disruption to supply chains, a brief narrow-
ing of the products and a move to "necessary items" (Pantano et al., 2020)
limiting access to sanitary products.

Menstrual health concerns are classified as the secondary impact, as
the disruption on the supply chain caused inaccessibility to sanitary prod-
ucts (UNICEF, 2020). Even if the products are available, the prices may
increase that women might not be able to afford it due to factors such as
unemployment, poverty, restrictions of movement, lockdowns, caused by



Widjojo et al.: Uncovering the Influence of Marketing Strategies... 103

Covid-19. A recent study on reusable and non-reusable menstrual prod-
ucts in Spain (Medina-Perucha et al., 2022) became the starting point for
this study to uncover the influence of marketing strategies of menstrual
products for MHM in Indonesia.

Menstrual Products in Indonesia

Increasing female population and rapid urbanization, rising female liter-
acy and awareness of menstrual health and hygiene, rising disposable in-
come of females, and women empowerment are expected to accelerate the
growth of the feminine hygiene products market across the globe. How-
ever, the conditions before Covid-19 did not consider how the pandemic
may have affected the accessibility and affordability of sanitary products.
It is also necessary to recognize that Indonesian consumers have a unique
set of local characteristics, including cultural and religious practices.
These local characteristics, unique to individual countries, are useful in
contextualizing marketing and commercial efforts to suit consumer needs
and preferences.

Based on the data from Statistics Indonesia (Badan Pusat Statistik),
the population of Indonesia as of 2022 is 274,200,000. From the 274 mil-
lion people, 135.75 million (49%) are women and 138.45 million (51%)
are men (Badan Pusat Statistik, 2022). In addition, the Indonesian popu-
lation is dominated by Gen Z (born 1997-2012) and Millennials (born
1981-1996). The proportion of Gen Z is 27.94% of the population, while
the Millennials make up 25.87% of the population (Badan Pusat Statistik,
2022). Gen Z dominates the use of digital media, and they spend 9 hours
or more on their smartphones (Ahmed, 2019; Walker, 2021).

Over half of the women in Indonesia indicated that periods have mod-
erate/high impact on their daily lives, thus opening up further opportuni-
ties for engagement with female consumers on period management and
available products (Euromonitor, 2022). It is also important to note that
female disposable incomes continue to grow in the region, thus supporting
women’s ability to purchase feminine hygiene products.

The feminine hygiene market, which includes tampons, disposable
sanitary pads, menstrual cups, and vaginal health products, makes up a
significant share of the personal hygiene market worldwide. There are the
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traditional disposable sanitary pads and tampons, as well as the more en-
vironmentally friendly menstrual cups, which are reusable and body safe.
The feminine hygiene market in 2018, or before Covid-19, ranked China
as the largest market for feminine hygiene products worldwide, with
7,901.08 million USD, while Indonesia is in the fifth place with 1,211.32
million USD (Statista, 2021). Sanitary pads make up the largest share of
the feminine hygiene market (55%) worldwide. It implies that sanitary
pads are the main MHM used by women worldwide. Breaking down the
feminine hygiene market per segment, sanitary pads make up the largest
share of the feminine hygiene market (55%) worldwide, followed by tam-
pons (38%), and menstrual cups (7%), including other feminine hygiene
products (Statista, 2021). A report from PMA (2017) mentioned that 79%
of women in Indonesia have everything they need to manage their men-
struation, and 92% of Indonesian women stated that they use disposable
sanitary pads as their main MHM material (PMA, 2017).

This breakdown of the feminine hygiene market is supported by a
previous study from Choi et al. (2021) in South Korea, where the predom-
inant menstrual hygiene products used by all age groups were disposable
sanitary pads (89.0%), cloth menstrual pads (4.5%), tampons (4.2%), and
menstrual cups (1.6%). Disposable sanitary pads were most common in
all age groups, but for those under 30 years old, tampons followed closely
behind (6%). Comfort was the most important factor when choosing dis-
posable pads (31.3%) and tampons (41.5%), while natural/organic ingre-
dients were the top consideration for cloth pads (51.4%) and custom fit
for menstrual cups (50.7%). However, there was more anxiety than per-
ception of safety among users of all menstrual hygiene products (except
cloth pads) and low awareness of toxic shock syndrome (Choi et al.,
2021).

The market share of popular disposable sanitary pad brands in Indo-
nesia, are dominated by Laurier, manufactured by Kao (45%), Charm,
manufactured by Unicharm (42.10%), and Softex manufactured by Kim-
berley-Clark (12.90%) (Euromonitor, 2022). Functionality of the product
remains an important aspect of the industry innovation efforts. Manufac-
turers are focusing on products that feature improved leak protection,
comfort and are easy to use. Product features are centred around odour
control, coolness, or all-night use. These brands innovate continuously on
their features in disposable sanitary pads. Other innovation strategies
should also consider local culture and religious practices, which include
washable disposable sanitary pads to appeal to Muslim women who must
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rinse off soiled pads before disposal. Disposable sanitary pads are pur-
chased by Indonesian women frequently or regularly, with a relatively af-
fordable price, convenient locations, and mass promotion by the producer
or brands.

Review of Related Literature

Marketing strategy of menstrual products

Menstrual products refer to items used during menstruation to manage
menstrual bleeding, such as sanitary pads, tampons, menstrual cups, and
menstrual underwear (Bobel et al., 2020). Sanitary pads, or sanitary nap-
kins, menstrual pads, panty liners, or pads - are the most popular type of
menstrual product in Indonesia. They are the most common and readily
available menstrual products, but these are non-reusable. Most research
has primarily concentrated on exploring the acceptability and usage of re-
usable products, such as menstrual cups, reusable pads, or menstrual un-
derwear, rather than non-reusable products (Medina-Perucha et al., 2022).

Disposable pads are worn externally to the body in the underwear to
absorb menstrual flow. As they are disposed of after a maximum of 8
hours; they are considered consumables which require regular assessment
of supply, availability, and affordability. Pads come in various sizes, ab-
sorbencies and materials and consist of a layered design made of blends
of plastics, rayon, and cotton. Pads should include wings to prevent leak-
age and keep the pad more securely in place (UNICEF, 2019). One major
benefit of sanitary pads is no worries about getting toxic shock syndrome,
which makes them a great alternative to tampons. The downside of sani-
tary pads is the disposable attribute. Women may have to replace the san-
itary pad every few hours during menstruation, and throwing out used san-
itary pads creates a lot of waste, and environmental problems.

Price is one of the elements of the marketing strategy that has the most
flexibility. Prices are subject to swift change, unlike product features and
channel commitments. It has been discovered that a consumer’s interpreta-
tion of price information affects future expectations of a product’s perfor-
mance (Rao & Monroe, 1989). Price is also a huge concern for Indonesian
women when they purchase menstrual products, i.e., disposable sanitary
pads. Local procurement is often easy and cheap as disposable pads are
available in most contexts, but not in very remote areas. In Indonesia, the
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price of sanitary pads in other areas outside the island of Java can be double
or triple the price compared to Java. Locally produced disposable pads are
sometimes available, though with varying quality. There is a lack of cheap,
high-quality biodegradable disposable pads on the market.

Cost, accessibility, convenience of use, disposal method, water, and
sanitation facilities for changing and washing, as well as any subsequent
environmental effects brought on by the chosen product, are all factors to
be considered when choosing a product. Girls and women may find it dif-
ficult to test the complete range of menstrual management products acces-
sible to them in order to determine which ones work best for them due to
ignorance, discrimination, cultural norms, lack of resources, setting,
safety concerns, and lack of availability (van Eijk et al., 2021). During the
pandemic, providing access to menstrual products is crucial for meeting
the health requirements of women (Wood et al., 2022). Covid-19 acceler-
ated shifts to online retailing due to lockdowns and social distancing. Re-
tailers enhanced their online services and delivery options, and it changed
the appearance and conduct of traditional stores after the pandemic ends
(Pantano et al., 2020).

The promotional mix of disposable sanitary pads is made up of strat-
egies towards customer communication. Promotion only makes up one-
half of a marketing conversation. No matter how inventive the approach,
if the offer does not address customers wants, which should have been
identified through marketing research, it will likely fail (Czinkota et al.,
2021). Digitalization in purchasing, consumption, and marketing was al-
ready present prior to the emergence of Covid-19. However, the pandemic
and the resulting restrictions have led to significant changes in global be-
haviour, particularly in the digital realm of purchasing and consumption.
With the closure of physical stores and the requirement for people to stay
at home, there has been a significant increase in the use of digital channels
for purchasing and consumption (Danciu, 2021). A survey by KPMG in
2020 found that 33% of customers who previously preferred in-person in-
teractions switched to digital channels (Kakol, 2021). The use of face-to-
face channels dropped from 43% to 23%, while digital channels increased
from 26% to 44%. Digital channels, especially apps and social media, saw
a larger increase than websites. KPMG predicts that digital channels will
continue to be the primary means of contact, supporting 45% more cus-
tomers in the future (Kakol, 2021). Although, a study from Kwon and Lee
(2020) suggested that advertising effectiveness tends to be higher when
consumers are exposed to TV and digital advertisements simultaneously
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(Kwon & Lee, 2020). This is also supported by a study on the role of social
media advertising on brand equity and customer response (Zaidi et al.,
2022).

During the Covid-19 outbreak, health information system became a
crucial issue within a country. Government, mass media and individuals
seek and share information about the outbreak mostly through digital me-
dia (Suwana et al., 2020). Indonesia is home to 160 million digital media
users with YouTube, WhatsApp, Facebook, Instagram, and Twitter as
their five primary platforms (Kemp et al., 2020). Gen Z dominates the use
of digital media, and they spend 9 hours or more on their smartphones
(Ahmed, 2019; Walker, 2021).

Menstrual Health Management in Indonesia

Menstrual health is defined as “a complete physical, mental, and social
wellbeing in relation to the menstrual cycle.” (Babbar et al., 2022;
Hennegan et al., 2021). According to Babbar et al. (2022), having good
menstrual health is not simply about having access to menstrual products,
but also involves having the necessary resources to fully participate in all
aspects of life during one’s menstrual cycle. These resources could include
things like education, necessary supplies, proper sanitation facilities, sup-
portive environments (such as having teachers and supervisors who are un-
derstanding), and access to healthcare professionals who are knowledgea-
ble about menstrual health issues. Hennegan et al. (2021) implied that hav-
ing the necessary resources, equipment, and support to manage menstrua-
tion properly, receiving appropriate medical attention for menstrual dis-
comfort and conditions, promoting a respectful atmosphere that minimizes
emotional distress, and being able to engage fully in all aspects of life are
all essential elements of a comprehensive understanding of menstrual
health. This also includes education of menstrual cycles and self-care. Men-
strual health management (MHM) is a defined as “women and adolescent
girls using a clean material to absorb or collect menstrual blood, and this
material can be changed in privacy as often as necessary for the duration of
the menstrual period. MHM includes soap and water for washing the body
as required, and access to facilities to dispose of used menstrual manage-
ment materials.” (Sommer et al., 2015). Hence, MHM has a broader under-
standing which includes the materials (products) as the key for the market-
ing strategy, education, hygiene factors, health services, disposal facilities,
social aspects, and psychological aspects.
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According to Borgen Project, a non-profit organization addressing
poverty and hunger, women and girls in Indonesia face numerous chal-
lenges during menstruation. Women and girls often have poor access to
comprehensive information about menstruation, lack of appropriate ma-
terials to manage menstrual bleeding, inadequate water, sanitation and hy-
giene facilities (WASH) and harmful socio-cultural taboos (Johnson,
2020). In addition, there are also myths about using tampons causing vir-
ginity loss and stopping the menstrual flow in Indonesian culture. As a
result, women and girls seldom utilize tampons. Reusable cloths are the
next most often used sanitary item after disposable sanitary pads. Women
and girls used them more frequently in rural regions. Indonesia needs to
improve access to period products and education about menstruation hy-
giene and management, particularly in rural areas (Johnson, 2020).

According to UNICEF (2019), 25% of adolescent girls in Indonesia
had never discussed menstruation with anybody before their first period,
and 17% did not know that menstruation was a physical symptom of pu-
berty. In addition, societal taboos about discarding menstruation products
still exist: 78% of mothers and girls cleaned their disposable sanitary pads
before putting them in plastic bags and throwing them away. Periods are
frequently viewed as filthy and taboo in many Indonesian societies. The
women claimed it is important to wash disposable pads after use because
they thought menstrual blood was unclean and they wanted to get rid of
the smell and hide their period from others.

Research Gap and Research Questions

Not many studies discussed the business side of MHM in Indonesia. From
MHM-specific topics in Indonesia, one study discussed about the MHM
in a senior high school in Magelang (Sukini et al., 2021) which focuses
on public health rather than the business side. Another study about MHM,
sponsored by SMERU Research Institute, focuses on MHM in primary
and junior high school (Hastuti et al., 2019). These studies focus on ado-
lescent girls, and only one focuses on MHM among adult women (Sato et
al., 2021). This study hopes to bridge the gap between the business aspect
of menstrual products, i.e., disposable sanitary pads, and MHM.
Further review of related literature helps to develop the research ques-
tions as follows:
RQ1: What was the situation before Covid-19 regarding the marketing
strategy of disposable sanitary products to promote better MHM?
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RQ2: What is the situation after Covid-19 regarding the marketing strat-
egy of disposable sanitary products to promote better MHM?

RQ3: What are the challenges of the marketing strategy for disposable
sanitary pads in Indonesia to build MHM awareness post Covid-19?

Methodology

The method used for this study is a mixed methods research, which com-
bines and integrates qualitative and quantitative methods in the same
study (Shah et al., 2019). The mixed methods can give equal priority to
both quantitative and qualitative parts, or emphasize qualitative more, or
emphasize quantitative more. This emphasis depends on the research
question, from practical constraints on data collection, or from the need to
understand one form of data before proceeding to the next (Molina-
Azorin, 2016).

As for the type of mixed methods, this study applies the explanatory
sequential mixed method (see Figure 1). It is a two-part data collecting
project in which the researcher gathers quantitative data in the first phase,
analyzes the results, and then builds the qualitative phase in the second
phase. The quantitative results usually reveal the types of persons who
will be involved. The basic goal of this design is to use qualitative data to
help explain things more thoroughly. As a result, it is critical to tie the
quantitative data together or connect them to the qualitative results (Cre-
swell & Creswell, 2018).

e s Interpret
Quantitative Identify Qualitative Results - How
Data Results for Data Qualitative
Collection & Collection & .
. Follow-Up . Explains
Analysis Analysis

Quantitative

Figure 1: Explanatory Sequential Design (Two-Phase Design)
Source: Modified from Creswell & Creswell (2018)

Studies from Mahajan (2019), Shah et al. (2019), and Yamakoshi et
al. (2020), about similar topics in health issues, including MHM, mainly
use the mixed method. Mixed method research involves the application of
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a well-defined and pre-specified research design that combines qualitative
and quantitative components to generate an integrated set of evidence
(Regnault et al., 2018). The mixed methods applied in this study are based
on previous research from Gambier-Ross et al. (2018). A mixed methods
study, involving collection, analysis and synthesis of data obtained
through an online survey using closed questions (quantitative) and follow-
up interviews (qualitative). Both quantitative and qualitative analysis in-
formed hypothesis development. The hypotheses were developed follow-
ing the analysis of survey data and interview data, in which the quantita-
tive data were tested against the hypotheses for significance (Gambier-
Ross et al., 2018).

As the topic of MHM is not openly or commonly spoken in the Indo-
nesian culture, the use of qualitative data using FGD for predetermined
groups may be necessary to gather detailed information about MHM and
the use of disposable sanitary pads.

This study uses a questionnaire to obtain primary data, based on pre-
vious studies on menstrual practices questionnaire (MPQ). The MPQ is a
tool to support comprehensive and standardized assessment of the activi-
ties undertaken in order to collect, contain, and remove menstrual blood
from the body in self-report survey (Hennegan et al., 2020). Another ref-
erence to develop the questionnaire is a study about factors affecting men-
strual health management in Ethiopia, in which the study uses a mixed-
method (Shallo et al., 2020). The questionnaire is developed to contain
information about practices, knowledge and attitudes about menstruation
among Indonesian women at a specific age range(Table 1).

Table 1: Summary of the Construct of the Questionnaire and FGD

No Variables Sub variables Source
Questionnaire

1 Demographics Age, location Badan Pusat Statistik (2020)
Hennegan et al. (2020)

2 Marketing strategies Product Bobel et al. (2020)
Medina-Perucha et al. (2022)
Choi et al. (2021)

Price Rao & Monroe (1998)

Place van Eijk et al. (2021)
Pantano et al. (2020)
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No | Variables

3 Disposable sanitary pads

4 Menstrual health man-
agement (MHM)

1 Demographics

2 Menstrual issues

3 Product issues and hy-
giene

4 Price issues

5 Promotional exposure

Sub variables

Questionnaire

Promotion

Accessibility.
Affordability.

Practices and menstrual
education.

FGD

Age
Employment status
Income range

Pain.
Length of period.
Heavy flows.

Brands used.

Pads cause irritation.
Disposal issues and envi-
ronmental concerns.
WASH in schools and pub-
lic toilets.

Affordability

Accessibility

Source

Czinkota et al. (2021)
Danciu (2021)
Kakol (2021)

Bobel et al. (2020)
Medina-Perucha et al. (2022)
Kambala et al. (2020)

Wood et al. (2022).

Babbar et al. (2022)
Hennegan et al. (2020)
Hennegan et al. (2021)
Shallo et al. (2020)
Sukini et al. (2021)
Hastuti et al. (2019)
Sato et al. (2021)

Badan Pusat Statistik (2020)
Hennegan et al. (2020)

Medina-Perucha et al. (2020)
Hennegan et al. (2020)
Hennegan et al. (2021)

Sommer et al. (2015)
Kaur et al. (2018)
Hennegan et al. (2020)
Hennegan et al. (2021)
Shallo et al. (2020)
Sukini et al. (2021)
Hastuti et al. (2019)
Sato et al. (2021)

Bobel et al. (2020)
Medina-Perucha et al. (2022)

Bobel et al. (2020)
Medina-Perucha et al. (2022)
Kambala et al. (2020)

Wood et al. (2022).

Source: Researchers, 2022.

When the quantitative data precede qualitative data, the intention is
to test variables with a large sample and then to explore in more depth
with a few cases during the qualitative phase (Molina-Azorin, 2016). The
qualitative data consists of interviews with selected women to ask their
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opinion about MHM, accessibility and affordability of disposable sanitary
pads, and the how the marketing strategy of disposable sanitary pads af-
fects their choice of brands.

The study is an empirical research, based on observation and meas-
urement of phenomena, as directly experienced by the authors. The data
gathered may be compared against a theory or hypothesis, but the results
are still based on real life experience. There are three variables in this
study, and these variables are designed as follows (figure 2): the market-
ing strategy (x1) as the independent variable, disposable sanitary pads (x2)
as the mediating variable, and MHM (y) as the dependent variable. From
the theoretical framework, the variables’ relationship is constructed as fol-
lows:

a. if the marketing strategy (x1) promotes the use of disposable san-

itary pads (x2);

b. if the use of disposable sanitary pads (x2) influences the MHM (y);

c. if the marketing strategy influences the MHM (y), and

d. if marketing strategy (x1) and disposable sanitary pads (x2) to-

gether influence the MHM (y).

In the study, the hypothesis statement is applied for before and after
Covid-19 conditions to test the differences between before and after con-
ditions with respect to the variables (Gambier-Ross et al., 2018). The the-
oretical framework is shown in Figure 2.

Hy R ) Hy
> Disposable
—— H, —{ sanitary pads (x) H>
VL \ 4
Marketing Menstrual Health
strategy (x1) Hs » Management (y)

Figure 2: Theoretical Framework of the Study
Source: Researchers, 2022
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The theoretical framework of the study became the basis for the hy-
potheses statements as follows:

Hla: The marketing strategy influences the use of disposable sanitary
pads before Covid-19

H1b: The marketing strategy influences the use of disposable sanitary
pads after Covid-19

H2a: The use of disposable sanitary pads influences better MHM before
Covid-19

H2b: The use of disposable sanitary pads influences better MHM after
Covid-19

H3a: The marketing strategy influences better MHM before Covid-19

H3b: The marketing strategy influences better MHM after Covid-19

H4a: The marketing strategy of disposable sanitary pads influences bet-
ter MHM before Covid-19

H4b: The marketing strategy of disposable sanitary pads influences bet-
ter MHM after Covid-19

Sampling for this study used non-probability sampling, using purpos-
ive sampling. The sampling is confined to specific types of people who can
provide the desired information, either because they are the only ones who
have it, or they conform to some criteria set by the researcher (Sekaran &
Bougie, 2016). The primary quantitative data comes from a survey on girls
and women in Indonesia from ages 10 to 54. The survey was done online
from October to December 2021 due to the pandemic restrictions. To antic-
ipate the unwillingness of response, respondents must fill in the written con-
sent to take part in the survey and were given approximately 10 to 12
minutes to fill in the survey anonymously. The target population is 100,000,
with a confidence level of 95% and a 2.5% margin of error, thus the ideal
sample size is 1,513 (Krejcie & Morgan, 1970). The survey managed to
collect a sample size of 1,516 respondents (N=1,516).

A Focus Group Discussion (FGD) is used to generate information on
collective views. They are useful to generate a rich understanding of parti-
cipants’ experiences and beliefs (Mishra, 2016). The optimum size of a fo-
cus group is 6 to 8 participants (excluding researchers). The FGD in this
study consisted of 20 selected participants (N=20), who are girls/women
from 10 to 54 years old. We asked their opinion about MHM, the accessi-
bility and affordability of disposable sanitary pads, and how does the mar-
keting of disposable sanitary pads affect their choice of brands. Informed
written consent was obtained from all participants involved in the study.
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Results and Analysis

Quantitative Findings

The findings consist of two parts: (1) the quantitative findings include
summary of the related information from the questionnaire and the results
of the hypotheses testing, and (2) the qualitative findings which comple-
ment the quantitative findings. The survey was conducted online from Oc-
tober to December 2021, in 34 provinces across Indonesia, prior to the
development from 34 to 37 provinces on June 30, 2022.

Table 2 shows the survey results from the age groups. Most respond-
ents are in the age group of 15-19 years old (44.3%), followed by the age
group of 20-24 years old (35%) and 10-14 years old (12.8%). It can be
concluded that most respondents are Gen-Z, who as “digital natives”, are
technology-savvy.

Table 2: Demographic characteristics quantitative study (N=1,516)

by age
Variable
N=1,516 %

Age group
10-14 197 12.8
15-19 671 44.3
20-24 530 35.0
25-29 47 3.1
30-34 28 1.8
35-39 22 15
40-44 7 0.5
45 - 49 12 0.8
50-54 5 0.3

Total 1,516 100.0

Source: Own questionnaire

Table 3 presents the survey results based on the locations (i.e., the
provinces in Indonesia). Most respondents come from West Java (40.4%),
followed by DKI Jakarta (12.3%) and East Java (5.1%).
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Table 3: Demographic characteristics quantitative study (N=1,516)

by location

Province N=1,516
Jakarta Capital District 186
West Java 613
Banten 37
Central Java 76
Yogyakarta Special District 38
East Java 78
Bali 62
Nangroe Aceh Darussalam 0
North Sumatra 74
West Sumatra 8
Riau 32
Riau Archipelago 13
Jambi 13
Bengkulu 0
South Sumatra 68
Bangka Belitung 8
Lampung 9
West Nusa Tenggara 3
East Nusa Tenggara 0
Total 1,516

%
123
40.4

24

5.0

2.5

5.1

4.1

0

4.9

0.5

2.1

0.9

0.9

0

4.5

0.5

0.6

0.2

0

100

Province
West Kalimantan
Central Kalimantan
South Kalimantan
East Kalimantan
North Kalimantan
North Sulawesi
Gorontalo
Central Sulawesi
West Sulawesi
Southeast Sulawesi
South Sulawesi
North Maluku
Maluku
West Papua
Papua

Other countries

Source: Researchers, 2022

N=1,516
8
39
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14
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13
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Table 4. Types of menstrual products used by respondents

(N=1,516)

Type of menstrual product
Disposable sanitary pads
Menstrual cup

Tampons

Reusable sanitary pads

Total

N=1,516
1,468 96.8
12 0.8
8 0.5
28 1.8
1,516 100

Source: Researchers, 2022

%

0.5
2.6
0.9
1.0

0.9
0.4
0.9
0.1
0.3
0.5

0.7
2.4
1.5
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Table 4 shows the types of menstrual products used by the respond-
ents, with disposable sanitary pads as the most popular menstrual product
in Indonesia (96.8%). Accordingly, a report from Statista (2021) also
shows that disposable sanitary pads (59%) are the most popular menstrual
products worldwide.

Table 5: Brands of disposable sanitary pads used by respondents

(N=1,516)

Brands Manufacturer N=1,516 %
Charm Unicharm 474 313
HersProtex Wings Group 212 14.0
Laurier Kao 115 7.6
Softex Kimberley-Clark 685 45.2
Kotex Kimberley-Clark 74 4.9
Other brands 391 25.8
| don’t use disposable sanitary pads 29 1.9
Total 1,516 100

Source: Researchers, 2022

Table 5 shows which disposable sanitary pad brands are popular
among respondents, and the survey shows the majority prefer Softex
(45.2%), followed by 2 other brands, Laurier (25.8%), and Charm
(31.3%). This is in accordance with a report from Euromonitor (2022)
where the top three popular brands of disposable sanitary pads in Indone-
sia (based on percentage) are Laurier, Charm, and Softex.

Hypotheses Testing

The hypotheses testing used SEM-PLS. The hypotheses testing compares
the value of t-statistics with t-table which is 1.96 or by using a p-value (o)
compared to 5% or 0.05. Tables 6 and 7 summarized the results of the
hypothesis testing before and after Covid-19.

In the model before Covid-19, it shows that the null hypotheses for
H1 and H2 are accepted, thus the marketing strategy does not influence the
use of disposable sanitary pads and the use of disposable sanitary pads
does not influence preferable MHM.
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Table 6: Results of hypotheses testing in the model before Covid-19
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Marketing Strategy (X1) ->
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Marketing Strategy (X1) ->
Disposable Sanitary Pads (X;) -> 0.048 | 0.048 @ 0.012  4.131 0.000 @ Hgrejected
Menstrual Health Management (Y)

Source: Researchers, 2022

The hypotheses testing does imply that before Covid-10, the marketing
strategy influences better MHM, and the marketing strategy of disposable
sanitary pads influences preferable MHM.

Table 7: Results of hypotheses testing in the model after Covid-19

[ — s
o = =}
- ~— T
£ & 3 =
® o ) w > Decision
u = - E g »
s 9 5> b g s
£ =X T W s =
> £ SE #9o >
o ! hLl | = a
Disposable Sanitary Pads (X;) -> .
Menstrual Health Management (Y) 0.262  -0.262 @ 0.063 | 4.189 @ 0.000 | Horejected
i ->
Marketing Strategy (X:) 0335  -0.334 0.041 8196 0.000  Horejected

Disposable Sanitary Pads (X;)

Marketing Strategy (X1) -> Men-

strual Health Management (Y) 0.216 = 0.212 = 0.068 | 3.155 0.002 | Horejected

Marketing Strategy (X1) ->
Disposable Sanitary Pads (X;) -> 0.088 @ 0.087 @ 0.022 @ 3.926 @ 0.000 | Horejected
Menstrual Health Management (Y)

Source: Researchers, 2022
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In the model after Covid-19, it shows that all alternate hypotheses are
accepted. Therefore, the results after the Covid-19 situation imply that
marketing strategy influences the use of disposable sanitary pads, the use
of disposable sanitary pads influences better MHM, the marketing strat-
egy influences better MHM, and the marketing strategy of disposable san-
itary pads influences preferable MHM.

Qualitative Findings

The FGD is conducted in 2 teams from the research team. Each team con-
sists of an interviewer and a recorder (written and recording/Zoom), con-
ducting 2 sessions each, with 3 to 5 participants for each session. In this
study, there were a total of 20 participants (N=20), divided into 4 sessions.

Table 8 is a summary of the participant characteristics, including the
choice of disposable sanitary pad brands among participants and whether
their brand choices are accessible and affordable.

Table 8: Participant characteristics qualitative study (N=20) with
affordability and accessibility of disposable sanitary pads

B
ID | Age Occupation Education | Product issues u:::d Price Place
P1| 19 | Student Bachelor No Charm | Affordable | Accessible
P2 18 | Student Bachelor No Charm | Affordable ' Accessible
P3| 40 Employee High school | Price Charm | Affordable | Accessible
P4 18 | Student High school ' No Charm | Affordable ' Accessible
P5 44 Business owner  High school | Price Laurier | Affordable | Accessible
P6 53 Employee Master No Charm | Affordable ' Accessible
P7| 44 Business owner Diploma No Charm | Affordable ' Accessible
P8 34 Employee Master No Charm | Affordable | Accessible
P9 24 Employee Bachelor No Charm | Affordable | Accessible
P10 44 Employee Doctoral No Charm, | Affordable | Accessible
Laurier
P11 17 Student High school | No disposable | Charm, | Affordable | Accessible
bins at school | Laurier
P12 22 Student Bachelor Pad adhesive Softex | Affordable ' Accessible
too strong;
ruined under-
wear
P13 21 Student Bachelor No Laurier  Affordable | Accessible

P14 21 Student Bachelor No Charm | Affordable ' Accessible
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ID | Age | Occupation Education Product issues Zzzd Price Place

P15 25 | Employee Bachelor Gel pads diffi- | Softex | Affordable ' Accessible
cult to clean

P16 22 Employee High school | Gel pads; adhe- | Laurier | Affordable | Accessible
sive on wings
not sticking

P17 23 Student Bachelor Pad adhesive Charm, | Affordable | Accessible
too strong; Laurier

ruined under-
wear

P18 25 Employee High school | Gel pads; adhe- Charm, | Affordable | Accessible
sive on wings Laurier
not sticking

P19 30 Employee High school ' Adhesive on Charm, ' Affordable | Accessible
wings not stick- | Laurier
ing

P20 28 Housewife High school | Pad adhesive Charm, | Affordable | Accessible
too strong; Laurier

ruined under-
wear

Source: Researchers, 2022

The FGD noticed most participants did not have any serious period
issues during Covid-19. Most of the issues come from the product and
promotion, but rarely from price and place. Participants (P3) and (P5) said
they have issues with the price of menstrual products, i.e., disposable san-
itary pads, while (P11) had issues about disposing used sanitary pads,
mainly in school. (P9) mentioned the packaging design of her usual dis-
posable sanitary pads are not attractive, and look almost the same, as she
is sometimes confused between her usual brand with another. (P12),
(P15), (P16), (P17), (P18), (P19) and (P20) had issues with the product,
mainly in the use of gel in disposable sanitary pads which make it difficult
to clean, and in the adhesive of the pads (either too strong or too weak).

Table 9 shows the summary of the marketing strategy of the popular
brands. Participants who prefer the Softex brand, (P12) and (P15), partic-
ularly the daun sirih (natural betel leaf) variant commented because “....
The daun sirih variant is comfortable for use, ... no skin irritation/rash
issues.” Traditionally, natural betel leaf extracts, effectively inhibits bac-
terial growth that cause skin irritation, and reduce odor, which is appeal-
ing to Indonesian women. (P16) would like a change in the packaging,
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e.g., using ziplocks to ensure the cleanliness of the product. Participants
mostly commented on product and promotion, but little or no issues re-
garding price or place.

Table 9: Summary of the Marketing Strategy of Disposable

Sanitary Pads
Marketing strategy
Brand
Product Price Place Promotion
e Attractive pack- e All brands intro-
aging. duced special
o Quick-lock anti edition packs
leak materials. containing vari-
Laurier | e Texture too ous types of pan-
thick. tyliners, regular,
e The gel version is large, and extra-
difficult to clean. ' ® Price is afforda- large sizes.
e Size variation. ble, ranging from e They received
. IDR 15.000 to IDR positive re-
e Unattractive
h . 27.000, depend- sponses from
packaging (bright . .
ing on the prod- girls and women
orange color) . . .
uct variant and . as it provided
that may not be e Easy purchase in .
. place. . convenience by
discreet to ) ) convenience L
. e Special attention . eliminating the
Charm women buying ) . stores, mini mar-
. ; is emphasized, . need to buy sep-
disposable sani- . kets (in the
notably in the . arate packs for
tary pads. neighborhood), .
. eastern part of different flows.
e Good absorption supermarkets,
. the country, . e However, the
attributes. . and online. ,
. o where the price promotion was
e Size variation. . o
of sanitary pads limited to a one-
e Attractive pack- canbe2to3 time offer or lim-
aging times higher due ited edition of-
e Comfortable ma- to logistic and fers.
terial made of distribution
cotton, not gelor = costs.
Softex plastic.

e The betel leaf

product line is
appealing to In-
donesian
women.

Size variation.

Source: Researchers, 2022
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Participants (P2), (P6), (P7), (P8) and (P9) also stated that they would
prefer if the brands could promote a bundling for a “monthly period pack-
age”:, which consist of various types of sanitary pads that could be used
for a month according to “light days” and “heavy days”, e.g. a combina-
tion of pantyliners, pads for light flow, pads for heavy flow/overnight.

The FGD revealed that participants received their first information
about menstrual health from their mothers, and young girls nowadays still
look up to their mothers to teach them about self-care. This is in line with a
previous study from McCarthy and Lahiri-Dutt (2020), where knowledge
about menstruation management is transmitted generationally (as cited in
Bobel et al., 2020: 25).

The FGD also learned about participants’ concerns of proper dis-
posal of used menstrual material as a global issue. Most women dispose
of used sanitary pads or other menstrual items into household solid waste
or garbage bins (Kaur et al., 2018). As stated by participants (P6) and (P7):
“... We would be interested if there is a community or program about
proper disposal of used menstrual material, because we feel guilty to
throw used sanitary pads in the garbage bin, even though they are cleaned,
and we are concerned about the environment.” Most participants would
also prefer more environmental-friendly material for the disposable sani-
tary pads. As for education in MHM, participants agree that it should in-
clude environmental awareness from the manufacturers’ corporate social
responsibility on how they would process the used/disposed sanitary pads.
Participants stated that they are also interested in trying reusable sanitary
pads to help reduce waste.

The FGD concluded that manufacturers should focus on the product
innovation and promotion activities. Some suggestions for policy makers
and manufacturers from the participants include campaigns not to use
bleaching for disposable sanitary pads, ensure safety and hygiene in the
products, and promote pads that have antiseptic/herbal/natural properties.
Participants are also willing to try reusable sanitary pads, if the pads meet
health and hygiene standards.

Implications, Limitations and Further Research

In Indonesia, there are already disposable sanitary pad brands as top of
mind among women, such as Laurier, Charm, and Softex. These brands
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have innovated using cool mint, aloe vera and betel leaf, with their sooth-
ing and antiseptic properties to reduce skin irritation. However, the brands
could consider producing reusable sanitary pads as an environment-
friendly alternative, continuous innovation in the packaging and product
design, and avoid using chemicals or bleaching agents for the pads.

As most of the respondents of the survey are Gen Z (ages 15-19, and
20-24 years old), social media platforms could help encourage MHM
campaign and corporate social responsibility. Policymakers should also
be actively involved, especially with increasing environmental concerns
among women on where to dispose used sanitary pads. Policymakers
could support waste reduction by providing recycling bins; thus reducing
tons of waste in landfills.

As Indonesia is a large archipelago country; it needs time and re-
sources to conduct such a survey. Simultaneously, the survey requires the
willingness of the respondents to answer, as the subject of MHM is not
something that Indonesian women are willing to talk about openly. While
the quantitative study included a large sample of women in Indonesia, the
study acknowledged the difficulties of using online platforms for data col-
lection (for the quantitative study), limiting the participation of people af-
fected by the digital divide. Unfortunately, the quantitative study did not
include education and income range in the questionnaire, so information
about education and income range were provided only in the FGD part.
The study also realized limitations in FGD, such as observer interference,
social pressure, or unwillingness to express opinions.

It would be interesting if the study included the factors that influence
each variable for further studies. The findings of the study may not accu-
rately represent the landscape in rural areas as the data collection was
mainly conducted in urban regions and among individuals from middle to
high-income households. Despite the limitations, this study contributes to
understand that the marketing strategy of disposable sanitary pads pro-
motes preferable MHM in Indonesia.

Conclusions

The situation before Covid-19 regarding the marketing strategy of dispos-
able sanitary products was mainly through TV ads, but the study found
that it did not influence the use of disposable sanitary pads or promote
preferable MHM.
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The situation after Covid-19 found that the marketing strategy of dis-
posable sanitary products promotes preferable MHM, particularly through
digital media platforms such as YouTube, WhatsApp, Facebook, Insta-
gram, and Twitter. This is because people are staying at home more and
using digital media to connect, and manufacturers have tapped into this
potential to advertise and promote their products and MHM awareness.

The challenges of the marketing strategy for disposable sanitary pads
in Indonesia to build MHM awareness post Covid-19 include the need to
reach women in remote areas with limited internet coverage, the reluc-
tance of some women to openly discuss MHM, and the need to address
environmental concerns related to the disposal of used sanitary pads. Ad-
ditionally, the study acknowledges potential limitations of using online
platforms for data collection, which may exclude some people affected by
the digital divide.
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Ageismus unter den Studenten: innen in der
osterreichischen und ungarischen Grenzregion

Ageism among students in the Austrian and Hungarian border region

Pakai, Dorottya® — Obddovics Csilla®

Abstract: Die wachsende Zahl dlterer Menschen wird als soziale und wirtschaft-
liche Herausforderung wahrgenommen. Negative Generationseinstellungen sind
zu beobachten. Aus diesem Grund wird die Bewiltigung und Verringerung des
Phianomens Ageismus immer mehr an Bedeutung gewinnen. Ziel des Artikels
ist, das Ausmal} von Ageismus unter Osterreichischen und ungarischen Studen-
tinnen in der Grenzregion zu untersuchen. Daraus wird folgende Forschungs-
frage formuliert. Inwieweit ist Ageismus unter den StudentInnen in der Ssterrei-
chisch-ungarischen Grenzregion vorhanden und in welchem Verhiltnis steht das
AusmaB zueinander?

Zur Beantwortung der Forschungsfrage wurde eine quantitative Online-Umfrage
durchgefiihrt.

Die Ergebnisse zeigen, dass Ageismus in der dsterreichisch-ungarischen Grenz-
region présent ist. Es konnte ein signifikanter Unterschied beziiglich des Ausma-
Bes von Ageismus unter den dsterreichischen und ungarischen StudentInnen in
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der Grenzregion festgestellt werden. Allerdings ist das Ausmaf} unter den Oster-
reichischen Studierenden in der Grenzregion im Vergleich zu den ungarischen
Studentinnen in der Grenzregion niedriger.

Schliisselwérter. Ageismus, demografischer Wandel, Fraboni Scale of Ageism,
ldnderspezifische Unterschiede

JEL Codes: J14, J15, J19

Abstract: The growing number of older people is perceived as a social and eco-
nomic challenge. Negative tendencies can be observed with regard to the attitude
of the individual generations towards the other generations. For this reason, man-
aging and reducing the phenomenon of ageism will become increasingly im-
portant.

The aim of the article is to investigate the extent of ageism among Austrian and
Hungarian students in the border region. From this, the following research ques-
tion is formulated. To what extent is ageism present among students in the Aus-
trian-Hungarian border region and what is the relationship between the two?

To answer the research question, a quantitative online survey was conducted.
The results show that ageism is present in the Austrian-Hungarian border region.
A significant difference in the extent of ageism among Austrian and Hungarian
students in the border region was found. However, the level is lower among Aus-
trian students in the border region compared to Hungarian students in the border
region.

Keywords: ageism, demographic change, Fraboni Scale of Ageism, country-spe-
cific differences

JEL Codes: J14, J15, J19

Einfithrung

Das globale Phdnomen des demografischen Wandels fiihrt zu einem ge-
sellschaftlichen Diskurs (Endter, 2021). Durch die weltweite Verdnde-
rung steigt die Gesamtbevolkerungszahl. Laut der United Nations werden
fiir das Jahr 2100 10,9 Mrd. Menschen auf der Erde prognostiziert (United
Nations, 2019).

Die Lebenserwartung steigt stindig und somit wichst die Zahl der
dlteren Menschen, daraus folgend startet die Gesellschaft zu ergrauen.
Wie diese Generation in einer Gesellschaft wahrgenommen wird und ab
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wann man als ,alt“ bezeichnet wird, hingt von vielen Faktoren ab
(Rossow, 2012). Diese weist auf den Begriff ,,Altersbild* hin, worunter
altersspezifische Vorstellungen verstanden wird. Diese konnen entweder
die Realitidten wiedergeben oder Wertungen und Idealisierung darstellen
(Seeberger & Pallauf, 2022). Sie basieren auf einfachen und iibermifBig
verallgemeinerten Merkmalen und existieren in positiver (z. B. weise) und
negativer (z. B. vergesslich) Form, sie sind nach wie vor jedoch {iberwie-
gend negativ (Anderson & Gettings, 2022).

Weiterhin besteht ein wesentliches Problem darin, dass die alteren
Menschen hiufig als homogene Einheit betrachtet werden (Ivan et al.,
2020).

Mit zunehmendem Alter nehmen aber die individuellen Unterschiede
zu, so soll die dltere Generation nicht als eine homogene, einheitliche ge-
sellschaftliche Schicht beurteilt werden (Wangler & Jansky, 2021). Altere
Menschen, besonders jene, die in groBeren Stédten leben, sind hiufig ein-
sam und deprimiert (Sipowicz et al., 2021). Wegen der Corona-Krise ha-
ben die sozialen Kontakte abgenommen, dies fiihrte zu sozialer Isolation
und hatte Einfluss auf das Altersbild (Spuling et al., 2020). Altersbilder
sind aber auch ldanderspezifisch, sie variieren je nach Land (De Paula
Couto et al., 2021).

Die Alterung der Bevolkerung bringt neue Herausforderungen mit
sich, unter denen die Verbreitung von negativen Wahrnehmungen und ne-
gativen Einstellungen gegeniiber dlteren Menschen fallt (Hofmeister-Toth
et al., 2021). Aufgrund dessen ist der Ageismus zu einem hochaktuellen
Forschungsthema geworden. Darunter werden Stereotype, Vorurteile und
Diskriminierung aufgrund des chronologischen Alters des Individuums
verstanden (Loos & Ivan, 2018). Daraus folgend werden dltere Menschen
mit negativen Eigenschaften verbunden (Drury et al., 2016). Um den Age-
ismus verringern und bewéltigen zu konnen, sollte das Ausmal} bestimmt
werden. Zahlreiche Instrumente stehen zur Verfiigung, die an den For-
schungsgegenstand angepasst werden. Eines der beliebtesten Instrumente
ist die Fraboni Scale of Ageism (FSA), deren Vorteil in ihrem dreidimen-
sionalen Charakter steckt (Ayalona, et al., 2019).

Altere Menschen werden immer mehr in den Vordergrund der aktu-
ellen Forschung gestellt. Das Streben nach dem besseren Verstdndnis der
Einstellungen und Attitiide gegeniiber Alteren wird immer relevanter
(Drury et al., 2016).

Der vorliegende Artikel behandelt das Phdnomen Ageismus und ana-
lysiert dessen Ausmal unter den dsterreichischen und ungarischen Student-
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Innen in der Grenzregion. Es wird untersucht, inwieweit altersfeindliches
Denken sowohl unter Osterreichischen StudentInnen der Gsterreichischen
und ungarischen Grenzregion als auch unter ungarischen Studentinnen der
oOsterreichischen und ungarischen Grenzregion vorhanden ist.

Daraus ergibt sich folgende Forschungsfrage: Inwieweit ist Ageimus
unter den Studentlnnen in der Osterreichisch-ungarischen Grenzregion
vorhanden und in welchem Verhéltnis steht dieses Ausmal} zueinander?

Theoretischer Hintergrund

Demographischer Wandel

Ein hoch relevantes Thema ist das immer hohere Lebensalter, mit dem
unsere Gesellschaft aktuell konfrontiert ist. Wéhrend der Betrachtung des
Bevolkerungsaufbaus weltweit ldsst sich ein Anstieg der Einwohnerzah-
len verzeichnen. Im Jahre 1950 lebten laut United Nations noch 2,53 Mrd.
Menschen auf der Erde, im Gegensatz dazu waren es im Jahr 2010 rund
6,9 Mrd. (United Nations, 2019).

Laut der Prognose von Statistik Austria werden im Jahr 2100 voraus-
sichtlich 18,6 Prozent der Gsterreichischen Bevolkerung unter 20 Jahre alt,
51,7 Prozent zwischen 20 und 64 Jahre alt und 29,6 Prozent 65 Jahre und
ilter sein. Im Gegensatz zum aktuellen Stand werden die Bevolkerungs-
anteile der jlingsten und der mittleren Altersgruppe deutlich zurtickgehen,
wihrend die Bevolkerungsanteile der Senioren kontinuierlich ansteigen
(Statistik Austria, 2021).

Was Ungarn betrifft, waren 20% der ungarischen Bevolkerung, das
heif3t 1 Million 942 Tausend Menschen, im Jahr 2020 65 Jahre oder dlter
(Boros et al., 2021). Schon im Jahre 2002 wurde behauptet, dass ,,Ungarn
ist zu einer Gesellschaft der Alten und Rentner geworden.” (Ivan, 2002).
Weitere Statistiken bestétigen die Veralterung der ungarischen Bevolke-
rung, in der Statistik mit dem Titel ,,Altersstruktur in den Mitgliedstaaten
der Européischen Union im Jahr 2021 befand sich Ungarn am 12. Platz
von den dargestellten 27 EU-Léandern (Eurostat, 2022). Des Weiteren ist
die Bevolkerungszahl Ungarns ist seit mehr als 40 Jahren kontinuierlich
riicklaufig. Laut Prognosen der KSH (Hungarian Central Statistical
Office) werden im Jahr 2050 auf 100 Personen im erwerbsfahigen Alter
47 dltere Menschen entfallen, heute sind es noch 30 in Ungarn (Obadovics
& Toéth, 2021).
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Das Tempo der Bevolkerungsalterung ist aktuell wesentlich hoher als
in der Vergangenheit (Zniva, 2016). Im Jahr 2020 war die Zahl der Men-
schen im Alter von 60 Jahren und édlter groBer als die Zahl der Kinder
unter 5 Jahren. Zwischen 2015 und 2050 wird sich der Anteil der iiber 60-
Jéhrigen an der Weltbevolkerung von 12% auf 22% fast verdoppeln.
(WHO, Initiatives, 2022) Parallel dazu verschwinden die traditionellen
Familienstrukturen und die Kernfamilien werden typisch, was zu Verin-
derungen in der Einstellung gegeniiber élteren Menschen fithren kann.
Obwohl Ageismus jede Altersgruppe betreffen kann, zeigen die existie-
renden Studien, dass dltere Menschen einem hoheren Risiko fiir die nega-
tiven Folgen von Ageismus ausgesetzt sind (Kutlu et al., 2012).

Konzept des Ageismus

Unter Ageismus werden die Stereotype (wie man denkt), Vorurteile (wie
man fiihlt) und Diskriminierung (wie man handelt) gegeniiber Menschen
aufgrund des chronologischen Alters verstanden. Ageismus betrifft Men-
schen aller Altersgruppen, hat aber besonders schéadliche Auswirkungen
auf die Gesundheit und das Wohlbefinden élterer Menschen (Ayalon et
al., 2019).

Durch die globale Bevolkerungsalterung ist das Phanomen der Age-
ismus zu einem hochaktuellen Forschungsthema geworden. Negative
Tendenzen sind zu beobachten, weil die Generationen dazu neigen, auf
das Alter basierende negative Einstellungen und stereotypes Denken zu
entwickeln. So werden die élteren Menschen mit vielen negativen Eigen-
schaften in Verbindung gebracht (Drury et al., 2016).

Im Jahr 1969 wurde der Oberbegriff Ageismus von Butler geprigt,
um Vorurteile und Diskriminierung gegeniiber dlteren Erwachsenen auf-
grund ihres chronologischen Alters auszudriicken (Hofmeister-Toth et al.,
2021). Seitdem ist die Zahl der Studien zu dem Thema Ageismus gestie-
gen. Da Ageismus jeden einzelnen Menschen betrifft, ist das Thema ein
wichtiger Schwerpunkt von Forschungen (Ng, 2021).

Palmore, der amerikanische Gerontologe hat den Begriff im Jahr
1999 weiterentwickelt, indem er die kognitiven und affektiven Eigen-
schaften gegeniiber dlteren Menschen betrachtet hat. So wurden die ab-
wertenden Einstellungen, Gefiihle und Verhaltensweisen gegeniiber alte-
ren Erwachsenen umfasst (Fan et al., 2020).

Altersfeindliche Einstellungen konnen die kognitive und funktionale
Leistungsfahigkeit dlterer Menschen beeintrachtigen (Lamont et al.,
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2015). Weiters kann der Ageismus zu einer schlechteren psychischen Ge-
sundheit fiihren und somit auch die Morbiditdt erhohen (Allen, 2015).

Forschungsergebnisse zeigen, dass Ageismus inzwischen sogar noch
starker als Rassismus oder Sexismus verbreitet ist, was ernsthafte Folgen
sowohl fiir dltere Menschen als auch fiir die ganze Gesellschaft bedeutet.
Laut des Weltberichtes iiber Altern und Gesundheit der WHO kann der
sozial tiefverankerte Ageismus sich selbst erfiillen, indem er bei dlteren
Menschen Stereotype der sozialen Isolation, des korperlichen und kogni-
tiven Verfalls, des Mangels an korperlicher Aktivitit und der wirtschaft-
lichen Belastung fordert (WHO, Report on ageing and health, 2015).

Es wurde festgestellt, dass das soziale Engagement einer Gesellschaft
stark von der Art und Weise abhéngt, wie die Gesellschaft {iber verschie-
dene Altersgruppen denkt. Aufgrund der negativen Wahrnehmung der &l-
teren Menschen in der Gesellschaft und deren Ausgrenzung und Un-
gleichheit, wird die Relevanz der Bewiltigung von Ageismus immer ho-
her (Officer & De la Fuente-Nunez, 2018).

Als Problem ist weiterhin die starke Trennung der Altersgruppen zu
erwdhnen. Ein Beispiel ist die sozialen Medien, innerhalb welcher diese
Trennung und Isolierung noch verstirkend zu sehen ist. Daraus folgend
haben die einzelnen Generationen wenig Gelegenheit, mehr iiber die an-
deren Generationen zu erfahren (Pettigrew & Tropp, 2008).

Messung von Ageismus

In den vergangenen Jahrzehnten wurden viele Skalen mit verschiedenen
Aspekten und Dimensionen entwickelt, die das Mal} des Ageismus so-
wohl explizit als auch implizit messen. (Hofmeiser-Téth et al., 2021) Die
Mehrheit der Skalen stammen aus den USA, so widerspiegeln sie eher
westliche und vor allem nordamerikanische Ansichten und Vorstellungen
(Klusmann et al., 2020)

Die verfiigbaren Skalen zum Thema Ageismus wurden von Ayalon
et al. im Jahr 2019 ermittelt und systematisch analysiert. In der umfassen-
den Literaturrecherche wurden 106 Studien zum Thema Messung von
Ageismus herangezogen. Diese Studie betont die Wichtigkeit der Skala
mit multidimensionalem Charakter. Eine wichtige Erkenntnis dieser Stu-
die ist, dass die Dimensionen des Ageismus nicht immer eindeutig sind
(Ayalon et al., 2019).

Eine weitere Studie ist jene von Klusmann et al. die 89 Skalen des
Ageismus entlang von acht Dimensionen gruppiert haben. Die acht Di-
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mensionen sind: Okosystem, Gleichgewicht, Stabilitit, Dynamik, Kom-
plexitdt, Manifestation, Bewusstsein und Zeitperspektive. Die Mehrheit
der Skalen ist explizit, weil sie konkret die Vorstellungen {iber das eigene
Alter und das Alterwerden oder andere iltere Menschen untersuchen.
Weitere Unterschiede wurden in der Herangehensweise an das Thema
festgestellt. In gewisser Anzahl betrachten die Skalen das Altern als einen
langfristigen Prozess, in anderen Fillen werden eher die Eigenschaften
des Alters beleuchtet (Klusmann et al., 2020).

Ayalon et al. betonen die Notwendigkeit, eine Skala mit multidimen-
sionalem Charakter zu entwickeln, wobei die Skalen alle drei Dimensio-
nen eindeutig abdecken (Ayalon et al., 2019), wihrend Klusmann et al.
eher die Erweiterung der Skalen bevorzugen. Die Messung von Ansichten
iiber das Altern miissen erweitert werden, um die implizite Ebene spezifi-
scher erfassen zu konnen (Klusmann et al., 2020).

Eine der haufigsten verwendeten Skala, ist die Fraboni Scale of
Ageism (FSA) (Hofmeiser-Toéth et al., 2021). Die wurde von Fraboni et
al. im Jahr 1990 in Kanada auf Grundlage des von Butler-Konzepts des
Ageismus entwickelt (Fraboni et al., 1990). Die Entwicklerlnnen von FSA
sind Fraboni, Saltstone und Hughes, und sie haben festgestellt, dass die
fritheren Skalen des Ageismus sich nur auf die kognitiven Komponenten
fokussiert haben. Um diese Barriere iiberwinden zu konnen, wurde die
FSA entwickelt (Rupp et al., 2005).

Es sind 29 Aussagen erfasst, in den kognitiven, affektiven und ver-
haltensbezogenen Komponenten betrachtet sind (Fan et al., 2020). Die
Bewertung der Zustimmung mit den 29 Aussagen erfolgt auf einer 4-stu-
figen-Skala (Punkt 1 ,,stimme voll zu®, Punkt 2 ,,stimme eher zu“, Punkt
3 ,,stimme eher nicht zu“, Punkt 4 ,,stimme gar nicht zu*). Das Ergebnis
der Auswertung liefert eine umfassende Messung des Ageismus. Bei der
Ergebnisdarstellung ist der Mittelwert der Fraboni Scale zu ermitteln. Je
hoher die Punktzahlen sind, desto hoheres ist das widergespiegelte Mal3
an Ageismus (Fraboni et al., 1990).

Methodisches VVorgehen

Datenerhebung

Als Methode wird eine quantitative Befragung gewihlt. Hierbei geht es
um eine Forschungsmethode, die auf der zahlenméBigen Erhebung und
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Beschreibung von Sachverhalten basiert. Fiir die Anwendung von quanti-
tativen Methoden ist die Erhebung von Daten in Zahlenformat charakte-
ristisch (Schwaiger & Meyer, 2011). Durch die Durchfiihrung einer quan-
titativen Methode ist es moglich zu erfassen, wie verbreitet bestimmte
Einstellungen in einer bestimmten Untersuchungsgruppe sind (Riidiger et
al., 2013).

Fiir die empirische Forschung wurde die Fraboni Scale of Ageism
(FSA) gewihlt, weil sie ein multidimensionales Konstrukt darstellt. Drei
Dimensionen — Stereotype, Vorurteile und Diskriminierung — konnen mit-
hilfe dieser Skala gemessen werden. Diese Art der Skala misst explizit
den Ageismus, daher kann deren Einfachheit und die klare Interpretier-
barkeit gesichert werden. Was die Befragten betrifft, ist die Art der Fragen
wegen der Likert-Skala leicht verstidndlich und schnell ausfiillbar.

Bei der Befragung wurde die Fraboni Scale of Ageism verkiirzt ab-
gefragt. Die Griinde fiir die verkiirzte Version dieser Skala ist die Beriick-
sichtigung des kulturellen Kontexts der Aussagen. Diese Aussagen wider-
sprechen die vorherrschenden sozialen Normen sowohl in Osterreich als
auch in Ungarn.

Fiir die Online-Befragung wurde das Tool qualtrics.com verwendet.
Zwei Fragbogen, einer auf Deutsch und einer auf Ungarisch wurden se-
parat erstellt. Die zwei Links zu den Fragebogen wurden landerspezifisch
verteilt und versendet. Um die Studentinnen in der osterreichisch-ungari-
schen Grenzregion erreichen zu konnen, wurden der Link mit einer stan-
dardisierten E-Mail primér durch den Verteiler der Fachhochschule Wie-
ner Neustadt Campus Wieselburg, Fachhochschule Wiener Neustadt und
Fachhochschule Campus 02 an die unterschiedlichen Studiengénge ver-
sendet. Ebenfalls wurden die 4 Universitdten der Grenzregion Ungarn auf-
gesucht und kontaktiert, nimlich die Folgenden: Soproni Egyetem,
Széchenyi Istvan Egyetem, Pannon Egyetem Zalaegerszeg und ELTE Sa-
varia Egyetemi K6zpont Szombathely.

Grundgesamtheit und Stichprobenbeschreibung

Die Grundgesamtheit der Forschung bildet sich aus allen dsterreichischen
und ungarischen Studentinnen aus der Grenzregion. Zur Grenzregion ge-
horen bestimmte dsterreichische Bundesldnder und ungarische Komitate
und umfassen die folgenden Regionen: Burgenland (AT), Wien (AT),
Wiener Umland-Siidteil (AT), Niederosterreich (AT), Graz und Steier-
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mark (AT), Gy6r-Moson-Sopron (HU), Vas (HU) und Zala (HU). Ausbil-
dungsinstitute, darunter Fachhochschulen und Universitdten von den oben
genannten Regionen, wurden erfasst und in der Forschung miteinbezogen.

Das ergibt 819 Personen, die an der empirischen Forschung teilge-
nommen haben, sie haben den Fragebogen vollstdndig ausgefiillt und wur-
den fiir die Auswertung herangezogen. Zur ersten Stichprobe gehoren die
416 (50,8%) Studentlnnen aus Osterreichischen Bildungseinheiten, zur
zweiten Stichprobe gehoren die 403 (49,2%) ungarischen StudentInnen.
Des Weiteren ist die gleichméBige Verteilung des Geschlechtes nicht vor-
handen, da die Forschungsfragen das Geschlecht der Befragten nicht be-
trachteten. Etwa drei Viertel der Befragten sind Frauen (609 Personen)
und der Rest der Befragten waren Ménner (210 Personen).

Eine Filterfrage stellte sicher, dass die Befragten zwischen 18 und 35
Jahre waren. Daher liegt das Durchschnittsalter fiir die gesamte Stich-
probe (n = 819) bei 23,05 Jahren, es kann auch damit begriindet werden,
dass 73,7% der Befragten zwischen 18 und 24 Jahre alt waren. Weitere
22,1% der Teilnehmerinnen waren 25-30 Jahre alt und weniger als 5%
war iiber 30 Jahre. Dies widerspiegelt der gewohnlichen Zusammenset-
zung der hoheren Bildungseinrichtungen.

Die zwei getrennten Stichproben (Stichprobe Osterreich, n = 416;
Stichprobe Ungarn, n = 403) von Studenten aus der Grenzregion Oster-
reich und aus der Grenzregion Ungarn wurden getrennt analysiert.

Bei der Stichprobe von Osterreich betrug das Durchschnittsalter 24,8
Jahre. Das Alter der osterreichischen TeilnehmerInnen lag zwischen 18
und 35 Jahren, 60,8% der Stichprobe war unter 25 Jahre alt, fast ein Drittel
(32,2%) war zwischen 25 und 30 Jahren, 7% waren iiber 30 Jahre alt.

Bei der ungarischen Stichprobe war das Durchschnittsalter 21,99
Jahre. Das Alter der ungarischen Teilnehmerinnen reichte von 18 bis 35
Jahren, wobei 87,1% der Stichprobe unter 25 Jahren, 11,7% der Stich-
probe zwischen 25 und 30 Jahren und etwa 1,2% der Stichprobe iiber 30
Jahre alt waren.

Ergebnisse des Fragebogens

Um das Ausmal} des Ageismus unter den Befragten bestimmen zu kon-
nen, wurden die 18 Variablen der Fraboni Scale of Ageism (FSA) addiert
und es wurde eine neue Variable (der FSA-Gesamtwert) gebildet. Mithilfe
dieser neuen Variablen lassen sich demnéchst alle Datensétze auswerten.
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Da die Befragten alle 18 Aussagen zwischen eins zu vier bewerten
sollten, konnte der hochste Wert 72 sein, wéihrend der niedrigste Wert 18
sein konnte. Die Ergebnisse (Abbildung 1) zeigen, dass Ageismus unter
den Studierenden in der osterreichisch-ungarischen Grenzregion zu vor-
handen ist.

Hoéhere Punktzahlen bedeuten ein hoheres Ausmal} an Ageismus. Mit
der Bestimmung des Mittelwerts des FSA-Gesamtwerts kann behautet
werden, dass die Osterreichischen und ungarischen Studentlnnen in der
Grenzregion gemeinsam betrachtet moderat altersfeindlich sind. (M =
39,24; SD = 7,967) Bei der vorliegenden Studie liegt der Minimumwert
(die am wenigsten altersfeindliche Person) bei 20, wéihrend der Maxi-
mumwert (die am ehesten altersfeindliche Person) bei 56 liegt.

FSA Gesamtpunktzahlbereiche

mdgliche Werte @ 72
beobachtete Werte ® 56
Mittelwert; Meidan @ 41

Abbildung 1: Gesamtpunktzahlbereiche der FSA
Quelle: Eigene Darstellung, Pakai und Obadovics (2023)

Um die Forschungsfragen beantworten zu kénnen, wurde untersucht,
ob es einen signifikanten Unterschied zwischen dem Ausmal} des Ageis-
mus unter den Osterreichischen und ungarischen Studentlnnen in der
Grenzregion gibt. Daraus folgend wurden das Ausmal} des Ageismus ge-
trennt fiir die zwei unabhingigen Stichproben bestimmt. Mithilfe des T-
Tests kann bestimmt werden, ob es einen signifikanten Unterschied zwi-
schen den zwei Stichproben gibt.

Die Ergebnisse des T-Testes zeigen, dass der Mal} des Ageismus un-
ter den Osterreichischen Studentlnnen in der Grenzregion niedriger
(M=33,55; SD=6,27) im Vergleich zu den ungarischen Studentinnen in
der Grenzregion (M=45,11; SD=4,53) t (755,491) =-30,306; p<,001 ist.

Zur Beantwortung der Forschungsfrage kann angemerkt werden, dass
es einen signifikanten Unterschied beziiglich des AusmafBles von Ageis-
mus unter den Osterreichischen und ungarischen Studentlnnen in der
Grenzregion gibt.
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Um weitere ausfiihrliche Analysen durchfiihren zu kénnen, wurden
aus den Aussagen Indizes auf der Basis der einzelnen Dimensionen gebil-
det. Alle 18 Aussagen werden separat betrachtet und zu den einzelnen In-
dizes zugeordnet. Die Indizes beziehen sich auf die Stereotypen gegen-
iiber dlteren Menschen, auf die emotionalen Einstellungen und auf die
Vermeidung der dlteren Menschen.

Bei dem ersten Index — Stereotype — ging es um Uberzeugungen der
Befragten tiber alte Menschen. Hierbei wurden Aussagen analysiert, wie
zum Beispiel: ,,Die alten Menschen leben nur noch in der Vergangenheit.*
Zum Stereotyp ,,Beschwerden waren die ungarischen Studentinnen am
kritischsten und haben am ehesten zugestimmt, dass die dlteren Menschen
sich mehr beschwerden als Personen anderer Altersgruppen.

Des weiteren wurden bei dem zweiten Index, die emotionalen Ein-
stellungen analysiert. Hierbei wurden Einstellungen mit dem Fokus auf
die emotionale Ebene abgefragt. Ein Beispiel fiir die abgefragte Aussagen
ist: ,,Die meisten alten Menschen sind interessante, individualistische
Menschen.*

AbschlieBend wurde auch die Vermeidung der dlteren Menschen, als
dritte Index analysiert. Darunter wird der Riickzug aus sozialen Kontakten
mit dlteren Menschen verstanden. Aussagen beziehen sich auf das Zusam-
mensein, die Zeitverbringung, die Unterhaltung und das Zusammenleben,
wie zum Beispiel: ,,Ich personlich wiirde nicht viel Zeit mit einem alten
Menschen verbringen wollen.*

Die Indizes wurden einzeln durch den T-Test analysiert, ob es einen
Unterschied beziiglich der einzelnen Indizes unter den Gsterreichischen
und ungarischen Studentinnen in der Grenzregion gibt.

Mithilfe der Durchfiihrung eines T-Tests wird es untersucht, ob es ei-
nen signifikanten Unterschied bei den Stereotypen zwischen den beiden
Stichproben gibt. Es konnte festgestellt werden, dass es keinen signifikan-
ten Unterschied unter den ungarischen Studentinnen in der Grenzregion (M
=10,78; SD = 2,83), im Vergleich zu den 6sterreichischen Studentlnnen in
der Grenzregion gibt (M = 10,62; SD = 2,31), t (776,3) = -,892; p >,05.
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Tabelle 1: Mittelwerte der Indizes

Mittelwerte der Indizes n Mittel- | Standard-
wert | abweichung
Osterreichische Studentinnen | 416 10,62 2,32
Stereotypen Index i
ungarische Studentinnen 403 10,78 2,83
Index zu emotionalen | Osterreichische Studentinnen 416 9,19 2,36
Einstellungen ungarische Studentinnen 403 10,55 2,82
Osterreichische Studentinnen | 416 13,75 2,94
Index zu Vermeidung i
ungarische Studentinnen 403 | 14,66 3,47

Quelle: Eigene Darstellung, Pakai und Obadovics (2023)

Mithilfe des statistischen Verfahrens des T-Tests, kann Folgendes be-
hauptet werden: Das Ausmal} der emotionalen Einstellung gegeniiber den
dlteren Menschen unter den Osterreichischen Studentlnnen in der Grenz-
region (M = 9,19; SD = 2,36) ist niedriger im Vergleich zu den ungari-
schen Studentinnen in der Grenzregion (M = 10,55; SD = 2,82). Der Un-
terschied ist signifikant: t (783,7) = - 7,498; p<,001.

Je hoher das Ausmal3 der emotionalen Einstellung ist, desto ableh-
nender sind die Befragten gegeniiber der positiven Aussage beziiglich der
dlteren Menschen. Daraus folgt, dass die Studentlnnen in der Grenzre-
gion, die in Osterreich studieren in einem niedrigeren MaBe altersfeindli-
cher sind.

Unter der Osterreichischen Studentlnnen in der Grenzregion (M =
13,75; SD = 2,94), ist das Ausmal} der Vermeidung der &lteren Menschen
niedriger im Vergleich zu den ungarischen Studentinnen in der Grenzre-
gion (M = 14,66; SD = 3,47), t (786,7) = -4,035; p<,001. So konnte ein
signifikanter Unterschied bestimmt werden. Je hoher das Ausmaf, desto
mehr stimmen die Befragten den negativen Aussagen iiber die Vermeidung
von élteren Menschen zu. Daraus folgen sind die Studentlnnen in der
Grenzregion, die in Osterreich studieren weniger altersfeindlicher sind.

Fazit und Ausblick

Die Alterung der Bevolkerung schafft gesellschaftliche Herausforderun-
gen, eine davon ist das Phdanomen ,,Ageismus®, das immer mehr an Be-
deutung gewinnt (Endter, 2021).
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Das Ziel der vorliegenden Artikel war es, aufzuzeigen, inwieweit
Ageismus unter den Studentlnnen in der Osterreichisch-ungarischen
Grenzregion vorhanden ist.

Um die Forschungsfrage beantworten zu konnen, wurde die Fraboni
Skala auf die Stichprobe der Forschung — die 6sterreichischen und unga-
rischen Studentinnen in der Grenzregion — angefragt. Die Skala wurde in
vorigen Studien als eine der am haufigsten verwendeten Skalen bestimmt,
die alle drei Dimensionen — Stereotype, Vorurteile und Diskriminierung —
in einer Skala misst.

In Allgemein kann festgehalten werden, dass Ageismus in der Oster-
reichisch-ungarischen Grenzregion présent ist, sind die dsterreichischen
und ungarischen Studentinnen in der Grenzregion moderat altersfeindlich.
Bei dem Vergleich der zwei Stichproben ist ersichtlich, dass es einen sig-
nifikanten Unterscheid zwischen dem Ausmal} des Ageismus zwischen
den Osterreichischen und den ungarischen Studentlnnen in der Grenzre-
gion gibt, die altersfeindlichen Attitlide sind eher fiir die ungarischen Stu-
dentlnnen charakteristisch. Die altersfeindliche Attitiide wurde anhand
der drei untersuchten Dimensionen — Stereotype, emotionale Einstellun-
gen und die Vermeidung der dlteren Menschen untersucht, so wurden drei
Indizes gebildet. Bei erster Dimension, der Stereotype konnten keinen Un-
terschieden zwischen den zwei untersuchten Gruppen bestimmt werden.
Allerdingst konnte bei der Dimension emotionalen Einstellungen zwi-
schen den dsterreichischen und ungarischen StudentInnen ein Unterschied
festgestellt werden. Die Studentinnen in der Grenzregion, die in Oster-
reich studieren sind {iber weniger altersfeindlicher, da sie die positiven
Aussagen beziiglich der emotionalen Einstellungen weniger ablehnen.

Des weiteren kann es behauptet werden, dass die Studentinnen, die in
Ungarn studieren, in einem hoheren Mal3e die dlteren Menschen vermei-
den, als die Osterreichischen.

Osterreich und Ungarn haben das Konzept des Ageismus zu bekimp-
fen, so ist es notwendig, Strategien zu entwickeln, die die physischen, psy-
chologischen und sozialen Bediirfnisse der dlteren Menschen bedienen
und die negativen Auswirkungen dieses Prozesses minimieren. Aus die-
sem Grund spielen die Regierungen eine grof3e Rolle dabei, Strategien fiir
den Umgang mit Problemen der dlteren Menschen zu entwickeln und die
intergenerationalen Programme zu fordern. Hierbei gilt fiir beide Genera-
tionen, diese einander ndher zu bringen und damit Ageismus zu verringen
und zu bewiéltigen.
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Ein grofles Potenzial steckt in dem Weiterarbeiten an dem Thema
Ageismus. Mit einem explorativen Verfahren, die Clusteranalyse, konn-
ten Ahnlichkeiten unter den Befragten bestimmt werden. Als Ergebnis
konnten Gruppen bzw. Segmenten gebildet werden. Hierbei kdnnten ho-
mogene und sich gleichzeitig mdglichst gut voneinander unterscheidende
Segmente geschafft werden. Dies konnte eine fundierte Basis fiir Strate-
gien zur effektiven Altersdiskriminierungsmodellen bilden, mithilfe derer
der Ageismus unter den Studentlnnen minimiert und bewiltigt werden
konnte.
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The Essential Guides for Comprehending Digital
Marketing

Tran Thi Thuy Sinh?

[Charlesworth, A. (2020). Absolute essentials of digital marketing, first
published September 24, 2020, by Routledge 2 Park Square, Milton Park,
Abingdon, Oxon OX14 4RN, ISBN: 978-0367859206]

Introduction

“Absolute essentials of digital marketing” was published as the latest book
(1st Edition) on September 24, 2020. This book is sure to please readers
because it gives a full but concise introduction to the basics of Digital
Marketing, with a focus on how the Internet can be used in modern mar-
keting. While digital marketing is an important tool for any marketer’s
toolbox, it should be used sparingly and only when it makes sense for the
target audience, the nature of the offering, and the objectives of the busi-
ness. The different parts of digital marketing that are written about in these
chapters are not separate methods or strategies. Instead, they make up an
important part of the marketing mix. Therefore, this book should be uti-
lized as part of an exploration of marketing — as a module, for instance —
and not as a comprehensive guide to marketing. The point is not to make
digital marketing sound like something from the 20th century. It provides
a realistic overview of the numerous aspects of digital marketing, includ-
ing their place in the marketing mix, their benefits, and their drawbacks,
as well as the best practices for implementing them.

Alan Charlesworth, a well-known educator, and writer on the topic,
is the author of this book. He provides a simple, straightforward frame-
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work that methodically covers all the topic’s vital points, such as web de-
velopment, analytics and metrics, social media, e-commerce, digital mar-
keting strategy, and search engine optimization (SEO). He got involved
with e-marketing by accident in 1996 when he joined a small Internet mar-
keting business. That company grew to become one of the largest in the
industry. During that period he “preached” to Business Clubs, Chambers
of Commerce, and others about the Internet and how businesses must be
ready for its arrival and then how to best match the Internet’s promise with
the organization’s and consumers’ needs. Although he resigned from full-
time employment in April 2020, he continues pursuing digital marketing
as a hobby. He still stays up-to-date on a topic as changing as digital mar-
keting, but he spends most of his free time writing books about it.

Discussion

The book’s content encompasses well over 118 pages and is designed to
meet the needs of instructors at both the undergraduate and graduate lev-
els. This book can be used in the classroom in two ways. It can be the
main text for a whole course on digital marketing, or it can be used as an
addition for a course on marketing in which digital marketing is just one
part. This book is broken up into nine chapters, which are as follows:

« Chapter 1: The digital marketing landscape (17 pages),

Chapter 2: Search engine optimization (16 pages),
Chapter 3: Website development (6 pages),
Chapter 4: The retail website (8 pages),

Chapter 5: The B2B website (7 pages),

Chapter 6: Advertising Online (14 pages),
Chapter 7: Email marketing (5 pages),

Chapter 8: Marketing on social media (15 pages),
Chapter 9: Metrics and Analytics (10 pages).

The first section of the book addresses the concern, “What is digital
marketing?” before pointing out that standard offline marketing methods
can work just as well as their digital counterparts. The author of this book
is a firm believer in the idea that “digital marketing is marketing” or, at
the very least that digital marketing is a part of marketing. Digital choices
are a part of the marketing mix when it comes to marketing. Personaliza-
tion is a technique that can be utilized in the realm of digital marketing,
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specifically for websites, electronic mail, advertisements, and search en-
gine optimization. Content marketing can be used to increase direct sales,
web traffic, upselling/cross-selling, brand awareness, customer retention,
customer acquisition, brand loyalty engagement, customer relations,
thought leadership, or lead generation. It can be used in both B2C and
B2B markets. Three main goals can be attained using digital marketing
that parallels traditional marketing goals. To be successful, every business
needs a plan that looks further into the future than just next week’s sales.
Some aspects of running a business require planning over a longer period,
which is referred to as strategic planning.

The book also discusses every element of search engine optimization
(SEO) in the second chapter, which is achieving (or attempting to achieve)
a high ranking on the natural or organic search engine results page (SERP)
for specific user searches. For example, 87 percent of individuals who
search for a service or product start with a search engine; therefore, com-
panies require a high position on the search engine results page (SERP) if
they are selling anything online (Schwartz, 2018). Users can access a web-
site through one of four methods:

1. Search — The person clicks on a natural link on the page of search

engine results.

2. Direct — The person using the site either types the web page’s ad-

dress (URL) straight into their browser or uses a bookmark.

3. Referral — The person clicks on a link on a third-party site, which

could be an ad.

4. Social — A person clicks on a link on a social media site.

Within hours, a company may lose all of its new consumers if a search
engine makes a change to its algorithm or a competitor does more search
engine optimization. SEO experts use their knowledge, experience, and
research to make educated estimates about the most important elements
(the corners) that affect search engine rankings. Google has evolved from
a search engine into a knowledge-based engine throughout the years, with
the goal of recognizing and responding to each user’s specific query. The
business model utilized by search engines is based on the provision of a
service that draws visitors to a website in order to generate revenue
through the sale of advertising space.

The third chapter of the book focuses on topics that are universal to
all forms of commercial website existence, including websites, social me-
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dia platforms, and other websites such as online marketplaces. These top-
ics are all relevant to effective website creation and are discussed in this
chapter. To ensure that business goals and consumer expectations are sat-
isfied, the company takes best practices in web development into account.
On a website, the fundamental components of information presentation
are discussed, however, the site just provides guidelines and not rules. The
site’s goals might affect how the tips are read but ignoring them is dan-
gerous for the publisher. Prior to beginning work on the establishment of
a website, it is important to plan its framework — the hierarchical site ar-
chitecture. The content of a website can be broken down into two main
categories: the textual material, and the graphics and other features. The
localized strategy entails the creation of unique websites for each nation
in which the company intends to conduct business.

The fourth chapter of the book focuses on distributing products di-
rectly to end users via a website. | agree with the mentioned perspective
that websites have become an increasingly crucial platform in the realm
of digital marketing, facilitating the direct distribution of items to end us-
ers. The research also defined four different sorts of online purchasing
visits that a client could conduct (Moe & Fader, 2000); these types of vis-
its are still applicable today:

1. Direct-purchase visitation.

2. Deliberation and Search visits.

3. Knowledge-building excursions.

4. Hedonic perusing visits.

According to the information presented in the book, businesses that
operate online stores may be broken down into two primary categories:
pure play, in which the company conducts all of its business on the inter-
net; and multi-channel, in which the company trades both offline and
online. Even if there are online purchase options, the consumer may visit
the website as part of the purchasing procedure. They might decide to buy
online, but they might buy the item in person or through another means.
Customers now have the option of using the Internet to do their research
before making a purchase either in-store or online, with home delivery or
in-person pickup. Even though it is a less exciting part of digital market-
ing, making certain that making sure the customer gets the goods they
ordered is just as important as anything else when it comes to making sales
over the Internet.
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In addition, the author presents an exposition on the utilization of
websites in the fifth part of the book by firms targeting other businesses,
rather than individual consumers. In this context, the primary objective of
such websites is typically to generate leads, as opposed to focusing on
branding or direct sales. The numerous sorts of business-to-business
(B2B) purchases are discussed, as is the function of the decision-making
unit (DMU) in the B2B buying process. This chapter comes to a close by
discussing the function of business-to-business electronic markets. The
B2B e-commerce website addresses the fact that online commercial pur-
chases are possible. The DMU, or procurement department, is the depart-
ment inside an organization that is in charge of making purchases. The
seller’s website needs to be designed with the possibility of any or all of
these people using it in the preliminary stages of the purchase process in
mind, depending on the company and the product. Online marketplaces
are usually connected with B2B transactions.

The sixth chapter of the book discusses all forms of online advertising
and defines the network, programmatic, display advertising, and auto-
mated before briefly discussing ad delivery methods. The several major
categories of online advertisements are then covered:

1. Keyword bidding — the advertisement displays on the screen as a

result of the user’s keywords.

2. Display network advertising — websites that participate in the net-
work that distributes ads for advertisers display banner adverts.

3. Direct (contact) ads — publishers and advertisers negotiate details
of advertisements to be displayed on a website directly with one
another.

4. Native advertising — the emergence of these advertisements is such
that it is not immediately apparent that they are advertisements;
their appearance blends in with other content.

Advertisements in this model are displayed on many different kinds
of categories, including social media sites. The sixth section describes
programmatic marketing and how advertisements are delivered in real-
time with programmatic advertising. The last kind of advertising that will
be discussed is native advertising, often known as non-advert ads. Then,
we move on to discussing the drawbacks of online advertising, such as the
effectiveness of digital commercials, whether or not users enjoy them, ads,
and ad fraud that show on unsuitable host websites. It is found that 42
percent of consumers in Britain are unaware that search engine results
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pages (SERP) may be advertisements (Goodyear, 2020). Because of this,
a portion of the click-through rate (CTR), which is already rather low, is
likely due to an accident.

In the book’s seventh chapter, the author discusses three different
ways in which digital marketers might employ email. To begin, there’s
direct marketing via email, which, in contrast to social media marketing,
can have well-defined goals and a verifiable rate of return (often at a much
lower investment) if marketers know exactly the age group that sent and
received emails with the highest frequency. For instance, the present study
examines the outcomes of a survey conducted in the United Kingdom
(UK) in 2020, focusing on the proportion of internet users who engaged
in weekly email correspondence, categorized by age groups. During the
designated survey period, it was determined that 74% of the surveyed pop-
ulation of internet users, specifically those aged between 16 and 24 years,
reported engaging in the activity of either sending or receiving emails
within the week preceding the survey (Petrosyan, 2022). A common mis-
take in digital marketing is thinking that solely email can be used for direct
marketing. This is incorrect because it fails to take into account the worth
of every email interaction as a way to spread a marketing message. Before
looking at email as a way to send notes, this idea is looked into. In addi-
tion, it is claimed that about one-third of these marketing communications
are written by technical staff who are untrained or unqualified to compose
marketing copy (SparkPost, 2020). This study also found that it’s im-
portant to get the tone of these emails right, which is hard for people who
are not marketers to do.

The eighth chapter of the book discusses the distinction between mar-
keting on social media and social media marketing and what kind of social
media marketing is. It then talks about some of the most important parts
of the topic, such as networking, blogging, communities, and sharing, as
well as social customer support and service. It is essential to make it abun-
dantly apparent that marketing on social media and social media market-
ing are two entirely different things. There are several reasons why pro-
fessionals, commentators, authors, and students all get social media mar-
keting wrong. For instance, the research indicated that 96% of those who
talk about a brand online are not associated with that brand (Windels,
2015). Sharing, building relationships, and participating in online groups
and networks are at the heart of social media. As a result, marketing efforts
conducted via social media should likewise reflect these qualities. When
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it comes to social media marketing, there are two main concerns to ad-
dress: goals, and the management and execution of the strategy. In order
to be successful, social media marketing must be a company-wide effort
with a designated leader. Tools for keeping tabs on social media keep an
eye out for new content including status updates, tweets, chats, and
hashtags.

If an individual requires a means of collecting data, conducting ana-
Iytics, and obtaining metrics, they may discover valuable information in
the last section of the book. For example, what is being monitored is taken
into consideration, with a particular focus on digital platforms such as
websites, advertisements, social media, and email. The limits of Internet
data are then discussed, with questions posed about how much of the In-
ternet is false, and whether the correct data is being collected. and the dif-
ficulties with metrics, Instagram hosts the most influencers of any plat-
form; therefore, the authenticity of their followers is crucial to marketers;
however, Instagram has approximately 9.5%, false followers (Akyon &
Kalfaoglu, 2019).

Summary

In summary, using a review of Tanya Hemphill, Senior Lecturer in Stra-
tegic & Digital Marketing at Manchester Metropolitan University, UK:
“This is a great introduction to digital marketing, which gets students up-
to-speed in an easily digestible way. It covers some of the key areas of
digital marketing communications, such as SEO, search engine advertis-
ing, email, etc. I highly recommend this book if you want something that
explains key concepts in a clear and easy way, without the jargon.” If I
were to compare this book to anything, it would be a digital marketing
book because it is so helpful as a reference in marketing. This book is also
an immensely effective tool for instructors and students, as is proved by
the fact that they are still used in classrooms and on the internet today. In
my opinion, both private persons and public libraries ought to have a copy
of it in their collections so that they may quickly consult it when research-
ing digital marketing.
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Sustainability Management
Sadrul Islam Sarker!

[Gutterman, A. S. (2020). Managing Sustainability. New York and Lon-
don: Routledge, 192 pp. ISBN 9780367518547 (Paperback).]

This is a review of Gutterman's book, “Managing Sustainability”, which
Routledge released on December 29, 2020. Alan S. Gutterman, author of
numerous influential books on law and business and a respected advisor
to many successful companies, is also the founding director of the Sus-
tainable Entrepreneurship Project. The book “Managing Sustainability”
provides an in-depth look at how to run a company focusing on sustaina-
bility. This 192-page book covers various sustainability, governance, and
management topics across 15 sections.

In the first section of the book entitled “Governance, Leadership, and
Management”, the author presents the emergence of the stakeholder-fo-
cused paradigm. According to the author, corporate social responsibility
(CSR) is a critical management endeavour that must balance economic,
social, and personal aims. The primary concepts addressed in this part en-
compass corporate governance, leadership, management, sustainability,
and corporate social responsibility (CSR).

Section two is headed ““Sustainability in the Boardroom”, and the au-
thor explains how the board of directors might incorporate environmental
and social responsibility into the governance framework and the tradi-
tional functions and responsibilities of directors.

Section three of this book is named “Organisational Design for Sus-
tainability”. In this section, the author presents a framework for how the
board of directors can oversee sustainability and corporate social respon-
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sibility (CSR) initiatives. Additionally, the author discusses organisa-
tional strategy, explicitly focusing on establishing concrete sustainability
pledges and targets.

In the fourth section, titled “Strategic Planning for Sustainability”, the
author discusses how to make suitable internal organisational structures
and systems for running sustainability programmes and initiatives, as well
as supporting sustainability and CSR commitments and expectations. For
instance, the author states the need to involve stakeholders and how to
make and disseminate sustainability reports.

The fifth section deals with incorporating sustainability into the du-
ties, responsibilities, and roles of the chief executive officer (CEO).

Section six is headed “Sustainability Executives”, wherein the author
elucidates the responsibilities of sustainability executives in spearheading
sustainability endeavours inside an organisation. The author also ad-
dresses integrating sustainability into the job descriptions, compensation
structures, and performance standards of a new class of sustainability ex-
ecutives.

In section seven, “Sustainable Leadership”, the author discusses the
characteristics of sustainable leaders and how they can propel an organi-
sation's sustainability efforts. In this section, the author also introduces
Avery and Bergsteiner’s ethically based organisational mindset and long-
term leadership practices.

The eighth section of this book is named “Management Systems”,
and the author explicitly addresses two types of management systems: en-
vironmental health and safety (EH&S) management systems and corpo-
rate social responsibility/corporate governance (CSR/CG) management
systems.

The ninth section of this book is titled “Ethical Management”, in
which the author provides practical guidance on how organisations can
establish and execute ethical management systems. This section addition-
ally demonstrates how compliance programmes, ethics training, and whis-
tleblowing can assist managers in enhancing their moral character.

Section 10 of this book is titled “Internal Sustainability-Related
Codes”. In this section, the author analyses the objectives and specifics of
a company's Corporate Social Responsibility (CSR) manual, along with
its various internal governance codes, policies, and procedures. These in-
clude the code of conduct, suppliers' code of conduct, environmental pol-
icy, social responsibility policy, human rights policy, human resources
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policy, stakeholder engagement policy, and community development pol-
icy.

Section 11 is titled “Organisational Culture and Sustainability”,
wherein the author elucidates the process of incorporating sustainability
principles into the organisational culture of a company.

Section 12 is entitled “Strategic Human Resource Management”, and
the author highlights developing a sustainability-focused recruitment and
retention strategy, providing sustainability-focused employee training and
development opportunities, and encouraging employee engagement and
participation in sustainability initiatives.

“Strategic Human Resource Management” is the title of Chapter 13,
in which the author introduces the concept of sustainable technology man-
agement, which encompasses the design, consumption, and production of
environmentally friendly goods.

The section labelled 14 is titled “Sustainable Technology Manage-
ment”. In this section, the author offers recommendations for formulating
sustainability reports, engaging with stakeholders to comprehend their
concerns and expectations, and devising a communication strategy that
effectively conveys the organization's sustainability performance and ini-
tiatives.

Section 15 is entitled “Evaluating and Improving Sustainability”, and
the author explains the practical assessment and improvement of sustain-
ability management. This section also elaborates on the sustainability and
CSR index, the balanced scorecard framework, certifications, and rating
systems, which measure an organisation's social and environmental re-
sponsibility performance.

This book introduces readers to various aspects of sustainability and
its management through its several sections. The book is outstanding and
should encourage readers to see sustainable management from a new and
holistic view. The book is extremely illustrative and motivates readers,
particularly business professionals, to adopt a new and comprehensive
stance on sustainability management. The book is well-organized and
easy to follow because of its clear structure and straightforward narration.
It significantly contributes to developing a novel perspective on manage-
ment and society by enhancing our familiarity with sustainability concepts
and their application in the business world. Therefore, this book is a mas-
terpiece of work that can be recommended to readers, especially profes-
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sionals and policymakers involved in promoting and managing sustaina-
bility issues in business. This book is highly recommended for forward-
thinking business leaders. Those in the academic world can gain much
insight from this book, which can be a jumping-off point for developing
new concepts and theories. Graduate and postgraduate students can also
read this book to easily understand the fundamental concepts of sustaina-
bility management because of its simple language and nice presentation
style.

One grey tint of the book is the absence of cases and examples in the
text. It would have been nice if the book included some examples and
financial data for reporting on sustainability. Nevertheless, this facet does
not diminish the tremendous practicality of the book.
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