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1. Introduction

State-sponsored research can be considered a key driver of
sustainable environmental, social and economic develop-
ment. In recognition of this fact, the Austrian Federal Min-
istry of Science set up (in 1995) the ongoing “Sustainable
Cultural Landscape Development” research (CLR) pro-

gramme. Since its inception, this programme has been
addressing current socio-economic and ecological issues in
regional development and using applied research to find
solutions to practical development problems (BUNDESMIN-
ISTERIUM FUR WISSENSCHAFT, FORSCHUNG UND KUNST,
1995). Inter- and transdisciplinary scientific co-operation,
joint financing of projects by the state and private sectors,
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and international research co-operation ensures the targe-
ted and effective use of public money for this research.

If such solution-orientated research is to be able to re-
spond and adapt to a dynamic research environment, then
public debate, discussion and exchange of ideas and experi-
ence is required. This must involve all the participants in the
innovation process, irrespective of background, be this po-
litics, science, business, planning, media, education or art.
Ideas and concepts drawn from non-profit marketing, given
appropriate modification and application, can improve the
success of the CLR programme by encouraging knowledge
transfer between research groups and target practitioner
groups, and by building trust between these different
groups through ongoing dialogue (KOTLER and ROBERTO,
1989).

This paper describes the special characteristics of the Aus-
trian CLR programme. The programme differs from previ-
ous national research initiatives in terms of its origins,
organisation, research approaches and research objectives.
The main part of the paper shows how the Analytic Hier-
archic Process can be applied to choose the best suitable one
for marketing out of a variety of research results.

In brief the key issue of this paper is: Faced with a wide
range of detailed research results, how can we draw out
specific research products intended for practical imple-
mentation (using an systematic and analytic decision ma-
king process; BAZERMANN, 1998, 3)?

2. The Austrian “Sustainable Cultural Lands-
cape Development” Research Programme —
a brief overview

As in many other developed countries, a lot of Austria’s
regions are subject to ecological exploitation, migration
away from disadvantaged areas and increased traffic bur-
dens. Conlflicting pressures and demands are placed on land
units and all these socio-economic factors are themselves
associated with environmental problems, such as pollution
or overexploitation of soil and groundwater, and a rapid
reduction in the number of animal and plant species. The
aim of the “Sustainable Cultural Landscape Development”
research programme is, therefore, to produce the necessary
scientific basis for new development approaches which
might help turn the promising, theoretical concept of
sustainability into practical reality at a regional level.

The research programme takes sustainable development
to mean one which respects both society and the environ-
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ment, and which ensures that current and future genera-
tions can benefit from a secure supply of basic resources. In
this context, the normative element is of central impor-
tance; people and societies set objectives, not nature. It is,
therefore, important to identify the risks associated with
particular scenarios, so that alternatives can be considered.
An understanding of the (political, socio-economic and cul-
tural) dynamics and decision-making processes behind
observed development processes is also important. The
challenge for science is to find quantitative and objective
indicators which allow the continuous observation of social
and environmental development processes. Alternative
approaches to the resolution of conflicts also need to be
identified. These approaches must reflect the need to treat
the environment with care and respect, but they must also
take into account the needs of the people involved.

The framework of the research is defined through the fol-
lowing programme objectives (see BUNDESMINISTERIUM
FUR WISSENSCHAFT, FORSCHUNG UND KUNST, 1995):

* a meaningful reduction in those material flows caused by
human activity,
* preservation of biodiversity and quality of life,
* resolution of any conflicts arising from the first two objec-
tives,
* encouragement of a diversity of development and lifestyle
alternatives within the dynamics of the landscape.
The set of tasks implied within these objectives is related to
the conflict between the core concepts of “quality of life”
and “biodiversity”. Quality of life is taken to mean the sum
of both individual and collective evaluations and aesthetic
perceptions of immediate circumstances (in the context of
environment, work, leisure time, home and family). The
meaning of biodiversity is that proposed within the “Con-
vention on Biological Diversity”: the preservation of bio-
logical diversity, the sustainable use of its components, and
the fair and balanced distribution of benefits arising from
exploitation of genetic resources, for example through pro-
vision of reasonable access to genetic resources and the
appropriate distribution of resulting technologies (with due
consideration to the rights associated with these resources
and technologies), or through appropriate funding.

Issues concerning the sustainable use of Austrian cultural
landscapes cannot be resolved by any one, single socio-eco-
nomic or scientific discipline. Regional and local popula-
tions also need to be closely involved in the research process.
The kinds of projects most likely to be found in the pro-
gramme, therefore, are those which demand a considerable
degree of inter-disciplinary co-operation, which counter-
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balance top-down and bottom-up approaches and which

seem most likely to produce the kind of research results

which can find relatively swift practical application.

Since the beginning of 1995, around 180 scientists from
30 disciplines have been working closely with local people
in order to find approaches to land use which reflect the
needs of both society and the environment. The pro-
gramme currently covers 20 modules (sets of inter-discipli-
nary projects), involving a range of — often very innovative
— research methods and approaches. The following objec-
tives are covered:

* describe and secure social and ecological functions

* develop and evaluate strategies for resolving conflicts of
use (in the sense of research on behalf of the weaker par-
ties in such conflicts)

* ensure quality of life and a secure supply of basic resources
for local populations while giving due consideration to
the needs of society and the environment (the problems,
needs, wishes and priorities of the local population are at
the core of this process)

* secure and restore the multifunctionality of the cultural
landscape

* secure (1) the supply of biotic and abiotic resources (e.g.
through the optimal use of renewable resources) and
(2) those landscape areas and elements of importance in
terms of landscape ecology or cultural genetics

* introduce or improve planning instruments for open
spaces

* give emphasis to border regions (meaning both internal
and outer EU borders)

* control implementation and development processes

* ensure that research results are capable of practical imple-
mentation, particularly in the areas of research, politics,
planning and education

* provide scientific supervision of the programme (research
into the research process itself)

* ensure research results can be used in legislation and pub-
lic administration, and as catalysts for the introduction of
independent control and development structures

These research objectives are a clear reflection of the

research programme’s pragmatic approach and clear focus

on implementation issues. Increasing the knowledge base
per se rarely solves problems. Instead, environmental
research has to examine the relationships between theoreti-
cal knowledge and practical action. It has to take up the
position within the problem-solving process where new
insights can bring about the greatest impact. Public rela-
tions (PR) and media work must not, therefore, be seen as
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a communication process of secondary importance to the
research itself. On the contrary, such work should be seen
as an integral component of programme-specific marketing
initiatives, allowing environmental research results to be
converted into tailor-made solutions to actual problems
(BUNDESMINISTERIUM FUR WISSENSCHAFT UND VERKEHR,
1998).

3. The potential for increasing the effective-
ness of cultural landscape research (CLR)

Research marketing is not just a process for communicating
research results to relevant target groups. It also serves to
ensure that cultural landscape research is given an appro-
priate strategic position in national and international inno-
vation systems. Contract research projects with environ-
mental themes generally have relatively small budgets. Nev-
ertheless, continual dialogue with the main players in the
innovation system (such as politicians, businessmen and
finance experts) can draw wider financial and human
resources into the programme, and make a decisive differ-
ence to the issue of implementation (research programme
as catalyst).

One problem, however, is that science is generally not
something that arouses much public interest. Scientists
tend to accumulate new knowledge slowly, use neutral lan-
guage, and offer long-winded explanations. This contrasts
with the more general needs of potential users of scientific
information, who seek clarity and simple, problem-orien-
tated, practical guidelines for dealing with the issues and
problems they face. If science becomes more closely associ-
ated with the problems of daily life, then it might also
become more interesting for society, particularly for deci-
sion makers in politics, planning and business. The cultur-
al landscape research programme also aims to increase pub-
lic awareness and acceptance of both science and scientific
institutions by tackling environmental problems that con-
cern us all (BUNDESMINISTERIUM FUR WISSENSCHAFT UND
VERKEHR, 1998).

If you are to gain and hold the attention of a significant
proportion of society and establish the kind of contacts
needed to ensure the efficiency and relevance of a research
programme, then you have to put a lot of work into ongo-
ing communication activities. If resources are limited, then
PR work has to concentrate on specific target groups. Media
work can then be extended systematically to tackle new tar-
gets as resources permit. Up until now, formal communica-
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tion within the CLR programme has mainly been limited
to production of an information bulletin for distribution to
funding bodies and participating and non-participating sci-
entists. Thanks to a fundamental shift within Austrian sci-
entific policy toward more professional supervision of
research, it is now possible to follow new directions, in par-
ticular through the creation of a programme-specific mar-
keting concept (identification of the most relevant target
groups and appropriate ways of approaching these groups,
definition of the most important scientific products). In
this respect it is important to note that general non-profit
marketing aspects are not the issue of this paper. The main
aim of this paper refers to solving of a specific multi-crite-
ria decision problem. Nevertheless, the following chapters
give a brief and general overview about non-profit marke-
ting and target group selection.

4. Marketing Concepts for CLR Results
4.1 General Aspects

The CLR outcomes should be communicated to potential
beneficiaries. We can describe this as marketing for scienti-
fic results, which means we need to develop marketing con-
cepts for marketable products. Concerning the develop-
ment of marketing concepts we focused on traditional mar-
keting literature (e.g. DIBB et al., 1997; MACDONALD,
1996; LANG, 2000) with the four main steps

1. analysis,

2. strategy formulation,

3. implementation,

4. control.

In this context, marketable products mean research insights
and results which offer genuine solutions for problems of
potential target groups. We would, for example, have a
product of considerable value to landscape planners, local
administrators, ecologists, etc., if we were able to collate and
incorporate those sustainability indicators which have been
developed in the programme within a user-friendly appli-
cation. Products are individual solutions which allow prac-
tical application of scientific knowledge in terms of, for
example, action guidelines, decision support systems,
expert software, catalogues of measures and methods,
videos, exhibitions, etc.

“Marketing” generally means the satisfaction of all kinds
of customer needs (KOTLER, 1997, 9). The main difference
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between traditional marketing and non-profit marketing is
the non-profit orientation of the latter concept. Instead of
profit goals there are different strategic objectives like the
protection of ecological systems, the achievement of social
welfare or — like in our case — the maintenance of cultural
landscapes (SCHEUCH, 1997, 213; KOTLER and ROBERTO,
1991, 37pp.).

Knowledge transfer would become more effective and
target-orientated given appropriate presentation and mar-
keting of scientific results and insights to potential users
(i.e. those who can make use of research results in their
political, economic or planning activities). It is certainly not
enough simply to refer to research papers for the scientific
community. More specifically, we need marketing strategies
that account for both the needs of the target groups, and the
nature and objectives of cultural landscape research.

4.2 Target groups

Compared to traditional marketing there are no one-
dimensional exchange relations (with other words no seller-
buyer relations) because there are more forces influencing
the non-profit market (media, governmental institutions,
trade unions, etc.). Therefore, each non-profit organisation
has one core task: to identify the individual interest groups

(i.e. stakeholders) and their basic wishes and needs and their

political objectives (SCHEUCH, 1993, 542pp.). The poten-

tial stakeholders for the scientific results out of the CLR
program are:

* communal players (mayors, clubs and associations, CLR
and regional development initiatives, other “landscape
protagonists”)

* political decision makers at local, regional and national
levels

* decision makers within the economy (commercial and
industrial landscape users, regional managers, planning
offices, etc.)

* interest groups and representative bodies (trade unions,
chambers of commerce, etc.)

e associations and NGOs active in environmental and
landscape protection

* national and international experts in CLR-related scien-
tific and research disciplines,

¢ educational institutions (schools, universities, etc.)
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5. Analytic Hierarchy Process (AHP) as a
Method to Select CLR Products

In our case, marketing concepts were developed (following
an examination of the current situation) for 3 products cho-
sen to act as role models. These marketing concepts take
into account the special nature of non-profit marketing and
innovation marketing. Therefore, the aim of the product
selection was to identify “CLR-prototypes” best suitable for
marketing.

Discussions with potential beneficiaries and the CLR-sci-
entists ran in tandem with research, in order to ensure a
continuous exchange of information between researchers,
practitioners and the “CLR Marketing”-project team. This
dialogue allowed us to identify and eliminate useless initia-
tives at an early stage and made product development for
target groups easier.

5.1 Rationale for the Use of AHP

Why do we use a decision support system? WIERENGA et al.
(1999, 197) showed that decision support systems “...
increase firm profit and other measures of performance”.

can

Furthermore, the use of decision support systems ensures
that selection of research products for marketing is trans-
parent and comprehensible.

The computer-based Analytic Hierarchy Process (AHP)
seems suited to the selection process covered in this paper:
1. AHP is one of the few methods where hard (e.g. sales)

and soft (e.g. brand image) facts can be combined.
According to MINGERS (2000, 673) the combination of
hard (quantitative) and soft (qualitative) information
within a decision support system is often required.

2. AHP is a method which is easy and flexible to use. This is
one of the main requirements for the selection of the
appropriate method, because in our case practitioners
have to make use of the decision support system. There-
fore their willingness to work with a decision support sys-
tem was mandatory. The main reason why decision sup-
port systems are not used by practitioners are: “
simple enough or to difficult to understand ...” (LITTLE,
1970; cit. in WIERENGA and VAN BRUGGEN, 1997, 34).

Other reasons why we used AHP for solving this decision

problem were (SAATY, 1995, 25): AHP provides a single

solution, flexible model and is easy to understand; AHP
leads to an overall estimate of the desirability of each alter-

. not

native; problem definition and judgements can be refined
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during the process; linear thinking is not required; AHP can
deal with the interdependence of elements in a system;
AHP enables tradeoffs, which are often necessary to take a
decision. In particular, a number of specific applications of
AHP have shown that this method can be very useful in
solving poorly structured, complex decision problems, e.g.
economics and planning, energy (policies and allocation of
resources), health, conflict resolution, material handling,
and purchasing, etc. (ZAHEDI, 1986, 100).

AHP uses objective criteria to ensure that selection deci-
sions are both transparent and easy to follow (SAATY, 1995).
Poorly-defined problems (in this case, selection of three
alternatives out of a wide range of possible product alterna-
tives) are expressed within a hierarchical structure, allowing
us to follow an objective decision-making process; put sim-
ply, this approach allows us to get a ranking of several alter-
natives.

5.2 Procedure of AHP

“AHP enables decision makers to visually structure a com-

plex problem in the form of a hierarchy. Each factor and

alternative can be identified and evaluated with respect to

other related factors” (DYER and FORMAN, 1991, 115). In

general, AHP consists of the following steps:

1. definition of a specific decision making problem,

2. formulation of relevant criteria, which can be taken to
structure the decision making process and selection of
available alternatives (i.e. the decision hierarchy),

b

pairwise comparison to weigh the criteria,

4. pairwise comparison to weigh the alternatives in view of
each criterion,

5. synthesis of weights/priorities on the basis of a matrix

calculation combining the weighting of criteria/alterna-

tives,

structuring: building a hierarchy decision making process

t

" T

problem formulating weighting
definition criteria criteria
L)
weighting
alternatives

- 2)
syntisize
weights

Figure 1: Analytic Hierarchy Process
Abbildung 1: Analytischer Hierarchieprozess

selecting alternatives
on the baisis of
weights

1) pairwise comparison

2) matrix calculation

sensitivity
analysis
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6. sensitivity analysis to determine how sensitive the final
alternative priorities are to changes in the criteria
weights,

7. selecting alternatives with highest weights/priorities (DYER
and FORMAN, 1991, 106).

Steps 1 to 7 can be illustrated as shown above whereby step
1 and 2 concern the structuring within AHP and step 3 to
7 concern the decision making process.

5.3 Formulation of CLR Decision Hierarchy

The problem which we were faced with is: How can we
reduce the huge number of research results within CLR in
order to develop “CLR-prototypes™ We are talking about
30 possible products for which marketing concepts could
have been developed.

To solve this decision problem, a number of relevant cri-
teria were selected. In a first step we used the criteria “readi-
ness of research results for knowledge transfer” and “realis-
ability” to reduce the 30 research outcomes to a maintain-
able number of possible products (AHP requires a maxi-
mum number of 9 alternatives for pairwise comparison).

In a second step we selected further criteria to finally
evaluate the remaining alternatives. These criteria were
deduced by analysing marketing and decision theory lit-
erature (KOTLER, 1997; KOTLER and ROBERTO, 1989;
HAaMMOND, 1999; MACDONALD, 1997; Luck, 1989;
BAZERMAN, 1998), by qualitatively interviewing experts
of non-profit marketing and of cultural landscape
researchers. The resulting criteria were combined within
an AHP model (see figure 1). This model can then be used
to define a product typology, categorise individual re-
search results in terms of different levels of (implementa-
tion) priority, and select (objectively) those products to be
marketed.

Criteria for selecting these products were
* accessibility of target group(s);

* developing costs (i.e. the financial resources required for
implementation);

* positive image transfer from the product to the whole
research program, i.e. CLR (public relations);

* availability of sufficient final results (readiness for pro-
duction);

* unique selling proposition of the expected products

(USP; KOTLER, 1997, 296);

* expected life cycle of the product.
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selecting CLR products

target cost public readiness for UsP life
groups relations production cycle
[ [ [ [ [ I
: [
‘alternaﬁve1 ‘ ‘alternative 2‘
Figure 2: CLR decision hierarchy

Abbildung 2: KLF Entscheidungshierarchie

Only such a strict, well-defined approach to the selection of
products can guarantee that the best-suited results will be
transformed into specific products for practical application.
This efficiency-driven approach is particularly important
when you consider that the legitimacy of original research
depends on the utilisation of the end results (at least in
applied research).

The actual selection of these criteria and the following
weightings (of criteria and alternatives), were carried out by
the following decision group: representatives of the Federal
Ministry of Science, cultural landscape experts, potential
users of research results, the scientific supervisory commit-
tee for the project, researchers of the University of Agricul-
tural Sciences Vienna. This was to ensure that a maximal
amount of knowledge and experience was incorporated
within the decision process.

product selection

[ [ [ [ [ 1
target group costs PR UspP product ready life cycle
0,141 0,055 0,376 0,114 0,241 0,073
040 0,40 040 0,40 0,40 0,40

030 0,30 030 H H 0,30 0,30 0,30

0,20 0,20 020 H H 0,20 0,20 0.20
0,10 1 I» 0,10 0,10 H H 0,10 D 0,10 0,10
000 — —i

0,00 0,00 0,00 0,00 0,00

Figure 3: Evaluation of criteria/ criteria priorities
Abbildung 3: Evaluierung der Kriterien / Kriteriengewichtung

Figure 2 shows the results of the judgements by these per-
sons concerning the criteria of the process. It shows that the
criterion “public relations” is by far the most important one
followed by “readiness for production” and “target group”.
Therefore, the deciders can be considered to be more aware
of the public impression of the products than of technical
aspects. Obviously, the subjective benefit orientation of the
deciders has a large influence on the outcomes of such an
evaluation process. But subjectivity within a decision
process comes along with the insights of the decision theo-
ry (LAUX, 1998, 59; WEBER, 1993, 10).
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5.4 Evaluation of CLR Alternatives

As mentioned above, out of the huge number of possible
products eight alternatives were selected for evaluation
within AHP (i.e. product favourites). As you can learn from
table 1, the range of products varies from services to soft-
ware and training facilities.

Table 1:  CLR product favourites (alternatives)
Tabelle 1: KLF Produktfavoriten (Alternativen)
abbreviation AHP | description

Alternative 1 | internet website CLR

Alternative 2 | seminar seminars for cultural land
scape planners, governmental
decision makers etc.

Alternative 3 | sim-kIf training software containing
scenarios of cultural land-
scape development (simu-
lation game)

Alternative 4 | info-sys information system landscape
planning Lower Austria

Alternative 5 | gem-bros information brochure for
villages

Alternative 6 | exp-sys expert system for risk
evaluation of alpine surfaces

Alternative 7 | rob laws and guidelines con-
cerning CLR

Alternative 8 | plan-sof evaluation model for
ecological projects

Based on pairwise comparisons taken by the decision group
mentioned above, AHP extracted the following preliminary
ranking of alternatives (see figure 3).

sim-kIf |

exp-sys |

info-sys |
R I I
plan-sof |

R [ [

réb |

gem-bros

internet

seminar

0,000 0,050 0,100 0,150 0,200

Figure 4: First ranking of the alternatives
Abbildung 4: Erste Rangreihung der Alternativen
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This ranking is preliminary because AHP requires the
application of a sensitivity analysis in order to prove the sta-

bility of the ranking.

5.5 Sensitivity Analysis

“It is often desirable to test the responsiveness or sensitivity
of the outcome of a decision to changes in the priorities of
the major criteria ... What one does is to change the pri-
ority of that criterion keeping the proportions of the prior-
ities for the other criteria the same ...” (SAATY, 1995, 140).
In our case, the sensitivity analysis showed that this ranking
has to be over thought, especially because the alternative
“seminar” got much higher weighting if the criteria “USP”
or the criteria “target group” were considered to be more
important.

new ranking

[ original weight

o) ‘

[0 weight after sensitivity usP
analysis

sim-kIf

duct read
]

plan-sof

PR
rsb
intemet

target N
get group seminar

0,000 0,100 0,200 0,300 0,400 0,000 0,050 0,100 0,150 0,200

Figure 5: Sensitivity analysis
Abbildung 5: Sensitivititsanalyse

Based on this sensitivity analysis, the group chose three

alternatives for the development of marketing concepts:

1. sim-klf: a simulation game software containing scenar-
ios of cultural landscape development in order to teach
students the implications of measures taken by humans
in the cultural landscape,

2. seminar: seminars for cultural landscape planners, gov-
ernmental decision makers, etc. to give them an idea of
the requirements deriving from CLR

3. exp-sys: an expert system for risk evaluation of alpine
surfaces for the prevention of avalanches, mudflows and
comparable negative implications deriving from human
activity in alpine regions.

The change in the ranking of the alternatives was a result of

the discussion process within the decision group. Itisa good

example for the necessity of an iterative decision process.

Although the ranking changed completely after the sensi-

tivity analysis, the outcomes of the group decision were
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satisfying for all group members, especially because the
group got some better insights into the decision problem.
Under these conditions, it is often necessary to accept
changes in the results of an evaluation process. The main
aim, the selection of alternatives for the development of
marketing concepts, can nevertheless be considered to be
achieved.

6. Perspectives
6.1 Marketing Concepts

For these three alternatives marketing concepts were devel-

oped. Each concept is a detailed description on how scien-

tific outcomes should be transferred into marketable pro-

ducts. The concepts consist of (MACDONALD, 1996; DiBB

etal., 1997):

* product description,

* market segmentation and selection of target group(s),

* 4 P’s of marketing (price, production, promotion, place),

¢ time schedule,

* required budgets for product development,

* market analysis: strength/weakness — risk/benefit analy-
sis.

6.2 Implementation of the Marketing Concepts

The implementation of the marketing concepts will be the
next step. Through this knowledge transfer can be consid-
ered to be completed. Institutions and individuals partici-
pating in the CLR programme will receive feedback and
advisory support. This is to ensure that the actual imple-
mentation of marketing concepts takes account of the
insights and experience gained during their development.
An evaluation of the implementation process will help us
identify potential for improving efficiency and effective-
ness. A comparison of the objectives which initially led to
the establishment of the research initiative with the out-
come of the actual implementation of the research products
(within the context of evaluation) will also provide infor-
mation which can be used to improve future calls for
research proposals.
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7. Conclusion

The problematic development of the cultural landscape in
Danube and Alpine areas (traffic, tourism, pollution, agri-
culture, nature conservation, etc.) was the starting point of
the research focus initiated by the Austrian Federal Ministry
of Science (in brief FMS). Therefore, the FMS decided to
grant funds (more than 10 Mio US$) to finance studies in
the field of sustainable development. Actually, a lot of stud-
ies in the field of various research disciplines were finished
(e.g.: Sociology, Landscape Ecology, Geography, Political
Sciences, Economics, History, Landscape Planning, etc.).
Unfortunately, it has not been considered that potential
users are probably not able to make use of these research
results. Potential users could be political decision makers,
governmental institutions, interest groups/Non Govern-
mental Organizations (NGOs, especially environmental
groups), economic protagonists, schools and universities.
To reach them with the results of Cultural Landscapes it is
necessary to develop individual strategies for the marketing of
the relevant applications. The applied method to select the
most useful projects for transformation to concrete pro-
ducts was the Analytic Hierarchy Process (AHP). Original-
ly, it was designed to solve complex decision making pro-
blems. In our case three research results were selected for fur-
ther marketing. First: A simulation game software should
teach students interactively the implications of measures
taken by humans in the cultural landscape. Second: Trai-
ning seminars for cultural landscape planners, governmen-
tal decision makers etc. to teach them soft skills like project
management, negotiation skills, moderation and presenta-
tion techniques referring to CLR. Third: An expert system
for risk evaluation of alpine surfaces for the prevention of
avalanches, mudflows and comparable negative implications
deriving from human activities in alpine regions.

References

BAZERMAN, M. H. (1998): Judgment in managerial de-
cision making. 4. ed., Wiley, New York.

BUNDESMINISTERIUM FUR WISSENSCHAFT, FORSCHUNG
UND KUNST (Hrsg.) (1995): Forschungskonzept 1995:
Kulturlandschaftsforschung. Selbstverlag, Wien.

BUNDESMINISTERIUM FUR WISSENSCHAFT UND VERKEHR
(Hrsg.) (1998): Umweltwissenschaft im 6ffentlichen
Auftrag: vom Konzept zur Forschungspraxis. Selbstver-
lag, Wien.

53 (Sondernummer) 2002



Cultural Landscape Planning in Austria: Transfer of Scientific Knowledge to Selected Target Groups by Applying the Analytic Hierarchy Process

DiBs, S., L. SIMKIN and J. BRADLEY (1997): The Marketing
Planning Workbook. Effective Marketing for Marketing
Managers. International Thomson Business Press, Lon-
don, Boston.

Dyer, R. E and E. H. FORMAN (1991): An analytic
approach to marketing decisions. Prentice-Hall, Engle-
wood Cliffs, New Jersey.

HAMMOND, J. S. (1999): Smart choices : a practical guide
to making better decisions. Harvard Business School
Press, Boston, Mass.

KOTLER, P and E. ROBERTO (1991): Social Marketing.
ECON, Diisseldorf, Wien, New York.

KOTLER, P. (1997): Marketing Management. Analysis,
Planning, Implementation, and Control. Prentice-Hall,
Upper Saddle Ricer, New Jersey.

KOTLER, P. and E. ROBERTO (1989): Social Marketing.
Strategies for Changing Public Behavior. The Free Press,
New York.

LANG, E (2000): Die Marketing-Konzeption: einfach und
systematisch: Visionen und Ziele in Markterfolge umset-
zen. Metropolitan-Verlag, Diisseldorf, Berlin.

Laux, H. (1998): Entscheidungstheorie. 4., neubearb. und
erw. Aufl., Springer-Verlag, Berlin.

LITTLE, ]. D. C. (1970): Models and managers: the concept
ofa decision calculus. Management Sci. 16, B466—B485.

Luck, D. J. (1989): Marketing strategy and plans. 3. ed.,
Prentice-Hall, Englewood Cliffs, NJ.

MACDONALD, M. H. (1996): Marketing plans: how to pre-
pare them, how to use them. 3. ed., reprint, Butterworth-
Heinemann, Oxford.

MINGERS, J. (2000): Variety in the spice of life: combining
soft and hard OR/MS methods. International Transac-
tions in Operational Research 7, 673-691.

Die Bodenkultur

ScHEUCH, E (1997): Marketing fiir NPOs. In: BADELT, C.
(Hrsg.): Handbuch der Nonprofit Organisation. Struk-
turen und Management, Schiffer-Poeschel Verlag, Stutt-
gart, 221-226.

ScHEUCH, E (1993): Marketing. 4. Auflage, Vahlen,
Miinchen.

Saary, T. L. (1995): Decision Making for Leaders. The
Analytic Hierarchy Process for Decisions in a Complex
World. RWS Publications, Pittsburgh.

WEBER, K. (1993): Mehrkriterielle Entscheidungen. Olden-
bourg, Miinchen, Wien.

WIERENGA, B. and G. H. VAN BRUGGEN (1997): The Inte-
gration of Marketing Problem-Solving Modes and
Marketing Management Support Systems. Journal of
Marketing 61 (3), 21-37.

WIERENGA, B., G. H. VAN BRUGGEN and R. STAELING
(1999): The Success of Marketing Management Support
Systems. Marketing Science 18 (3), 196-207.

ZAHEDL, E (1986): The Analytic Hierarchy Process — A Sur-
vey of the Method and its Applications. In: INTER-
FACES, Vol. 16 (4), 96-108.

Address of authors

Dr. Oliver Meixner, Dr. Rainer Haas, Institute of Agri-
cultural Economics, University of Agricultural Sciences
Vienna, Peter Jordan Str. 82, A-1190 Vienna, Austria;
e-mail: haas@edv1.boku.ac.at, meixner@edvl.boku.ac.at

Eingelangt am 15. November 2000
Angenommen am 2. Mai 2001

53 (Sondernummer) 2002



