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Abstract 
This report investigates methods to detect and improve value for tourism businesses and for the tourists. The 
federal government raised the issue of Australia’s tourism becoming a high volume, low yield business. In order 
to address this, increased attention now is being placed on the provision of tourism products and services that 
deliver quality, value and variety. However, this assumes that we know what it is the tourist is looking for and 
expecting from their tourism experience. Tourism is largely an experiential based activity where businesses and 
tourists need to assess quality service and value together. The issue here is whether the tourist businesses within 
a destination or region appreciate what combination of service quality and value the tourists are seeking, and 
whether they are able to provide that combination of quality and value in a consistent and satisfactory manner so 
it meets the needs, wants and expectations of the tourists. In this regard it is vital to receive input from both sides 
of the market as has been demonstrated in earlier service quality work undertaken by Parasuarman, Zeithaml and 
Berry (1985, 1988). The study of value, particularly perceived value, is also important in understanding such a 
combination.  
 

This report examines these concepts and adopts the recent GLOVAL scale of perceived value. Research was 
undertaken in relation to the supply and demand of tourism offerings in the North-East Victoria tourism region, 
otherwise known as Legends, Wine and High Country. It involved interviews with a variety of benchmark 
tourism suppliers within the north-east region as well as surveying tourists twice, first at the very beginning of 
their tourist experience and again upon their return home. The findings from the project identified areas which 
suppliers perceived tourists to want and also what tourists actually want and think. Indeed some interesting 
insights into the way in which tourists perceive value were found, especially in comparison to perceived value 
theory.  

 
The results can assist industry in identifying examples of operations management that can enhance the 

perceived value of a product/service, but also those areas that are not necessarily key performance variables in 
the perceptions of tourists. Such results will assist in guiding the capacity for management to understand value 
from the tourists’ point of view and assist in providing those products and services that exhibit quality, value and 
variety with the aim of enhancing competitiveness and higher levels of tourism yield. 
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SUMMARY 

This executive summary highlights the approach and findings of the project from the point of view of three 
stakeholders—the industry’s market awareness of perceived value concepts; the broader management and 
community issues involved with the strategic management of value; and the growing academic interest in value 
studies. This project has been conducted in a regional tourism area of Victoria, where most of the tourism 
industry operators are small to medium sized enterprises and with limited time and resources to engage in 
detailed value research, so this project is intended to provide some pointers that could be useful to the local 
tourism industry. The tourism industry operators do not act in a vacuum so should they undertake an individual 
value strategy it will have some impact on surrounding businesses, so a broader management and destination 
community focus should also be considered. This becomes particularly relevant when one invokes the tourism 
mantra of ‘sell your destination first and your own business second’, and the product for sale is a regional 
destination like the Legends, Wine and High Country region of North-East Victoria. Finally, for academics 
consumers’ perception of value has become a concept that is simple to rationalise but difficult to measure and 
put into practice. There has been increased attention placed on value research in recent times, and this study 
attempts to add to academic knowledge in this area by exploring the differences in perception between suppliers 
(industry operators) and consumers (visiting tourists). 

Objectives of Study 
The specific objectives on behalf of these three stakeholder groups in this study were: 
 

• Objective A—To determine how ‘value investments’ by the tourism operator could be used to 
increase the value of the tourism experience in the mind of the visiting tourist. 

• Objective B—To determine how to make the host destination more value oriented, and therefore more 
competitive, in the minds of the tourists. 

• Objective C—To examine ways in which to improve the measurement of value perception, so 
academics would have a more accurate assessment of stakeholder views. 

Methodology 
Since the perception of anything is a mental process its measurement is going to be indirect and open to 
interpretation. In the past most studies, including those in tourism, have relied heavily on the psychological 
measure of attitudes and opinions; and in particular on the Likert measurement scale. However, few researchers 
have taken the time and trouble to construct a Likert scale for their specific enquiry, preferring instead to adapt 
existing and ‘robust’ examples of the Likert style questions. One consequence of this approach has been to limit 
participants’ responses to the predetermined options laid out in the closed question options of the Likert scale. So 
the highly personalised interpretation of information and observation that should lead to an individual’s 
perception of value is immediately compromised by the researchers’ pre-conditioned responses. Consequently, a 
key component of the research methodology in this study is to ask the industry operators and tourists to describe 
what value means to them, with all its component parts, via direct questions with no closed response answer 
alternatives. The accumulated responses are then investigated using the NVivo analysis. 
 
The methodology involved a different emphasis for each of the three stakeholder interest groups: 
 

• For the industry operators, the emphasis is on how well their perception of their business’s value offer 
coincides with the tourists’ perception. An elementary form of gap analysis is used to explore what 
differences exist. 

• For the regional destination, a variety of locations (towns) were selected for the study to ensure the 
three themes of legends/history (Beechworth), wine (Wangaratta and Rutherglen) and high country 
(Bright) were all represented. 

• For the academic interest, an open question research design was implemented to uncover any 
similarities to the several measurement scales that have been developed to identify perceived value. The 
GLOVAL scale is of particular relevance because it is the most comprehensive of the scales at the 
moment, consisting of six dimensions:  
1) Functional Value of an Establishment 
2) Functional Value of Personnel 
3) Functional Value of the Product 
4) Functional Value of the Price 
5) Emotional Value 
6) Social Value.  
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Key Findings 
Twenty-four tourism operators in three sectors (accommodation; attractions; food and beverage) were 
interviewed regarding their views on value and their business’ value added strategies in terms of what they 
believe tourists expect. The NVivo analysis revealed 13 value perception categories, with the top three being 
identified as: 
 

• providing the advertised regional and local tourism product—that is, delivering what has been 
promised, such as history, good food and tastings; 

• meeting or exceeding customer expectations—especially by surprising the guest with positives such as 
interactive service and product knowledge; 

• providing good service—especially friendly service. 
 

In contrast to past academic suggestions and findings the surveyed business operators did not emphasise 
value, price or quality in their open responses.  
 

When the tourism operators’ responses were compared to the tourists’ expectations on their arrival to the 
region, via a sample of 284 participants, further differences or gaps emerged. The tourists’ highest value 
expectation was service, followed by food and clean facilities; and in contrast to the operators the tourists placed 
price, quality and value for money in the mid-range of their expectations. 
 

In answer to objective A the evidence suggests that the small to medium sized tourism operators are not in 
complete harmony with the value perceptions of their tourist visitors. While their emphasis on maintaining the 
brand image of the tourism region and meeting or exceeding customer expectations through positive surprises 
and good service are in general synchronization with the tourists’ high expectations for service, food and 
cleanliness, they may not be sufficiently focused in marketing and management terms on those specific 
expectations to gain the greatest value returns and yield. Furthermore, although the concepts of value, price and 
quality were not top expectations for the tourists, it seems their thoughts are more in line with academic theory 
than those of the providers. 
 

In answer to objective B, the value perception of the regional destination of Legends, Wine and High 
Country was provided by a follow-up survey from 79 of the original 284 tourists participants. Based on their 
visit experience, they indicated that overall they were pleased and satisfied with their visit. Overall they gave 
high marks to questions on ‘prompt service’, ‘appealing surrounds’, ‘clean facilities’, and ‘helpful/caring staff’. 
However, they were still able to suggest areas for improvement. The largest area by far was the need to improve 
‘infrastructure’, with road improvements and better planning and development in the towns being regular value 
concerns. This group of responses was followed by concerns over a perceived lack of information and the need 
for more family and children oriented activities. Keeping the region with its different themes and towns real 
rather than ‘touristy’ was another factor mentioned as a way to provide more meaningful value to the actual 
tourists.  
 

In answer to objective C, in terms of academic interest it was found that the open responses to direct 
questions supported the GLOVAL approach to measuring perceived value. The tourists’ responses could be 
grouped into GLOVAL’s six categories, but not in the scale’s anticipated order. The tourists first identified with 
a Functional Value for the Product, with 210 responses so classified by the NVivo analysis. This was followed in 
declining order by the Functional Value of Price (131 responses), Functional Value of Personnel (24), Emotional 
Value (24), Functional Value of the Establishment (15), and Social Value (5). The insignificance of the Social 
Value runs counter to previous theories, where trips and vacations were considered to confer some social status 
on the traveller. This difference between our sample and other studies could be attributed to the fact that this 
study examined domestic tourists in the main, many of whom had simply travelled intra-state.  
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Future Action  
This project was an exploratory study of the perception of value from several new perspectives. It explored the 
contiguous perceptions of providers and consumers in an isolated regional tourism destination, and in the process 
raised as many questions about this field of study as it did answers. All the key findings deserve closer scrutiny 
and verification before they can be adopted as guidelines because of the sample sizes, the short study period and 
the exploratory nature of the study. 
 

Hence it is recommended that: 
 

• This study of tourism operators’ and tourists’ perceived values be repeated at different scales (year 
round, rather than one season, and with large scale operators as well as SMEs) and in different locations 
(metropolitan areas as well as rural/regional areas). 

• The support of the GLOVAL scale of measurement be checked through future studies of value 
perception. 

• The use of open questions be repeated and refined as this seems to provide a clear and easy way for 
tourists to respond to such complex topics. 

• That, although, these findings must be regarded as preliminary, the industry consider if their value 
strategies are really in line with their customers’ value perceptions. They could use a simplified open 
question format of their customers, similar to that used in this study. 

• The tourism operators should appreciate that tourists, like most human beings, simplify complex 
concepts such as value perception into a few direct pointers. In this case a tourism business was 
basically judged on its service, food and cleanliness, although the relative strength of each varied by 
sector.   
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Chapter 1 

INTRODUCTION 

Modern tourism is a global business where individual businesses and destinations are competing with many 
similar offerings within their own nation state and around the world. Australia has been marketing extensively to 
draw international visitors over great distances to its shores and to encourage more of its own residents to sample 
the regional variations and delights of their own continent. It has been reasonably successful in both respects, but 
in the process has come to realise that numbers alone do not create a successful and viable industry. In its 
discussion paper on the tourism industry the federal government raised the issue of Australia’s tourism becoming 
a high volume, low yield business that in the long-run offers little chance of creating a sustainable and attractive 
industry for participants and host destinations (Department of Industry, Tourism and Resources, 2003). 
 
In Australia, as elsewhere, the growing emphasis is on becoming more competitive through superior service 
quality, but this presumes we know what the tourist is looking for and expecting. Consequently increased 
attention is now being placed on what it is that tourists value and how these expectations may be integrated into 
the delivered service experience. However, the measurement of perceived value and its various dimensions is 
challenging with an experiential product like tourism, covering a range of tourist experiences in one destination 
visit. 
 

This paper reports on one aspect of a national Sustainable Tourism Cooperative Research Centre program 
into ways to detect and improve value for both tourism businesses and tourists within Australia. In the case of 
marketing performance experiences, like tourism, both businesses and the tourists are expected to assess quality 
service and value together. The issue is whether the tourist businesses within a destination or region appreciate 
what combination of service quality and value the tourists are seeking, and whether they are able to provide that 
combination in a consistent and satisfactory manner. In this regard the problem has much in common with 
Parasuraman, Zeithaml and Berry’s (1985 and 1988) work, and can be viewed as an additional dimension to the 
producer-consumer interaction. 

 
The examination of these concepts took place in the North-East Victoria tourism region of Legends, Wine 

and High Country over the autumn season of 2006 (March to April). Three aspects of the region’s tourism 
product were examined—accommodation, attractions and food and beverage, involving 24 businesses in total. 
Tourists visiting the region were interviewed at the beginning of their visit to capture their pre-visit expectations 
and they were asked also to complete a questionnaire upon their return home, to capture their after visit 
perceptions and levels of satisfaction. A total of 284 tourists provided information on their pre-visit expectations 
and 79 provided the follow-up information on their actual experiences. 
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Chapter 2 

METHODOLOGY 

Perceived Value Concepts and Measurement 
Perceived value research has developed over the years to become an interdisciplinary area involving psychology, 
sociology, economic and business principles. Perceived value was labeled the ‘new marketing mania and way to 
sell in the ‘90s’ according to Business Week 1991 in Sinha and Desarbo, 1998:236, and has proven to ‘be of 
continuing importance into the 21st century’ (Sweeney and Soutar, 2001:203). Perceived value is viewed also as 
a ‘definitive option to improve a destination’s competitive edge’ (Pechlaner, Smeral and Matzler, 2002 as cited 
in Gallarza and Saura, 2006:437). The empirical study of perceived value and its relationship to quality, 
satisfaction, price and value continues to evolve. Some of the key academic papers to date reveal several 
common themes in the study of perceived value. In particular the studies describe functional value, emotional 
value and social value as important components in the consumer decision-making process. 
 

Functional value has been defined as the perceived utility derived from the product’s capacity for functional, 
utilitarian, or physical performance. Functional value is acquired through ‘the possession of salient functional, 
utilitarian, or physical attributes’ and ‘is measured on a profile of choice attributes’ (Sheth, Newman and Gross, 
1991:160). Traditionally presumed to be the driver of consumer choice, the functional value of a product or 
service may be derived from its characteristics, including reliability, durability, price and perceived quality 
(Parasuraman and Grewal, 2000; Sweeney and Soutar, 2001; Sanchez, Callarisa, Rodriguez and Molinar, 2006). 
Emotional Value has been defined as the utility derived from the ‘capacity to arouse feelings or affective states 
… emotional value associated with specific feelings or when precipitating or perpetuating those feelings.  

 
Emotional Value is measured on a profile of feelings associated with the [purchase]’ (Sheth et al., 1991:161). 

For example, the feelings of enjoyment and satisfaction one derives from acquiring and using a product or 
service are often part of the value placed on a purchase, as noted in the work of Grewal, Monroe and Krishnan 
(1998) and Parasuraman and Grewal (2000).  

 
The third common component, social value, refers to the enhancement of the social-self concept (Sweeney 

and Soutar, 2001). Social value looks into the utility derived from ‘the association with positively or negatively 
stereotyped demographic, socio-economic, and cultural-ethnic groups’ (Sheth et al., 1991:161). As such, social 
value is linked with the social status one gains from acquiring and using a product or service, their reputation and 
acceptability, and the social classes within which they belong or wish to belong. 

 
All three of these perceived value components have relevance to the tourism experience, which is an 

amalgam of products and service. Tourists, like other consumers, are concerned about the functional value of 
their consumer choice, especially when it involves expensive and pre-planned purchases like an overseas trip. 
Their choice of trip can be linked to the fulfillment of ‘self-actualising’ needs, where their personal interests and 
emotional values can be realised through travel. For many tourists such ambitions and expenses can be justified 
in the social value they are perceived to generate, as witnessed by the importance of souvenirs, postcards and 
holiday photographs that present their achievements to others. 

 
More recently, the research into perceived value has turned to the development of more robust measurement 

for this concept, with the introduction of various scales. Such scales have been developed on the basis of the 
three underlying components of functional, emotional, and social value. Their link to service quality is 
acknowledged through the similarities to the SERVQUAL scale developed by Parasuraman, Zeithaml and Berry 
(1988). The most recent scales of PERVAL, SERV-PERVAL and GLOVAL are discussed below in more detail. 

Perceived Value Measurement 
One of the principal operational difficulties in testing and applying the theoretical concept of perceived value has 
been its measurement challenge. Considering the number of perceived value dimensions and the development of 
various measurement techniques over time, perceived value research has presented many challenges. Over the 
past decade three perceived value measurement scales have been developed, two of which have generated wide 
methodological support, while the other has just been introduced and is being tested in service sector situations 
like tourism. 
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PERVAL (Sweeney and Soutar, 2001) and SERV-PERVAL (Petrick, 2002) were introduced as measures of 
perceived value for consumer durable goods at brand level in retail settings and for the consumption of a service 
respectively. PERVAL is a 19-item measure involving the four distinct value dimensions of emotional, social, 
functional (quality/performance) and functional (price/value for money) characteristics. Petrick adapted the 
earlier work of Sweeney, Soutar and Johnson (1999) along with the inclusion of SERVQUAL (Parasuraman et 
al., 1988) and SERVPERF (Cronin and Taylor, 1992) characteristics, to create a 25-item instrument to measure 
the perceived value construct in relation to service. Like previous measurements, Petrick (2002) developed a 
multi-dimensional scale. In this case it examined five distinct dimensions of the perceived value of a service: 
behavioural price, monetary price, emotional response, quality and reputation. Both PERVAL and SERV-
PERVAL have since been tested and found to be valid and reliable measures (Gallarza and Saura, 2006; Petrick, 
2003: Sanchez et al., 2006). 

 
However, recent arguments suggest that the PERVAL and SERV-PERVAL measurement instruments, 

although being methodologically sound, valid and reliable do have one shortcoming; and that is, they only 
capture post-purchase evaluations of products and service, and not the perceived overall value of a purchase 
(Gallarza and Saura, 2006; Sanchez et al., 2006; Petrick, 2003). Perceived value is widely documented as 
occurring at different stages of the purchase and consumption process, including the pre-purchase stage, at the 
moment of purchase, at the time of use and finally after use (Sanchez et al., 2006). This feature of perceived 
value is particularly relevant to the tourism industry, where there can be a considerable time-lag between the 
purchase and use stages, as exemplified by national or international travel that requires the advance booking of 
flights and accommodation. Plus, the after use, or in tourism’s case the post-experience evaluation of perceived 
value, becomes critical to the probability of return visits and the development of goodwill ambassadors. 
Therefore, in tourism there is a need to consider all of the stages and to measure perceived value holistically 
from start to finish. 

 
Sanchez et al., (2006) took note of the need for perceived value measurements to be broadened and in 

response to this need developed GLOVAL. They suggest that ‘the tourist values all the elements that affect his or 
her consumption experience’ (Sanchez et al., 2006:397), taking into account all aspects relating to their 
experience and not just the after purchase effects. After the decision to make a purchase and to consume a 
product or service, a conscious and unconscious evaluation takes place, where new factors that were not 
necessarily considered before the purchase can act as powerful evaluatory variables. For instance, after a tourist 
purchases a holiday package the experience can be quite different from the brochure image when the state of 
cleanliness at the facility and the weather do not come up to expectation. 

 
The GLOVAL scale takes these stage factors into consideration and derives a 40-item measurement 

instrument covering the three general areas of perceived value, namely its functional value, emotional value and 
social value. From within these three general components of perceived value the scale disaggregates the concept 
into six dimensions, thanks to a division of the functional value component into four parts. These are outlined 
below in relation to a tourism experiential product, be it an individual business or a destination composed of 
many different businesses. 

 
1. Functional Value – Establishment. This refers to the establishment or destination, its quality and range 

of facilities that draw and contribute to the tourist’s experiential value. 
2. Functional Value – Personnel. This relates to the skills and professionalism of the staff, who must assist 

the tourist in getting the most out of the physical plant of a facility or destination. 
3. Functional Value – Product. This represents the specific product or service on offer within the tourism 

experience. It relates to the quality, presentation, reliability and overall organisation of the experience. 
4. Functional Value – Price. This refers to the actual price paid, which can vary considerably in tourism 

due to the seasonality factors and the increasing use of yield/revenue management strategies. 
5. Emotional Value – This includes tourists’ fulfillment levels and their satisfaction with the experience. 
6. Social Value – This represents the feeling of social worth a tourist considers a vacation has bestowed 

upon them, leading to a possibly redefined social status. 
 

The combination of these six dimensions was found to adequately measure the holistic view of tourists’ 
perceptions of value over the range of their emotions, social status, and various functional aspects. The fact that 
GLOVAL examines the perceived value of an entire experience and its different segments from start to finish 
makes it a particularly applicable tool to measure destination and regional scales of tourism activity. Finally, the 
scale provides sufficient information on levels of satisfaction to guide the likelihood of tourists returning at a 
later date or acting as goodwill ambassadors on behalf of a destination. Overall the GLOVAL scale is an advance 
from a tourism perspective in that it provides a more comprehensive assessment of all elements of perceived 
value and their pertinence at different stages of a visit. 
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However, GLOVAL still possesses some weaknesses. Like many perceived value measurement instruments 
before it, it uses Likert type scales to measure respondents’ opinions and perceptions. Although Likert scales are 
an undeniably popular method of measuring attitudes and opinions, they are not without their critics. Likert 
scales are designed on a favourable-unfavourable continuum, with their reliability generally rated as good 
(Oppenheim, 1966). This being said, one major criticism of the Likert scale is that the statements used often ‘fail 
to represent all degrees of attitude but (fall) largely at the favourable and unfavourable ends of the scale with the 
middle categories neglected’ (Edwards, 1957:163). In addition, Likert scales have been described as offering ‘no 
metric or interval measures, and lack a neutral point, so that one does not know where scores in the middle 
ranges change from mildly positive to mildly negative’, therefore the options in the middle are often ignored 
(Oppenheim, 1966:140). Furthermore, Bond and Fox (2001:66) consider Likert scales are soft forms of data 
collection and their methods of analysis tend to ‘disregard the subjective nature of the data by making 
unwarranted assumptions about their meaning. These assumptions are made in order to find a quick and easy 
way of producing some sort of overall score’. In fact, the original method of producing Likert scales required a 
great deal of time, effort and consultation before the actual statements and associated scales were produced 
(Edwards, 1957, Oppenheim, 1966). 

 
Many studies in the field of tourism today, however, simply adopt the use of Likert scales without the 

required background research and in-depth consultations required to construct such scales, as advocated by 
Edwards (1957). Instead, expediency leads many researchers to simply place statements of interest on their 
questionnaires with the accompanying five or seven-point scale, instead of using prior analysis to determine 
whether the statements and scales have produced an interval scale continuum covering a positive to negative 
response. Such methods of statement and scale generation can be a problem with respect to accurate data 
generation, and respondents are faced with a set of statements that box in their opinions while also guiding or 
leading their responses. In this respect, the statements ask only one thing, and that is how respondents feel about 
a particular statement. This leaves respondents’ top of mind responses to more critical issues, such as how they 
actually perceive value, unanswered. Having said this, the expedient production of such ‘Likert-type statements 
and scales can be viewed as more or less putting words into respondents’ mouths instead of letting them speak 
freely and for themselves. Therefore, we need another way of capturing and presenting the true perceptions of 
value from a consumer’s viewpoint. 

Objectives of Study 
Creating value is a basic building block of business and competitive advantage (Porter, 1980 and 1990), and 
consumers’ perception of value dictates how much they are willing to pay for a product or service and the 
subsequent yield generated from their expenditures. Somewhat similar and recent research conducted by Becken, 
Butcher, Cullen, Moriarty, Radford, Simmons and Tan (2007) in New Zealand has also focused on the notion of 
yield as a central issue in tourism development. Their report notes the trend of seeking high yield tourism and 
that traditional attempts to maximise volume is not necessarily maximising value for operators and the tourism 
industry. The report continues by stating that ‘discussions about yield are now encompassing the concepts of 
value-added, net benefit and measures of sustainability’ (Becken, et al. 2007: executive summary report p.3).  
 
This New Zealand based research analysed yield from different perspectives, dominantly financially and 
economically and from the supply side of tourism, that is,  public sector yield, private sector yield, yield from a 
social and environmental perspective and yield for different tourist types. Overall findings of the research by 
Becken, et al. (2007: executive summary p.28) indicate that there is a need for business improvement in the 
tourism industry to ‘lead tourism into being a balanced high yielding industry’. 
 
The New Zealand based research is relevant to the research being undertaken here in a number of ways. The 
need for business improvement to lead tourism into a high yielding industry is a concept that this research aims 
to explore. However, instead of using financial and economic indicators for value added, this research focuses 
more on the marketing side of value and value added based on a mixture of supply and demand elements. If 
Australia’s tourism industry is to move away from a ‘high volume’, ‘low yield’ position it will need to explore 
more ways in which to increase its value quotient in the eyes of tourists. The anticipated outcomes of this project 
are examples of operations management that can enhance the value of a product or service. The emphasis will be 
on techniques that provide a substantial value quotient (increased value divided by increased cost) to both sides 
of the market, as Parasuraman et al., (1985 and 1988) have illustrated in their seminal gap analysis work. 
 
There are many definitions of value and value added, but this project uses one developed by Melsen (2006:3), 
namely ‘the process through which a supplier adds attributes to an existing product or service with the aim of 
enhancing its overall value to the consumer, thereby meeting or exceeding consumer expectations and increasing 
the business’ yield’. This project examines ways to develop performance measures utilising value criteria 
(Zeithaml, 1988; Bolton and Drew, 1991; Cronin and Taylor, 1992; O’Neill and Charters, 2000). It examines 
examples of high value tourism businesses and destinations to identify which operations management techniques 
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provide the best return for industry. These techniques are explored in terms of their appeal to tourists under real 
conditions. Real situations are used to assess how well tourists have perceived existing value added strategies 
and this is complemented by asking them about possible additional techniques and priorities. 
 
To achieve these objectives the project examined the value strategies of a variety of tourism businesses in the 
rural-regional area of North-East Victoria; along with an assessment of how clearly the tourist-visitors perceived 
their value strategies and how well they concurred with the tourism offerings. The  North-East Victoria tourism 
region of Legends, Wine and High Country was selected as the test case because of its relative isolation from 
Australia’s major tourism centres and icons; the broad mixture of tourism attractions within the region, as 
exemplified by its marketing title; and the variety of urban and rural experiences it provides. Within this context 
there is a wide range of visitor activities, so the study selected three sectors for particular business 
examination—the accommodation, attractions and dining sectors. A cross-section of tourists was interviewed at 
a variety of locations throughout the region. Interviews took place at Wangaratta, Beechworth, Rutherglen and 
Bright; and tourists were identified as domestic day-trippers or overnight visitors and international visitors. 
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Chapter 3 

RESULTS 

Local Tourism Industry’s Market Expectations 
In this phase of the project, a total of 24 suppliers were asked what they thought the tourist market expected from 
their tourism business (Appendix A).   Of the 24 suppliers asked, eight were accommodation providers, nine 
were attraction providers, and seven were dining providers. The question was designed as an open-ended 
question so that respondents could provide actual answers that reflected their exact thoughts in terms of what 
they thought tourists expected from them, rather than providing pre-selected options for them to choose from. 
This method of questioning was designed so that real supplier perceptions of tourist expectations could be 
obtained and recorded, rather than providing closed-ended questions which would have limited supplier thinking 
and the responses received. Each of the 24 suppliers was asked the same question by the same interviewer to 
avoid any influences on the way the question was interpreted. 
 

The variety of responses were received across the three sectors which displayed a number of similarities and 
differences. In total 204 responses were received from suppliers. Of these, 103 responses were different and the 
remaining 101 responses were repetitions (same words or terms cited). Suppliers were not limited in the amount 
of information they could provide in answer to the questions, which is the reason for the large number of total 
responses and repetitions. 

 
Responses were analysed using an NVivo 7 database. From the 204 responses, a total of 13 distinctive 

perception categories were established. These categories were developed based on the type of responses 
generated by suppliers. For example, a number of suppliers mentioned good service, friendly service, welcoming 
service, etc. which all relate specifically to service, therefore the category ‘service’ was developed. From there 
the individual perceptions were placed into a corresponding category, to become sub-categories. For example, 
the individual responses of good service, friendly service and welcoming service were all placed in the ‘service’ 
category as sub-categories because they each relate to service but from a different perspective. Some categories 
featured a larger amount of responses than others and a number of different perceptions. For example, the 
‘knowledge’ category received a total of eight responses over four sub-categories (four of the eight responses 
were related to the sub-category local knowledge, two to sub-category assistance/advice, one to sub-category 
hosts as information source and one to sub-category good knowledge). 

 
The following tables show the most frequent supplier perceptions of consumer expectation responses to the 

survey presented in Appendix A. Table 1 lists each of the 13 categories in declining order of importance and the 
most frequently cited sub-categories within the 13 categories. The table also shows the total number of times a 

sub-category was cited. For example, the sub-category ‘tastings’ was mentioned seven times as a supplier 
perception. The ‘tastings’ perception was considered to relate to the tourists’ experience and was therefore 

placed in the category ‘experience’.   
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Table 1: North-East Victoria Suppliers’ Perceptions – Categories and Sub Categories 
 

Supplier 
Perception 
Category 
(n = total cited 
responses) 

Sub Categories   
(Most Frequently Cited Perception 
per Category) 
 

Total Number of 
Times the Sub 
Category was Cited 

• Tastings 
 

7 
 

• Supplier and tourist interaction 
 

6 
 

• History 
 

5 
 

• Good food 
 

5 
 

Experience  
(n=73) 

• Relax 
 

4 

• Not what expected—surprise 8 
 

• Engaged with product 
 

7 

• Good time 
 

4 

• Expectations exceeded  
 

4 

Expectations 
(n=67) 

• Variety – different 
 

4 
 

• Good service 
 

6 Service 
(n=23) 

• Friendly service 
 

5 

Standards 
(n=12) 

• Reputation 
 

7 

Knowledge  
(n=8) 

• Local 
 

4 

Money  
(n=6) 

• Value for money 
 

2 

Quality 
 (n=4) 

• Product 
 

 2 
 

Country Town vs. 
Melbourne 
(4) 

No sub-categories 4 

Local vs. Tourist 
(2) 

No sub-categories 2 

Town 
(1) 

No sub-categories 2 

Unique 
(1) 

No sub-categories 1 

Value 
(1) 

No sub-categories 1 

Personal Help 
(1) 

No sub-categories 1 
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Table 2:  North-East Victoria Supplier Sub-Category Perceptions Across the  

Accommodation, Attractions and Dining Sector 

 
Times Cited Per Sector  

Category 
 
Sub-Category Accommodation Attractions Dining 

• Tastings  7  
• Supplier and 

tourist 
interaction 

1 5  

• History 1 4  
• Good food 1 2 2 

Experience 

• Relax 4   
• Not what 

expected – 
surprise 

4  4 

• Engaged with 
product 

 6 1 

• Good time  2 2 
• Expectations 

exceeded 
2  2 

Expectations 

• Variety–
different 

1 2 1 

• Friendly 
service 

3  2 Service 

• Good service 1 4 1 
Standards • Reputation 1 4 2 
Knowledge • Local 4   
Money • Value for 

money 
 2  

Quality • Product  1 1 
 

The final six categories did not receive any distinctive perceptions from which sub-categories could be 
created. Table 1 indicates that the suppliers were focusing on providing a memorable experience and meeting or 
exceeding perceived expectations; followed by providing good and friendly service. Table 2 divides the 
information presented in Table 1 across the three tourism sectors examined in this study. It reveals that the 
supplier emphasis on experience was strongest in the attractions sector (cited 18 times) followed by the 
accommodation sector (7) and dining (2). When suppliers discussed meeting tourist expectations the strongest 
sector interest was again the attractions group (10), but this time it was matched by the dining sector (10) and 
followed by the accommodation sector (7). Of the remaining supplier perceptions of consumer expectations, 
reputation and prior knowledge were the most significant, followed by concerns over value for money and 
product quality. The final six categories listed in Table 1 were removed from Table 2 because they had no sub-
categories. 

Observations 
Both tables show that the top six responses regarding what suppliers think tourists expect from their tourism 
business include: 

1. not what expected/surprise (eight comments) 
2. tourists being engaged with the product (seven comments) 
3. supplier/business reputation (seven comments) 
4. the provision of tastings (seven comments) 
5. interaction between supplier and tourist (six comments) 
6. good service (six comments) 
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The ‘surprise’ element features in both the accommodation and dining sectors, indicating that attraction 
suppliers do not think that tourists expect to be surprised when they visit their attractions. Tourists being 
‘engaged with the product’ was mentioned in both the attraction and dining sectors. The majority of responses 
here were in the attraction sector highlighting that although the attraction suppliers do not necessarily think 
tourists want to be surprised when they visit the attractions, they do expect to become engaged with the product 
through brand names and surroundings. For example, each supplier has a name for their business and in the case 
of attractions many of them produce products for sale to the market. Therefore, the engagement with the brand is 
something suppliers perceive tourists to expect when they visit the actual place of production. Supplier/business 
‘reputation’ was mentioned across all three sectors indicating that to each sector a reputation is something they 
perceive tourists to have considered. The majority of ‘interaction between supplier and tourist’ perceptions were 
mentioned in the attraction sector. Finally, ‘good service’ was mentioned across all three sectors portraying that 
service is an area that all suppliers perceive tourists to expect. Interestingly however, ‘good service’ did not 
feature as high in the dining sector, which according to services theory is an area that the majority of people use 
to evaluate their dining experiences and determine their level of satisfaction. 

 
The tables illustrate that the variables of price, quality and value feature very little in terms of what suppliers 

perceive tourists to expect from their business. In fact, ‘value’ received no sub categories and was only 
mentioned once out of the 204 responses. The category of ‘quality’ only received a total of four responses out of 
204. Of these, two responses were related to the ‘product’ quality. Finally, the category of ‘money’ (price) 
received a total of six responses out of the 204, with only two of them being related to ‘value for money’. 
Therefore, only 11 out of the 204 total responses were attributed to the variables of price, quality and value. This 
minimal supplier mention of these variables is interesting considering that, as according to theory, price and 
quality contribute to value and value is a key attribute that many consumers look for when purchasing and/or 
consuming a product and/or service. The results obtained from this data set indicate that suppliers do not 
necessarily perceive these variables to be key to tourists’ expectations of business, and certainly not as important 
as tourists’ general ‘expectations’ and ‘experience’. 

 
Other areas of interest as highlighted in Table 1 and Table 2 include ‘variety-different’, ‘history’, ‘relax’ and 

‘good food’. The sub-category of ‘variety-different’ featured across all three sectors and indicate that the 
provision of variety in their tourism offerings is considered something suppliers perceive tourists to expect. 
‘History’ featured mainly in the attractions sector, which could be attributed to the fact that the attractions in the 
areas are generally heritage related. However, ‘history’ was only mentioned five times, which is surprising 
considering the ‘legends’ profile the North-East region holds. ‘Relax’ was mentioned only by the 
accommodation sector which can be attributed to the fact they provide the place where tourists actually spend 
their nights ‘relaxing’ so to speak. There is a greater or lower level of engagement with the attractions and dining 
sectors in comparison to the accommodation sector (as indicated by the perception ‘engagement with product’) 
which probably reflects the reverse condition to relaxation and sleep. The perception of ‘good food’ was also 
cited by all three sectors, however considering ‘good food’ should be the focus of the dining venue it is 
surprising that ‘good food’ did not feature higher in the dining sector by the suppliers. 
 

North-East Visitor Profile 
The following section presents a profile of visitors to the North-East Victoria Region over the data collection 
period. The profile includes data ranging from where the tourists traveled from, their average trip expenditure, 
travel groups, reasons for travel, accommodation used, attractions visited, length of stay and more. A copy of the 
initial visitor questionnaire is provided in Appendix B. Where possible comparisons have been made to previous 
data collected by Tourism Victoria in relation to Victoria’s market profile and visitation to the North-East 
Victorian Region. This provides an indicator of the sample’s representativeness. 
 

Data gathered from the tourists during the data collection period shows that the majority of visitors came 
from metropolitan Melbourne (33.2%) and interstate (35.7%). Figure 1 also shows that 4.3% of visitors were 
international, 18.1% were from regional Victoria and 8.7% were from within the North-East Victorian Region 
itself. This 8.7% of visitors, although having traveled from within the North-East Region, the definition of a 
tourist have been accorded because in terms of regional tourism  ‘tourists are generally defined as those people 
who decide to travel away from home for purposes other than employment or schooling’ (Country Victoria 
Tourism Council (CVTC) 1997, cited in Hall 1998:7), and travel a distance away from home of at least 40 
kilometres (Bureau of Tourism Research 1991, cited in Leiper 1995:8). For the purpose of this research, they 
have been classed as local tourists traveling within North-East Victoria. 
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Figure 1: Source of Visitors to North-East Victoria Region (n=277) 

8.7%
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18.1%
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Metropolitan Melbourne
Regional Victoria
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International

 
The data presented here on the source of visitors is consistent with that presented by Tourism Victoria in their 

visitor market profile. Tourism Victoria (2006) found that 64% of visitors to Victoria were sourced from the 
intrastate market, followed by 28% from the interstate market and 7% from overseas. Figure 1 illustrates a 
similarity in that 60% of visitors to the North-East region were from intrastate, 35.7% from interstate and 4.3% 
from overseas. Therefore, the intrastate market provides the highest percentage of visitors, followed by interstate 
and overseas within both Victoria and the North-East region. 

 
When asked about their main reason for travel to the North-East, over half of the respondents (60%) cited 

holiday/leisure (Figure 2). Visiting friends and/or relatives was the main reason for travel for 14.3% of 
respondents, while 2.8% were traveling for business reasons. Twenty-two point nine percent of respondents 
stated that they were traveling for reasons other than those mentioned. Other reasons cited for travel included 
attending weddings, conferences, club activities, sporting events, festivals, shopping and just passing through. 
 

Figure 2: Main Reason for Travel to North-East Victoria (n=284) 

60.0%

14.3%

2.8%

22.9%

Holiday/Leisure
Visit Friends and/or Relatives
Business
Other
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Statistics produced by Tourism Victoria (2005a) showed that the main reason for travel by visitors to the 

North-East region was holiday/leisure, followed by visiting friends and relatives. Both business and other 
reasons were also cited, however the numbers of these were low in comparison to the holiday/leisure and visiting 
friends and/or relatives categories. These results are again similar to those produced by the current data set in 
that the main purpose of travel for the respondents in this research were holiday/leisure followed by visiting 
friends and relatives. That was a decent percentage of visitors who cited other reasons, as listed above, which 
was not as high in the Tourism Victoria data; however the other reasons for travel can range according to the 
time of year, special occasions, events and more. 

 
When analysing the travel group composition for tourists visiting the North-East it was discovered that in 

some instances the group composition changed over the visit, so the total sums to more than 100%. Figure 3 
illustrates that almost half (43.1 %) of the respondents were visiting with their partners, as an adult couple. The 
second largest group composition was traveling as an individual family group, that is, parent(s) and child(ren). 
14.8% of respondents traveled with their friends only, 8.5% traveled individually and a small portion (2.5%) 
traveled with a tour group. 
 

Figure 3: Travel Group Composition of Visitors to North-East Victoria (n=283) 

8.5%

28.6%
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Data provided by Tourism Victoria (2006) for the Victoria Market Profile indicates that in terms of domestic 

visitation, 29% of visitors traveled in an adult couple, 24% alone, 21% with their family group, 21% with friends 
and/or relatives, 3% with business associates and 2% cited other. The majority of respondents visiting North-
East Victoria in this research were also traveling as an adult couple (43%), however unlike in the Tourism 
Victoria (2006) data set, travel parties consisted mainly of family groups (28%) and friends and/or relatives 
(22%) more so than traveling alone (8%). Again this could be caused by a number of factors including the period 
of time the data was collected and the time of year, for example: weekends, public holidays or school holidays.  
 

The figures discussed in the current research also include international visitors. Figure 1 illustrates that only a 
small percentage traveled from overseas. The international travel party figures by Tourism Victoria (2006) found 
that 55% of them traveled alone, 22% in an adult couple, 11% with friends and/or relatives, 8% as a family 
group and 5% with business associates so it is expected that the few international tourists caught in this sample 
were predominantly in the ‘alone’ or ‘adult couple’ categories. 

 
When analysing expenditure, Figure 4 indicates the estimated daily expenditure per individual. The majority 

of respondents (75%) estimated their expenditure to be under $100 per day. Within the remaining 25% of 
respondents, 17.1% estimated their individual daily expenditure to be from $101–$200, 5.3% estimated their 
individual daily expenditure to be within the $201–$300 range, 1.3% estimated their expenditure to be $301 plus 
per day.  
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Figure 4: Individual Per Diem Expenditure (n=76) 
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The expenditure for visitors to North-East Victoria as presented by Tourism Victoria (2005b) are difficult to 

compare with the existing data set, because as they have been calculated as domestically overnight per night 
rather than per diem. However, Tourism Victoria’s (2005b) figures show that domestically, per day, trip visitors’ 
expenditure was $90, and data from the current data set show that the majority of visitors spend under $100 per 
day. 
 

Figure 5: Attractions Planned to Visit (n=284) 
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The sampled tourists were asked to list as many attractions as they planned to visit, so Figure 5 represents 

multiple responses. Nature-based attractions were cited as the type of attraction to be visited by 40.1% of 
respondents. Food and winery attractions were also popular, with 39.1% of respondents planning on visiting 
food attractions and 35.9% planning to visit wineries. Food attractions were considered to be those attractions 
such as drive in olive, nut, berry or preserve farms, with many tastings, and popular well-known restaurants 
and/or eateries such as the Beechworth Bakery. Adventure and heritage attractions appeared to offer a secondary 
level of appeal. Interestingly, 28.9% of respondents listed that they planned on visiting other attractions than 
those officially listed. These attractions ranged from weddings, general sightseeing, visiting friends and/or 
relatives, festivals, sporting events and simply resting and relaxation. 

 
Figure 6 illustrates that the majority (70%) of respondents planned to spend at least one night in the North-

East region. Of these, 34.4% planned to spend either one or two nights away from home; while 30.6% planned to 
spend a period between three to seven nights in the North-East. 5.1% of respondents planned to stay in the 
North-East for eight or more nights with the highest total of planned nights being 42. 
  

Figure 6: Planned Length of Stay in North-East Victoria 
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Data from Tourism Victoria (2006) states that ‘75% of domestic overnight visitors to Victoria visited on a 

short trip of 1–3 nights. A further 19% stayed 4–7 nights, whilst the remaining 5% stayed 8+ nights’. Figure 6 
seems to confirm these trends when the day trippers are eliminated from the analysis. Although international 
tourist data is included in Figure 6, the percentage of international visitors is relatively small and is not 
considered to alter the distribution greatly. 

 
The most popular forms of planned accommodation among those staying overnight were caravan parks 

(28.1%), motels (24.5%) and staying with friends and/or relatives (20.9%). Hotels, bed and breakfast and resorts 
were all ranked 10% and under as shown in Figure 7. It should be noted, however, that Figure 7 totals to 103%. 
This is because a few parties varied their accommodation type during their visit. Traditionally, accommodation 
such as hotels, resorts and bed and breakfasts are considered the more expensive and up market options when 
selecting accommodation. In comparison, staying with friends and/or relatives and in caravan parks are cheaper 
options. Motels are often considered mid-range. This may explain the large number of respondents staying with 
either friends and/or relatives or in caravan parks as compared to hotels, resorts and bed and breakfasts. Other 
accommodation options cited by respondents included holiday houses, self-contained apartments, camper 
van/motor homes, and apartments/flats or houses. The data collected in this research for North-East Victoria is 
again similar to the state picture presented by Tourism Victoria (2006) in that the main accommodation types 
utilised by tourists were stays with friends or relatives, followed by hotel or motel stop-overs. Domestic visitors 
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utilised caravan parks or camping grounds frequently while international visitors stayed in rented houses, 
apartments, units or flats (Tourism Victoria 2006). 

 
Overall the results from 284 tourists revealed a broad cross-section of planned activities and origins. 

However, the general pattern of responses was similar to past and more extensive surveys; giving us confidence 
that this small sample is generally representative of tourist visitors to this region. 
 

Figure 7: Planned Accommodation Types 
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Visitor Expectations 
The tourists were asked a variety of questions relating to their visit expectations, their likelihood of utilising the 
services of one or more of the three study tourism sectors, along with personal information. 

 
Many of the questions at this stage were designed as open-ended questions so that respondents could provide 

actual answers in terms of their own words and/or phrases regarding what would make their visit satisfactory, 
rather than providing them with options to choose from. This method of questioning was designed to capture real 
personal expectations and feelings rather than providing them with closed question options which would have 
ultimately limited the responses received. 

 
A variety of responses were received from respondents over all three sectors. Some responses were generated 

in response to one sector only, for example accommodation; while other responses provided information over all 
three sectors. Respondents were not limited in the amount of responses they could give for each sector in terms 
of their expectations, which contributed to a variety of responses.  Although there were a variety of responses 
given, a number of consistencies appeared across all three sectors. Table 3 illustrates the main responses 
provided by the tourists and how many responses were received in these categories for each of the three sectors. 
Only the responses that are common and appeared within each of the three sectors have been discussed, because 
it is these responses that feature highly over the whole data set and across each sector; thus indicating the level of 
importance regarding what customers expect from their visit/stay in North-East Victoria. 

 
Table 3 reveals several interesting expectations on the part of visitors to North-East Victoria. First and 

foremost was the expectation of service, service that was knowledgeable, efficient and friendly. This aspect of 
expectation was present in the top three responses to all three sectors, but it featured as the number one attribute 
for the dining sector. 

 
The main variables of price and quality, which have been identified as key contributes to a sense of value in 

the literature are present within the top eight responses for each sector, while the term ‘value for money’ 
occurred at the eleventh spot. This would indicate these concepts are present in the visitor expectations, but are 
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more secondary in importance compared to service overall, food quality in the dining sector, cleanliness in 
accommodation and scenery, and weather in relation to the attractions. 

Table 3: Visitors’ Expectations of North-East Victoria Across the Three Primary Tourism Sectors of 
Attractions, Accommodation and Dining  

 
Number of Responses per Sector Tourists’ 

Expectations Attractions  Accommodation Dining Total 
 

Service 38 50 114 202 
Food 16 9 131 156 
Clean 6 109 16 131 
Facilities 22 65 2 89 
Scenery 71 11 2 84 
Staff 24 29 27 80 
Money/pricing 18 29 43 73 
Quality  14 10 48 72 
Friendly 26 24 21 71 
Children and 
Family Friendly 
and/or Facilities 

28 15 15 58 

Value for Money 13 16 20 49 
Atmosphere 19 10 18 47 
Variety 14 2 31 47 
Weather 30 9 2 41 
Wine 6 2 27 35 
Relaxation 15 1 5 21 
Value 7 2 7 16 
Standards 1 4 7 12 
Expectations 2 5 1 8 
Knowledge 5 1 1 7 
Public Toilets 4 1 1 6 

 
Adequate facilities were important expectations in terms of accommodation and attractions, but less so for 

the dining sector. Family oriented businesses or facilities were particularly hoped for in the attractions sector, but 
were less significant in the expectations for the accommodation and dining sectors. Friendliness was a common 
but moderate expectation, which if added to atmosphere was an important factor across all three sectors. 

 
The remainder of the identified expectations, while important to those tourists who expressed them, were not 

as common or generic as those outlined above. For example, wine was a more important part of the dining 
anticipation than in the attraction sector, outside of the appeal of local wineries. Likewise, standards or 
classifications were mentioned by a few tourists and were more relevant to the accommodation and dining 
sectors, while local or prior knowledge was more related to the attractions sector. 
 

Visitor Experiences 
The intentions and expectations from the interview phase of the survey was followed up with the return of an 
additional questionnaire which referred to the tourists’ subsequent actual experiences. A copy of this postal 
questionnaire is included in Appendix C. In this case 79 of the original 284 respondents (28%) bothered to 
complete and submit their observations at the end of their visit. This is a normal attrition process, which despite 
the smaller number still provides a rich data source. 

 
This section presents a set of statements relating to how respondents felt about their visit and experience to 

the various tourism components with North-East Victoria. The analysis has been separated into the three sectors 
of attractions, accommodation and dining. A final table and analysis is also presented regarding the respondents 
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‘overall experience within the study region. This table is comprised of the common statements used regarding all 
three of the individual sectors and their group averages. 

 
The tables presented show the statements used and the average (mean) response. Respondents were asked to 

show the extent to which they agreed with the aspects described in the statements on a scale of 1 to 7, where 1 
was strongly disagree and 7 was strongly agree. A box for don’t know was also provided for the respondents to 
tick, in case they did not experience a particular sector during their visit. The main observations which are 
commonly used to denote value to consumers (receiving what was expected, delivering on promises and price) 
are highlighted in the tables in italics. A brief description of the main observations made from the data is 
provided with the corresponding data sets to highlight areas of importance, similarities and concern. 
 

Table 4: Visitors’ Experience of Attractions in North-East Victoria 

  
Statement Mean 
The physical surrounds were visually appealing 6.37 
Access to the attractions was satisfactory 6.01 
The facilities were clean 5.96 
Overall, I received what I expected from the attractions visited 5.92 
The staff were helpful 5.89 
The attractions I visited delivered what they promised 5.85 
The staff were caring 5.81 
The facilities were up to date 5.71 
Signage to the attractions was easy to follow 5.66 
The service I received was prompt 5.59 
Parking conditions were satisfactory 5.59 
The price charged was reasonable 5.44 

 
The results for the attractions sector were generally good, but some areas for improvement could be 

identified. Overall the mean scores in Table 4 are positive, with the lowest being 5.44 out of a possible 7.0. The 
attractions did particularly well in terms of their physical attributes, their visual appeal and access, but were less 
successful in terms of service, parking and price. However, overall the visitors felt they had received what was 
expected, registering an average response of 5.92 to this question. 

 
Visitor experience with the accommodation sector is presented in Table 5 and again reveals a positive 

response with averages ranging from 5.58 to 6.28.  
 
The most positive experience was the location of accommodation, showing an appreciation for finding local 

accommodation; closely followed by its accessibility and the level of service provided. At the other end of the 
table, but still positive with a mean of 5.58, is the visitors’ rating of the prices charged. Once again, the visitors 
rating of receiving what they expected was mid-table, with a mean score of 5.95.  
 

In terms of their dining experiences the visitors were similarly happy. Table 6 shows their mean scores 
ranged from 5.38 to 6.63, with their overall expectation rating at 5.79. The quality of food and service were both 
rated highly and price was not the lowest rated element amongst the three sectors examined. 

 
Two responses are worthy of particular note. Both the ‘wine list features a good selection of wines’ and the 

‘dining establishments featured local produce’ questions received a large number of ‘don’t know’ responses. 
This could indicate a lack of knowledge or interest, but it also indicates an opportunity for the dining sector to 
educate and encourage through greater promotion and development.  
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Table 5: Accommodation Experience of Accommodation in North-East Victoria 

 
Statement Mean 
The location of accommodation met my needs 6.28 
The staff were helpful 6.22 
Access to the accommodation was satisfactory 6.17 
The service I received was prompt 6.15 
The staff were caring 6.09 
The accommodation was clean 6.09 
The accommodation was well signed 5.98 
Overall, I received what I expected 5.95 
If provided, the meals were satisfactory 5.84 * 
The accommodation was quiet 5.79 
The facilities were up to expectations 5.78 
The accommodation I stayed in delivered what they promised 5.74 
The accommodation was visually appealing 5.72 
The price charged was reasonable 5.58 

 
* High number of don’t know responses, with 38% of respondents answering don’t know to ‘if provided, the meals were 
satisfactory.’  This could be because they did not utilise this service if meals were provided or they did not know that meals 
were provided by the establishment. 
 

 

Table 6: Visitors Experience of Dining in North-East Victoria  

 
Statement Mean 
The service I received was prompt 6.63 
The dining establishments were well signed 6.13 
Access to the dining establishments was satisfactory 6.11 
Parking conditions were satisfactory 5.92 
The food met my expectations 5.89 
The wine list featured a good selection of wines 5.88 * 
The menu provided a good selection of food options 5.84 
The dining establishments were clean 5.83 
The atmosphere of the dining establishments was pleasant 5.8 
Overall, I received what I expected 5.79 
The dining establishments I ate at delivered what they promised 5.77 
The dining establishments featured local produce 5.74 * 
The facilities were up to expectations 5.7 
The staff were caring 5.69 
The prices charged were reasonable 5.68 
The staff were helpful 5.64 
The staff provided me with individual attention 5.47 
Waiting time was satisfactory 5.38 

 
* High number of ‘don’t know’ responses given. 19% of respondents answered don’t know to the statement ‘the wine list 
featured a good selection of wines,’ and 24% answered don’t know to the statement ‘the dining establishments featured local 
produce.’ 
 

When visitors provided their overall assessment of their North-East Victoria visit experience they were 
almost as enthusiastic as they were with regard to the individual sectors. The top mean score of 6.12 was lower 
than for the individual sectors, but the relative locations within Table 7 showed some differences to what went 
before.  
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Overall the top experience related to prompt service, followed by physical dimensions such as access, 
appealing surrounds and cleanliness. Responses to the ‘overall expectations met’ and ‘delivered what was 
promised’ were ranked in the bottom half of Table 7; and price was once again at the bottom of the table. 
 

Table 7: Visitors Overall Experience of their Visit to North-East Victoria 

  
Common Statements Mean 
Prompt service 6.12 
Satisfactory access 6.1 
Appealing surrounds 6.05 
Clean 5.96 
Well signed 5.92 
Helpful staff 5.92 
Overall expectations met 5.89 
Caring staff 5.86 
Food/meals satisfactory 5.86 
Delivered what promised 5.79 
Parking conditions 5.76 
Facilities 5.73 
Price 5.57 

 

Visitor Improvements 
This section presents the comments made by respondents in regards to what they would like to see North-East 
Victoria do to better meet their expectations. This data was collected as part of the second survey which 
respondents completed and returned after their trip to the North-East  (Appendix C). Although Part Two of this 
questionnaire received fewer responses than Part One, respondents were able to identify many factors which 
would add value to their experience in North-East Victoria. 
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Table 8: Visitors’ Comments Regarding What Value North-East Victoria Could Add to Better  

Meet Their Expectations 

Areas Where Value 
can be Added to 

Better Meet 
Tourist 

Expectations 

Associated Words and Phrases cited by Respondents regarding ‘Value that could 
be Added to Better Meet Tourist Expectations’ 

Infrastructure 
(14 comments overall, but 
only 10 met inclusion 
criteria) 

• Improve and complete rail trail (3) 
• Build Mansfield-Myrtleford for shorter, less expensive travel (3) 
• Road safety (3) 
• Continue to improve small towns (3) 
• Improve public transport to get in and between towns (3) 
• Provision of shuttle bus between towns and attractions (3) 
• Future planning and development of towns (3) 
• Improved parking facilities (4) 
• Improvement and provision of public facilities namely picnic tables along the 

Murray, frequent and clean public toilets, outdoor swimming pools available 
for access by tourists and children especially in summer (6) 

• Improve and build roads for safer travel (7) 
Information 
(8 comments overall, but 
only 2 met inclusion 
criteria) 

• More information on what is happening in the area (3) 
• More information about the areas history—mining sites, Ned Kelly (4) 
 
 

Promotion and 
Awareness 
(8 comments overall, but 
only 2 met inclusion 
criteria) 

• Better promotion and marketing material (6) 
• More advertising in Melbourne and surrounds to make people aware of the 

area and what is there (9) 
 

Family and Children 
(8 comments overall, but 
only 2 met inclusion 
criteria) 

• Cafes/eateries that are more family oriented—Cosy Kangaroo is about the 
only one in the entire area (3) 

• More childrens activities (3) 
 

Entertainment 
(6 comments overall, but 
only 1 met inclusion 
criteria) 

• More festivals and live music (3) 
 
 

Food and Dining 
(5 comments overall, but 
only 1 met inclusion 
criteria) 

• Children and family meals and eateries (3) 

Accommodation 
(4 comments overall, but 
only 1 met inclusion 
criteria) 

• Cheaper priced accommodation (3) 
 

Activities and 
Attractions 
(4 comments overall, but 
only 2 met inclusion 
criteria) 

• Indoor activities for bad weather days and families (3) 
• Historical sites (3) 

Service 
(4 comments overall, but 
only 2 met inclusion 
criteria) 

• Better and improved service (3) 
• Teach staff how to be welcoming and pleasant (3) 

 

Signage 
(3 comments overall, but 
only 2 met inclusion 
criteria) 

• Improved and better road signage all over (5) 
• Map issues including index of roads and towns, fuel stops, rail trails and 

walking paths (4) 

Real 
(3 comments overall, but 
only 1 met inclusion 
criteria) 

• Keep it real and don’t create a false world for tourism (4) 
 

Value for Money • Provide value for money (2) 
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The data received has been grouped into functional areas. Table 8, presented below, highlights the common 

areas that were cited as areas for improvement by respondents within these functional areas. There was often a 
variety of comments, but only those receiving three or more mentions have been included in the table.  Given the 
focus of this project, one exception was made to this rule. Thus, the table ends with the observation that two 
visitor parties identified ‘value for money’ as an area where the appeal of North-East Victoria could be 
increased. 

 
Table 8 shows that the majority of areas in which visitors felt the North-East could provide more value to 

better meet their expectations were in the categories of infrastructure (14 comments), information, promotion 
and awareness and family and children (each with 8 comments).  An analysis of the table reveals that some of 
these areas overlap, in particular children and family. For example, children and family areas are mentioned not 
only in the children and family category but also in the attractions, food and dining, and infrastructure.   
Additionally, it could be said that value for money overlaps within the areas of accommodation, children and 
family.  

 
Remembering that expectations in the first visitor survey were gathered prior to the tourists’ experience and 

the comments from the post visit survey were gathered after their experience, it should be noted that the 
similarities in the comments indicate a need for the North-East to look at specific areas of their tourism products 
and services. Some examples of comparison include staff and service, being children and family friendly with 
specific activities, food and beverage and accommodation for them as well as looking into facilities, and 
money/pricing or value for money in the different areas. 

 
Promotion and awareness appear to be considerably important in Table 8 when looking into adding value for 

the tourists’ experience. This may be particularly related to the quality of information and knowledge they have 
of the area prior to and during their visit so they can make the most of their vacation time while in the area. 
Again, these areas link with the categories of entertainment, food and dining, and activities and attractions in 
regards to what is available (including local produce), and what is happening. History in terms of information, 
redevelopment and attractions was also mentioned as an area that would better meet visitors’ expectations, 
particularly regarding Glenrowan and the Ned Kelly site. 

 
Keeping it real and not letting the area get to touristy was another factor mentioned that would provide value 

to tourists to better meet their expectations. This could be for a variety of reasons, however it is assumed from 
the comments received that many of the visitors look for a genuine and unique experience that is real and 
authentic, rather than commodified or put on display purely for tourist reasons. 
 

Synergistic Relationships  
A variety of responses regarding what value meant to these tourists were received. Although the responses 
tended to vary in nature, there were a number of consistencies in terms of individual words used and their 
percentage weightings in respect to perceived value (Table 9). The most common aspect of the tourists’ value 
perceptions was the feature of functional value – product. Almost half of the responses (210 out of a total 430 
multiple reasons) fitted into this GLOVAL category. The second most important aspect was functional value-
price, with 131 responses. Functional value – personnel was ranked third with 41 responses, followed by 
emotional value (24 responses), functional value – establishment (15 responses), social value (5 responses) and 
other (4 responses). 
 

In terms of the responses generated and placed within the GLOVAL categories there were many duplicated 
responses. Furthermore, trends with respect to their relative importance percentages could also be identified. 
Table 9 provides an overview of the six GLOVAL dimensions/categories and their results in terms of identical 
response frequency and the relative importance percentages assigned to these same responses. 

 
In terms of functional value – product, the expressions ‘quality’ and ‘experiences/new experiences’ were 

mentioned most frequently as meaning value to the sampled tourists. ‘Quality’ was mentioned both as a single 
word and in phrases like ‘high quality’ and ‘good quality’. Table 9 shows that in the case of both 
‘experiences/new experiences’ and ‘quality’ tourists ranked these with high relative importance levels of 50% or 
more. That is, when these words or phrases were cited they also received strong endorsement through their 
relative percentage weightings. None of the other responses recorded in the functional value—product category 
received such strong percentage endorsements. For example, of the 15 tourists who cited food and wine as 
signifying product value to them, only 6 considered it to be of importance 50% or more of the time. 
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Table 9: Tourist Same Responses and Relative Percentage Importance per GLOVAL Dimensions 

 
GLOVAL 
Dimension 
(n=responses)

Most common 
words/phrases 
cited (multiple 
responses 
offered) 

Number 
of times 
cited 

Respondent 
Relative 
Percentage  

Assigned 
Importance 
weightings 

 

   Highest 
assigned 
relative 
importance 
ranking 

Lowest 
assigned 
relative 
importance 
ranking 

Number 
of times 
response 
ranked 
50% or 
more 

Functional 
Value – 
Product 

Experience(s)/ 
New experience

31 100% 25% 27 
 

(n=210) Quality 24 100% 30% 20 
 Food and Wine 15 100% 29% 6 
 Information/ 

Information 
Centres 

16 100% 20% 8 

 Variety/options/
Choice/range 

12 100% 20% 8 

 Children and 
Family friendly 
Facilities 

8 100% 20% 3 

Functional 
Value – Price 

Value for 
money 

33 100% 10% 24 

 Reasonable 
Prices/pricing 

14 100% 20% 10 

(n=131) Price 14 100% 20% 11 
 Money 12 100% 34% 10 
Functional 
Value –  
Personnel 
(n=24) 

Service/good 
Service 

25 100% 10% 14 

Emotional 
Value 
(n=24) 

Expectations 
Met/satisfied 

10 100% 33% 8 
 

Functional 
Value – 
Establishment 

Clean/ 
Cleanliness 

8 95% 20% 1 

(n=15) Facilities 5 90% 37% 3 
Social Value 
(n=5) 

No common 
words 

N/A N/A N/A N/A 

Other (n=4) 
 

No common 
words 

N/A N/A N/A N/A 

   
Functional value – price featured a number of identical responses. ‘Value for money’ was the most frequently 
cited price dimension, occurring in 33 responses and given a relative importance rating of over 50% in 73% of 
the responses.  The word ‘price’ and phrase ‘reasonable prices’ or ‘reasonable pricing’ were common throughout 
the functional value – price dimension, with each receiving 14 responses and a relative importance ranking of 
50% or more in over 70% of the responses. If you add each of the functional value – price component parts 
together, 75% of the respondents in Table 9 rated their responses to be of 50% or more importance to them. This 
indicates some aspect of price is very important to their perceptions of value. 
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‘Service/good service’ appeared most frequently in the functional value – personnel dimensions and 
category. Over half of the total responses in this category (25 out of 41), mentioned ‘service’. This word was 
also used in relevant phrases like ‘value service’, ‘quality service’ and ‘efficient service’. In terms of its relative 
importance over half of the ‘service’ respondents rated it as 50% or over in importance. 

 
In relation to the emotional value dimension of GLOVAL, ‘enjoyment’ and expectations met/satisfied’ were 

the two most common responses, representing 75% of the total in this category. In addition, 80% of the 
responses for ‘expectations met/satisfied’ were given a relative importance of 50% or more, as were 75% of the 
responses for ‘enjoyment’. Like the categories above it in Table 9, 100% relative importance was assigned by 
several of the respondents. However, emotional value has the highest use of 100% rankings throughout all six 
categories, with almost half of the respondents giving it this maximum importance ranking. 

 
Common features for functional value – establishment were ‘clean/cleanliness’ (8 responses) and ‘facilities’ 

(5 responses). Unlike the previous categories no respondent gave a 100% importance rating to either of these 
descriptions, with the highest importance of 95% occurring only once.  Five tourists rated functional value – 
establishment components at 50% or more, four of which related to the common statements ‘clean/cleanliness’ 
and ‘facilities’ as shown in Table 9. 

 
Finally, no common responses could be identified for the social value or other categories. However, four of 

the five responses linked to the social value dimension were sufficiently important to those tourists that they 
rated them 50% or more in terms of personal importance; and in the case of the ‘other’ category, two of the four 
responses received a 100% importance rating. So although these final two categories did not receive major 
mentions, those who did respond in these areas felt quite definite about the relative importance of their identified 
aspects of value. 
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Chapter 4 

DISCUSSION  

The results presented provide some interesting insights into the way in which tourists perceive value and their 
relationship to the GLOVAL scale. Some of the GLOVAL dimensional categories appear to be more important 
than others to the way in which tourists construct their sense of value. Functional value – product and functional 
value – price seem to be the two dominant dimensions in terms of the response pattern provided by this sample. 
They possess by far the largest number of common words and phrases, revealing the dominance of these 
dimensions in the mind of the respondents. In the service industry of tourism the product is definitely an 
experience, and this is confirmed by the tourists’ emphasis of this point; but those experiences are linked with 
quality and variety in the minds of these tourists. Not far behind is an assessment of value and price, signifying 
that the tourists are linking the two, and assessing the offered products in a comprehensive manner. 
 

Some way behind the first two dimensions and categories of these tourists’ perceived value are the remaining 
GLOVAL categories. Their existence has been confirmed by the placement of the tourists’ own expressions and 
relative importance to the concept of value in the tourists’ minds, but the number of citations and relative 
strength of importance generally declines in relation to the top two dimensions. The exception to this is the 
commitment to the few random words and phrases that have been classified as representing the social value and 
other categories. Although no common words or phrases were found amongst the few responses in each 
category, the relative importance attached to some of those words rivaled the importance given to quality, price 
and experience. 

 
It should be noted that of the total 430 multiple responses provided by the tourists, only four could not be 

placed within the six dimensions/categories of GLOVAL. This suggests on the surface that GLOVAL does 
provide an adequate coverage of the service industry value perspective, and that it works well for tourist 
experiences. In this case, however, social value received little mention in terms of what value means to tourists. 
No responses placed in the social value category were directly related to the regular social value characteristics 
of status and social class. This means, contrary to previous perceived theories, where the trip and vacation 
conferred social status on the traveller, such thoughts are no longer so important to the sampled tourists’ 
perceptions of value. In fact, the identified words and phrases within this category reveal that the tourist 
experience has become a medium for contributing to the host community’s social value. Expressions like 
‘meeting new people’ and the ‘preservation of local towns’ can be indicative of the tourists feeling they are 
contributing to the sustainability of Australia’s rural towns. 

 
The wide range of responses to the direct open questions as to what value meant to the sampled tourists 

indicates the various dimensional categories of GLOVAL are overlapping rather than independent. For example 
‘quality’ was mentioned in relation to three of the six GLOVAL dimensions—product, price and personnel. 
Additionally, comments such as ‘good public toilets’ can be considered as part of the functional value – product 
and part of the functional value – establishment, for many tourists have a hard time separating the concepts of 
overall product and establishment facilities when it comes to something as fundamental as satisfactory toilets. 
This particular combination of product and establishment has been a corner stone to McDonalds’ global success, 
just ask any parent! Likewise, comments like ‘clean accommodation at reasonable prices’ produces an overlap 
with respect to the functional value of price, product and establishment, since all three dimensions can be 
detected within such a comment. 

 
Finally, in terms of the ‘other’ dimension and category, although no same responses were generated, the four 

responses that were placed in this category were all related to tourism promotion. ‘Advertising what can be 
produced’, ‘marketing’, ‘communication’ and ‘promotion’ were all mentioned as meaning value to the sampled 
tourists. Two of these responses received a relative percentage of 100% importance. Therefore, it may be worth 
looking into these areas of tourism promotion, to use such a perceived value measure as a barometer into the 
impact of modern marketing on the judgement of today’s tourist/consumer. 
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Chapter 5 

SUMMARY 

This project has presented a different method of analysing how tourists’ perceive value. The results vindicated 
the six dimensions of the GLOVAL measurement approach to a large extent, but also revealed some tantalising 
additional factors with respect to this individual case study. This suggests to the authors that in tourism situations 
both the closed question approach of GLOVAL and an open question approach outside of the confines of a 
Likert scale approach can produce a richer and more helpful data set for tourism businesses and regions. The 
immediate industry lessons from this study are significant, though should be treated with caution given that the 
study is an exploratory one using new measurement techniques to uncover contiguous perceptual relationships 
between different stakeholder groups. 
 

For the small and medium sized enterprises that formed the bulk of the sampled tourism operators, their 
perceptions of tourists’ value expectations for their individual products was similar in a general sense, but 
different in terms of specifics. While the operators’ emphasis was on maintaining the region’s brand image and 
meeting or exceeding their own customers’ expectations, the customer-tourists were much more focused. They 
viewed key value indicators to be the quality of service and food, followed by the cleanliness of the facility. 
Furthermore, it was the tourist who mentioned the academic interest in value, price and quality on more 
occasions than the operator. 
 

The tourism businesses in this study all operated within a large and diverse regional tourism destination. 
Probably because the operators were very aware of this region’s brand and their individual roles within that 
brand the sampled tourists were very happy with their overall experience, and considered they had received 
value. However, even in this good state of affairs there was room for improvement. The tourists considered the 
value of their experience could have been improved by more concern with and development of the general 
infrastructure, especially the roads. They also felt that information and the provision of family and child oriented 
facilities could be improved. While the infrastructure and information areas are largely the responsibility of the 
regional jurisdictions, the individual businesses could give more attention to family oriented activities. 

 
The academic interest in this topic emerged from a growing interest in what customers perceive to be the key 

ingredients of value and how to measure these perceptions. Using the literature review to identify past efforts to 
measure value perceptions it became clear that this is a young and developing area of expertise. There has been a 
steady development of more sophisticated measurement scales, with the latest—the GLOVAL scale—offering 
the most comprehensive assessment to date. But like all psychological scales it has a fundamental weakness, in 
that it asks its questions in the form of closed questions with pre-set answer options; thus removing the 
individualism that is seen as an essential part in developing an opinion about value. This study attempted to 
cover for this weakness by asking open questions with no pre-set answer alternatives, and combined that 
information into categories to see if the anticipated GLOVAL dimensions revealed themselves. It found that all 
six GLOVAL dimensions were used by the tourists, but their relative ranks and what denotes social value were 
not as have been predicted by the scale. 

 
This last observation points to the limitations of this study. It is a small exploratory study of a very important 

topic. The findings of this study need to be verified by further research into various tourism settings, before one 
can confirm the suggestions outlined above. It is to be hoped that others will take up the challenge of 
investigating what we all mean by value and how its perceptions influence our choices, both as tourists and 
operators.   
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APPENDIX A: YIELD AND VALUE ADDED INTERVIEW 
SCHEDULE – NORTH-EAST VICTORIA TOURISM SUPPLIERS 

 

Section 1: Tourism Product and Tourist Market 
 

1. What products/services does your tourism business offer tourists? 
 
 
 
 
 
 

2. Who makes up your tourist market? 
 
 
 
 
 
 

3. What do you think your tourist market expects from their experience with your 
tourism business? 

 
 
 
 
 
 

4. Approximately what percentage of your business is tourism? 
 
 
 
 
 

5. What is your annual gross revenue, approximately? 
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Section 2: Concept of Yield and Value Added 
 

1. What do you consider the terms value added and yield to mean? 
 
 
 
 
 
 

2. On a scale of 1 to 7, with one being unimportant and 7 being extremely important, 
how important do you consider value added and yield to be to:  

a) your business, and 
b) the tourism industry. 

Why/Why not? 
 
 
 
 
 
 

3. How important do you consider quality and price to be in generating value? 
 
 
 
 
 
 

4. In general, what outcomes do you think value added has? 
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Section 3: Implementation and Outcomes of Value Added Strategies 
 

1. What value, if any, have you added to your tourism product/service? Why? 
 
 
 
 

2. How have you/did you add value to your tourism product/service? 
 
 
 
 

3. Approximately, over what time period have you added value?  Has any of this been in 
the last 12 months? 

 
 
 
 

4. Approximately, how much has it cost your business per unit to add this value? 
 
 
 
 

5. What outcomes did you expect to receive from your value added strategies? 
 
 
 
 

6. What outcomes have you actually experienced since you implemented your value 
added strategies (if done)? 

 
 
 
 
 

7. Has extra revenue been generated as a result of this value added?  Approximately, how 
much does this account to per unit? 
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Section 4: Supplier Details 
 

1. How many years has this tourism business been in operation? 
 
 
 
 
 
 

2. How many years have you been the owner/operator of this tourism business? 
 
 
 
 
 
 

3. Is this tourism business an accredited tourism business? 
 
 
 
 
 
 

4. Has this tourism business received any awards and/or recognition?  Please provide 
details. 

 
 
 
 
 
 

5. Does this tourism business have membership in any tourism associations or local 
chamber of commerce?  Please list. 
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APPENDIX B: INITIAL VISITOR QUESTIONNAIRE 

Code: 000 
Screening Question 

 
Are you a tourist visiting North-East Victoria today? 
 

Yes – proceed with interview 
No – thank resident for their time 

 
Section A: Previous Visitation 

 
1. Have you visited North-East Victoria before? 

 
 Yes    No 
 

   If yes, when was your last visit? 
 
 

 
Section B: Travel Information 

 
2. What sort of attractions/activities do you plan to do/visit for recreational pleasure 

while you are visiting North-East Victoria? 
  
 Wineries     Food 
 
 Heritage     Natural 
 
 Adventure     Other, please specify________________ 
___________________________________________________________________________ 
___________________________________________________________________________ 
 
 

3. How long do you plan to stay in the North-East? 
 

Today only 
 
Overnight, please indicate town you will be staying in, _______________________ 
 
More than one night, please indicate number of nights and the town(s) you will be 
staying in,___________________________________________________________ 
____________________________________________________________________ 
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4. If you are staying in the region overnight or longer, what type of accommodation will 

you be using and how many nights do you plan to spend in each type of 
accommodation?    

   Number of nights    Number of nights 
 
Hotel  _______________  B and B __________________ 
 
Motel _______________  Resort  __________________ 
 
Caravan Park_______________  Camping __________________ 
  
Backpackers________________  Staying with friends/relatives______ 
 
Other, please specify________________________ 

 
5. What types of eating are you planning on undertaking? 

 
    Fine Dining    Cafés 
 
  Take Away    Other, please specify________________ 
___________________________________________________________________________
___________________________________________________________________________ 
 

Section C: Expectations and Value 
 

6. What would make your visit to different attractions a satisfactory experience? 
1.__________________________________________________________________________ 
2.__________________________________________________________________________ 
3.__________________________________________________________________________ 
4.__________________________________________________________________________ 
5.__________________________________________________________________________ 
 

7. What would make your stay in your accommodation satisfactory? 
1.__________________________________________________________________________ 
2.__________________________________________________________________________ 
3.__________________________________________________________________________ 
4.__________________________________________________________________________ 
5.__________________________________________________________________________ 
 

8. What would make your dining experiences satisfactory? 
1.__________________________________________________________________________ 
2.__________________________________________________________________________ 
3.__________________________________________________________________________ 
4.__________________________________________________________________________ 
5.__________________________________________________________________________ 
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9. The tourism industry is keen on providing value. What is value to you? 

___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________ 
 

10. Please indicate the relative importance of these value components using a percentage 
out of 100. 

a)_________________________________________________________________________ 
b)_________________________________________________________________________ 
c)_________________________________________________________________________ 
 

11. Since value perceptions can be influenced by income, could you please indicate where 
your weekly household income lies within the following ranges? 

 
 $1–$79   $300–$499   $1000 or more 
   
 $80–$159   $500–$699      
  
 $160–$299   $700–$999      
     

Section D: General Information 
 

12. Where have you travelled from to visit North-East Victoria? 
___________________________________________________________________________ 
 

13. What is your main reason for travelling to North-East Victoria? 
 

Holiday or leisure    To visit family 
 
To visit friends    Business reasons 
 
Other: please specify__________________________________________________ 
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14. Who does your travel party consist of? 
 

Travelling alone     Adult couple 
 

Family group – parents and children   Child/Children only 
 

With relatives      With friends 
 

Tour        Other, please specify_______ 
 
 

15. What size is your travel group? 
________________________________________________________________________ 
 
 

16. Within your travel party, are you the main decision maker? 
  
 Yes    No 
 

If no, who is the main decision maker? __________________________________ 
 

Section E: Demographic Observations 
 

Gender of respondent: 
 
 

Male    Female 
 
Age of respondent: 
 
 
 18–30    31–50    51+ 
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APPENDIX C: POSTAL QUESTIONNAIRE 

Part Two – Take Home Survey 

Part A – Overall Tourism Experience 
 
The following set of questions relate to your feelings about your overall visit and experience within 
North-East Victoria. Where statements are provided, please show the extent to which you believe your 
experience featured the aspects described in the statements. If you don’t know, or have no feelings 
please tick the box provided. There are no right or wrong answers—the number you circle simply 
shows your perceptions about your overall experience within the North-East. 
 

1. What sacrifices did you make and what did you give up to travel to the North-East? (please list 
in rank order from 1 to 3) 

 1.__________________________________________________________________________
 2.__________________________________________________________________________
 3.__________________________________________________________________________ 

 
2. Overall, what benefits/outcomes do you feel you gained from your trip to North-East Victoria? 

(please list in rank order from 1 to 3) 
1.__________________________________________________________________________ 
2.__________________________________________________________________________ 
3.__________________________________________________________________________ 

 
3. In terms of balance, do these benefits/outcomes outweigh the sacrifices you made to take the 

trip? 
  

  -3 -2 -1 0 +1 +2 +3           Don’t know 
 Sacrifices outweigh          Benefits and        Benefits outweigh 
  benefits         sacrifices balance  sacrifices 
 

4. Considering your time away in the North-East, please circle on the scale below your overall 
level of satisfaction with your experience (where 1 is very dissatisfied and 7 is very satisfied). 

 
       Very     Satisfied            Very    
  Dissatisfied            Satisfied        No Feelings 
    
   1 2 3 4 5 6 7 

 
5. What do you think could be added to make your North-East Victoria experience more 

satisfactory? (please list in rank order from 1 to 3) 
1.__________________________________________________________________________ 
2.__________________________________________________________________________ 
3.__________________________________________________________________________ 
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6. Please indicate on the scale below how well your experience in the North-East met the 
expectations you had prior to undertaking the trip (where 1 is expectations not met and 7 is 
expectations exceeded). 

 
  Expectations      Expectations       Expectations   
       Unmet          Met          Exceeded       No Feelings 
    
   1 2 3 4 5 6 7 

 
7. What would you like to see the North-East region do to better meet your expectations? 
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________ 

 
8. On average, how much did you spend on your total trip within the North-East? 

 
  under $100   $201–$300   $401–$500 
  
  $101–$200   $301–$400   $500+ 
     

9. Is this your individual expenditure or for your travel party? 
  
  Travel Party   Individual 
 

10. In the boxes provided, please indicate the size of your travel party and the total number of 
days you spent travelling in North-East Victoria. 

   
  Size of travel party   Number of days spent in North-East Victoria 
 
11. Past research has identified that we make a number of sacrifices in addition to the money we 

pay when undergoing travel experiences. Please identify which of the following apply to you 
and your visit to North-East Victoria by ticking the relevant boxes? 

 
  Time    Search costs   Personal Risk 
 
  Learning costs    Physical sacrifices 
 

12. Please indicate on the scale below the overall value you feel you received from your trip 
(where 1 is no value and 7 is high value). 

 
       No Value         Average Value       High Value  Don’t Know 
    
   1 2 3 4 5 6 7 

 
13. Why did you rate the value you received in this manner? 
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________ 
 
14. Overall, do you feel you received value for money? (please indicate on scale below) 

 
      Poor value      Adequate value           High value 
      for money         for money           for money  Don’ Know 
  
   1 2 3 4 5 6 7 

 
15. Why did you rate your value for money in this manner? 
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_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________ 

 
16. What value would you like to see the North-East add to their tourism experience? 
_______________________________________________________________________________
_______________________________________________________________________________
_______________________________________________________________________________ 

 

Part B – Sector Experience 
 
The following sets of statements relate to your feelings about your visit and experience to the various 
tourism components within North-East Victoria. For each statement, please show the extent to which 
you believe the tourism components featured the aspects described in the statements. Circling a 7 
means that you strongly agree, and circling a 1 means that you strongly disagree. If you don’t know or 
have no feelings please tick the box provided. There are no right or wrong answers—the number you 
circle simply shows your perceptions about your experience among the different attractions. 
 
Attractions Experience 
 
Please identify your personal top 3 favourite attractions visited within North-East Victoria by name. 

1._______________________________________________________________ 
 
2._______________________________________________________________ 
 
3._______________________________________________________________ 

  
               Strongly                   Strongly   Don’t Know 
               Disagree                  Agree  
1. The attractions I visited delivered what they promised.  1    2    3    4    5    6    7     

 
2. Access to the attractions was satisfactory.   1    2    3    4    5    6    7     

 
3. Signage to the attractions was easy to follow.   1    2    3    4    5    6    7     

 
4. Parking conditions were satisfactory.    1    2    3    4    5    6    7  

 
5. The staff were caring.      1    2    3    4    5    6    7     

 
6. The service I received was prompt.    1    2    3    4    5    6    7   

 
7. The staff were helpful.      1    2    3    4    5    6    7  

 
8. The physical surrounds were visually appealing.   1    2    3    4    5    6    7  

 
9. The facilities were clean.     1    2    3    4    5    6    7              

 
10. The facilities were up to date.     1   2    3    4    5    6    7   

    
11. The price charged was reasonable.    1    2    3    4    5    6    7   

 
12. Overall, I received what I expected from the attractions visited. 1    2    3    4    5    6    7 
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Accommodation Experience 
 
Please list the accommodation you stayed in by name.  

1._______________________________________________________________ 
 
2._______________________________________________________________ 
 
3._______________________________________________________________ 
 
 

1. The accommodation I stayed in delivered what they promised. 1    2    3    4    5    6    7  
 

2. Access to the accommodation was satisfactory.   1    2    3    4    5    6    7  
 

3. The accommodation was well signed.    1    2    3    4    5    6    7 
 

4. The location of the accommodation met my needs.  1    2    3    4    5    6    7 
 

5. The accommodation was quiet.     1    2    3    4    5    6    7  
 

6. The staff were caring.      1    2    3    4    5    6    7 
 

7. The service I received was prompt.    1    2    3    4    5    6    7  
 

8. The staff were helpful.      1    2    3    4    5    6    7 
 

9. The accommodation was visually appealing.   1    2    3    4    5    6    7 
 

10. The accommodation was clean.     1    2    3    4    5    6    7 
 
11. The facilities were up to expectations.    1    2    3    4    5    6    7 

 
12. If provided, the meals were satisfactory.    1    2    3    4    5    6    7 

 
13. The price charged was reasonable.    1    2    3    4    5    6    7  

 
14. Overall, I received what I expected.    1    2    3    4    5    6    7 
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Please identify the top 3 dining establishments you visited within the North-East by name. 

1._______________________________________________________________ 
 
2._______________________________________________________________ 
 
3._______________________________________________________________ 

 
1. The dining establishments I ate at delivered what they promised. 1    2    3    4    5    6    7 

 
2. Access to the dining establishments was satisfactory.  1    2    3    4    5    6    7 

 
3. The dining establishments were well signed.   1    2    3    4    5    6     7 

 
4. Parking conditions were satisfactory.    1    2    3    4    5    6    7  

 
5. The staff were caring.      1    2    3    4    5    6    7 

 
6. The service I received was prompt.    1    2    3    4    5    6    7 

 
7. The staff were helpful.      1    2    3    4    5    6    7 

 
8. Waiting time was satisfactory.     1    2    3    4    5    6    7 

 
9. The staff provided me with individual attention.   1    2    3    4    5    6    7 

 
10. The dining establishments were clean.    1    2    3    4    5    6    7 

 
11. The facilities were up to expectations.    1    2    3    4    5    6    7 

 
12. The menu provided a good selection of food options.  1    2    3    4    5    6    7 
 
13. The wine list featured a good selection of wines.   1    2    3    4    5    6    7 

 
14. The dining establishments featured local produce.  1    2    3    4    5    6    7 

 
15. The food was met my expectations.    1    2    3    4    5    6    7 

 
16. The atmosphere of the dining establishments was pleasant. 1    2    3    4    5    6    7 

 
17. The prices charged were reasonable.    1    2    3    4    5    6    7 

 
18. Overall, I received what I expected.    1    2    3    4    5    6    7 
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Part C – Future Intentions 
 

1. After your visit to North-East Victoria, please indicate by circling the appropriate number 
your intentions to do the following in the future. 

         No       Strong       
Don’t 
                Intention   Intention        
Know 
Visit North-East Victoria for a short break    1    2    3    4    5    6    7  
 
Visit North-East Victoria for a longer period of time   1    2    3    4    5    6    7  
 
Recommend North-East Victoria as a holiday destination   1    2    3    4    5    6    7     
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Thank you for your time and patience in completing this 
survey 

 
If you wish to take part in the prize draw and win two nights accommodation, dinner at a local 
restaurant and a dozen bottles of local wine, please provide your name and phone number in 
the space provided. 
 
 
Contact Name:___________________________________________________ 
 
Contact Number:_________________________________________________ 
 
 
Please note that your details will be detached from this survey once returned and placed 
immediately in the prize draw. Your details will remain confidential and anonymous in terms 
of this research project. 
 

Please place your completed survey in the return, postage paid 
envelope provided and post it within 7 to 10 days for your chance 

to win! 
 

 
The prize draw will be drawn on the 30th of March at Beechworth by Brian Millar, the 

Director of  
La Trobe Beechworth. The winner will be notified by phone. 
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The Sustainable Tourism Cooperative Research Centre 

(STCRC) is established under the Australian Government’s 

Cooperative Research Centres Program. STCRC is the 

world’s leading scientific institution delivering research to 

support the sustainability of travel and tourism – one of 

the world’s largest and fastest growing industries.

Introduction 

The STCRC has grown to be the largest, dedicated tourism 

research organisation in the world, with $187 million 

invested in tourism research programs, commercialisation 

and education since 1997.

The STCRC was established in July 2003 under the 

Commonwealth Government’s CRC program and is an 

extension of the previous Tourism CRC, which operated 

from 1997 to 2003.

Role and responsibilities 

The Commonwealth CRC program aims to turn research 

outcomes into successful new products, services and 

technologies. This enables Australian industries to be more 

efficient, productive and competitive.

The program emphasises collaboration between businesses 

and researchers to maximise the benefits of research 

through utilisation, commercialisation and technology 

transfer.  

An education component focuses on producing graduates 

with skills relevant to industry needs.

STCRC’s objectives are to enhance:

•	 the contribution of long-term scientific  

and technological research and innovation  

to Australia’s sustainable economic and social 

development;

•	 the	transfer	of	research	outputs	into	outcomes	of	

economic, environmental or social benefit to Australia;

•	 the	value	of	graduate	researchers	to	Australia;

•	 collaboration	among	researchers,	between	researchers	

and industry or other users; and efficiency in the use of 

intellectual and other research outcomes.




