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1. Introduction 
 

1.1. Background information 
 

Danube GeoTour project aims to “improve management capacities and strategies and 

to develop practical solutions for the activation of geodiversity/geoheritage and to seize 

positive market trends for sustainable tourism development in 8 Geoparks of the Danube 

region”1. In order to achieve this, one of the challenges is to “seize the potential of Geopark 

values and brand for socio-economic development while inspiring local residents and small 

businesses to develop new, sustainable and innovative geoproducts along the defined 

Danube GeoTour“2 

 The objective of WP4 is “to increase the capacities of participating Geoparks in 

creating unique sustainable tourism products and services based on a Geopark’s specific 

heritage, the involvement of local SMEs, new gamification tools and visitor engagement with 

a focus that is in line with the strategy on management tourism pressures and the carrying 

capacity of each individual territory.”3 Thus, the new geoproducts developed are key elements 

for the success of the entire project. 

 This document shows how the pilot geoproducts were tested and what results were 

reached both qualitative and quantitative. The pilot geoproducts were developed and tested 

in the WP4 in connexion to all other WPs. The basic criteria, the first step in testing the 

geoproducts were developed in WP3. It also uses the work from WP5, especially in defining 

“innovative” as mainly a question of interpretation and also in describing the methods of 

                                                
1 Danube GeoTour Application Form 
2 Danube GeoTour Application Form 
3 Danube GeoTour Application Form 
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emphasizing the products connexion to Earth. The promotion component of a geoproduct will 

be developed in correlation with WP6 recommendations.  

 Testing the geoproducts shows a snapshot of a particular new geoproduct in this 

moment of its development. However, all the tools described and used here are available on 

the on-line platform in a gamification form. At the moment everything is developed under the 

link geo.slavokozar.sk. The project partners have to discuss a better webpage link as a next 

step suc has www.danube-geoparks.com for example. Thus, any time from now, the geopark 

staff, the partners, SMEs or any other producer may use the assessment tools available on-

line to test a geoproduct. This is also helpful for education and training purposes, for any 

discussion involving the concept of geoproduct.  

Each of the Geoparks created and tested a unique product by designing a concept, by 

engaging, training local providers and/or by developing missing highlights in the geoproduct. 

Different GeoCulture and GeoOutdoor products were introduced in participating geoparks. 

Lessons learned are documented, evaluated and made available as models for others in this 

document and on the on-line platform. (same link as above at the moment: geo.slavokozar.sk.) 

The characteristic elements within the Geopark Styrian Eisenwurzen are formed by water: 

Rivers, springs, gorges and caves.  The area and the river “Salza” are very famous for 

whitewater sports such as rafting or kajak.  

These are the ground sources for the development of GeoRafting. Everything started with an 

initiative of our Geologist Heinz Kollmann in 2008. He saw the potential of a new innovative 

tool to attract a new target group. He developed some draft training materials and had some 

contacts with regional rafting companies but it never got realized until now. With this project 

the Geopark management had the chance to develop this GeoProduct. 

The idea of GeoRafting is to give interested visitors more information about the Nature and 

Geopark, the region, biodiversity, geological and cultural heritage during a rafting tour. Along 

the ride you have a very unique landscape shaped by water. At the various stops and 

geological highlights, the rafting guides are telling the guests interesting geological and other 

facts of the territory. 

During the project Interreg Danube GeoTour the Geopark management with its partner Rafting 

Camp Palfau had the possibility to develop GeoRafting product: 

a) concept implementation 

The Geopark management worked closely together with the contracted Geologist Heinz 

Kollmann. With his expertise the training materials in German were developed. 17 stops along 

the river Salza have been chosen to show the Geodiversity and biodiversity of the region. (see 

also Annex 8.4.) The next step is the proper translation of the training material into English 

until the end of the project. The Geopark management chose as a first step the rafting 

company Rafting Camp Palfau as a role-model. The testing phase and implementation is 

easier at the beginning with one rafting company. The Rafting Camp Palfau has been the first 

one’s in the Geopark which offered GeoRafting in the 1980s. They have a great experience 

and work closely together with the Nature and Geopark. So a testing with the Geopark 

management took place in May 2018. 
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Figure 1: GeoRafting on the river Salza within the conglomerate gorge of Palfau – © Stefan 
Leitner – NP Gesaeuse 

 

Figure 2: GeoRafting on the river Salza – © Stefan Leitner – NP Gesaeuse 

b) workshops and training materials for GeoRafting guides in German and English 

The first workshop took place in April 2018 and is going to be held annually from now on in 

springtime. 12 rafting guides have been trained at this workshop by the Geopark management. 

The workshop is an interactive half-day training.  



7 

 

Figure 3: First GeoRafting workshop in April 2018 – group picture of the participant, © UGGp 
Styrian Eisenwurzen 

     Figure 

4a and 5b: First GeoRafting workshop in April 2019, © UGGp Styrian Eisenwurzen 

 

a) Marketing activities: image flyer, image videos in different languages, social media and 

webpage activities etc 

The Geopark management shot with the contracted company Robert Gamperl films image 

videos for marketing purposes. The shooting took place in May 2018 with the Raftingcamp 

Palfau. At the moment there are two versions available a short one for social media activities 

and a longer one for webpages and presentations. (see also 

https://www.youtube.com/channel/UC-D5RTL11AQE95GwJpN-6DQ) For the last period 

there are more videos planned. 

 

Figure 5: Image video shooting GeoRafting in May 2018 with Robert Gamperl films © Robert 
Gamperl 
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Figure 6: Image video shooting GeoRafting in May 2018 with Robert Gamperl films © Robert 
Gamperl 

Furthermore, two image flyers are available now in German and English developed with the 

contracted company most-media.at (see also Annexes 8.2. and 8.3.). See as an example 

also the English image flyer below: 

 

 

Figure 7: Exterior of the GeoRafting image flyer in English 
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Figure 8: Interior of the GeoRafting image flyer in English 

 

In addition, ongoing Social Media activities have been started and the GeoProduct can be 

found online on the Geopark’s website and on the website of the regional tourism board for 

example. This means interactive online marketing now and beyond the project. 

 

Figure 9: Example of a GeoRafting post on facebook.com 
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Figure 10: GeoRafting on the webpage of the regional tourism organization gesaeuse.at 

 

Figure 11: GeoRafting online on the webpage of the UGGp Styrian Eisenwurzen 

1.2. Methodology 
 

This material was developed using data and expertise provided by Geopark Styrian 

Eisenwurzen, the partners in the project and by other geoparks in the European Geoparks 

Network. Most of the methodology for defining the geoproducts followed the Output 4.1. 

Guideline for development of innovative GeoProducts. 

 Other data derives from experiences and lessons learned from ASP and other 

members of EGN and GGN, the skills and expertise of the geopark managers present in the 

project as well as all the partners direct contact with local entrepreneurs in tourism, food art 

and crafts. 
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 In this case the initial development of GeoRafting and its sources has been 

implemented in a first phase by the Geopark’s Geologist Heinz Kollmann in cooperation with 

the Rafting Camp Palfau as a regional stakeholder already in 2008. With the Danube GeoTour 

project the Geopark management picked up the main idea and pushed the new settings of 

GeoRafting product itself as stated above. In conclusion, two local stakeholders and one 

contracted Geologist have worked for the development of the GeoProduct including research, 

data collection, discussions and evaluation: Geopark management, Geologist Heinz Kollmann 

and Raftingcamp Palfau. 

 

1.3. Summary 
GeoRafting is a GeoProduct developed by PP2 Styrian Eisenwurzen UNESCO Global 

Geopark in Austria. GeoRafting is a unique package for visitors which combines adventure 

tourism elements with education of geodiversity, biodiversity, nature protection and cultural 

heritage. Within the background information section details are given about the 

implementation on a local level including the description of the first rafting company as a role 

model. A contracted Geologist helped with his knowledge about the Geology of the region. 

This influenced the introduced training material for GeoRafting guides positively. A graphic 

designer and a filmmaker have also been contracted to produce marketing material such as 

flyers in German and English and image videos in German and English. The implementation 

took place along the guidelines for qualitative assessment and quantitative evaluation. The 

basic criteria are defined in the next section. GeoRafting fulfils very highly the criteria of a 

GeoProduct. According to the qualitative assessment there is a Geo direct connection, 

structure and economy as well as a Geopark partnership. GeoRafting reaches 80 out of 100 

points within the quantitative evaluation. GeoRafting contains the fields local Geodiversity, 

GeoProduct development and marketing, geological heritage management and involves the 

local community. The Geopark management has been accompanied the development of 

GeoRafting and is going to do that also in the future with support on the training of GeoRafting 

guides, the content of training materials and diverse marketing activities. The role model 

Rafting Camp Palfau has been a strong partner concerning GeoRafting but in the future more 

rafting companies will be involved.  

2. Basic criteria 
 

2.1. Description 
 

Geoproduct is a product that presents the characteristics of a geopark on the market. 

At the same time a geoproduct can have additional values from nature conservation. In this 

case, a geoproduct must comply with the principles and standards of conservation of the 

geological heritage and its promotion in order to improve awareness about the importance of 

conservation of our GEO heritage. The geological heritage should be recognized through the 

geoproduct as the geopark’s essential element. 

The Strategy on Management of Tourism Pressures in Geoparks (shortly Strategy) elaborated 

within WP3 provided a tool which enables all target groups (visitors, residents, geopark managers and 

investors) to better plan their activities, understand different impacts of these activities and alternatives 

which can be used to avoid or reduce negative impacts. The Strategy has to be included to clarify the 

aspect of nature protection as well as the aspect to contribute to the holistic concept of protection, 

education, public awareness and socio-economic benefits for sustainable local development. 
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In order to carry out integrated evaluation of geoproducts we had to firstly create the relevant 

framework and then a methodology for the assessment of impacts of recreational activities on 

natural heritage.  

The framework developed in WP3 can be used as a first and basic qualifier in the first 

steps of the decision process, which tells us if the product can be defined as a geoproduct. 

The Strategy also provides a common framework which enables all geopark managers as well 

as visitors, residents and investors to better plan their activities, understand different impacts 

of each activity and to be aware of available alternatives which can be used to avoid or reduce 

negative impacts. The information from the Strategy can be also used to increase awareness 

of investors and it can help to change their behaviour towards more sustainable patterns in 

geoproducts. As such it leads to better conservation of natural and cultural heritage and it 

supports the achievement of the programme specific objective “Foster sustainable use of 

natural and cultural heritage and resources”. 

In this way, the Strategy also served as a framework for the development of joint 

geoproducts (as a part of WP4). 

Nature conservation definitively has to be incorporated to the geoproduct as its 

intangible value. The evaluation of the geoproduct from the point of nature conservation is 

essential. The geoproduct has to comply with the principles and standards of conservation of 

the geological heritage and its promotion in order to increase the visibility of the importance of 

protecting the geoheritage.  

Geoproducts may include various geoheritage and nature conservation aspects, which 

can be displayed in several ways. Finally a geoproduct may be included/integrated directly as 

a tangible (mineral raw materials, agricultural product) or intangible (cultural, historical, 

ethnological) content. Geoproducts can be recognized as an activity or a final market object, 

available indoor or outdoor.  

Four different groups of geoproducts can be distinguished:  

• Market objects (souvenirs, food) 

• Outdoor activities (guiding for groups/individuals in nature; rafting, biking, hiking, riding, 

water activities, mines and caves visiting, camp schools) 

• Indoor activities (indoor programs in museums, info centres, restaurants, tourist farms) 

• Small interpretation infrastructure dedicated to specific local heritage items (houses, 

dinostops, geotrails) developed and managed in partnership with local partners. 

 

2.2. Application 
 

A set of questions supporting geoproduct development was applied and tested by each 

partner while designing its own geoproduct. 

Question 1: Is a geoproduct developed according to the actual legislative framework 

and it does not cause any damage to nature? 

If the answer is YES:  

 → follow the assessment. The product: 
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1. has strong tangible connection to local geodiversity or geological heritage 

(geosites, fossils, minerals, rocks, mines, quarries, caves, geologic processes 

or phenomena...) YES/NO  

2. has strong intangible connection (historical, ethnological, cultural) connection 

to local geodiversity or geological heritage YES/NO 

3. increases awareness of users about  the importance of protecting geological 

heritage. YES/NO 

4. encourages and helps the user to engage/involve in nature 

conservation.  YES/NO  

5. is produced in a sustainable way, it is made from recycled or/and local 

materials. YES/NO 

If the answer is NO: 

 → contact to your geopark or follow the Recommendations for residents, visitors and 

investors on behaviour and sustainable use of geodiversity in Geopark 

In the case of the geoproduct GeoRafting the answer is yes, it follows the legislative 

framework and it does not cause any damage to nature 

1. YES it has strong tangible connection to local geodiversity and geological 

heritage  

2. YES it has strong intangible connection (historical, ethnological, cultural) 

connection to local geodiversity 

3. YES it increases awareness of users about the importance of protecting 

geological heritage and the importance of geodiversity. 

4. YES it encourages and helps the user to engage/involve in nature 

conservation.   

5. YES it is produced in a sustainable way, it is made from recycled or/and local 

materials. 

 

To sum it up, GeoRafting has first of all a strong connection to local geodiversity and geological 

heritage as the rafting tour is passing one of the most unique and main landscapes in the 

Geopark area. The river Salza, where GeoRafting is taking place, is flowing through half of 

the Geopark area and the river is influencing the landscape and geomorphology of the area. 

Especially the Geology of the Northern Limestone Alps and the conglomerate deposits of the 

Ice Age can be seen and explained. Because of the Northern Limestone Alps the Geopark is 

rich in water and water influenced landscapes such as gorges and caves. This means 

GeoRafting is covering an important part of the local geodiversity. 

Furthermore, a strong intangible connection is given, as there is a historical and cultural 

background on rafting. As the area is influenced by water the people always knew how to use 

water to survive. Not only as a grocery of course, but also for crafts, food production and 

transportation. In this case, until the 19th century timber rafts where used for transportation 

along the river Salza. And today visitors who are joining GeoRafting are following the same 

paths like the local people did for centuries. 
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Concerning the questions 3 and 4, the answers are also YES. As the GeoRafting tour includes 

a trained guide not only for rafting but also for teaching interesting facts about the Geopark 

region, geodiversity and biodiversity, awareness rising about the importance of protecting 

geological heritage is given on the one hand. On the other hand, it helps to encourages to 

involve people in nature conservation. Visitors are watching during the tour the outstanding 

geology and landscape. After the tour they gained more knowledge about the importance of 

geology and nature protection as well as the importance of getting involved in environmental 

protection and movements to ensure a sustainable future for every citizen. 

GeoRafting is not directly produced but the offer ensures a sustainable tour. The involved 

stakeholder is a local company. It is one of the first companies in the Geopark which offered 

rafting already in the 1980s. It is a very strong player which sees the importance of sustainable 

tourism and nature protection. They are using only local trained rafting guides. Many of them 

know the area very well and have been working there for years. Finally, as the municipalities 

Landl and Wildalpen are strengthening the visitor guidance system along the river Salza with 

only a few official public entrances, a sustainable use along the river is ensured. Passing by 

a boat is the most sustainable way to see this outstanding area.  

3. Qualitative assessment 
 

3.1. Description 
 

Geoproduct is a new term appeared along with the geopark philosophy. It is usually 

used in the context of a geopark’s socioeconomic involvement along with geotourism and 

geodiversity. Its understanding varies from a broad perspective to one of the most concrete 

result of the geopark concept implementation. 

In the most extensive definition, the geoproduct is considered a potential geotourism 

focus point4, usually a geological attraction. The more focused definitions mention a geopark 

connexion and include local, manmade products as well as the dialogue between tourists and 

local heritage. For example, Farsani et al. (2012) define geoproduct as: 

Local products related to geopark activities and symbols of geological and 

geomorphological heritage of the geopark. Geoproducts which are made based on geological 

elements of geoparks not only introduce the local products and the local handcrafts as cultural 

components to tourists, but also increase the public knowledge of tourists about geology.5 

If we discuss the main attributes of a product6, then we have to consider three aspects 

which the geoproduct must comprise in order to be a product:  

• It has to respond to a need, 

• It has to be created, constructed through a production process, 

• It has to be marketable and sold. 

                                                
4 Complova, M., 2010, The identification of geoproducts in the village of Jakubany as a basis for 
geotourism development, Acta Geoturistica, volume 1, number 1, 51 – 56  
5 Farsani, T., Coelho, C., Costa, C., Carvalho, C., 2012, Geoparks and Geotourism. New 
approaches to sustainability for the 21st century, BrownWalker Press, Boca Raton 
6 https://www.merriam-webster.com/dictionary/product 

 

https://www.merriam-webster.com/dictionary/product
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These characteristics bring the term geoproduct closely to a practical and economical 

approach, it defines it more clearly and focuses on its necessity as a tool for socioeconomic 

development through geoparks. This perspective underlines the role of geoparks in achieving 

social, economic and cultural sustainability and in coping with pressure from the sociocultural 

impact of tourism.  

On the other hand, a geoproduct is not simply another product sold in a geopark. A 

geoproduct comes with a deep connexion to Earth on a local level and with a strong sense of 

identity. Each geoproduct is unique in its construction with a story about people and the place 

they inhabit. 

As a result, we find that the philosophy of a geoproduct takes into account three axes: 

identity, management and production. If we see it as a graphic model, then the geoproduct 

finds itself at the intersection of these three axes (Fig. 1). 

 
 
 

Figure 12: The philosophy of the geoproduct 

Identity Axis 
A geopark territory is a complex structure made of ecological, socio-economic and 

cultural realities, shaped by its geodiversity, biodiversity and historic evolution. The sum of 

them is generating the local identity made of tangible and intangible heritage. The tangible 
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heritage is mainly related to local geodiversity like raw materials, relief, mineral resources and 

soils. Intangible Cultural Heritage, as defined by UNESCO, 20037 means:  

...the practices, representations, expressions, knowledge, skills – as well as the instruments, 

objects, artefacts and cultural spaces associated therewith – that communities, groups and, in some 

cases, individuals recognize as part of their cultural heritage. This intangible cultural heritage, 

transmitted from generation to generation, is constantly recreated by communities and groups in 

response to their environment, their interaction with nature and their history, and provides them with a 

sense of identity and continuity, thus promoting respect for cultural diversity and human creativity.  

One of the key requirement2 for a UNESCO Global Geoparks is to have sites and 

landscapes of international geological significance managed with a holistic concept of 

protection, education and sustainable development. A UNESCO Global Geopark uses its 

geological heritage, in connection with all other aspects of the area’s natural and cultural 

heritage, to enhance awareness and understanding of key issues facing society, such as using 

our Earth’s resources sustainably, mitigating the effects of climate change and reducing the 

impact of natural disasters. By raising awareness of the importance of the area’s geological 

heritage in history and society today, UNESCO Global Geoparks give local people a sense of 

pride in their region and strengthen their identification with the area. The creation of innovative 

local enterprises, new jobs and high quality training courses is stimulated as new sources of 

revenue are generated through geotourism, while the geological resources of the area are 

protected. 

The Identity axis expresses local cultural and historical identity generated during 

centuries or millennia by the continuous interaction between local community and natural 

environment. On the other hand, this axis is revealing one of the main goal of a geopark to 

cooperate with communities and to identify innovative approaches in order to re-appropriate 

tangible and intangible heritage values and to revive and strengthen the local cultural identity, 

in respect to sustainable development principles.  

The identity axis is the axis of product development. Is the way a producer is using 

directly or indirectly local geodiversity components, local knowledge and market needs in the 

geopark context. This process is part of the cooperation between geopark team and local 

entities which could be associations, companies, private persons, artists, freelancers, 

museums, schools, etc. 

Management Axis 
The management axis is the way to transform a geoproduct in a market good, a product 

to be sold directly or indirectly and to generate benefits. The benefits are both direct incomes 

and indirect and induced ones that contribute to geopark promotion, strengthen of local identity 

and socio-economic development.  

Each Global Geopark is using the UNESCO Global Geoparks logo which is one of the 

most powerful brand in the world in order to develop a local brand of quality for its territory. 

The management axis is reflecting the way a geoproduct is using the geopark brand to 

increase its value and also the role each new geoproduct is playing in strengthening the 

geopark brand. The management axis is expressing the cooperation between the geopark 

team and the producer of a new geoproduct. In some cases the producer is the geopark team. 

The management axis is reflecting the main philosophy of Global Geoparks: Celebrating Earth 

Heritage, Sustaining local Communities. Each geoproduct is embedding a part of local 

                                                
7 UNESCO, 2003. Intangible Cultural Heritage 
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geodiversity or geoheritage and in the same time is contributing to local socio-economic 

development. 

Production Axis 
This vector represents the organisational aspect of a geoproduct. The Geopark has to 

encourage entrepreneurship of local partners and to provide to them the context presented by 

the other two axis. The production axes starts with a producer, an entity able to provide a 

service or create a product in a legal way and in close cooperation with the Geopark. The 

direction of the axis is the actual profit from the products and services. In the case of the 

Geopark being also the producer of a geoproduct, the benefits can be other than financial: 

awareness, promotion, community involvement etc.  

The philosophy of the geoproducts uses axes to show the whole concept as a process. 

The Geopark team has to manage the process and evaluate its position on each of the axis. 

The partners (SMEs, NGOs and others) base their business in geoproducts on the identity 

and management axis and contribute to the development of the production axis. 

In conclusion, figure 1 shows a geoproduct at the intersection of the three axis. The identity 
axis is expressing the innovative way in sustainable use of local resources, the management 
axis reflecting the capacity of a geopark team to support geoproducts development and sale 
in the benefit of producer and local communities and the production axis shows the process 
of constructing the offer by a geopark partner. 
 

In the creation and development of geoproducts, geopark managers and local 
entrepreneurs must start from the philosophy described in the previous chapter. Then they 
must follow the most important three requirements of a geoproduct (Fig. 2): 

 

 
Figure 13: The requirements of the geoproduct 

 

 

In addition to the main three requirements, the newly developed geoproducts have to 

respect sustainable standards and communicate these values to their users, visitors and thus 
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help raise awareness on the importance of protecting and valorising the area’s geodiversity, 

natural and cultural heritage in a sustainable way. 

Geoproducts creation and development will also consider and respect specific needs 

of people with disabilities or elderly people and thus increase potential for these groups to 

have access to geoheritage. The design of these products and their management have to 

reflect equal chances and inclusion of all categories. 

 

3.2. Application 
 

Geo direct connexion 
 

“Geo” (Gaia / Gaea in Greek) is the personification of Earth. Represents natural 

characteristics of a territory, whether is the local geodiversity, or biodiversity. Cultural values 

or tangible and intangible heritage being the human appreciation and use of these 

characteristics. Geo direct connexion requirement assures that the product is not only a 

geographical designation – “produced in the geopark” – but it has a deep meaning and an 

interpretation. The geoproduct must be a sentence in the dialogue between Man and Earth. 

Sometimes this connexion is only a matter of interpretation. Many products developed today 

in geoparks can be transformed into geoproducts with ease, if the proper interpretation of their 

connexion with geology or local identity is added. 

A good example for this requirement is the GeoFood label8. This designation, managed 

by Magma UGG, is more than just another ecolabel.  

GEOfood products must have strong connection with the local 

Geological Heritage, specific brief information concerning this connection must 

be provided in the food products and in the GEOfood restaurant menus through 

written information (ex: potatoes or vegetables that grown in fertile sandstones 

which were formed by glacier movement during the last Ice Age; olive oil 

produced from olives grown in Jurassic marls that were deposited in the ancient 

Sea of Tethys, salt from the ancient Sea, bread from grain growing in the 

Geopark soil due to special geological phenomena, etc.). 

GeoRafting has a strong direct connection to Geology as the guided rafting tour is 

taking place in a river valley with a diverse Geology of the Northern Limestone Alps of 

Austria. The landscape is changing during the tour from the starting point towards the 

end. The rafting boat is passing by some 200 million year old rocks, conglomerates and 

deposits from the Ice Age, gorges and ravines, as well as steep slopes with a unique 

biodiversity. The highlight at the end is the conglomerate gorge of Palfau with a height 

up to 30 metres. The trained GeoRafting guides can give detailed information and 

interesting facts about the Geology, biodiversity and the region. 

Structure and economic viability 
 

Structure and economic viability means that the geoproduct has to live up to its 

“product” part of the term. It has to be constructed (“produced”) as a marketable product meant 

to be sold. Of course that in some cases the geoproducts are not sold per say, instead they 

                                                
8 https://www.geofood.no/ 

https://www.geofood.no/
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belong to the geopark administration’s educational offer, or they are provided along with other 

services. In order to be a geoproduct, the object or service doesn’t have to be actually sold, 

but to have the construction and economic viability which allow it the possibility to be sold. For 

example, an educational program from the educational offer of a geopark can be considered 

as fulfilling this requirement by asking the question: would this program be viable if it were to 

be sold by someone to tourists? 

The viability is the health assurance of the geoproduct – it can only exist if it is bought. 

This means it has to be adapted to market demands, it has to continuously address the needs 

of the buyers and it has to have the adaptability to focus on new trends and requirements. 

 GeoRafting is at the moment a product of the regional company Rafting camp 

Palfau (www.raftingcamp.at) in the village of Palfau, Geopark municipality Landl. The 

Rafting camp is a family business which was one of the first companies in the region 

offering outdoor sports such as rafting, kayak and so on. The Lackmaier family started 

in the 1980s and has always been proud of their heritage and the Nature- and Geopark. 

They are working closely together with regional stakeholders such as the Geopark or 

the Nationalpark nearby. They try to strengthen sustainable tourism, use almost only 

regional products and have the Austrian environment label for example. And now they 

see a big opportunity to teach interested guests more about Geology, biodiversity and 

the region during a rafting tour: Gain awareness and visibility! They offer GeoRafting 

as a diverse package: single, with the GeoVillage Gams as the heart of the Geopark or 

with an overstay for example. 

The Raftingcamp Palfau was and is the first important role-model for GeoRafting. The 

Geopark management is trying to involve more and more rafting companies in the near 

future probably until the end of the project. There are already some interested 

companies. It is very important to spread the idea to raise on the one hand awareness 

as well as visibility and to reach more target groups. 

 

Geopark partnership 
 

The geological connexion and the economic viability would describe only a good 

business idea without the active role of the geopark. This is the reason why the third important 

requirement for geoproducts is to have the geopark partnership. Of course, this applies when 

the geopark is not itself the provider of the geoproduct. 

The geopark’s role as a partner of the geoproduct provider is to assure the quality of the 

geoproduct and the conditions in which the selling process takes place. This will eliminate 

opportunistic initiatives of low quality products made to look like geoproducts. It will also make 

sure that the production process is made with care for the heritage and environment and that 

it respects the culture and needs of all people, especially vulnerable groups. 

 The Geopark is running a partner network with the tourism organization and the 

closeby Nationalpark Gesaeuse. The partner network includes regional producers, 

accommodations, sights, sports providers and so on. The Rafting Camp Palfau is part 

of this network since the beginning. This network ensures different quality standards 

concerning sustainable tourism and awareness rising of nature and geoheritage 

protection. A regular exchange is given by several events throughout the year. 

Concerning GeoRafting the Geopark management was developing the GeoProduct 
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with a Geologist and is ensuring the quality by a regular exchange with the company. 

Minimum one workshop is now taking place to exchange with the Rafting camp and to 

teach the GeoRafting guides. 

Within this network there are more rafting companies working along the high-quality 

standards of the region. These are the first which are going to be addressed with 

GeoRafting. It is a minimum criterium to be part of this network if you would like to offer 

GeoRafting. It ensures the understanding of the company about the regional values 

and the idea of the UNESCO Global Geoparks and other stakeholders. 

4. Quantitative evaluation 
 

4.1. Description 
 

The evaluation process starts from the basic idea that a geoproduct is representing the tool a 

geopark has to develop in order to contribute to the holistic concept of protection, education, 

public awareness and socio-economic benefits for sustainable local development.  

Testing and evaluation are connecting four key elements defining a geoproduct: Earth 

resources, Geopark management, Local community, Geoproduct development.  

The questionnaire has five sections from A to E, each section with a set of elements to be self -

evaluated on a scale from 1 to 5.  The values are: 1 – low degree; 2 – quite low; 3 – medium; 

4 – quite high; 5 – high degree. According to the Logic Matrix: 

 

 

LOCAL COMMUNITY 

Contribute to 

social 

entrepreneurship 

approach of the 

geopark 

Documented 

relation geo-bio-

cultural 

Tells a story about 

local community 

Enhances local 

cultural heritage 

GEOPRODUCT 

DEVELOPMENT  

AND MARKETING 

New local products 

strongly related to  

geopark territory 

   

Integration in 

geopark’s 

marketing strategy 

Connects to the 

marketing strategy 

Connects to 

geodiversity and 

geoheritage 

interpretation 

  

Quality assurance 

by geopark 

labeling 

 

Involves the 

geopark in the 

product process 

Integrates into 

geopark’s promotional 

strategy 

 

Common 

advantages based 

on a partnership 

agreement 

  

Contribution to the 

promotion of the 

geopark values 

Results from 

geopark’s involvement 

in the community 

(trainings, seminars, 

programs) 

Assures novelty 

and innovation 
   Impact evaluation 

GEOLOGICAL 

HERITAGE 

MANAGEMENT 

Contribute to 

Geodiversity 

Identify all 

potential values of 

geoheritage 

Tangible and 

intangible themes 

Assessment of 

local geodiversity 

LOCAL 

GEODIVERSITY 
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Table 1: Logical matrix in development and assessment of a geoproduct 

 

 

4.2. Application 
 

Section A - Any geoproduct has to be connected to local geodiversity / geological heritage 

and to have a geological story (in a broad sense). Local geological assets are identified and 

defined based on scientific research and a coherent management plan guides the 

conservation and interpretation of geological features. It sets the geological scene, looks in 

detail at the geological heritage in the geopark territory, details opportunities to explore and 

celebrate the local Earth history. 

A1. How well are the geological assets / subjects related to the geoproduct documented from 

the scientific point of view? 

1 – not documented; 5 – Very well documented 

A2. In what degree the geoproduct contains both tangible and intangible components of the 

geological asset/s? 

1 – not having both elements; 5 – Very well integrating the two elements 

A3. Does the geoproduct tell all the possible stories on the specific geological asset? 

1 – very few stories; 5 – the whole story 

A4. In what degree are those geologic assets part of a geodiversity action plan / 

geoconservation plan developed by a Geopark? 

1 – they are not in a plan; 5 – all of the assets are part of a clear plan 

Section B - A geoproduct has to incorporate a story of local people and could contribute to 

connect geological heritage with local community.  

B1. In what degree is the geoproduct created and developed by a local company / person / 

producer? 

1 – not a local company; 2 – most parts of the geoproduct are not created/developed by a 

local company/producer; 4 – most parts of the geoproduct are created/developed by a local 

company/producer 5 – to-tally created and develop by a local company 

B2. In what degree the connections between the identified geologic asset/s and natural and 

cultural heritage are documented? 

1 – not documented; 5 – Very well documented 

B3. Does the geoproduct tell more than a geological story? 

Action Plan 

Development  
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1 – only the geological story; 5 – many other stories connected to geology 

B4. In what degree is the geoproduct directly connected to a specific community / person/s? 

1 – not directly connected; 5 – Very well connected 

Section C - A geoproduct has to have a practical and economical approach, as a tool for 

socioeconomic development inspired and supported by the geopark development. 

C1. In what degree is the geoproduct new and innovative? 

1 – not new; 5 – totally new and innovative 

C2. How detailed and clear has the geopark identified different types of partnerships in 

geoproduct development (e.g. produced by the geopark, supported by, produced in the 

territory of the…, etc ? 

1 – not a single partnership; 5 – clear and detailed partnerships 

C3. Did you use the geopark's geoproduct development criteria defined by the Geopark in the 

geoproduct development? 

1 – not defined/used; 5 – Very well defined/used 

C4. Is the geoproduct sold in regular events (geo-fairs) organized by the geopark 

dedicated/integrating local geoproducts?  

1 – no; 5 – frequent events clearly targeted 

Section D - A geoproduct is not simply another product sold in a geopark. A geoproduct comes 

with a deep connexion to Earth on a local level and has to generate interest and respect for 

the Earth pro-cesses that generated local geodiversity 

D1. In what degree local producer/s are inspired by the local geodiversity / geoheritage in 

developing new products? 

1 – very low; 5 – very high 

D2. In what degree the geoproduct/s are connected or supported by the interpretation 

infrastructure of the geopark (taking into consideration geological and cultural components of 

the geopark territory)? 

1 – not connected or supported; 5 – Very well connected and support-ed 

D3. In what degree the new geoproduct/s are promoted by the geopark? 

1 – very low; 5 – very high 

D4. In what degree were the producers involved in training courses and/or regular meetings 

as part of the geopark activity plans? 

1 – not at all; 5 – they are very much involved 

Section E – A geoproduct is a combination of market opportunities generated by the geopark 

activities in tourism development and the ability to generate emotions of visitors to be 

interested to buy new products related to local Earth and people stories. 

E1. Is the developed geoproduct connected to the geopark marketing strategy?  

1 – very low connection; 5 – very high connection  
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E2. In what degree is the geopark involved in development, marketing and selling of the 

geoproduct? 

1 – very low; 5 – very high 

E3. Does the geoproduct contribute to the promotion of the geopark values? 

1 – very low contribution; 5 – very high contribution 

E4. Is there any established mechanism to evaluate the geoproduct impact (financial, 

appreciation, satisfaction, recognition, etc.)? 

1 – no; 5 – a very well developed mechanism 

 

LOCAL 
COMMUNITY 

B1 - 4/5 B2 - 4/5 B3 - 5/5 B4 - 3/5 
GEOPRODUCT 
DEVELOPMENT  
AND MARKETING 

E1 - 5/5    C4 - 1/5 D1 - 4/5 

E2 - 4/5   C3 - 4/5  D2 - 2/5 

E3 - 5/5  C2 - 5/5   D3 - 5/5 

E4 - 3/5 C1 - 4/5    D4 - 5/5 

GEOLOGICAL 
HERITAGE 
MANAGEMENT 

A4 - 4/5 A3 - 4/5 A2 - 5/5 A1 - 4/5 
LOCAL 
GEODIVERSITY 

 

TOTAL = 80 / 100 

Table 2: Logical matrix used for GeoRafting 

 

Section A - Any geoproduct has to be connected to local geodiversity / geological heritage 

and to have a geological story (in a broad sense). Local geological assets are identified and 

defined based on scientific research and a coherent management plan guides the 

conservation and interpretation of geological features. It sets the geological scene, looks in 

detail at the geological heritage in the geopark territory, details opportunities to explore and 

celebrate the local Earth history. 

A1. How well are the geological assets / subjects related to the geoproduct documented from 

the scientific point of view? 

Almost very well document throughout decades. Within the project scientific inputs were given 

during the establishment of the training materials with a signed Geologist. There are still some 

small not very well researched spots along the river Salza. 

A2. In what degree the geoproduct contains both tangible and intangible components of the 

geological asset/s? 

Tangible and intangible components are both parts of the GeoRafting tour as explained in 

chapter 2.2. 
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A3. Does the geoproduct tell all the possible stories on the specific geological asset? 

The GeoRafting guides are telling the whole story about the geological assets along the tour. 

17 important spots have been defined in the training material for rafting guides. 

A4. In what degree are those geologic assets part of a geodiversity action plan / 

geoconservation plan developed by a Geopark? 

The assets are very well implemented in the geodiversity action plan of the Geopark. Some 

small chapters have to be renewed after some findings during the establishment of the 

GeoRafting training material. 

Section B - A geoproduct has to incorporate a story of local people and could contribute to 

connect geological heritage with local community.  

B1. In what degree is the geoproduct created and developed by a local company / person / 

producer? 

Most parts of the geoproduct are created by the local company Raftingcamp Palfau with 

assistance and expertise of the Styrian Eisenwurzen Geopark. As it is an outdoor package 

you need certain tools to do rafting which cannot all  be  locally made. So of course, the rafting 

boats are not produced in the area for example. Hence the product is based on the guides 

from the local area while the training as well as marketing materials have been designed in 

the Geopark region. Furthermore, the georafting guides through the tour promote encourage 

tourists to visit other geopark sites and to use other local services and agriculture products of 

the geopark. 

B2. In what degree the connections between the identified geologic asset/s and natural and 

cultural heritage are documented? 

The objective of GeoRafting is not only to tell visitors stories about the Geology of the area. It 

is also important to give people inside information about the natural and cultural heritage. This 

is an essential overview. This means at the end the guests of the Nature and Geopark should 

understand the complexity and connections of these topics and processes.  

B3. Does the geoproduct tell more than a geological story? 

GeoRafting is definitely telling more than a geological story. The trained raft guides have learnt 

facts about nature protection, biodiversity, history and stories about local customs or people 

as well as background information about rafting and white-water sports. 

B4. In what degree is the geoproduct directly connected to a specific community / person/s? 

The geoproduct is not directly connected to a specific community or person but rafting is part 

of the area’s history as timber rafts have been used for centuries. This was a proper 

transportation until the 19th century on the river Salza and the river Enns nearby. 

Section C - A geoproduct has to have a practical and economical approach, as a tool for 

socioeconomic development inspired and supported by the geopark development. 

C1. In what degree is the geoproduct new and innovative? 

Rafting is not a new innovative product but the geopark knowledge transfer during the rafting 

tour is totally new. Especially the focus on geodiversity has not been used in any other 

protection area so far. There is no other Geopark worldwide using this kind of educational tool. 
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C2. How detailed and clear has the geopark identified different types of partnerships in 

geoproduct development (e.g. produced by the geopark, supported by, produced in the 

territory of the…, etc ? 

The partnerships are clear. The local rafting company is offering the new geoproduct. During 

the project duration the Geopark management is ensuring the marketing and quality 

standards. The quality standards are going to be evaluated also after the project through 

workshops and updated training materials. The training materials are the ground source of 

this standards. The guides should now the main points and content of this training materials 

otherwise they are not qualified to guide GeoRafting. This shows the importance of a regular 

workshop of the Geopark management. The other standards are the normal laws for Rafting 

companies, the official exams of the rafting guides and the attendance of the company in the 

regional partner network. 

C3. Did you use the geopark's geoproduct development criteria defined by the Geopark in the 

geoproduct development? 

The Geopark management used the geopark’s geoproduct development criteria. Certain 

ideas about GeoRafting have been already on the table before that, but the geoproduct has 

not been fully designed and never implemented in practice. 

C4. Is the geoproduct sold in regular events (geo-fairs) organized by the geopark 

dedicated/integrating local geoproducts?  

At the moment the geoproduct is not sold in regular events. 

Section D - A geoproduct is not simply another product sold in a geopark. A geoproduct comes 

with a deep connexion to Earth on a local level and has to generate interest and respect for 

the Earth pro-cesses that generated local geodiversity 

D1. In what degree local producer/s are inspired by the local geodiversity / geoheritage in 

developing new products? 

Without the local geodiversity GeoRafting would not even be possible. So certain firms such 

as rafting companies are using the local landscape to offer rafting. With this project a traditional 

rafting activity has been upgraded with new added value – nature experience during rafting 

and will be extended to other outdoor companies and eventually other services. 

D2. In what degree the geoproduct/s are connected or supported by the interpretation 

infrastructure of the geopark (taking into consideration geological and cultural components of 

the geopark territory)? 

In this case, GeoRafting is a new interpretation tool and has no direct connection to other 

infrastructure. There are packages offered with the GeoVillage Gams, the heart of the 

Geopark, to explore both. The GeoVillage Gams is one of the main Geosites in the UNESCO 

Global Geopark and tells the whole geological story of the area. It is close by the river Salza 

and the location of the Raftingcamp Palfau. The package together with the GeoVilalge gives 

the guests the opportunity to explore a two-day package full of Geology. Nevertheless, plans 

are already developed to give better information on geology and nature protection through 

panels along the official river entrances. (another project of the Geopark management) 

D3. In what degree the new geoproduct/s are promoted by the geopark? 
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At the moment the Geopark management is coordinating the initial marketing activities to 

introduce and explain new grafting product to the visitors. Promotion is done in close 

cooperation with the rafting company and the local tourism board. 

D4. In what degree were the producers involved in training courses and/or regular meetings 

as part of the geopark activity plans? 

The rafting company is very much involved. There was a starting meeting and one starting 

workshop with the rafting guides. At the beginning every rafting company within the regional 

partner network have been invited but at the beginning only the Rafing Camp Plafau showed 

interested. Now this has changed and more and more companies are interested in the 

GeoProduct. Regular meetings and follow up workshops are foreseen for the next years, one 

at the beginning of the season and one after the rafting season to assure the quality and 

constantly improve the geoproduct. Raftingtrainings are held regularly by the company itself. 

During the training on the river they include now the GeoRafting stops. Guides tell each other 

their knowledge and try to improve. There are ideas to combine a workshop with a training on 

the river starting with 2019. 

Section E – A geoproduct is a combination of market opportunities generated by the geopark 

activities in tourism development and the ability to generate emotions of visitors to be 

interested to buy new products related to local Earth and people stories. 

E1. Is the developed geoproduct connected to the geopark marketing strategy?  

Yes, the connection is very high. Besides the main attractions GeoVillage Gams and 

Wasserloch gorge, GeoRafting is going to be the third main sustainable touristic offer in the 

next years. 

1 – very low connection; 5 – very high connection  

E3. In what degree is the geopark involved in development, marketing and selling of the 

geoproduct? 

The Geopark management has been involved in the development and general promotion 

activities, while individual companies (at the moment only local rafting company) are  

responsible for the selling and implementing the georafting tour. 

1 – very low; 5 – very high 

E3. Does the geoproduct contribute to the promotion of the geopark values? 

Yes, the geoproduct/ georafting tour tells stories about Earth’s history, protection of geological 

heritage, nature conservation and cultural heritage. 

1 – very low contribution; 5 – very high contribution 

E4. Is there any established mechanism to evaluate the geoproduct impact (financial, 

appreciation, satisfaction, recognition, etc.)? 

At the moment, only feedback meetings with the rafting company have been organized. Also, 

oral feedback to the company is given by participants. The general feedback is very good. The 

participants liked the fact that they are able to learn more about the region, geodiversity and 

biodiversity of the area. 10 GeoRafting tours took place with about 40 participants. The 

Geopark management is trying to establish a better mechanism starting with 2019. This could 

be a feedback document including a questionnaire for exampl
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5. Customer satisfaction 
 

At the moment there is no data concerning the customer satisfaction. The Rafting Camp just 

got some positive oral feedbacks. The Geopark management and the Rating Camp are 

considering introducing a measurement tool starting with 2019. 

6. Conclusions and recommendations 
 

6.1. Conclusions 
 
Outdoorsports such as GeoRafting are a very good way to involve adventure sports into 
awareness building. We are reaching a totally new target group with adding topics about 
Geodiversity, Geoheritage, nature protection and the overall philosophy of the Nature and 
Geopark. The awareness rising starts already with the training of the GeoRaft guides. In this 
way the identification of GeoRaft guides with their region and their Nature and Geopark is 
strengthen as well. In addition, the GeoRaft guides can refer visitors to other Geosights and 
culture sights in the area. GeoRafting can stand as a single sustainable tourism package or 
can be merged with other offers. With GeoRafting the Geopark has now a GeoProduct with a 
quite low impact on the environment in comparison to other outdoor activities such as 
mountain biking for example. The guided tours take place on certain parts of the river Salza 
always along with raft guides defined by the official visitor guidance system. They are using 
just a few official entrances to the river. Besides the tours are not landing on non-official public 
spots. So, they do not harm the biodiversity along the river. Visitors are just passing by on a 
boat and explore the geodiversity and nature of the area. To sum it up in the future it might 
would be possible to set GeoRafting as a standard for all rafting companies and rafting 
activities in the area. It is also possible to develop similar GeoProducts for other outdoor 
acitivites in the Geopark GeoKajak, GeoClimbing or GeoHiking. At this point the Styrian 
Eisenwurzen can use the outputs of other project partners. 
 
 

6.2. Recommendations 
 
A very important point for success of geoproduct is to have a strong regional partner. The local 
enterprises should be interested in the GeoProduct, open to new ideas and should already 
have a certain sustainable philosophy towards the Geopark. You need a certain number of 
exchange events and workshops during the development of a new product. A certain project 
management including a guideline of the next steps and the goals is helping a lot in addition. 
In our case it was beneficial to have an external expertise for supporting the geoproduct 
content development. The Geologist helped a lot with his ideas and inputs for training 
materials.  
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GeoRafting
Experiencing geology

Danube GeoTour – connecting people, 
geoparks, nature and culture.

Interreg Danube GeoTour
Project co-funded by European Union funds (ERDF, IPA)

Copyright photos:
Stefan Leitner - NP Gesäuse,

Stefan Leitner – With the support of the federal govern-
ment, country Styria and European Union (LEADER)

GeoRafting bookable at
Rafting Camp Palfau

Palfau Nr. 35, 8923 Palfau
+43 3638 240 | office@raftingcamp.at

www.raftingcamp.at

More Information on geology 
and sights:

Natur- und Geopark Styrian
Eisenwurzen

Markt 35, 8933 St. Gallen
+43 3632 / 7714 | naturpark@eisenwurzen.com

www.eisenwurzen.com
www.gesaeuse.at

—
GeoDorf Gams

Akogel Straße, 8922 Gams
+43 676 / 4514761 | info@geodorf.com

www.geodorf.com

FURTHER INFORMATION

 Interreg Danube Geotour
www.interreg-danube.eu/danube-geotour

www.globalgeopark.org



Experience earth´s history 
in a rafting boat aka:

„Travel through time, do sports 
and explore the Salza valley“.

Take a tour to learn all about the Gesaeuse 
region, the Nature & Geopark and the forma-
tion of the Salza valley. Our trained GeoRaft 
guides have a certain Styrian charm and are 
happy to tell you all about it. 
The best way to experience this unique 
landscape is by taking a rafting tour on the 
Salza river. This tour allows you to discover 
200-million-year-old rocks, conglomerates and 
deposits from the Ice Age, beautiful gorges, as 
well as steep slopes with a unique biodiversity.

GEORAFTING HALFDAY

WHAT TO BRING: Swimwear (swimsuit, bikini, 
etc.), towel, shampoo
WHAT WE PROVIDE: GeoRaft guide, rafting 
boat, wild water sports equipment, training, 
transfers, showers, lockable boxes
WHAT TO EXPECT: We’ll meet at our home 
base at the priorly arranged time in Palfau 
(Rafting Camp Palfau / Feriengut Moarhof - A 
- 8923 Palfau, no. 35).  The equipment will be 
given out and the participants can change on 
the spot before we are getting on the bus to 
the Fachwerk or Petrus entrance (depending 
on local conditions). After training and some 
safety instructions, we will start our GeoRafting 
tour on the Salza river. The tour takes about 
2.5 hours and ends on the Saggraben camp-
site. From there, buses will take us back to the 
camp. 

ADULTS . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  65,00 €
ADOLESCENTS (15-17 Y.) 	������� 55,00 €
CHILDREN. .  .  .  .  .  .  .  .  .  .  .  .  .  45,00 €

EXTENDED PACKAGE
TWO-DAY GEOPARK ADVENTURE
The first day is all about a promising and ravis-
hing GeoRafting tour. On the second day, we 
will literally go “into depth” about this topic. We 
are going to visit GeoVillage Gams, take a hike 
through the unique Noth gorge and a guided 
tour to the only gypsum crystal cave in Central 
Europe - the Kraus cave. You can start the day 
researching fossils guided by professionals at the 
GeoWorkshop. To end the day with a highlight, 
take a refreshing jump into the cool water at at 
the romantic Parkbad.

ADULTS . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  85,00 €
ADOLESCENTS (15-17 Y.) 	������� 75,00 €
CHILDREN. .  .  .  .  .  .  .  .  .  .  .  .  .  60,00 €

Possibility of staying overnight at Raftingcamp Palfau: 

rooms from 38,- € pp / camps from 24,- € 

www.raftingcamp.at

Further accommodation:

www.gesaeuse.at



GeoRafting
Geologie abenteuerlich vermittelt

Danube GeoTour verbindet
Menschen mit Geoparks, Natur

und Kultur.

Erstellt im Rahmen des Projektes:
Interreg Danube GeoTour

Project co-funded by European Union funds (ERDF, IPA)

Copyright Fotos:
Stefan Leinter - NP Gesäuse,

Stefan Leitner – Mit Unterstützung von Bund,
Land Steiermark und Europäischer Union (LEADER)

GeoRafting buchbar bei
Rafting Camp Palfau

Palfau Nr. 35, 8923 Palfau
+43 3638 240 | office@raftingcamp.at

www.raftingcamp.at

Weitere Informationen zu Geologie- 
und Ausflugszielen der Region:

Natur- und Geopark Steirische
Eisenwurzen

Markt 35, 8933 St. Gallen
+43 3632 7714 | naturpark@eisenwurzen.com

www.eisenwurzen.com
www.gesaeuse.at

—
GeoDorf Gams

AkogelStr. 8922 Gams
+43 676 / 4514761 | info@geodorf.com

www.geodorf.com

MEHR INFORMATIONEN

 Interreg Danube Geotour
www.interreg-danube.eu/danube-geotour

www.globalgeopark.org



Mit dem Raftingboot Erdgeschichte 
erleben - oder besser gesagt:
„Eine sportliche Zeitreise durch 
das Salzatal mitmachen“.

Geschulte GeoRaftguides erzählen mit Begeis-
terung und einem gewissen steirischen 
„Schmäh“ mehr über die Region Gesäuse, den 
Natur- und Geopark sowie der Entstehung des 
Salzatales.
Die einmalige Landschaft lässt sich am 
besten „in Action“ auf dem Fluss erleben. 
Vom Raftingboot aus passiert man über 200 
Millionen Jahre alte Gesteine, Konglomerate 
und Ablagerungen aus der Eiszeit, Klammen 
und Schluchten, sowie steile Hänge mit einer 
einzigartigen Biodiversität.

GEORAFTING HALBTAGESTOUR

MITZUBRINGEN: Badebekleidung (Bade-
hose, Bikini, etc.), Handtuch, Duschsachen
LEISTUNGEN: GeoRaftguide, Raftingboot, 
Wildwasserausrüstung, Einschulung, Transfers, 
Duschen, versperrbare Kästen
ABLAUF: Bei unserer Basis in Palfau (Rafting 
Camp Palfau/Feriengut Moarhof - A - 8923 
Palfau, Nr. 35) liegt der Treffpunkt. Zur verein-
barten Zeit beginnen wir mit der Ausrüstungs-
ausgabe. Die Teilnehmer kleiden sich vor Ort 
um und wir fahren mit einem Bus zum Einstieg 
Fachwerk oder Petrus (je nach Gegebenheiten). 
Nach einer Einschulung und einem Sicher-
heitsgespräch starten wir mit unserer GeoRaf-
tingtour auf der Salza. Nach ca. 2,5 Stunden 
haben wir den Ausstieg beim Campingplatz 
Saggraben erreicht. Dort bringet uns der Bus 
wieder retour ins Camp.

ERWACHSENER . .  .  .  .  .  .  .  65,00 €
JUGENDLICHER (15-17 J.) 	����� 55,00 €
KIND . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  45,00 €

KOMBIPAKET
2 TAGE ABENTEUER GEOPARK

Der erste Tag verspricht ein einzigartiges Erlebnis 
mit einer GeoRafting Tour – auch am Tag 2 kann 
man sprichwörtlich zu diesem Thema noch „in 
die Tiefe“ gehen bei einem Besuch des GeoDorf 
Gams: Wanderung durch die einzigartige Noth-
klamm und geführte Tour durch die einzige Gips-
kristallhöhle Mitteleuropas - die Kraushöhle. Der 
Start ist ziemlich steinig, denn in der GeoWerk-
statt kann man selbst mit Profis Fossilien erfor-
schen. Ein Sprung ins kühle Nass im romantisch 
gelegenen Parkbad Gams bildet den Abschluss.

ERWACHSENER . .  .  .  .  .  .  .  85,00 €
JUGENDLICHER (15-17 J.) 	����� 75,00 €
KIND . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  60,00 €

Übernachtung möglich beim Raftingcamp Palfau: 

ab 38,- € im Zimmer pP | ab 24,- € im Lager pP 

www.raftingcamp.at

Weitere Übernachtungsmöglichkeiten 
in der Region unter:

www.gesaeuse.at



 

 

 

 



 

 

VORWORT

https://de.wikipedia.org/wiki/Pal%C3%A4ontologie
https://de.wikipedia.org/wiki/Geologie
https://de.wikipedia.org/wiki/Evolution
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1) TOURISMUSREGION GESÄUSE 

 
Abbildung 1: Bildsprache des Tourismusverbandes Gesäuse © Stefan Leitner

 



 

 

 NATIONALPARK GESÄUSE

tel:+4336132116010
mailto:info@gesaeuse.at


 

 

 

Abbildung 2:Detailkarte Nationalpark Gesäuse
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mailto:office@nationalpark.co.at
http://www.nationalpark.co.at/


 

 

 NATUR- UND GEOPARK STEIRISCHE EISENWURZEN



 

 

 

Abbildung 3:Der Natur- und Geopark ist geprägt durch seine vielfältige Natur- und Kulturlandschaft © Natur- und Geopark 
Steirische Eisenwurzen

3.1) LANDSCHAFT, VEGETATION UND LANDWIRTSCHAFT 

mailto:naturpark@eisenwurzen.com
http://www.eisenwurzen.com/


 

 

 

Abbildung 4:Von Weiden und Streuobstwiesen umgebene Bauernhöfe sind charakteristisch für die gepflegte 
Kulturlandschaft. Die Streuobstwiesen sind ein bedeutendes Refugium alter Obstsorten. © Natur- und Geopark Steirische 

Eisenwurzen

 
Abbildung 5: Der Petergstamm (Primula auricula) ist eine typische Pflanze der Felsspalten und Felsfluren im Kalk. © 

Natur- und Geopark Steirische Eisenwurzen



 

 

4) WAS IST EIN UNESCO GLOBAL GEOPARK? 

4.1) ZIELE UND AUFGABEN 

4.2) EUROPEAN GEOPARKS NETWORK UND GLOBAL GEOPARKS NETWORK  
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Abbildung 6:Verteilung der GGN Mitglieder Stand Mai 2017 © GGN

http://www.globalgeopark.org/index.htm


 

 

4.3) WARUM IST DIE STEIRISCHE EISENWURZEN UNESCO GLOBAL GEOPARK 

 

 

 

 

 

 



 

 

5) NATURVERMITTLUNG IST VERMITTLUNG VON GEOLOGIE – EIN EINSTIEG 



 

 

6) EIN GEOLOGISCHER ÜBERBLICK 

6.1) DIE EISENWURZEN IM GEOLOGISCHEN BAU DER ALPEN 



 

 

 

Abbildung 7:Der Kleine Buchstein im Gesäuse. Der mit tiefen Rinnen durchzogene tiefere Abschnitt besteht aus Dolomit, der 
Gipfelbereich aus Dachsteinkalk © Natur- und Geopark Steirische Eisenwurzen



 

 



 

 

Abbildung 8: Kalk und Dolomit bilden den Rahmen des Gamser Beckens, dessen Sande, Sandsteine und Tongesteine vor 
90 bis 56 Millionen Jahren im Meer abgelagert wurden. © Natur- und Geopark Steirische Eisenwurzen 

Abbildung 9: Landl. Nach der Eiszeit schnitt die Enns ihr Bett tief in das Konglomerat ein, das sie zuvor abgelagert hat. 
© Natur- und Geopark Steirische Eisenwurzen 



 

 

7) GEORAFTING 

7.1) EINFÜHRUNG UND ÜBERSICHTSKARTE 

 

Abbildung 10: GeoRafting © Stefan Leitner, NP Gesäuse

7.2) ALLGEMEINE EINFÜHRUNGSINFORMATIONEN 



 

 

 



 

 

7.3) ÜBERSICHTSKARTE 

Abbildung 11: Übersichtskarte GeoRafting 

 



 

 

7.4) DIE STATIONEN UND DEREN GEOLOGISCHEN HIGHLIGHTS 

 

Abbildung 12: Schotterbänke Fachwerk © Kollmann



 

 

 



 

 

 

Abbildung 13: Konglomerat © Kollmann



 

 

 

Abbildung 14: Dachsteinkalk © Kollmann

 

Abbildung 15: Hauptdolomit © Kollmann



 

 

 

Abbildung 16: Petrus © Kollmann



 

 

 

Abbildung 17: Kolke © Kollmann

 



 

 

 

Abbildung 18: Taleinschnitt Wasserloch © Kollmann



 

 

 

Abbildung 19: Vegetation entlang der Salza © Kollmann



 

 

 

Abbildung 20: Beispiel Gebirgsbildung entlang der Salza © Kollmann



 

 

 

Abbildung 21: Bänke des Dachsteinkalks © Kollmann 



 

 

 

Abbildung 22: Große Blöcke in der Salza © Kollmann

 

Abbildung 23: Lange Gasse © Kollmann

 



 

 

 

Abbildung 24: Die Ebene von Palfau und der Einschnitt der Salza © Kollmann



 

 

 

Abbildung 25: Ablagerung Felsblock © Kollmann 

 

Abbildung 26: Palfauer Konglomeratschulcht © Kollmann



 

 

 

Abbildung 27: Felsablagerungen entlang der Salza – Abschnitt Palfau - Saggraben © Kollmann

 

Abbildung 28: Gips Haselgebirge © Kollmann



 

 

8) WEITERE GEOLOGISCHE SEHENSWÜRDIGKEITEN UND BESONDERHEITEN IM 

GEOPARK 

8.1) DER GEOPFAD UND DIE NOTHKLAMM 

 



 

 

 

Abbildung 29: 2017 wurden Teile des Nothsteges neu errichtet bzw. saniert © Natur- und Geopark Steirische 
Eisenwurzen



 

 

Abbildung 30: Die Steinkugelmühle © Stefan Leitner 

Abbildung 31: Anschauungsmaterial der GeoWerkstatt © Stefan Leitner 

Abbildung 32: Arbeiten wie ein echter Geologe mit Salzsäure, Kalk und Mikroskop © Natur- und Geopark Steirische 
Eisenwurzen 



 

 

Abbildung 33: Eingangsbereich Kraushöhle © Stefan Leitner 

 



 

 

8.2) GEOLOGIE UND BESONDERHEITEN IN WILDALPEN 
 

Abbildung 34: Museum HochQuellenWasser Wildalpen © Museumsverein Wildalpen

 



 

 

8.3) SPITZENBACHKLAMM IN SANKT GALLEN 

 

Abbildung 35: Schmetterlinge fühlen sich in der Spitzenbachklamm besonders wohl und finden ein großes Futterangebot © 
Natur- und Geopark Steirische Eisenwurzen

mailto:info@tourismuswildalpen.at
http://www.wildalpen.at/


 

 

8.4) WISSENSCHAFTLICHE BESONDERHEITEN IM GEOPARK 

https://www.biologie-seite.de/Biologie/Geologie
https://www.biologie-seite.de/Biologie/Kreide_(Geologie)
https://www.biologie-seite.de/Biologie/Terti%C3%A4r
https://www.biologie-seite.de/Biologie/Massenaussterben
https://www.biologie-seite.de/Biologie/Dinosaurier
https://www.biologie-seite.de/Biologie/Mesozoikum
https://www.biologie-seite.de/Biologie/K%C3%A4nozoikum
https://www.biologie-seite.de/Biologie/Fauna


 

 

 

https://www.biologie-seite.de/Biologie/Pal%C3%A4ogen


 

 

9) ABBILDUNGSVERZEICHNIS 



 

 

 



 

 

10) ANHANG 

10.1) DIE JAHRMILLIONEN-CHRONIK 
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10.2) GEORAFTING FLYER 

10.3) ÜBERSICHTSKARTE 

 



Valorisation of geo-heritage for sustainable and  

innovative tourism development of Danube Geoparks 
 

 

 

 
 

     Project co-funded by European Union funds (ERDF, IPA)  

        www.interreg-danube.eu/danube-geotour  
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Annex 5 

 

GeoRafting Image Video 
 

https://www.youtube.com/watch?v=17YgJAInUko 

 

 

 

Annex 6 
 

GeoRafting Short Social Media Image Video 
 

https://www.youtube.com/watch?v=j6kNXfdzK4w 

 

https://www.youtube.com/watch?v=17YgJAInUko
https://www.youtube.com/watch?v=j6kNXfdzK4w

