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UNDERSTANDING PRE-VISIT COMMUNICATION PRACTICES

INTRODUCTION

Thank you for taking the time to complete this questionnaire. If you have any queries please do not hesitate to call Mike
Reid (03 9905 5539; email mike.reid@buseco.monash.edu.au), Glen Croy (03 990 47032; email
glen.croy@buseco.monash.edu.au) or Stephen Wearing (02 9514 5432; email Stephen.wearing@uts.edu.au).

This research is sponsored by the Sustainable Tourism CRC and is managed through the Monash University Tourism
Research Unit (http://www.buseco.monash.edu.au/units/tru).

This questionnaire should take approximately 15 - 20 minutes to complete. If you have completed the online version of
this questionnaire we would like to thank you for your help and you do not need to complete this version.

PRE-VISIT COMMUNICATION PLANNING AND IMPLEMENTATION.

We are specifically focused on Pre-Visit communication. This is a broad term that relates to how you market
and promote your products or destinations and provide information to potential customers or visitors before
they arrive. In essence, how do you plan and implement promotional and communication strategies to gain
their attention, help them make decisions about what to do, and gain their business or visitation?

INSTRUCTIONS

= Please answer all questions even though some of them may seem similar.

=  Please be critical of the Pre-Visit communication process as it exists in your organisation (or your part of it) as we
have no expectation that everything is perfect in any organisation.

= Thereis no right or wrong answer; we are only interested in what you actually do regarding Pre-Visit
communication.

= All responses are confidential, all data will be de-identified and no individual person can be identified. The
findings from this survey will only be reported in aggregate form.

=  The terms customer / visitor is a used generically to represent the group of people you focus to derive sales or
visits.

A TOKEN OF OUR APPRECIATION
As a small token of our appreciation, we would like to make a $3 donation to charity for every completed questionnaire
we receive from managers in appropriate marketing or communication related positions. We have nominated 6 charities
from which to choose. Please indicate which one you would like to donate to. In addition, you can receive a copy of a
management report on the results by checking the “receive report” box.

1. RSPCA O 2. The Cancer Council O 3. World Wide Fund U
Australia for Nature
4. Australian Red O 5. Starlight Children’s O 6. Greenpeace O
Cross Foundation

If you would like to receive a complimentary report of the findings please provide us with your email or contact address.
You will not receive any other correspondence from us other than the report.

Address:



mailto:mike.reid@buseco.monash.edu.au
mailto:glen.croy@buseco.monash.edu.au
mailto:Stephen.wearing@uts.edu.au
http://www.buseco.monash.edu.au/units/tru

PART 1: TELL US ABOUT YOURSELF AND YOUR ORGANISATION

1a: Please indicate which of the following best represents your organisation type (please tick only one):
1. Nature Based Tourism Operator / Business O] 2. State Tourism Authority or Agency [ ]

3. Local Area Tourism Agency [] 4 ParkorParkRelated Agency 0
5. Regional Tourism Authority or Agency O] 6. Other (please state) L]
7. Visitors Centre |:|

1b: Please indicate your main line of business

1c: Does your line of business involve the provision of goods, services, or experiences into protected areas or national
parks?

Yes I:l No I:l

1d: Which protected areas or national parks do you primarily use for your activities?

1e: Is your organisation a OParksé¢  f A dD&nEession holder?

Yes I:l No I:l

1f: Size of your organisation (please tick most appropriate)

1. A small organisation (Less than 5 []
employees)

2. A small organisation (5 - 20 employees) |:|
3. A medium sized organisation (21 — 100 full |:|
time employees)

4. Alarge organisation (101or more
employees)

1g: How many people work in customer or visitor communication related roles in your organisation?

1. Employed in external communication related activities (e.g. communications manager, PR
expert, marketing management)?

2. Customer or front line staff (e.g. front desk or telephone)

1h: What is the title of your current position?




1i: How long have you held this position?

1. Lessthan 1 year D
2. 1-3years D
3. More than 3 years D

1j: Please indicate your State and Postcode

1. ACT [] 4. South Australia [] Postcode
2. New South Wales [] 5. Tasmania []
3. Northern Territory D 6. Victoria |:|
4. Queensland [] 7. Western Australia  []

1k: What percentage of your overall customer / visitor communications effort is directed to the following?
%

1. Promoting to final consumer or visitor
segments (Pre-visit)

2. Promoting to media or trade

3. Immediate or onsite communications /
interps to visitors or consumers

4, Post-Visit Communications to recent
customers / visitors

5. Other (Please state)

11: What percentage of your Pre-Visit communications effort is targeted towards the following customer / visitor
groups?

%

1. Local area population

2. Domestic intra-state customers / visitors

3. Domestic Interstate customers / visitors

4. International customers / visitors

5. Other (Please state)

1m: How much involvement do you have in the planning and implementation of Pre-Visit Communication activities in
your organisation?

None 1 2 3 4 5 Extensive

at all D D D D D



PART 2: THE PRE-VISIT DECISION MAKING PROCESS

We would like to know the degree to which you feel your organisation understands the Pre-Visit planning and decision
making process of your customers or visitors.

The questions relate to your overall understanding of Pre-Visit behaviours and are not specific to any particular customer
or visitor segment you might target. Please answer the questions as your organisation’s understanding currently exists
and not as you would like it to be.

Very poor Excellent
understanding understanding
a. The demographic characteristics of your potential customers / visitors 10 2 [ 3] 4[] 5[]
and their influence on decision making
b. The lifestyle characteristics of your potential customers / visitors and 10 2 [ 3] 4[] 5[]
their influence on decision making
c. The customers / visitors previous experiences and satisfaction with your 10 2 30 4[] 50
offer(s)
d. When potential customers / visitors start thinking about visiting or 10 2 30 4[] 50

purchasing your offer(s)

e. Thelength of time different potential customers / visitors take in making 10 2 30 4[] 50
a decision (from inception to final choice) about where to go and what to
do

f.  The degree of information acquisition and analysis undertaken by 10 2 [ 3] 4[] 5[]
potential customers / visitors prior to deciding on an offer(s) to purchase
or participate in

g. The most important sources of information used by potential customers / 10 201 30 4[] 50
visitors in making a choice

h. The experiences that are being sought by potential customers / visitors 10 201 30 4[] 50
segments when they purchase your offer(s)

i.  The difficulties potential customers / visitors have in accessing 10 2 [ 3] 4[] 5[]
information about your offer(s)

j.  The satisfaction of customers / visitors with the offer(s) after experiencing 1101 2 [ 3] 4[] 5[]
it

4g. Could you please tell us what are the main sources of information you use to understand your potential visitors or
customers?9 @3 d bl GA2YyFf +*+AaAG2NER {dzNBSeés @2dz2NJ 26y O2YYA&aaAz2

1.




PART 3: THE PREVISIT COMMUNICATION PLANNING AND

IMPLEMENTATION PROCESS

We would like to know the degree to which the following things characterise the management of Pre-Visit

communication planning and implementation in your organisation.

The questions relate to your overall management and planning of marketing or visitor communication and are not specific
to any particular customer / visitor segment you might target. Please answer the questions as your process currently

exists and not as you would like it to be.

a. We have a well articulated mission statement related to promoting our
tourism offer(s) to customer / visitor segments

b.  Our mission statement carefully balances conservation values with
generating demand for our offer(s)

c.  We have clear communication objectives for each customer / visitor
segment we focus on (e.g. build awareness, increase visitation / sales)

d. We have a clear product portfolio strategy - we know which products will
be promoted to different customer / visitor segments?

e. We have clear metrics set for every Pre-Visit communication campaign we
implement (e.g. number of bookings, % increase in visitor numbers, ROI,
sales value)

f.  We can easily measure the response by a customer / visitor segment to our
Pre-Visit communication campaigns

g. We conduct market research to understand the Pre-Visit decision-making
process of the customer / visitor segments we focus on

h. We actively seek market research insights about customer / visitor
segments from industry and government agencies

i.  We use systematic tracking to evaluate our relationship with different
customer / visitor segments

j. We use systematic tracking to evaluate our relationship with our key
industry and government stakeholders

k. We have a program in place to collect feedback from the customer / visitor
segments we focus on (e.g. complaints and compliments)

I.  We store all customer / visitor segment data and insights in a user friendly
database

m. Our Pre-Visit communication planning involves people and groups from
many different parts of the organisation (e.g. marketing, customer service,)

n. Top management champions the importance of Pre-Visit communication
planning and activities

0. The roles and responsibilities of each person in the organisation, regarding
Pre-Visit communication with customer / visitor segments, is clearly
articulated
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aa.

bb.

cC.

dd.

ee.

ff.

88.

All people and groups involved in planning Pre-Visit communication
campaigns work cooperatively

We proactively manage relationships with all Park and Protected Area
Management stakeholders

We proactively manage relationships with all State and Regional
government tourism stakeholders

We proactively manage relationships with other tourism operators, in our
market area

We have a written marketing plan that strategically guides our Pre-Visit
communication activities

Our Pre-Visit communication activities generally follow what we did in the
previous year

Each year we conduct a new SWOT analysis to help direct our Pre-Visit
communication planning and activities

Our Pre-Visit communication plans always consider how we might use each
of the different communication tools (e.g. advertising, events, internet, PR,
SMS, email and the like)

Our Pre-Visit communication planning strategically balances promoting to
customer / visitor segments, with promoting to industry and the media

Our Pre-Visit communication plan is flexible and enables us to take
advantage of ad hoc opportunities to promote to different customer /
visitor segments

Our Pre-Visit communication budget is based on what we need to do,
rather than on a predetermined or set budget amount

The promotional messages we deliver to different customer / visitor
segments carefully balance experience values (e.g. fun and excitement)
with conservation values (e.g. looking after natural environments)

We have established consistent visual standards across all our
communication collateral (e.g. print and electronic formats)

We strictly enforce out visual standards across all of our media or
communication channels and industry stakeholders

We effectively integrate our Pre-Visit communications across all of the
industry stakeholders and media channels used to deliver our messages

We have an appropriate level of funding available to achieve the
communication objectives set for each targeted customer / visitor segment

Extra funds can be easily made available to take advantage of ad hoc
communication opportunities with targeted customer / visitor segments

Top management understands that Pre-Visit communication with our
customer / visitor segments is an investment and not a cost
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PART4: MEASURING PRE-VISIT COMMUNICATION OUTCOMES

4a. Does your organisation measure the effectiveness of its Pre-Visit communication activities and actions?
Yes I:l Please answer following questions
No I:l Please proceed to question 4d
4b. Please state the top five (5) measures or metrics your organisation uses to determine the effectiveness of Pre-

Visit communication activities and actions (you may state less than 5 if you do not use this many)

1. First most important
measure

2. Second most important
measure

3. Third most important
measure

4. Fourth most important
measure

5. Fifth most important

measure
4c. How satisfied are you with your measurement of Pre-Visit communication activities and actions?
Highly Highly
dissatisfied satisfied

1[] Al 1l a[] 5[]

4d. Could you please tell us what are the main difficulties you experience in measuring the outcomes or effectiveness
of your communication actions and activities?

1.




PART 5: OVERALL SATISFACTION WITH PRE-VISIT COMMUNICATION
PLANNING AND IMPLEMENTATION PROCESS

We would like to know your overall satisfaction with the management of Pre-Visit communication planning and

implementation in your organisation.

Again, please answer the questions as your process currently exists and not as you would like it to be.

a. Overall we are very satisfied with the customer / visitor research we use
in planning Pre-Visit communication activities

b. Overall we are very satisfied with the customer / visitor segment profiles
we use to plan Pre-Visit communication activities

c. Overall, we are very satisfied with the planning process for our Pre-Visit
communications activities

d. Overall, we are very satisfied with the implementation our Pre-Visit
communication plans

e. Overall, we are very satisfied with the outcomes of our Pre-Visit
communication activities

f.  Overall we achieve a high level of integration between the message
channels and communication tools we use to send messages to customer
/ visitor segments

Over the last year, how has your organisation performed relative to expectations for:

g. attaining desired sales growth

h. gaining new customers

i. securing desired market share

j.  retaining current customers

k. attaining desired profitability

I.  achieving customer/client satisfaction

m. other performance measures

Strongly
disagree

10

10

10

10

10

Much
Worse

10

10

10

10

10

10

10

20

20

pAN

pAN

20

20

20

20

20

20

20

30

30

30

30

30

30

30

30

30

30

30

30

30

41

41

41

41

41

41

41

41

41

47

41

41

47

Strongly

agree

50

50

50

50

50

50

Much
Better

50

50

50

50

50

50

50



PART 6: COMMUNICATION TOOLS AND THEIR IMPORTANCE

This final section examines the communication tools you use to communicate with target customer / visitor segments
and how effective you feel they have been in achieving your stated communications objectives e.g. awareness,
knowledge, and sales or visitation.

Please indicate how effective each of the following communication tools is. If you do not use something then you do not
need to rate its effectiveness.

Highly Highly
ineffective effective
a. Television advertising (Free to air) 101 2 [ 3] 4[] 5[]
b. Television advertising (Pay TV) 10 20 30 401 50
c. Product placement (e.g. in travel programs on TV) 101 2 [ 3] 4[] 5[]
d. Radio advertising 10 201 30 4[] 50
e. Newspaper advertising 10 2 [ 3] 4[] 5[]
f.  Magazine advertising 10 20 30 41] 50
g. Billboard and poster advertising 10 2 [] 3 [ 4[] 5[]
h. Cinema advertising 10 20 30 41] 50
i.  Direct Mail 10 20 30 41] 50
j. Telemarketing 10 2 [ 3] 4[] 5[]
k. Direct permission based email 10 20 30 41] 50
I.  Viral or buzz marketing 10 2 [ 3] 4[] 5[]
m. Transit advertising (eg bus sides, taxi boards) 10 201 30 4[] 50
n. Consumer travel fairs, expos or events 10 2 [ 3] 4[] 5[]
0. Internet —own Website 10 20 30 41] 50
p. Internet advertising (spot or feature advertising on other websites) 10 2 [ 3] 4[] 5[]
g. Internet - exposure through retail sites — eg ‘wotif’, airlines etc 10 201 30 4[] 50
r.  Directories (eg car club directories, maps etc) 10 2 [ 3] 4[] 5[]
s. Brochures, leaflets, booklets at tourism hubs 10 20 30 4] 50
t.  Travel clubs 10 20 30 41] 50
u. Group Newsletters to specialist clubs and groups. 10 2 [ 3] 4[] 5[]
v. Travel agents 10 201 30 4[] 50
w. Yellow pages 10 2 [ 3] 4[] 5[]



6w. Please indicate if there are any other communication tools you use most frequently that we have failed to consider
above. How effective are they?

1.

6x. Please indicate the main difficulties you face in communicating with customers / visitors.

1.

FINAL COMMENTS

Having completed this survey are there any comments you would like to make about improving the ability to plan,
implement and evaluate Pre-Visit communications in your type of organisation

This concludes the survey
Thank you very much for your participation in this project
Please return in the reply paid envelope provided or mail to

Dr Mike Reid, Dept of Marketing, Clayton Campus, Monash University, VIC 3800

Again, all information you provide is aggregated and
no specific individual can be identified by their responses.
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