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Abstract: Sustainable tourism management is becoming an increasingly important factor in the
image of tourist destinations. Therefore, it is appropriate to consider the possibility of charging a
premium price on certain tourism products or services in exchange for making them more sustainable.
Generally, eco-friendly management of cultural heritage sites, and particularly World Heritage sites,
along with protected natural areas, is essential for the image enhancement of tourist destinations.
In line with these considerations, this paper aims to quantify the willingness to pay (WTP) an extra
amount in order for certain tourism products and services to become more sustainable in a World
Heritage city such as Caceres, Spain. By using the contingent valuation method, the average price
increase that tourists visiting the city would be willing to pay for a double room in a hotel, a restaurant,
entrance to a museum, or a taxi ride, all of which would become more sustainable services, has been
estimated. In addition to the aggregate analysis, diverse average-comparison statistical techniques
have been used in order to determine the possible influence of sociodemographic factors on the WTP
for more sustainable products and services. Specifically, factors including the effect resulting from
a tourist’s place of origin, gender, the year when the survey was conducted (through t-tests), and
the effect of age and educational levels (through ANOVA tests) on the WTP for sustainability, have
been analyzed. When considering all of the sociodemographic factors involved, notable statistical
differences have been found. This implies that when a hypothetical increase in tourism prices for the
purpose of financing public or private sustainability actions is considered, different segments of the
tourism market should be taken into account, since it would not be appropriate to apply the same
policy of price increases to all tourists equally.
Keywords: willingness to pay; sustainability; tourism products and services; world heritage; Caceres

1. Introduction
In 2017, the tourism industry represented 10% of the gross domestic product (GDP) of the entire
world, and approximately 10% of the total number of employees. As significant as these figures
are, they will increase even further in the future, as estimates show that the average growth rate of
tourism worldwide from now until 2030 is expected to be 3.8% per year. If these forecasts are met,
it will mean that more than 1.8 billion international tourists will cross the borders of the countries
where they reside to enjoy tourist activities. Consequently, the environmental impact of tourism
will increase substantially. Unsustainable production and consumption practices in the sector may
generate not only environmental problems, but economic difficulties as well, since the competitiveness
of the sector depends largely on the environmental quality of the territories in which these businesses
are developed. Therefore, tourism faces a global challenge of considerable size in the medium and
long-term in which sustainable consumption and production patterns become a first-level strategic
Sustainability 2019, 11, 5880; doi:10.3390/su11215880

www.mdpi.com/journal/sustainability

Sustainability 2019, 11, 5880

2 of 21

objective in accordance with what is stated in Sustainable Development Goal 12 (SDG 12). Sustainable
production and consumption in the field of tourism at the present time is so important that the World
Tourism Organization [1] has published a report in order to integrate sustainable consumption and
production into tourism policies.
Among other recommendations in this report, the World Tourism Organization refers to the
importance of Sustainable Development Goals (SDGs) as a guide in providing a unified vision for all
countries in order to achieve sustainable development (specifically SDGs 8, 12, and 14 for the tourism
sector) and to affect the following changes: transform policies into the implementation of specific actions;
fulfill the need to measure the environmental impact of tourism on a regular and consistent basis; convert
the linearity of tourism production and consumption into circularity of the same (circular economy); and
to address the need to add geospatial data to the planning activities of tourist destinations.
When analyzing the consequences of sustainable production (supply approach) and sustainable
consumption (demand approach), the scientific literature provide evidence that is not always in
agreement. Hence, as there is relative consensus that sustainable management positively affects hotel
administration [2,3], the same unanimity does not exist when analyzing the willingness to pay extra for
sustainable consumption, despite acknowledging that a tourist with higher environmental awareness
will be more inclined to pay a surcharge in a sustainable hotel than a tourist whose environmental
awareness is lower [4,5]. Therefore, while some empirical studies conclude that tourists are willing to
pay a surcharge for staying in a sustainable hotel [6–8], other scientific studies show the contrary and
indicate that a tourism consumer is usually unwilling to pay more [5,9,10].
This research paper seeks to contribute to the knowledge of the degree of sustainability awareness
that exists among tourists by measuring this consciousness through their willingness to pay extra
for a more sustainable product or service. To this end, the second part of this paper is devoted to
carrying out a bibliographic review of the scientific works in which the willingness of tourists to
pay for non-market products or services is considered, as well as to assessing the advantages and
disadvantages of the methodology used in this work. The third Section is devoted to briefly describe
the case study in this paper: the Spanish city of Caceres, offering some data about supply, demand and
carrying capacity from a tourism activity perspective. The next Section presents the methodology used
to find relevant results. Then, the fifth Section has been divided into two subsections. The first one is
dedicated to performing a descriptive analysis of the extra amount that tourists are willing to pay for
specific and more sustainable tourism products or services when visiting a World Heritage city—in this
case, Caceres. In the second one, different socio-demographic factors are taken into account in order to
determine their possible influence on the willingness to pay additional charges on the products and
services analyzed. This paper ends by discussing the results in terms of implications for the tourism
management and presenting the most relevant conclusions.
2. The Willingness to Pay for Cultural Heritage and Sustainable Tourism
Placing a value on World Heritage in general, as well as on any specific type of cultural heritage,
has been studied by economists due to its monetary importance [11]. Some authors such as Throsby [12]
refer to the “cultural capital” associated with cultural heritage, considering that such heritage can
generate a flow of products and services, and therefore can provide economic benefits. Of all existing
economic appraisal methods, the contingent valuation method (CVM) has been most widely used for
the value appraisal of cultural goods [13,14].
Economic valuation studies ultimately aim to estimate a total economic value, which includes
both its ‘use’ value and its intangible ‘non-use’ value (educational, altruistic, environmental, etc.) [15].
In order to quantify use value (real markets), revealed preference methods are used, while for the
measurement of the non-use value (hypothetical markets), stated preference methods are used. In stated
preference methods, consumers are asked about the amounts they are willing to pay (WTP) or accept
(WTA) for a product or service that does not yet exist on the market, or they are asked to choose the
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preferred option from a given set of choices. Therefore, the economic techniques that estimate the
amounts to be paid or accepted are known under the generic name of contingent valuation (CV) [16].
Regarding the advantages and disadvantages of using contingent valuation methods,
Carson et al. [17] carried out a detailed analysis of these methodologies. According to these authors,
one of the advantages of CVM is that the theoretical rationale underlying this methodology allows
empirical economic measurements to be used that had previously been ignored or avoided by
economists. Another advantage is that the reliability of the results of the survey on which the method
is based is very high, provided that the product or service to be assessed is clearly explained, that the
sample is carried out among a well-defined target audience, and that the payment expectations are
realistic. Thirdly, other advantages of this method cited by the authors include the fact that surveys
completed by consumers are usually very straightforward and inexpensive to carry out. In spite of these
advantages, there are two shortcomings to consider. On one hand, willingness to pay (WTP) is limited
by the income level of consumers, though advocates of the methodology give counter-arguments by
saying that decision-making by public bodies and institutions should not necessarily be based on
affordability. On the other hand, the preferences being contemplated are those of the present-day
generation, and those of future generations are not explicitly considered with this method. In any case,
economic researchers have so far considered that the advantages of this methodology are significantly
more numerous than its limitations, which has made it the most widely used methodology in the
valuation of non-market products and services.
Among possible applications of the CV method to the field of cultural goods evaluation include
research in the following areas: museum assessment [18–21]; World Heritage site evaluation [13,22–27];
evaluation of public cultural institutions [28,29]; the assessment of cultural monuments [30]; etc.
In addition to cultural heritage, one of the areas in which the most scientifically relevant work has
been carried out on willingness to pay has been with coastal tourism.
There have been many studies in which the willingness to pay for environmental issues has been
quantified, some of which include the following: improvement in the quality of bathing water [31–36];
beach maintenance and improvement [37–45]; the protection of marine species [46–48]; the restoration
of environmentally deteriorated beaches [49–51]; the development of additional tourist services on
beaches [44,52–54]; the maintenance of beach ecosystem services [55]; etc.
Other areas of tourism in which contingent valuation has been carried out through willingness-to-pay
programs include, among others, ecotourism [56,57], geotourism [58], contributions by tourists for the
environmental conservation of a protected natural area [59,60], and so on.
However, all of the works cited focus essentially on valuing cultural goods (outside the market)
in the condition in which they are found at the time they are valued, or on valuing the willingness to
finance very specific environmental improvements (also outside the market). Quite to the contrary,
this present work is oriented along the lines of Namkung and Jang [61], Meleddu and Pulina [62], and
López-Sánchez and Pulido-Fernández [63], in the sense that its aim is to assess the willingness to pay
an additional amount (premium price) for a tourist destination that already exists on the market in
order to make it “more” sustainable. In other words, it is not so much a question of assessing the level
of sustainability of a specific tourist destination (in this case, the city of Caceres), but rather of assessing
the possibility of paying more to make a destination that already exists and currently charges a price
for its products and services “more” sustainable. As a result, this premium in terms of sustainability
will depend largely on the starting price of the tourism product in question. Another way of explaining
this concept through the use of an example is to say that the willingness to pay for a more sustainable
product or service will not be the same if we talk about a double room (with a price that can oscillate,
for example, between 40 and 120 euros), or if we talk about a taxi ride (the price of which can oscillate
between 5 and 30 euros). Hence, in the analysis that follows, different economic measurement scales
will be used to assess willingness to pay for a more sustainable tourism product on destination.
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3. Case Study: The City of Caceres as a Tourism Destination
3. Case Study: the City of Caceres as a Tourism Destination
The city of Caceres is located in the southwest of Spain, and has a population under 100,000 inhabitants.
The city of Caceres is located in the southwest of Spain, and has a population under 100,000
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a National Monument of Spain (1949), third Monumental Ensemble of Europe (1968)
inhabitants. It is declared a National Monument of Spain (1949), third Monumental Ensemble of
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Europe (1968) after Prague and Tallinn and World Heritage City (1986). It is part of the “Jewish
Network” and is one of the best preserved monuments from the Middle Ages and Renaissance in the
Quarters of Spain Network” and is one of the best preserved monuments from the Middle Ages and
world. In the city it is possible to find abundant remains of its Roman, Muslim, and Jewish past, being
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Table 1 shows the latest available data regarding tourist offer in Caceres. The city has 78 tourist
accommodation establishments, offering 3291 beds and 193 restoration establishments with 17,685 places.
The accommodation offer is mainly concentrated in hotels and tourist apartments, while the restoration
offer is located in restaurants.
Table 1. Accommodation and catering offer in the city of Caceres (state for 2017).
Number of Establishments

Number of Places Offered

- Hotels
- Hostel
- Pension

21
9
4

2138
209
62

- Rural accommodation
- Tourist apartments
- Tourist hostels
- Camping

1
40
2
1

4
235
105
538

78

3291

173
8
12

11,827
0
5858

193

17,685

Total accommodation
- Restaurants
- Catering
- Banquet halls
Total restoration

Source: Tourism Observatory of Extremadura (2018).

Table 2 summarizes the city’s tourist activity in terms of demand. The annual number of tourists
the city has received in recent years above 300,000 people. This data, although it is the highest in the
region where the city is located, is not, however, the highest in the Spanish territory. Thus, Caceres is
not among the 12 Spanish cities that receive more than one million tourists each year (ranking led by
Madrid and Barcelona). On the other hand, the tourist load ratios presented in Table 2 indicate that the
city has no tourist saturation problems. Especially striking is the ratio of tourists/local inhabitants,
which stands at an average monthly value of between 26% and 30%. At no time of the year, the city
welcomes a volume of tourists that exceeds its resident population.
Table 2. Annual volume of tourists in the city of Caceres and some tourist load ratios.
2016

2017

2018

Annual number of tourists

305,156

312,974

341,541

Average number of tourists per month

25,430

26,081

28,462

Annual number of tourists per square kilometer

174.3

178.8

195.1

Average monthly tourist/local population ratio

26.2%

27.0%

29.5%

Source: Tourism Observatory of Extremadura (2018).

Therefore, the terms “sustainability” or “sustainable” used in this research do not relate, in the
case of the study analyzed, to an over-tourism problem. In general, sustainability is understood in
this paper not in its environmental dimension, but linked to the industry as a development strategy.
Therefore, when talking about a hotel or a sustainable restaurant, reference is being made to a tourist
business that seeks economic sustainability, sustainable growth of the destination, the acquisition of a
sustainable demand, the preservation of cultural and historical-artistic heritage from the city, etc.
4. Methodology
In order to know the willingness of tourists visiting the city of Caceres to pay for more sustainable
tourism products or services, two surveys were carried out, one in 2012 and the other in 2016, involving
486 and 474 tourists, respectively, who visited the city. One of the questions on the survey (the
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questionnaire can be consulted in Appendix A) was whether the tourists would be willing to pay
an increased price for a tourism service in the city of Caceres in order to enjoy their stay in a more
sustainable location. In other words, they were asked about their willingness to pay an extra amount
for the sustainability of tourism products and services offered by the city.
To create the questions, the common questionnaire structure used in contingent valuation studies
was consulted [82–85], among others, as it was considered the appropriate methodology (contingent
valuation) for estimating willingness to pay. A total of 960 surveys were carried out in the two years
mentioned above.
To analyze the results of the surveys carried out, descriptive statistical tools have been used, both
of a numerical nature (location, dispersion, shape, and correlation measures) and graphical (histogram,
box-plot, and scatter-plot).
On the other hand, the inferential statistical analysis carried out in Section 5.2. consisted of
comparing average population values. For this, t-tests have been performed in those cases in which
the factor has two levels or categories and ANOVA tests in those other cases in which the factor has
more than two levels or groups. Finally, in those cases in which equality of means has been rejected,
and in order to define a ranking of them, a confidence interval of the difference of means (in case of
two levels) has been built and post-hoc tests have been performed (in the case of more than two levels),
using the Bonferroni procedure.
5. Results
The empirical results obtained in the research by using both descriptive and inferential statistical
techniques have been organized into two subsections. The first one presents global results by analyzing
the survey without considering the influence of certain determining factors on the willingness to pay
for more sustainable products or services. The second one analyzes the influence of two-level factors
(gender, origin, and year) and multiple-level factors (age, and education) on the willingness to pay.
5.1. WTP from a Global Approach
The number of tourists who were willing to pay extra for a more sustainable destination was
435, which meant that only 45.3% of those surveyed had a sufficient level of sustainability awareness
to convince them to pay extra for a more sustainable cultural location. If this global percentage is
broken down by year, it can be seen that in 2012, this percentage was 44.2%, yet by 2016, it increased
slightly to 46.4%. Although awareness toward sustainability grew in this 4-year period, the fact is that
more than half of the tourists who visit Caceres are not willing to accept an additional cost for greater
sustainability, which shows that the concept of sustainability and the consequences associated with it
have not yet been sufficiently internalized by cultural tourists.
Next, among those who were willing to pay for sustainability (subsample of 435 tourists), we
proceeded to ask the exact extra amount they would be willing to pay (surcharge for sustainability) for
four tourism products and services offered by the city of Caceres: a double room in a hotel (range:
0–50 euros); a sustainable restaurant (range: 0–15 euros); a museum ticket (range: 0–2 euros); and a
taxi ride (range: 0–5 euros). After eliminating the replies in which the respondents did not choose a
price in any of the categories, despite having previously indicated their willingness to pay for greater
sustainability, the total subsample analyzed finally amounted to 387 tourists.
Firstly, Figure 2 shows the histogram for each of these four tourism products and services, while
Table 3 shows the main descriptive statistics associated with each one.
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the right, while the kurtosis coefficient shows a very clear distribution (Leptokurtosis) due to the high
concentration of values between 0 and 10 euros.
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The histograms displayed indicate a higher rate near the lowest values in the available range.
Thus, the vast majority of the tourists surveyed would be willing to pay between 0 and 10 euros more
for a double room in a sustainable hotel; between 0 and 5 euros for eating in a sustainable restaurant;
between 0 and 1 euros for entering a museum that carries out sustainability activities; and between 0
and 2 euros for a ride in a sustainable taxi.
Although the previous histograms offer very interesting information (such as the clearly
asymmetrical nature of the values of these four variables), the fact is that the descriptive statistics
shown in Table 3 provide much more detailed information.
In the case of a double room in a sustainable hotel, the average amount that tourists were willing
to pay was 6.78 euros, but with an average dispersion of 6.23 euros, which yielded a coefficient of
variation close to 1 (0.92). Half of the people consulted would pay a maximum amount of 5 euros
(median), while only a quarter of them would be willing to pay more than 10 euros (third quartile).
The large difference between the mean and the median suggests a highly asymmetrical distribution.
In fact, the asymmetry coefficient for this variable (2.56) shows a remarkably evident asymmetry to the
right, while the kurtosis coefficient shows a very clear distribution (Leptokurtosis) due to the high
concentration of values between 0 and 10 euros.
The additional charge for a sustainable restaurant reached an average value of 2.98 euros, but with
a standard deviation of 2.77, thus generating a coefficient variation of 0.93. In this case, the maximum
amount that half of the tourists surveyed were willing to pay was 2 euros (median), while only a
quarter of the total would be willing to pay 4 euros or more for eating in a sustainable restaurant.
Although much less obvious than in the case of the double room, the distribution of these quantities
was also asymmetrical to the right (1.95) and leptokurtic (4.86).
On the other hand, the additional payment for entering a sustainable museum registered an
average value of 0.75 euros, with a standard deviation of 0.59 euros (the coefficient of variation here is
the lowest of all the variables analyzed; 0.78). The median value, however, was less than the average
value and stands at 0.5 euros. In fact, only 25% of the tourists surveyed would be willing to have their
entrance fee to a museum increased by 1 euro (third quartile), or more, in exchange for sustainability.
Payment for such an entrance ticket to a sustainable museum was the most symmetrical of all those
analyzed, although it also had a slight asymmetry to the right (0.74). However, unlike the other
payments, its degree of kurtosis was less than that of a normal distribution, since its value (−0.24)
shows evidence of a very slight Platy kurtosis.
Finally, the tourists surveyed would be willing to pay on average somewhat more than 1 euro
(1.09) for using a sustainable taxi, although the dispersion with regard to the average value reached a
figure of 0.98, which was very close to that same number. The median value of this extra payment
(1 euro) was very similar to its average value, although just 25% of the tourists surveyed would be
willing to pay more than 1.5 euros for a sustainable taxi ride. Despite the proximity between the mean
and median values, the fact is that this extra payment amount was also asymmetrical to the right (1.61),
although it was less pronounced than in the cases of the double room and the sustainable restaurant,
and it was leptokurtic as well.
Although the symmetry and kurtosis analyses of the products and services being evaluated in
the city of Caceres provide fairly clear evidence as to the appropriateness of these extra payments,
the results were tested using the Kolmogorov–Smirnov test (with Lilliefors correction). The results
obtained (0.2507 for a double room in a hotel; 0.1900 for a sustainable restaurant; 0.2029 for admission
to a museum; and 0.2333 for a taxi ride; with an associated p-value, in all cases, of less than 2.2 10−16 ),
clearly show the absence of normality in the four extra payments being analyzed. Therefore, the
absence of normality was one of the most defined characteristics in the willingness to pay for a more
sustainable destination, at least for a cultural touristic destination such as the city of Caceres.
On the other hand, the box-plot diagrams presented in Figure 3 merely confirm the lack of
symmetry and normality of the price that tourists are willing to pay for greater sustainability in the
four products and services analyzed. While some clearly extreme values can be identified (such as
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the payment of 30 or 50 euros for a double room, 10 or 15 euros for a sustainable restaurant, and 4 or
5 euros for a taxi ride), the fact is that there was a high concentration of cases in the lower values of the
respective
variables.
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4 shows
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matrix
of scatter
plot
diagrams among the four tourism products and services analyzed. In addition to a diagonal line in
which the representation of the density functions once again displays clear evidence of the
asymmetry to the right previously mentioned, this graph also shows a clear positive relationship
between the willingness to pay for these four products and services. This positive relationship is
especially significant between a double hotel room and a sustainable restaurant, and between a
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Finally, the weakest correlation found was between a double room in a hotel and a taxi ride (0.3710).
In any case, all of these correlations were statistically significant at both 1% and 5%.
Table 4. Matrix of bivariate correlations between the willingness to pay for the tourism products and
services analyzed (p-value for a bilateral contrast, in parentheses).
Double Room in a Hotel

Restaurant

Museum Ticket

Taxi Ride

1.000

0.6293
(<0.0001)

0.4620
(<0.0001)

0.3710
(<0.0001)

1.000

0.5308
(<0.0001)

0.4977
(<0.0001)

1.000

0.5061
(< 0.0001)

Double room in a hotel
Restaurant
Museum ticket
Taxi ride

1.000

Source: created by the authors using calculations from the R Commander Library of R software.
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−1.9987
−2.6949
1.3455
−2.6463
0.0463
0.0073
0.1793
0.0008 (2)
Factor: YEAR
Table 5. t-test of equality
of means
for the tourism
products and services
analyzed (factors:
year,
(3)
−1.1129
−0.2783
−0.0625
−2.8976
1 = year 2012
origin, and gender). −0.4228 (4)
−0.0091
−0.0435
0.3333
2 = year 2016
(5)
2.7005
0.6728
5.9427
Double
room(6)in a hotel
Restaurant
Museum
ticket
Taxi1.1559
ride
3.2615
0.8337
1.0205
7.6051
(1)
−2.6463
−1.9987
−2.6949
1.3455
0.0008 (2)
0.0463
0.0073
0.1793
−2.8429
−1.7324
−1.5726
−2.4883
Factor: YEAR
(3)
−2.8976
−1.1129
−0.2783
−0.0625
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0.1166
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year 2012
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−0.4228
−0.0091
−0.0435
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2.7005
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−0.0755
2 = foreign
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0.8337
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−2.8429
−1.7324
−1.5726
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3.5943
0.8717
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−0.2095
−1.1121
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0.5932
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0.0343
−0.0755
−0.6310
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1.0366
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0.0525
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3.5943
0.8717
1.3962
2 = male
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−0.5347
−0.2095
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Factor: GENDER
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0.0047

−2.3636
−4.3875
0.0186
−0.7999
−2.7854
6.4252
−0.2555
9.0189
6.0594
−2.3636
7.5799
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been limit
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of 95% confidence interval; (5) mean value of group 1; and (6) mean value of group 2. Source: created
differences in the average values of the willingness to pay for sustainability in the case of a double
by the authors using calculations from the R Commander Library of R software.
room in a hotel (p-value: 0.0008), a sustainable restaurant (p-value: 0.0463), and a museum entrance
Firstly, when
the “year”,
it has
been
observed that
this factorin
introduces
significant
(p-value: 0.0073).
Onlyconsidering
the taxi ride
did not
show
significant
differences
the average
values of
differences in the average values of the willingness to pay for sustainability in the case of a double
the extra amount paid between 2012 and 2016 (p-value: 0.1793). In the case of the double room, the
room in a hotel (p-value: 0.0008), a sustainable restaurant (p-value: 0.0463), and a museum entrance
average(p-value:
value of
the amounts that tourists were willing to pay for greater sustainability was lower in
0.0073). Only the taxi ride did not show significant differences in the average values of the
2012 (5.94 euros) than in 2016 (7.60 euros). In the case of the restaurant, there had also been a growing
willingness to pay for a more sustainable service, having risen from an average value of 2.70 euros in
2012 to an average of 3.26 euros in 2016. The increased willingness to pay for admission to a sustainable
museum between 2012 and 2016 was also empirically established, ranging from an average value of
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0.67 euros to 0.83 euros. Finally, no significant statistical differences were observed in the average
values for 2012 and 2016 for a taxi ride (statistical value t: 1.34), as the average value in both years was
around 1 euro.
Next, considering the “origin” factor, the data shown in Table 5 allowed us to conclude that
there were significant differences between domestic and foreign tourists in the additional price they
were willing to pay for a double room in a hotel (p-value: 0.0047) and for a taxi ride (p-value: 0.0132).
This was not the case for a sustainable restaurant (p-value: 0.0840) or a museum ticket (p-value: 0.1166).
As can be seen, foreign tourists had greater awareness of sustainability, as they were willing to pay
higher amounts on average. Thus, while the average additional amount that domestic tourists were
willing to pay for a double room was 6.42 euros, this number rose to an average of 9.02 euros for
foreign tourists. A similar situation occurred with the taxi ride, for which domestic tourists would be
willing to pay 1.04 additional euros for a more sustainable vehicle while foreign tourists would be
willing to pay an average premium of approximately 1.40 euros.
Finally, analysis of the impact of the gender factor on the willingness to pay for sustainability
shows that such willingness could only be confirmed in the case of a double room in a hotel (p-value:
0.0186). Conversely, no gender differences were detected in the case of the sustainable restaurant
(p-value: 0.8342), the museum entrance (p-value: 0.2668), and the taxi ride (p-value: 0.5932). In the
specific case of the double room, men were more willing to pay extra for a sustainable service, with the
average being 7.58 euros, as compared to 6.06 euros on average for women. These results match the
ones obtained by López-Sanchez and Pulido-Fernández [86].
In addition to the three factors discussed above, two other factors were considered with more than
two independent groups or levels. Specifically, these factors were “age” (five levels) and “educational
status” (four levels). In these two cases, the inferential tool used in order to contrast their possible
influence on the willingness to pay for sustainability was an analysis of variance (ANOVA). The results
of having applied this statistical tool are shown in Table 6.
Table 6. Variance analysis of the tourism products and services analyzed (factors: age, and educational level).
Double Room in a Hotel
(1)

Restaurant

Museum Ticket

Taxi Ride

Factor: AGE
1 = from 18 to 25
2 = from 26 to 40
3 = from 41 to 55
4 = from 56 to 65
5 = over 65

0.307
0.873 (2)
7.8846 (3)
6.5702 (4)
6.8837 (5)
7.0274 (6)
6.3529 (7)

0.836
0.503
2.6346
2.8058
3.3566
2.8630
3.0000

0.645
0.631
0.7250
0.6938
0.8089
0.7667
0.7924

0.523
0.719
1.0000
1.0455
1.1457
1.0352
1.2656

Factor: EDUCATION
1 = no studies
2 = primary education
3 = secondary education
4 = higher education

3.297 (1)
0.021 (2)
4.2000 (3)
4.5500 (4)
5.9048 (5)
7.5895 (6)

1.837
0.140
2.3000
2.0500
2.7183
3.2467

4.812
0.003
0.5400
0.5225
0.6452
0.8491

3.519
0.015
0.3000
0.6000
0.9516
1.1991

Notes: (1) F statistics; (2) p-value (unilateral); (3) group 1 mean value; (4) group 2 mean value; (5) group 3 mean
value; (6) group 4 mean value; and (7) group 5 mean value. Source: created by the authors using calculations from
the R Commander Library of R software.

In the case of the “age” factor, it has been noted that there were no differences in the willingness
to pay more or less for the four products or services under consideration. In fact, the four p-values
calculated greatly exceeded 5%, so in this case the hypothesis of average population equality values
could not be rejected. This result resembles the ones obtained by other previous studios [63,70,86].
Conversely, it was not the same when the “education” factor was considered. It was only
in the case of the sustainable restaurant (p-value: 0.140) where it could be acknowledged that the
willingness to pay did not depend on the tourist’s level of education; for other products or services
under consideration, the educational level of tourists who had visited the city of Caceres had an impact
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on the greater or lesser willingness to pay for sustainability. Faced with the rejection of the equality of
averages hypothesis for the four levels of the “education” factor considered, the need for multiple
comparisons (post-hoc tests) was confirmed.
In the case of a double room in a hotel (p-value: 0.021), the post-hoc tests determined the following
relationship between the averages used for comparison: µ1 = µ2 < µ3 < µ4 . This means that tourists
with no education or only a primary school education were willing to pay an additional amount lower
than the amounts that tourists with higher education levels were willing to pay. To be specific, tourists
who lack education or have completed only primary school were willing to pay around 4.2–4.5 euros
for a double room in a hotel with a sustainability certificate, which was clearly less than the nearly
6 euros that tourists with secondary education levels were willing to pay. In any case, the highest
average amount could be observed among tourists with higher education levels, since they would be
willing to pay 7.5 euros for greater sustainability in a hotel in the city.
On the other hand, in the case of a museum ticket (p-value: 0.003), the ranking of population means
through post-hoc tests using Bonferroni’s procedure yielded the following results: µ1 = µ2 = µ3 < µ4 .
In this case, there was only one group of tourists who differed significantly from the behavior of others,
referring to the group who had higher educational level, as they were willing to pay an extra 0.85 euros
on average for a museum ticket if the increase improved sustainability. The rest of the tourists, as could
be seen in the average values presented in Table 6, were not willing to pay much more than half a euro
for the same service.
Finally, the payment of a surcharge for a taxi ride (p-value: 0.015) was the final tourism service
in the city of Caceres for which significant differences were found depending on the educational
level of tourists. The ranking of population means for the four educational levels considered was as
follows: µ1 = µ2 < µ3 = µ4 . Consequently, there were two clearly differentiated levels with regard to
the willingness to pay for sustainability. On one hand, there were tourists with no education, or only
with a primary school education, who were willing to pay no more than 0.3–0.6 euros extra for a ride
in a sustainable taxi. On the other hand, there were tourists with secondary or higher education levels
who would be willing to pay approximately one (1) additional euro for the same service.
The influence of the educational level on the willingness to pay for more sustainable tourism
products and services verified empirically in this work was aligned with the results achieved in other
studies [46,63,69–71].
6. Discussion of Results
Despite appearances, not all tourists visiting Caceres were willing to pay for sustainability. In fact,
the percentage of those who wanted to contribute to the sustainability of the city through a higher
price on its tourism products and services did not even reach 50%. It is possible that this situation was
due to a lack of tourist information, or to the fact that sustainability was not yet a core tourism strategy
in the city of Caceres. In fact, at the time of this writing, there was no reference to the city’s tourism
sustainability strategy in the tourism section of the Caceres City Council website.
Action should be taken to make visitors aware that preserving the cultural and historical heritage
of the city for future generations is an unavoidable objective. In this regard, the carrying out of certain
actions aimed at spreading a culture of sustainability among visitors to the city has begun. Specific
examples of these actions include the initiative entitled, “Every tin counts” (“Cada lata cuenta”), which
is aimed at promoting recycling of beverage tins, or the campaign known as “#womadciudacáceres”,
the purpose of which is to encourage pro-environmental behavior. Both of these programs were
developed during the celebration of the Womad music festival. Another initiative to transform Caceres’
Main Square (Plaza Mayor de Cáceres) into a pedestrian zone, undertaken some years ago to create a
pollution-free area, is a further example of such actions.
Among tourists who were willing to pay more for sustainable hotels in the city of Caceres, the
average extra amount was confirmed at 6.78 euros, which was approximately 5%–10% more than the
cost of a double room, depending on the time of year of the tourist’s stay. This additional amount would
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be acceptable for most of the city’s tourists, provided that they were properly informed that it would
be used exclusively for taking actions to improve sustainability in hotels. Such actions would include
eliminating food waste, minimizing water consumption by installing low flow showerheads, eliminating
single-use plastic products, ending the use of paper in administrative processes, energy-saving actions,
etc. In this sense, the Room Mate Ecolution project being undertaken by the hotel chain known as
Room Mate may be a model for hotels in Caceres in terms of sustainability management. Through this
project, they want to become the hotel chain with the highest level of sustainability by eliminating 80%
of paper and plastic use by the end of 2020.
In the case of restaurants, the average extra amount for a lunch or dinner in an establishment
that applies sustainability criteria in the city of Caceres amounts to 2.98 euros. This sum represents
between 2% and 15% of the total price of a meal (in this case, the price variability of restaurants in
Caceres is much greater than that of hotels). The purpose of this extra amount could be to use recycled
materials, local or seasonal products, for the preparation of organic food, use of raw materials from fair
trade sources, biodegradable products for washing dishes and cutlery, nutritious menus to promote a
healthy diet, etc.
The payment for more sustainable museum management in the city of Caceres reached an average
value of 0.75 euros, a figure that would be approximately 10% to 20% of the entrance fee (bearing in
mind that some establishments, such as the Museum of Caceres, are free). The application of this small
surcharge for entrance to the city’s museums would allow for the implementation of actions such as
the search for energy efficiency, the use of renewable energy sources, education in sustainability values,
the hiring of local employees, sustainable architectural design, the encouragement of recycling, reuse
of materials, the promotion of fair trade in its commercial spaces, and so on.
With regard to the city’s taxi service, the tourists surveyed stated that they would be willing to
pay an average of one additional euro for a ride in a sustainable taxi, a figure that would be between
approximately 4% and 12% of the cost of a typical taxi ride in the city of Caceres. The purchase of
ecological taxis by professionals of the sector with electric or hybrid motors, including ionized air
conditioning, or the procurement of the ECO label from the Spanish General Directorate of Traffic
(DGT) for the current fleet of taxis in the city, are just some of the actions that would convert a sector
not traditionally considered to be especially sustainable into one that is more environmentally friendly.
This would justify a slight increase in current fares for the sake of having a service that is considerably
more ecological.
On the other hand, given the fact that the statistical distribution of extra fees for the four products
and services analyzed in the city of Caceres is not considered to have achieved normality, and that a
high concentration of values below (or far below in some cases) the average value has been noted,
this situation should alert those responsible for establishing these hypothetical surcharges of the
inappropriateness of setting them at levels above average values, since the percentage of tourists
willing to pay them would be very low. Consequently, the recommendation resulting from this analysis
is that private tourism agents who are involved in this issue should always set additional prices lower
than the calculated average value. A good standard for the range of prices to be applied would be to
set values between the first quartile and the median of the surcharge for each product or service (see
Table 1).
In this research, a high correlation between the willingness to pay for sustainability among hotel
and restaurant business services has been observed. Consequently, it is reasonable to propose joint
sustainability actions between hotels and restaurants. Conversely, the willingness to pay more for a
sustainable taxi service is generally less related to the city’s accommodation, restaurant and museum
services. This is possibly due to the fact that this service is optional and not used by all tourists, unlike
the situation of accommodation and restaurants, which are demanded by all visitors to the city (with
the exception of those who take day trips and do not need accommodation).
When comparing the willingness to pay for greater sustainability in tourism products and services
in the city of Caceres in 2012 and 2016, it has been observed that the extra monetary amounts are
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generally higher in the latter year. This situation does not necessarily indicate greater sustainability
awareness by tourists visiting the city, but may be due to factors that are exclusively economic in
nature. On one hand, the fact that the first phase of the survey was carried out in the midst of the
economic crisis while the second was performed at the beginning of the recovery period may explain a
greater willingness to pay these amounts in the second phase, since willingness to pay is determined
by the income level of consumers, as mentioned above. On the other hand, the natural process of price
increase (inflation), which is characteristic of any economy, may be having a subconscious effect in the
minds of tourists resulting in the tendency to contribute more to sustainability simply because market
prices of these products and services were higher in 2016 than in 2012.
On the other hand, foreign tourists visiting Caceres were willing to pay higher amounts than
Spanish tourists to improve the sustainability of accommodation and public transport in the city. If
at some point in time the decision were made to charge the customer for these non-market services,
this scenario could become an important source of funding for tourism sustainability in the city of
Caceres. However, the percentage of foreign tourists within the total number of visitors to the city of
Caceres is so small (less than 20% of the entire amount) that these differences in the willingness to pay
for sustainability between domestic and foreign tourists are nearly irrelevant.
Another interesting finding of this study was that the culture of sustainable tourism was not a
gender issue, as men were generally not willing to pay more or less than women for tourism products
and services with an increased level of sustainability. In a similar vein, this was not a generational
issue, since no age segment were identified in which the average extra amounts they would be willing
to pay for more sustainable tourism products or services were any higher than those of any other
age segment.
Finally, unlike gender and age, it was empirically confirmed that there was a direct relationship
between the willingness to pay for sustainability and the educational level of tourists. In fact, tourists
with university or secondary education levels were always willing to pay more for greater sustainability
of tourism products or services in the city. Consequently, it is necessary to design campaigns for
the purpose of raising awareness among visitors to the city of Caceres who have lower educational
levels regarding tourism sustainability. To this end, instruments should be used that can reach the
entire population, not only the best educated. In this regard, the use of social networks and mobile
applications related to tourism may be examples of awareness channels that could reach all classes and
sectors of society.
7. Conclusions
This paper confirmed that, although the theoretical concept of sustainability seems to be installed
in the mind of the tourist, its manifestation in the form of a willingness to pay for sustainability is not
yet widespread. The fact that more than half of the tourists consulted in this research declare that they
were not willing to pay more for more sustainable tourist services revealed a poor degree of awareness
about the consequences that tourist management could have far from the principles of sustainability.
The analysis of the factors that might condition the willingness to pay for sustainability presented
in this work matched the conclusions reached in other previous research papers. Therefore, the
segmentation of the tourist market according to the origin of the tourist and its socioeconomic level,
mainly, is necessary for the communication policies of sustainability strategies or actions of both tourist
destinations and companies in the sector.
As limitations of the research carried out, the small number of factors used in the analysis and the
absence of other factors that could enrich this paper can be noted. Among these factors, the level of
income could be cited as a determining factor in the willingness to pay for sustainability. In this sense,
the authors are considering conducting new surveys with the inclusion of this and other factors that
could condition the aforementioned availability to pay.
Finally, among the future lines of research to be developed as a product of the results of this paper,
the use of multivariate regression models to estimate the effect of a factor, having the rest of the factors
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controlled, the linkage of awareness to sustainability with climate change or obtaining data in other
World Heritage Spanish cities in order to verify the hardiness of these results and to establish reliable
statistical comparisons.
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Appendix A
Questionnaire (only questions that have been addressed in the article have been included).
Origin:
 Spain (Indicate Autonomous Community of origin) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
 Foreigner (Indicate country of origin) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
Gender:
 Female
 Male
Age:
 From 18 to 25 years old
 From 56 to 65 y/o

 From 26 to 40 y/o
 Older than 66 y/o.

 From 41 to 55 y/o

Educational level:
 No studies  Primary studies  High School  College/University.
1. Do you believe that good practices regarding sustainability raise the price of the tourist service?
 Yes.
 No.
2. Would you be willing to pay a raise on the price of a tourist service to enjoy your stay in a more sustainable destination?
 Yes. (Go to question nº 3).
 No. (Go to question nº 4).
3. Which quantity would you be willing to pay in order to enjoy a more sustainable tourist service in the following cases?
(Cross the desired answer)
a) On a double hotel room:
(0 euros/1euro/2 euros/5 euros/10 euros/15 euros/20 euros/25 euros/30 euros/50 euros).
b) On a restaurant:
(0 euros/0.5 euros/1 euro/2 euros/3 euros/4 euros/5 euros/7.5 euros/10 euros/15 euros).
c) On the ticket to a museum:
(0 euros/0.1 euros/0.25 euros/0.50 euros/0.75 euros/1 euro/1.25 euros/1.50 euros/1.75 euros/2 euros).
d) On a taxi drive:
(0 euros/0.5 euros/1 euro/1.5 euros/2 euros/2.5 euros/3 euros/3.5 euros/4 euros/5 euros).
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