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Abstract: Understanding the complex interactions betw een ec orou rists and ecod estina uons
is important to ecotourisrn decision making, including regulatory, operating. and marketing
decisions. We in tro duce a methodology and statistical model designed to separate cle anly the
complex relations between Ute eco tou rist tra its of attitude cowards the environment and
involvement with eco tou rism, and the ec odesrination images defined by th e d egree 10 which
nature , learning, sus ta inabiliry, and infrastructure development a re perceived to be part of a
destination . The model allows the sensitivities of preferences to ecotourist traits to depend on
their image of destinations, an d allows a random co mpon ent, rather than modeling and esti­
mating sensitivities as fixed parameters. The conceptual framework. model formulation, and
a guide for interpreting the calibrated model are presented. Keywords: eco rourism, destina­
tion image. traits, random coefficien t model, interaction. © 2010 Elsevier Ltd . All li ghts
reserved .

INTRODUCTION

Dominant areas of ecotourism research involve the nature of ecodes­
tinations, and the characteristics of ecotourists, which Weaver and Law­
ton (2007) refer to as the supply and demand dichotomy. The supply
and demand sides are deeply intertwined, as evidenced by the fact that
ecotourists are typically described not only by traits that are enduring
and independent of destinations , but also by their preferences for spe­
cific kinds of destinations. Similarly, destinations are often character­
ized by their image, and image is subjective and therefore varies with
individual tourists (CaBarza, Saura, & Garcia, 2002 ; Mazanec, 1994).
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