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SUMMARY 

The research in this report was an investigation of the criteria pertinent to establishing a destination brand. The 
research project investigated the role of destination brand and image as a motivator for destination vacation 
choice.  The project made a comparison of two destinations, the Gold Coast and Melbourne, Australia.   

 
The research adopted a mixed method approach and included both qualitative and quantitative data collection 

approaches. Eight focus groups were held, four in Melbourne and four on the Gold Coast to explore participant 
expectations about the ideal holiday destination and perceptions about the alternate destination; that is, 
respondents in Melbourne were asked about the Gold Coast and vice versa. On the basis of the qualitative data 
and the literature a number of scales were developed and a survey instrument developed. After pilot testing, the 
survey was distributed to respondents in Sydney, a destination deemed as approximately equidistant between the 
Gold Coast and Melbourne. A total of 3000 surveys were distributed with a 9.8% response rate overall.  

 
The results identified that the most important aspects of a destination were that the destination be 

comfortable, safe, friendly and relaxing with good accommodation. In the comparison of the Gold Coast and 
Melbourne a number of aspects of the destinations, both positive and negative were identified but both 
destinations overall were seen to be high quality. Melbourne was preferred over the Gold Coast for short breaks 
whilst the Gold Coast was preferred for longer holidays. 
 
 

Acknowledgements 
The Sustainable Tourism Cooperative Research Centre, established and supported under the Australian 
Government’s Cooperative Research Centres Program, funded this research. In addition we would like to 
acknowledge the contributions of a number of people who provided advice and support for the research 
including: 
  
• Mr Pavan Bhatia—(former) CEO Gold Coast Tourism 
• Mr Steven Holle—Gold Coast City Council 
• Dr Barry O’Mahony—Victoria University  
• Ms Regina Quiazon—Victoria University 
• Prof Leo Jago—Victoria University 

 
 





TOURISM AND DESTINATION BRANDING REPORT 
 

 1

Chapter 1 

INTRODUCTION 

This project investigates the role of destination brand and image as a motivator for destination vacation choice. 
The project makes a comparison of two destinations, the Gold Coast and Melbourne, Australia, and will assess 
the destination image held by people who have, and have not, visited each destination.   

Literature Review/Background to Study 
This project investigates the relationships between destination brand and tourism and the subsequent decisions 
made by visitors to revisit and/or visit a region.  

 
In November 2004, the Gold Coast launched a $2.6 million campaign aimed at:  
‘… presenting an aspirational brand that is not specific to one market or industry but works as a halo for the 
whole of Gold Coast. The brand increases awareness of the Gold Coast as a complete destination for the benefit of 
our tourism product and all other key industries’ (Bhatia 2005).   
 
One of the strategies of this branding campaign is to update the image of the Gold Coast as a vibrant, 

energetic, and sophisticated experience (Bhatia 2005). Such a strategy highlights the recent research findings 
reported by Blain, Levy and Ritchie (2005) which identified an important finding resulting from their study: 
being the need for Destination Marketing Organisations (DMOs) to include local stakeholders and visitors in the 
range of activities that lead to effective destination branding. Similarly, Hackinson (2004) describes the brand as 
a ‘relational brand network’ in which the brand is represented by core brand and supported by brand relationships, 
consumers, primary service, infrastructure and media that enhance brand reality and brand experience. It is 
understood that there is a need to examine the experiential aspects of a brand; however, it is important to 
understand the importance of the functional aspects as well to understand consumer choice behaviour.  

 
Supporting this, Schreuer (2000) suggests that marketing communications create brand expectations, while 

operations deliver on that promise. Operations at a destination include all aspects of the holiday experience.  
Consumers are becoming ‘increasingly sophisticated about the relationship between brand promise and 
performance’ (p.21). Caldwell and Freire (2004) found that because countries are functionally diverse they 
should focus on the emotional dimensions of their brand—whereas regions and cities being smaller and more 
specific in nature should focus on the more functional aspects of their branding. They state that people choose 
destinations according to their desire for particular characteristics however this choice also depends on intangible 
characteristics such as social satisfaction. The concept of two dimensions of brands was first suggested by 
Gardner and Levy (1999), and supported by Munson and Spivey (1981), Solomon (1983), and De Chernatony 
and McWilliams (1989). The first dimension is built on the idea that consumers use brands that are linked to 
their self image; the second dimension is based on the idea that consumers associate with certain functional 
capabilities and physical attributes that the brand offers.  

 
Nickerson and Moisey (1999) state ‘places evoke all sorts of emotional experiences’ (p.218), therefore it can 

be difficult to provide an inspirational image that would be interpreted in the same way by all potential visitors 
in the branding message.  They suggest ‘going back to the simplification of branding and positioning based on 
the visitor’s experience as seen by the features of the destination’ (p.217). By segmenting the market according 
to the features to which visitors are attracted and encouraging promoters to capture the scenes that attract 
targeted ‘vacation clusters’ it encourages past and potential visitors to live experiences offered in the promotion.  

 
In contrast to this Foley and Fahy (2003) suggest that what is critical to destination branding is ‘that the 

positioning is supported by the reality on the ground’ (p.218). De Chernatory and MacDonald (2001) define a 
successful brand as ‘an identifiable product, service, person or place, augmented in such a way that the buyer or 
user perceives relevant unique added values which match their needs most closely’ (p. 216). 

 
Blain et al (2005) define destination branding as:  
‘ … the marketing activities that support the creation of a name, symbol, logo, word mark or other graphic that 
both identifies and differentiates a destination; that convey the promise of a memorable travel experience that is 
uniquely associated with the destination; that serve to consolidate and reinforce the recollection of pleasurable 
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memories of the destination experience, all with the intent purpose of creating an image that influences consumers’ 
decisions to visit the destination  in question, as opposed to an alternative one’ (p. 331–32). 
 
Morgan, Pritchard and Piggot (2002) point out that in a global market the vast majority of tourists visit only 

ten major countries. Therefore the substitutability of destinations—where a destination such as New Zealand 
competes with 90 other destinations for only 30% of the market—exemplifies the need to find a niche and 
differentiate from competitors as critical. In this environment emotional attachment to a destination plays a big 
role in the decision process. These authors state that the key to successful brand building is the achievement of 
celebrity status and conversational value, creating a brand that is emotionally appealing, targeted and efficient in 
its delivery of that message. Lurham (1998) supports this argument in this statement: ‘The next century will 
mark the emergence of tourism destinations as a fashion accessory.  The choice of holiday destination will help 
to define the identity of the traveller and, in an increasingly homogenous world, set him apart from the hordes of 
other tourists’ (p. 13). 

 
Morgan, Pritchard and Pride (2002) state that managers have to outsmart rather than outspend their 

competitors and take a long-term approach to establishing a powerful destination brand. Destinations that have 
emerged as brand winners have a number of common features, as all are based on a vision that is founded on 
intensive stakeholder, consumer and competitor research and expressed with care and discipline in everything 
that communicates the brand’s personality; all remain consistent with the brand’s essence: that is, the essentials 
of the brand personality remain consistent, evolving and enriching the original brand.  
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Chapter 2 

METHODS 

This research encompassed two data collection stages, which incorporated both qualitative and quantitative 
components. The first stage comprised a series of focus groups, which assisted in the construction of a self-
administered postal survey, for use in the second stage.  

Stage 1: Focus Groups 
A total of eight focus groups were conducted in this research—four on the Gold Coast (November 2006) and 
four in Melbourne (March 2007). The aim of this first stage of data collection involved obtaining an 
understanding of visitor and non-visitor motivations and image perceptions of both destinations. In each 
destination, the focus group involved participation from interested visitors and non-visitors to the alternate 
destination. For instance, the focus groups on the Gold Coast consisted of visitors and non-visitors to Melbourne, 
and vice versa. Furthermore, in each destination, two focus groups comprised participants who had previously 
visited the alternate destination, and two groups comprised non-visitors (who were interested in future 
visitation).  

 
Thirty-four participants were purposively selected for the eight focus groups, based on the above criteria. 

Each focus group contained between three and seven participants. The participants were predominately academic 
and general staff members; and students recruited from Griffith University (Gold Coast) and La Trobe 
University (Melbourne). As an incentive for participation, lunch was provided for the focus groups’ participants. 
The focus groups were digitally recorded for information accuracy. Each focus group lasted approximately 60 
minutes in duration. Appendix A provides a copy of the questions that were used in each focus group. In line 
with standard ethical considerations, each participant was provided with a project information sheet and a 
consent form (see Appendix B). Digital recordings of the focus groups were then transcribed and entered into 
NVivo software for analysis. The transcribed material was then content analysed.   

Stage 2: Self-administered Postal Survey 
The findings from the focus groups, together with pre-existing scales from the literature were then used to 
develop a self-administered postal survey. The survey was designed around three main elements: (1) consumer 
perceptions and experiences that relate to the image of destinations; (2) visitation and repeat visitation intentions; 
and (3) destination factors that affect these intentions.   

 
The first section of the survey aimed to find out what elements and factors were important to respondents 

when selecting a destination, in general, for a short break and/or longer holiday. Within this section, respondents 
were asked to report on their most memorable holiday, and their visitation intentions to the Gold Coast and 
Melbourne for a short break and a longer holiday. The second section of the survey focused on respondents’ 
previous visitation to both the Gold Coast and Melbourne. In this section, respondents were asked to report: (a) 
how many times that they had been to each destination; (b) what their visits were primarily for; (c) their overall 
satisfaction levels with the destinations; and (d) their overall likelihood to visit the destinations again. The third 
section of the survey required respondents to answer a series of questions relating to their most recent visit to the 
Gold Coast and/or Melbourne.  Respondents who had recently visited both destinations were given the choice of 
which destination that they wanted to report their perceptions and experiences, while those respondents who had 
not visited either destination were directed to the last component of the survey. Questions in the third section of 
the survey related to the consumer’s perceptions and experiences toward the image and visitation factors of the 
chosen destination (Gold Coast or Melbourne). The final component of the survey contained a series of 
demographic questions, which were used for classification purposes with the analysis of the survey data. A 
covering letter, explaining the research project, accompanied the survey instrument. Appendix C provides a copy 
of the self-administered survey instrument.  

The developed self-administered postal survey instrument was then subjected to a pilot test before it was 
administered to the chosen population frame. In April 2007, two hundred copies of the self-administered postal 
survey instrument were sent to potential respondents in Canberra. The potential respondent mailing list was 
compiled from the online Canberra White Pages. A systematic random sampling method was applied to select 
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potential respondents.  First, ‘seed’ surnames were randomly selected from the Gold Coast White Pages for each 
letter of the alphabet. Next, the selected surnames were entered into the Canberra White Pages online system, 
and every tenth surname and address was selected until the quota for each letter of the alphabet was obtained and 
200 names were generated. Each potential respondent was then sent a personalised covering letter, a copy of the 
self-administered survey instrument; and a reply-paid envelope. As an incentive to participate, respondents were 
given the opportunity to win a store gift voucher, worth $100. Hence, a prize entry coupon and a small envelope 
were also included in the postal material. To ensure that the survey responses remained anonymous, respondents 
were instructed to place their completed prize entry coupon into the small envelope, and then the small envelope 
into the reply-paid envelope along with their completed questionnaire. Two weeks after the initial postage of the 
self-administered survey instrument, a follow-up reminder postcard was sent to the potential respondents. 
Twenty-two completed and useable surveys were returned to the researchers (response rate: 11.0 per cent). The 
completed surveys were then entered into SPSS for analysis, which included the use of descriptive statistics and 
Principal Axis Factoring analysis. The survey instrument was then adjusted based on these results and general 
feedback from the pilot test respondents.  

 
In July 2007, three thousand copies of the self-administered survey instrument were sent to potential 

respondents that resided in Sydney. The mailing list of potential respondents was compiled using the same 
methods as described in the pilot test. Each potential respondent was sent a personalised covering letter, a copy 
of the self-administered survey instrument; and a reply paid envelope. As an incentive to participate, respondents 
were given the opportunity to win a range of prizes, such as store cards/vouchers and a holiday voucher. 
Approximately three weeks after the initial survey postage, a reminder postcard was sent to the respondents. 
‘Return to senders’ were re-posted by selected new names and addresses using the sampling method described 
above. Two hundred and ninety-four completed and useable surveys were returned (response rate: 9.8 per cent). 
The responses from the completed surveys were entered into SPSS and Excel for analysis. The qualitative 
components were thematically analysed and subsumed into encompassing concepts. 
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Chapter 3 

RESULTS  

The results of the postal survey that provided two hundred and ninety-four completed and useable surveys 
(response rate: 9.8 per cent) are provided in this section of the report.  

 
The first results relate to section A of the questionnaire examining elements and factors important to 

respondents’ selection of a destination for a short break and or a longer holiday. These questions include 
identification of memorable holiday destinations and visitation intentions for the Gold Coast and Melbourne. 
Secondly, the results of section B of the questionnaire related to experiences and perceptions of respondents’ 
previous visits to the Gold Coast and Melbourne including satisfaction levels and revisitation intentions. Thirdly, 
the results of section C are presented, particularly indicating the respondents’ perceptions and experiences 
toward the image and visitation factors on their most recent visit to the Gold Coast and/or Melbourne. The final 
component of the survey contained a series of demographic questions, which were used for classification 
purposes with the analysis of the survey data. 

Section A 
This section presents the findings related to the elements and factors important to respondent selection of a 
destination for a short break and/or a longer holiday. It also presents the respondent’s most memorable holiday 
and visitation intentions to the Gold Coast and Melbourne for both short breaks and long holidays.   

Question 1: How important do you believe the following are when selecting a 
destination? 
The results show consistency in importance for both short breaks and longer holidays. Comfort, safety, 
friendliness and relaxation were indicated as the most significant elements in consideration of holidays. Elements 
of fun, natural, quiet and unspoilt were next in importance, with the need for excitement or education slighter 
higher for a longer holiday. Cosmopolitan and dynamic were slightly more important for a short break than a 
longer holiday (see Table 1). 

 
 

Table 1: Preference of factors when considering a destination for a short break or a longer holiday 
 

Descriptive Statistics 
Short Break (2–4 days) Longer Holiday (5+ days) 
 N Mean Std. 

Deviation 
 N Mean Std. 

Deviation 
Comfortable 251 4.29 .790 Comfortable 253 4.47 .693 
Safe 249 4.27 .905 Safe 247 4.31 .814 
Friendly 251 4.16 .767 Friendly 248 4.25 .669 
Relaxing 248 4.08 .951 Relaxing 250 4.07 .816 
Fun 247 3.84 .914 Fun 247 3.94 .886 
Natural 248 3.50 2.064 Exciting 247 3.55 .935 
Quiet 248 3.42 1.039 Natural 246 3.43 .858 
Unspoilt 245 3.36 .878 Quiet 248 3.43 .979 
Exciting 246 3.30 .922 Unspoilt 245 3.42 .886 
Cosmopolitan 244 2.86 2.284 Dynamic 241 3.02 .953 
Dynamic 242 2.80 .926 Educational 245 3.02 .979 
Educational 244 2.79 .918 Cosmopolitan 242 2.81 .991 
Urban 242 2.54 .855 Urban 242 2.56 .859 
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Figure 1: Factor preference in destination selection 
 

Question 2: How important do you believe a destination should have the following 
features when selecting a destination for a holiday?  
The results show while the features for a short break and a longer holiday are the same in ranked importance, the 
intensity of consideration of these features was higher for a longer holiday. The features of accommodation and 
restaurants were considered the most important, with sporting experiences the least important.  
 

Table 2: Importance of selected features for a destination 
 

Descriptive Statistics 
Short Break (2-4 Days) Longer Holiday (5+ days) 
 N Mean Std. Dev  N Mean Std. Dev 
Good 
accommodation  

253 4.31 .817 Good 
accommodation  

249 4.44 .688 

Good restaurants  251 3.69 .921 Good restaurants  245 3.85 .861 
Surf and sand  249 3.30 1.024 Surf and sand  247 3.57 1.060 
Good shopping 251 3.12 1.138 Good shopping 246 3.43 1.027 
Outback landscape 249 3.03 1.060 Outback landscape 246 3.18 1.088 
Theatres and 
cinemas 

246 2.88 1.025 Theatres and 
cinemas 

244 3.09 1.044 

Nightlife and 
entertainment 

248 2.73 1.043 Nightlife and 
entertainment 

245 2.97 1.090 

Sport facilities 249 2.45 1.003 Sport facilities 244 2.54 1.078 
Spectator sport 246 2.33 .917 Spectator sport 242 2.33 .994 
Golf courses 247 2.22 1.155 Golf courses 243 2.29 1.192 
Valid N (listwise) 240   Valid N (listwise) 231   
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Figure 2: Representation of importance of destination features 

Question 3: How could a destination persuade you to stay an extra night?  
The results show a high respondent consideration (45%) for an inducement that involves a financial saving for 
the consumer. Responses to this question included comments such as ‘package deal, vouchers, loyalty 
incentives, bonus offers’. 
 

Good facilities and service (17%) included comments related to restaurants, accommodation. The staging of a 
special events or activities (14%) included comments such as ‘nightlife’ and were proposed as additional main 
incentive for an extended stay. Other potential incentives included friendly people (5%), relaxation (3%) and 
many individual factors such as quiet and good weather (see Table 3). 
 

Table 3: Identified inducements to extend stay 
 

Factor importance as inducement to extend stay Count % 
Special offers  172 45.38 
Good facilities/ good service 65 17.15 
Special events or activities (nightlife, authentic experience) 52 13.72 
Friendly people 18 4.75 
Relaxing 12 3.20 
Other 60 15.83 
TOTAL COMMENTS 379 100.00 

 
Respondents were asked to rank their level of agreement with the following statements in relation to their 

choice of destination for a short break or longer holiday.  
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Question 4:  I prefer to choose a destination that reflects my self image 
Respondents indicated that they perceived their choice of destination most strongly as a reflection of the way 
they see themselves (see Table 4). 
 

Table 4:  Relation of destination choice to self image 
  

Descriptive Statistics 
 N Mean Std. 

Deviation 
Reflects the way that I see myself 243 3.25 1.146 
Reflects the way I would like to see myself 238 2.95 1.148 
Reflects the ideal way I would like others to see me 237 2.31 .980 
Reflects the way that others see me 237 2.29 .949 
Valid N (listwise) 237   

 

Question 5, 6a and 6b: Where was your most memorable holiday? When was it? 
What made it memorable? 
The later questions in this section of the survey asked the respondents to indicate the location, time and reasons 
for their most memorable holiday. A large proportion (39%) indicated that Australia was the location for their 
most memorable holiday with 5% specifying the Gold Coast and 2% broadly indicating Victoria, with 
Melbourne not particularly identified. Approximately 34% of respondents indicated that this most memorable 
holiday occurred within the last three years (i.e. 2005 to 2007). The major perceptions of memorability factors 
were scenery (22%); a new experience (13%); good facilities (12%); activities (11%) and visiting friends and 
family (9%).  

Table 5: Location of most memorable holiday 
 
Area Memorable Destinations identified Count % 
Australia Total                                                      

New South Wales 
Northern Territory 
Western Australia 
Tasmania 
South Australia 
Victoria 
Driving 
Queensland – General                 9 
                       Gold Coast           12 
                       GBR & FNQ        14 
                       Sunshine Coast    11 

102 
13 
13 
11 
6 
1 
5 
7 
46 
 
 

39.68 
5.05 
5.05 
4.28 
2.34 
.39 
1.95 
2.72 
17.90 

Europe Switzerland, England, Italy, Spain, France, Scotland, Greece, Austria, 
Ireland, Croatia, Holland, Portugal, Turkey, Crete, Slovenia, Belgium 

53 20.62 

Nth & Sth 
America 

Mexico, USA, Canada, Alaska, Hawaii 34 13.23 

Asia Indonesia, Hong Kong, Vietnam, China, Borneo, Philippines, Singapore, 
Cambodia, Thailand, Vietnam, Malaysia 

32 12.45 

Pacific  Including New Zealand  25 9.73 
Africa South Africa, Zanzibar, Egypt, Mauritius 11 4.28 
N  257  
 

In relation to the factors that made these destinations particularly memorable to respondents a variety of 
concepts were proposed that were subsumed into broader categories and are shown as aggregated in Table 6 
opposite. 
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Table 6: Memorability factors  

 
Factor Response   % 
Scenery 116   22 
New experience 69   13 
Facilities 62   12 
Activities 57   11 
VFR 47     9 
Relaxing 33     6 
Friendliness 33     6 
Good weather 29    3 
Entertainment 20 4 
Isolation 18 6 
The beach 17 3 
Atmosphere 11 2 
Animal contact 8 1 
Cost 7 1 
Good shopping 5 2 

 
 

Section B 
The following results show the response to the focus on the particular destinations of the Gold Coast and 
Melbourne  

Question 7 and 8: Which of these two destinations would you most likely to choose 
for a short break or longer holiday?  
Melbourne was selected as preferred for a short break and the Gold Coast preferred for a longer holiday (see 
Table 7). Participants were also asked to indicate the length of stay that they considered as a short break and 
longer holiday. The most preferred option for a short break at either destination was four days by 68% of 
respondents and a longer holiday to be seven days duration by 71% of respondents (see Figures 3 and 4). 
 

Table 7: Preferred destination selection for short break and longer holiday 
 

Short Break Longer Holiday 
 Frequency Percent  Frequency Percent 
Gold Coast 85 31.8 Gold Coast 144 53.9 
Melbourne 103 38.6 Melbourne 58 21.7 
Both equal 65 24.3 Both equal 45 16.9 
Total 253 94.8 Total 247 92.5 
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Figure 3: Anticipated duration of stay for a short break 
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Figure 4: Anticipated duration of stay for longer holidays 

 
The destinations also varied in response to questions related to the preferred time of year to visit for a short 

break and a longer holiday. The largest response indicated that for a short break to the Gold Coast, winter (20%) 
was the preferred season, while the preferred time for a short visit to Melbourne was spring (36%). A longer 
holiday to the Gold Coast was indicated as preferred in summer (31%) and spring (29%), with a longer holiday 
to Melbourne preferred in spring (32%). See Table 8, and Figure 5. 
 

Table 8: Seasonal visitation preference   
 

 Short Break Longer holiday 
Time of Year Gold Coast 

% 
Melbourne 
% 

Both Equal  
% 

Gold Coast  
% 

Melbourne 
% 

Both Equal 
% 

Summer 19.45 11.51 17.20 31.28 12.16 15.15 
Autumn 13.89 23.74 17.20 15.38 28.38 19.70 
Winter 20.37 7.91 9.68 12.82 2.70 7.58 
Spring 31.48 35.97 32.26 29.23 32.43 33.33 
Any 10.19 18.70 22.58 8.20 21.62 15.15 
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Figure 5: Preferred season for visit 
 
 

Responses to questions (Q7d and 8d) related to reasons for visits to the chosen destination for a short break 
or longer holiday (see Table 9; Figure 6) indicated activities and climate as important for a short break to the 
Gold Coast. Reasons for visitation to Melbourne for a short break were predominately entertainment, scenery, 
shopping and visiting friends and relatives. A difference was found in the reasons for longer stays, with the Gold 
Coast factors identified as the beach and climate as more important for a longer holiday. A longer holiday in 
Melbourne heavily favoured the reason of scenery, followed by shopping, activities and entertainment.  
 

Table 9: Reasons for visitation to Gold Coast and Melbourne  
 

Short Break       Longer Holiday        
Gold 
Coast 
% 

Melbourne 
% 

Both Equal 
Reasons 
% 

Gold 
Coast
% 

Melbourne 
% 

Both Equal 
Reasons 
% 

Activities 19.89 4.84 4.44 12.35 11.25 4.94 
Climate 19.32 .54 4.44 14.81 2.50 3.70 
Relaxation 13.63 1.08 11.10 13.17 2.50 11.10 
Beach 11.93 0 5.56 21.40 0 9.88 
Break/change 9.09 7.53 20 7.82 2.50 12.35 
VFR 6.82 12.37 12.22 7.10 8.75 18.52 
Entertainment 6.82 16.67 7.78 10.70 12.50 6.17 
Shopping 3.98 14.52 12.22 3.70 13.75 6.17 
Restaurants 2.84 12.90 2.22 3.70 6.25 4.94 
Scenery 2.27 15.05 10 5.35 33.75 16.05 
Sports 0 9.14 6.67 0 5.00 6.17 

 



TOURISM AND DESTINATION BRANDING REPORT 
 

 12

  

0

5

10

15

20

25

30

35

40

Acti
vit

ies

Clim
ate

Rela
xa

tio
n

Beac
h

Brea
k/C

ha
ng

e
VFR

Ente
rta

inm
en

t

Sho
pp

ing

Rest
au

ran
ts

Scen
ery Cost

Spo
rt

Iso
lat

ion

Factor

% Response Gold Coast
Melbourne
Both Equal 

 
 

Figure 6: Factors influencing choice of destination for a longer holiday  
 
The results of this section of the questionnaire encompass previous visitation to both the Gold Coast and 

Melbourne. Respondents were asked (a) how many times that they had been to each destination, (b) what their 
visits were primarily for, (c) their overall satisfaction levels with the destinations and (d) their overall likelihood 
to visit the destinations again. Ninety-four percent of respondents had previously visited the Gold Coast with 
sixty-seven percent having 2 to 10 visitations, and thirty-three percent indicated they had visited the Gold Coast 
over ten times. Forty-seven percent of these visitations were in the last three years (i.e. 2005 to 2007); eighty-
eight percent of respondents had previously visited Melbourne with fifty-five percent having two to ten 
visitations, and 31% indicating they had visited Melbourne over ten times. Forty-five percent of these visitations 
were in the last three years (i.e. 2005 to 2007). The reasons for these visitations show a greater combination of 
leisure and holiday with business during Melbourne visitations (see Table 10).  
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Table 10: Reasons for visitations  
 

Reason for visit Gold Coast
% 

Melbourne 
% 

Leisure/holiday 76.8 50.6 
Business 1.5 8.2 
Combination 15.0 27.7 

 
Questions related to respondent’s perceptions of satisfaction with visitations to their selected destination 

reveal similar results with Melbourne having a slighter higher level of dissatisfaction (see Table 11). 
 

Table 11: Levels of satisfaction with visit to Gold Coast and Melbourne 
 

 Gold Coast Melbourne 
Mean 3.98 4.16 
Std. Deviation .97 .77 
 Percent Percent 
Very unsatisfied 4.1 1.1 
Unsatisfied 3.4 1.9 
Neutral 9.4 7.5 
Satisfied 49.1 48.3 
Very satisfied 27.0 28.5 
Total 92.9 87.3 

 
Responses related to the respondents’ likeliness to revisit the Gold Coast or Melbourne for a holiday or short 

break show that both destinations are considered as likely (38% and 34% respectively) with strong affection 
revealed in the very likely indications (28% and 29% respectively). 
 

Table 12: Likelihood of return visitation 
 

Descriptive Statistics 
 Gold Coast Melbourne 
N 249 234 
Mean 3.71 3.86 
Std. Deviation 1.26 1.10 
 Percent Percent 
Very unlikely 8.2 3.7 
Unlikely 10.9 8.2 
Neutral 8.6 13.1 
Likely 37.5 33.7 
Very likely 28.1 28.8 
Total 93.3 87.6 

 
Thematic analysis related to the most memorable aspects of visits to the Gold Coast showed a high indication 

of theme parks (17%) and the beach (14%) as predominant (see Table 13). 
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Table 13: Most memorable aspects of the Gold Coast 
 

Aspect Count % Inclusive themes 
Theme parks 60 16.53 (including Currumbin Sanctuary) 
Beach    50 13.77 (swimming/surf) 
Weather   36 9.92  
VFR 36 9.92 (visiting family and friends) 
Accommodation 22 6.06 (the resort, health retreat) 
Shopping  19 5.23  
Restaurants  19 5.52  
Activities  14 3.86  
Hinterland  13 3.58  
Relaxing  13 3.58  
Lifestyle  11 3.03 (atmosphere, slower paced) 
Nightlife   10 2.75 (gambling) 
 363   

 
Perceptions of negative aspects of the Gold Coast were grouped under the theme of congestions and included 

descriptives such as: overdevelopment, materialism, noise, bustle, unsafe, night violence, poor signage, scary 
statue of David, dump, Japanese signs offensive, no lift in apartments.  
 

Thematic analysis related to the most memorable aspects of visits to the Melbourne showed a high indication 
of shopping (12%) with restaurants (11%) and visiting friends and family indicated as the predominant aspects 
(see Table 14). 
 

Table 14:  Most memorable aspects of Melbourne 
 

Aspect Count % Inclusive themes 
Shopping   52 11.98  
Restaurants   49 11.29  
VFR    49 11.29  
City experience   34 7.83 (cosmopolitan) 
Theatre/cinema/nightlife 30 6.91  
Trams    25 5.76  
Sport  34 7.83 (Melbourne Cup 9; Golf 2; AFL 12; Tennis 7; 

General 4) 
Activities   21 4.84  
Sightseeing   14 3.23  
Culture   13 3  
Art Gallery   13 3  
Parks    13 3  
Navigation   12 2.76 (easy to get around) 
N 434   

 
Perceptions of negative aspects of Melbourne included comments such as hideous weather, rude people, 

congested, rude taxi drivers, traffic, architecture near railway station.  
 
A significant identification of negative factors for both destinations includes aspects of congestion for the 

Gold Coast (6%) particularly overdevelopment, materialism, noise, bustle, unsafe, night violence, poor signage, 
that Japanese signs were offensive, and no lifts in apartment blocks. Negative factors (2%) of Melbourne that 
were identified included hideous weather, rude people, congestion, rude taxi drivers, excess traffic, and ghastly 
architecture near the railway station. 
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Section C 
Questions in this section of the survey instrument related to respondents’ perceptions and experiences toward the 
image and visitation factors on their most recent visit to either the Gold Coast or Melbourne. A variety of factors 
were identified from the development stage of this research and respondents were asked to indicate their 
preference on a five-point scale of very unimportant to very important.  

 
Table 15: Respondent perceptions of destination most recently visited 

 
Descriptive Statistics 
 Melbourne Gold Coast 
 N Mean Std. Deviation N Mean Std. Deviation 
Comfortable 123 4.16 .694 139 4.22 .626 
Safe 122 4.09 .862 137 4.12 .875 
Friendly 122 4.04 .847 136 3.95 .863 
Fun 121 3.85 .882 137 3.99 .899 
Relaxing 121 3.78 .842 137 4.07 .688 
Cosmopolitan 120 3.72 1.006 136 3.10 .945 
Exciting 120 3.57 .896 136 3.57 .858 
Dynamic 120 3.34 .974 135 3.17 .886 
Urban 119 3.26 .897 135 2.93 .899 
Quiet 120 3.14 .910 136 3.23 .919 
Educational 120 3.13 1.034 133 2.90 .976 
Natural 120 2.77 .912 133 3.14 .947 
Unspoilt 120 2.72 .943 134 2.96 .949 
Valid N (listwise) 114   127   

 
The highest rating factors for Melbourne were that this destination was viewed as comfortable, safe and 

friendly; the three highest factors for the Gold Coast were comfortable, safe and relaxing. The lowest rated 
factors for Melbourne were that the destination was perceived as natural and unspoilt, whereas the lowest rated 
factors for the Gold Coast were urban and educational. 
 

Results related to the facilities of the particular destinations show the Melbourne is considered to have good 
restaurants, accommodation, shopping, theatres and nightlife. The same ranking order of facilities was recorded 
for the Gold Coast, however with less intensity. The only discrepancy between the two destinations related to the 
factor of surf and sand which rated high for the Gold Coast and relatively less for Melbourne.  
 

Table 16: Destination facility rating 
 

Melbourne Gold Coast  
N Mean Std. Dev. N Mean Std. Dev.  

Good restaurants 121 4.49 .660 139 4.09 .721 
Good accommodation 122 4.47 .695 139 4.42 .613 
Good shopping 121 4.39 .746 138 4.12 .705 
Theatres and cinemas 120 4.15 .837 135 3.66 .812 
Nightlife and entertainment 119 4.09 .873 136 3.85 .893 
Sport spectating 119 3.85 .988 134 3.21 .805 
Sport facilities 120 3.70 .922 135 3.27 .866 
Golf courses 117 3.10 .986 134 3.36 .969 
Surf and sand 118 2.41 1.228 140 4.45 .703 
Outback landscape 119 2.24 1.133 136 2.85 1.017 
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Responses to the request to indicate the best areas, precincts, or venues of the Gold Coast City show the 
beach as an important aspect of the Gold Coast destination with theme parks ranked second. The beach locations 
of Surfers Paradise, Broadbeach, Coolangatta were mentioned as were indications of affective feelings toward 
the whole Gold Coast.  
 

Table 17: Top rated precincts of the Gold Coast 
 
Area Indication Reasons 
Beach 40 Relaxing, long walks, interesting, freedom, beautiful, surf, swimming, safe, 

family fun, easy access, main feature, tanning, warm, best in world, sea, 
beachfront markets, friendly, weather 

Theme parks 29 Fun, educational, relaxing, exciting, great for kids, family friendly, many 
activities 

Surfers 
Paradise 

21 Nightclubs, views, activities, good facilities, restaurants, shopping, atmosphere, 
family friendly, nightlife, beach entertainment, Draculas, long walks, convenience 

Broadbeach 16 Quiet and convenient, newer accommodation, central, good restaurants, good 
shopping, entertainment, atmosphere, beach, conference centre, facilities 

Whole Gold 
Coast  

14 Relaxing change, plenty to do, climate, family happy, great, Versace, 
entertainment, beaches, canals, golf, free buses, nightlife, restaurants, fantasy 

Coolangatta 13 Beach, shopping, convenience, clean air, fishing, restaurants, walking, nice 
people, relaxing, clubs, surf, Kirra, Snapper Rocks, Twin Towns, Rainbow Bay 

 
Indications of the best areas, precincts or venues of Melbourne City show that the CBD is a greatly favoured 
place.  
 

Table 18: Top rated precincts of Melbourne 
 

Area Indication Reasons 
CBD 90 History, buildings, interesting, shopping, trams, easy access, 

accommodation, restaurants, casino, has everything, parks, zoo, 
museum, gaol, art gallery, river library, friendly people, botanic 
gardens, atmosphere 

St Kilda 21 Quirky, relaxed, VFR, cosmopolitan, variety, eclectic, pretty, nice, 
theatre, culture, coffee shops 

MCG & Tennis 
Centre 

11 Good facility, atmosphere, cricket, AFL football, easy access 

Suburbs 11 Well laid out, shopping 
Yarra River 8 Close to city, botanic gardens, walks, rowers, attractive, war 

memorial, history, museum, galleries, good transport 
Southbank 8 Shopping, walks, restaurants, convenience, relaxing, beautiful, 

cosmopolitan, vibrant 
Chapel Street 7 Shopping, quirky, cafes, Prahran Markets 
Lygon Street 7 Shopping, restaurants, Italian food, markets 
Federation Square 6 Activities, river, versatility 

 
Results related to perceptions of pulse and tempo of Melbourne and the Gold Coast in consideration of both 

day and night show that Melbourne is considered slightly more varied, vibrant and exciting than the Gold Coast 
as well as more refined. While the Gold Coast is considered more up tempo and fast paced than Melbourne, 
similar results were obtained for perceptions of relaxed and calm for both destinations. 
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Table 19: Perceptions of pulse and tempo of Melbourne and the Gold Coast 
 

Melbourne Gold Coast 
Day Night Day Night 

 

Mean Std. Dev Mean Std. Dev Mean Std. Dev Mean Std. Dev 
Varied 4.10 .713 3.83 .837 3.80 .730 3.70 .869 
Vibrant 3.88 .741 3.84 .811 3.54 .800 3.66 .781 
Exciting 3.69 .774 3.72 .806 3.68 .857 3.68 .772 
Refined 3.55 .830 3.37 .903 2.94 .837 3.10 .898 
Up tempo 3.54 .802 3.69 .839 3.88 6.272 3.54 .817 
Fast-paced 3.43 .854 3.58 .866 3.46 .762 3.60 .861 
Relaxed 3.31 .817 3.16 .848 3.58 .800 3.20 .881 
Calm 2.99 .781 2.88 .794 3.14 .878 2.84 .898 

 
The results relating to the respondents’ perceptions of activities at each destination reveal that the Gold Coast 

is perceived as offering more activities, better quality accommodation, food and beverage and generally a better 
destination than Melbourne. 
 

Table 20: Perceptions of activities offered at each destination 
 
 Melbourne Gold Coast 
 Mean Std. Deviation Mean Std. 

Deviation 
There are enough things to do. 4.20 .677 4.28 .721 
The hotels, restaurants and activities match your image 
of the city 

4.00 .683 4.33 .647 

The accommodation facilities are of high quality 3.99 .715 4.21 .668 
The daytime activities are of high quality 3.92 .692 4.08 .648 
The restaurants and cafes are of high quality 3.89 .701 4.37 .590 
The nightime activities are of high quality 3.63 .758 3.88 .745 
The city is getting better as a destination 3.40 .789 3.86 .764 
 

The final component of Section C related to the general satisfaction, perceptions of loyalty, reputation and 
revisit intentions for either destination. The results show that the Gold Coast is rated higher on all aspects 
considered (see Table 21). However, there appears little difference in the rated order.  
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Table 21: General satisfaction, loyalty, reputation, and revisit intentions 
 
Descriptive Statistics Melbourne Gold Coast 
 N Mean Std. 

Dev. 
N Mean Std. 

Dev. 
There are enough things to do 137 4.20 .677 121 4.28 .721 
I made the right decision to go 136 4.03 .666 122 4.16 .761 
The hotels, restaurants and activities match your image of 
the city 

138 4.00 .683 123 4.33 .647 

The accommodation facilities are of high quality 138 3.99 .715 123 4.21 .668 
I am likely to come back 136 3.96 .893 122 4.10 .847 
The city has a good reputation as a destination 136 3.96 .719 123 4.21 .617 
The daytime activities are of high quality 139 3.92 .692 123 4.08 .648 
The restaurants and cafes are of high quality 138 3.89 .701 123 4.37 .590 
The city satisfies my needs as a destination 138 3.87 .762 123 4.15 .807 
I am looking forward to returning 135 3.84 .836 123 4.15 .850 
I am happy with the city as a holiday destination 136 3.82 .759 122 4.00 .872 
The city meets its promises as a destination 135 3.79 .727 121 3.93 .739 
The city has credibility as a destination 136 3.77 .730 121 4.03 .741 
I am very satisfied with the city as a holiday destination 135 3.76 .839 123 3.87 .923 
The city is consistently good as a destination 135 3.66 .765 122 3.88 .868 
The night time activities are of high quality 136 3.63 .758 122 3.88 .745 
My intention is to re-book a holiday in the future 134 3.60 1.005 122 3.77 1.043 
You can trust the city as a destination 135 3.57 .797 121 3.84 .785 
The city is a great brand 132 3.56 .943 121 3.70 .910 
There is something special about the city as a destination 135 3.44 .911 121 3.72 1.043 
The city is getting better as a destination 106 3.40 .789 92 3.86 .764 
I greatly admire the city as a destination 134 3.39 .892 123 3.70 .914 
The city is exceptional as a destination 135 3.29 .921 120 3.48 .987 
I have a feeling of loyalty to the city as a destination 133 2.89 1.061 123 3.20 1.159 
Valid N (listwise) 94   87   
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Section D 
Respondent demographics show that forty percent were male and sixty percent were female with an age range 
from 17 to 96, and an average age of 52. Thirty percent were single and seventy percent in a relationship. Forty-
eight percent of respondents earn over $75,000 pa and thirty-seven percent have a university education, and 
twenty-five percent were retired (see Table 22 and 23). 
 

Table 22: Respondent levels of education 
 

What is your highest level of completed education? 
  Frequency Percent Valid Percent Cumulative 

Percent 
Completed high school 74 27.7 28.6 28.6 
Certificate or diploma 60 22.5 23.2 51.7 
Trade qualification 20 7.5 7.7 59.5 
University/college degree 57 21.3 22.0 81.5 
Post graduate degree 40 15.0 15.4 96.9 
Other  8 3.0 3.1 100.0 

Valid 

Total 259 97.0 100.0  
 

 Table 23: Respondent employment status 
 

What is your employment status? 
  Frequen

cy 
Percent Valid Percent Cumulative 

Percent 
Full-time 87 32.6 33.5 33.5 
Part-time 35 13.1 13.5 46.9 
Casual 16 6.0 6.2 53.1 
Not employed 10 3.7 3.8 56.9 
Retired 69 25.8 26.5 83.5 
Self employed 38 14.2 14.6 98.1 
Other 5 1.9 1.9 100.0 

Valid 

Total 260 97.4 100.0  
 

Discussion 
The research has identified a number of findings relevant to destinations and the destination branding process.  
Firstly, for both short break and longer holidays, consumers are very focused on the four destination 
characteristics of comfortable, safe, relaxing and friendly. These all have a mean rating of either agree or 
strongly agree. Fun is also important, but other aspects of the destination characteristics were of less importance 
and showed more inconsistency between short breaks and longer holidays. When the selected destinations were 
evaluated, these dimensions were ranked as the highest performing aspects of both the Gold Coast and 
Melbourne. An implication is that the popularity of these destinations is correlated with performance on these 
characteristics.  

 
Secondly, the most important feature for a destination by a considerable margin was good accommodation. 

This focus is consistent with the most important destination characteristic of comfortable. Other important 
aspects were restaurants, shopping and surf and sand. Unexpectedly sport facilities, spectator sport and golf 
courses were ranked as the least important items for both short breaks and longer holidays.  The destinations 
performed well across these dimensions, with the exception of Melbourne for surf and sand, again reinforcing 
the reasons for their popularity as destinations. 

 
Thirdly, Melbourne was preferred for a short break destination and the Gold Coast for longer holidays. Of 

particular importance for short breaks, and where Melbourne outperformed the Gold Coast, is entertainment, 
shopping and restaurants. Visiting friends and relatives was also of greater importance as a motivation to visit 
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Melbourne. In contrast, the Gold Coast outperformed Melbourne on climate, activities, relaxation and beach. The 
beach component was particularly important for longer holidays. 

 
The results can be used to provide guidelines for other tourist agencies to assist destination brand planners. 

We propose a more generalised methodology which utilises market research to provide improvement in 
destination branding surveying. As such, the following ten-point guide is provided for improving a destination 
brand image.  
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Ten Point Guide to Improving a Destination Brand Image 
 
1. Any tourist agency wishing to conduct market research with the aim of improving their destination brand 

image 
should consider basing their research on a prime market (Sydney in the research presented here).  

 
2. When conducting market research a destination should include a comparison or competitive destination 

(Melbourne and the Gold Coast were included in this research). Greater research budgets would enable more 
than one source market to be included. 

 
3. It is a good idea to separate short-break from longer holiday, to highlight the difference in motivating factors 

that apply. 
 
4. Most holidays seem to include an emphasis on comfort, safety, friendliness, relaxing and fun. Add other 

motives that might reflect the advantage of your destination. 
 
5. Most destinations are required or desired to rate the following features strongly: good accommodation, good 

restaurants, and good shopping. Other special features of a particular destination can be added to the survey. 
 
6. Performance can be assessed using quantitative measures (five-point rating scales).  
 
7. The advantage of a destination may be focused on short-stay or long-stay or both. The Gold Coast was 

stronger as a long-term stay, while Melbourne was stronger as a short-stay. For Melbourne, for example, the 
short-stay break was associated with entertainment, scenery, shopping and visiting friends and relatives. 
Different destinations will have different associations. Tourist campaigns could focus on such features. 

 
8. Qualitative research can be used to provide a more in-depth picture of a destination. For example, what are 

the top-rated precincts and for what reasons? The Gold Coast precincts tend to be quite broad, such as beach 
and theme parks, whereas for Melbourne they are very specific like MCG, Lygon Street or St Kilda. These 
images can be used in tourist promotions. It also suggests that Gold Coast is viewed more holistically, while 
Melbourne is perceived in discrete components. 

 
9. Overall measures of the destination brand can be developed from the surveys. Together with performance 

measures of particular features, such data can be used to track the historical record of a destination in 
improving its destination brand image. 

 
10. Taken together, the measures included in the research are useful for doing three specific things. Firstly, 

ensuring that a destination is achieving the generic things that most tourists want, namely comfort, safety, 
friendliness, relaxation and fun, with the right capabilities in the big three of accommodation, restaurants and 
shopping. Secondly, each destination needs to have a comparative advantage in some aspect of tourism 
(Melbourne does best in short-stay trips; so it needs to focus on this aspect). Thirdly, each destination needs 
to focus on ways of improving their destination brand (for example, can Melbourne improve the city 
experience? What can they do to get tourists to stay one more day?), the survey can be used to identify 
potential areas of improvement. 
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Limitations 
There are a number of limitations to this study. Two particular limitations relate to the sampling approach. 
Firstly, the respondent sample was only drawn from Sydney. Whilst this was deliberate strategy as 
approximately equidistant between the Gold Coast and Melbourne, this is highly developed urban area. People 
resident in other areas, particularly regional towns and rural areas may have a different perspective on what is 
important in destinations and how the Gold Coast and Melbourne are evaluated on the dimensions. Secondly, the 
respondent sample was only domestic residents.  Both the Gold Coast and Melbourne draw both domestic and 
international visitors.  International visitors might hold different values for destination attributes and be seeking 
different experiences. An additional limitation is that it was intended to contrast destination perceptions of those 
who had not visited the destination, that is, their data was derived from secondary sources, with those who had 
visited the destination. This was not possible due to the small number of people who had not visited the 
destinations selected.    
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Appendix A: Focus Group Questions 

Groups that have not visited 
 
• What images does Melbourne/Gold Coast bring to mind? 
• What leisure activities do you associate with Melbourne/Gold Coast? 
• When and why would you go to Melbourne/Gold Coast? 
• What would you expect to be the best aspects of Melbourne/Gold Coast? 
• What would you expect to be the worst aspects of Melbourne/Gold Coast? 
• What would you expect to be your favourite precincts or areas in Melbourne/Gold Coast and why? 
• What would you expect to be the unique aspects of Melbourne/Gold Coast, why would it be different to other 

destinations? 
• If you did travel to Melbourne/Gold Coast what do you think you would tell your friends about afterwards? 
• What adjectives do you think would most effectively describe Melbourne/Gold Coast? e.g. friendly, exciting, 

outrageous? 
• What would you expect to be the pulse and tempo of the city? 
• What adjectives do you think will best describe Melbourne/Gold Coast? 

Groups that have visited 
 
• What images does Melbourne/Gold Coast bring to mind? 
• What leisure activities do you associate with Melbourne/Gold Coast? 
• When and why would you go to Melbourne/Gold Coast? 
• What would you expect to be the best aspects of Melbourne/Gold Coast? 
• What would you expect to be the worst aspects of Melbourne/Gold Coast? 
• What would you expect to be your favourite precincts or areas in Melbourne/Gold Coast and why? 
• What are the unique aspects of Melbourne/Gold Coast, why is it different to other destinations? 
• How would you describe your experiences in Melbourne/Gold Coast? 
• What did you tell your friends about Melbourne/Gold Coast when you returned from your trip there? 
• What adjectives most effectively describe Melbourne/Gold Coast? e.g. friendly, exciting, outrageous. 
• What is the pulse and tempo of the city? 
• Did your visit to Melbourne/Gold Coast change your impression about the city? 
• Did the city meet your expectations and impressions? Which aspects were better than expected and which 

were worse than expected?  
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Appendix B: Informed Consent Materials for Focus Groups  

 
Griffith Business School 
Department of Tourism, Leisure, 
Hotel and Sport Management 
Telephone + (0)7 55528054  
Facsimile + (0)7 55528507  
www.griffith.edu.au 
Postal address: 
Gold Coast Campus, Griffith 
University 
PO Box 50, GCMC 
Queensland 9726, Australia

 
 
Tourism and Destination Branding  
 
INFORMATION SHEET 
 
 
 
 
Research Team: 
 

Dr. Hugh Wilkins 
GBS/SIRC 
Ph: 07 5552 8011 
Email: h.Wilkins@griffith.edu.au  

Professor Bill Merrilees 
GBS/SIRC 
Ph: 07 5552 9034 
Email: bill.merrilees@griffith.edu.au  

Dr. Carmel Herington 
GBS/SIRC 
Ph: 07 5552 8897 
Email: c.herington@griffith.edu.au  

 
 
This research project is investigating the role of destination brand and image as a motivator for destination 
choice.  The project will make a comparison of two destinations, the Gold Coast and Melbourne, Australia, and 
will assess the destination image held by people who, have, and have not, visited each destination. This 
comparative study will assess the impact of brand both on first time visitors and on repeat visitors.  

 
 
A component of this research study involves obtaining the image perceptions associated with the destination 

of Melbourne, Australia from individuals who have either visited or not visited this destination. The information 
obtained from the focus groups will be used to develop a postal questionnaire, which will be distributed around 
Australia later this year. It is anticipated that the outcomes of this research project will benefit destination 
marketers, and ultimately the end consumer, by providing a better understanding of the role of destination brand 
in visitor attraction, a better understanding of destination brand perceptions and a better understanding of the 
impact of the destination on brand image. Furthermore, it is anticipated that the results will provide an improved 
understanding of brand perceptions of visitors and non-visitors, an improved understanding of the destination 
brand impact between destinations and will provide improved approaches towards destination brand 
development. It is envisaged that this focus group will be tape recorded to ensure information accuracy, and will 
last approximately one (1) hour in duration.  

 
 
Participation is purely voluntary and participants may withdraw their consent at any time without comment 

or penalty. Under the Griffith University Human Research Ethics Committee, steps have been taken to ensure 
confidentiality and to minimise any risk. These include the use of consent forms and information sheets; secure 
storage of transcripts and the use of pseudo names within any publication. The tape recordings will be erased 
once transcription and analysis are completed. Feedback information from the results of this study will be 
available within six months upon request. Griffith University conducts research in accordance with the National 
Statement on Ethical Conduct in Research involving Humans. If potential participants have any concerns or 
complaints about the ethical conduct of the research project, they should contact the Managers, Research Ethics 
on +61 7 3875 5585 or by email to research-ethics@griffith.edu.au. If you have any questions or suggestions 
regarding this research, please feel free to contact me (Hugh Wilkins) by telephone +61 7 555 28011 or by email 
to h.Wilkins@griffith.edu.au.  

 
 
 
 
 
 

mailto:h.Wilkins@griffith.edu.au
mailto:bill.merrilees@griffith.edu.au
mailto:c.herington@griffith.edu.au
mailto:research-ethics@griffith.edu.au
mailto:h.Wilkins@griffith.edu.au
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Thank you, 

 
 
Hugh Wilkins  
Griffith Business School / Service Industry Research Centre (SIRC). 
  
 
 
 
 
 
 
 
 
 
 

Privacy Statement 
The conduct of this research involves the collection, access and / or use of your individual personal information.  The information 
collected is confidential and will not be disclosed to third parties without your consent, except to meet government, legal or other 
regulatory authority requirements.  A de-identified copy of this data maybe used for other research purposes.  However, your 
anonymity will at all times be safeguarded.  For further information consult the University’s Privacy Plan at 
www.gu.edu.au/ua/aa/vc/pp or telephone 07 3875 5585. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.gu.edu.au/ua/aa/vc/pp
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Tourism and Destination Branding  
 
CONSENT FORM 
 
 
 
Research Team: 
 

Dr. Hugh Wilkins 
GBS/SIRC 
Ph: 07 5552 8011 
Email: h.Wilkins@griffith.edu.au  

Professor Bill Merrilees 
GBS/SIRC 
Ph: 07 5552 9034 
Email: bill.merrilees@griffith.edu.au  

Dr. Carmel Herington 
GBS/SIRC 
Ph: 07 5552 8897 
Email: c.herington@griffith.edu.au  

 
By signing below, I confirm that I have read and understood the information package and in particular noted 
that: 
I understand that my involvement in this research will include the participation within a one (1) hour focus group 
on ___________________, from __________, at the ______________________; 
I have had any questions answered to my satisfaction; 
I understand the risks involved; 
I understand that there will be no direct benefit to me from my participation in this research; 
I understand that my participation in this research is voluntary; 
I understand that if I have any questions I can contact the research team; 
I understand that I am free to withdraw at any time, without comment or penalty; 
I understand that I can contact the Manager, Research Ethics, at Griffith University Human Research Ethics 
Committee on 07 3875 5585 (or research-ethics@griffith.edu.au) if I have any concerns about the ethical 
conduct of the project; and 
I agree to participate in the project: 
 
As a participant in this study, I understand that: 
This research project is investigating the role of destination brand and image as a motivator for destination 
choice.  The project will make a comparison of two destinations and assess the destination image held by people 
who, have, and have not, visited the destination. This comparative study will assess the impact of brand on both 
first time visitors and on repeat visitors. 
Participation in this study is voluntary and refusal to participate or withdraw at any time will incur no adverse 
repercussions. 
I agree to respect the confidentiality of other participants. 
I am able to contact the Principal Researchers about any matter of concern related to the study on the contact 
number(s) listed above. 
Feedback as to the outcome of the study is available to me. 
 
Signed: 
 
_________________  _________      ________________  _______ 
Participant                Date                    Researcher                Date 
 
 _________________  _________ 
 Witness                  Date 
pendix C – Copy of the self-administered postal survey 
 Privacy Statement 
The conduct of this research involves the collection, access and / or use of your individual personal information.  The information 
collected is confidential and will not be disclosed to third parties without your consent, except to meet government, legal or other 
regulatory authority requirements.  A de-identified copy of this data may be used for other research purposes.  However, your 
anonymity will at all times be safeguarded. For further information consult the University’s Privacy Plan at 
www.gu.edu.au/ua/aa/vc/pp or telephone 07 3875 5585. 

mailto:h.Wilkins@griffith.edu.au
mailto:bill.merrilees@griffith.edu.au
mailto:c.herington@griffith.edu.au
mailto:research-ethics@griffith.edu.au
http://www.gu.edu.au/ua/aa/vc/pp
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Appendix C: Copy of the self-administered postal survey instrument 

Griffith Business School 
Department of Tourism, Leisure, 
Hotel and Sport Management 
Telephone + (0)7 55528054  
Facsimile + (0)7 55528507  
www.griffith.edu.au 
Postal address: 
Gold Coast Campus, Griffith 
University 
PO Box 50, GCMC 
Queensland 9726, Australia 

  

 
Tourism and Destination Branding  
 
 
 
 
 
 
 
Dear Sir / Madam,  
 
 
 
I am writing to ask you to participate in this research project by completing the enclosed questionnaire. This 
research project is funded by the Cooperative Research Centre for Sustainable Tourism and is investigating 
consumer expectations of short breaks and longer holidays particularly for two holiday destinations—the Gold 
Coast and Melbourne.   
 
Your participation in this survey is voluntary and the survey is anonymous. You do not need to write your name 
or any other information that can identify you on the survey. To participate in this survey you must be aged 
eighteen years or above. By proceeding onto the main survey you are indicating your consent to participate in 
this research.   
 
After the data contained in the survey responses has been entered onto the computer the paper copy of the 
questionnaires will be destroyed. Your contact details have been randomly obtained from the Sydney White 
Pages. 
 
Griffith University conducts research under the Australian National Statement on Ethical Conduct in Research 
Involving Humans If you have any comments on the ethics please contact the Manager Research Ethics on  
+61 7 3875 5585 or by email to research-ethics@griffith.edu.au. If you have any questions or suggestions 
regarding the research please feel free to contact me (Hugh Wilkins) by telephone +61 7 555 28011 or by email 
to h.wilkins@griffith.edu.au  
 
Thank you, now please continue by completing the questionnaire. 
Yours truly, 

 
Associate Professor Hugh Wilkins 
Griffith Business School 
 

mailto:research-ethics@griffith.edu.au
mailto:h.wilkins@griffith.edu.au
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SECTION A: In this first section, we are interested to find out what is important to you in selecting a 
destination for a short break or longer holiday. 
 
Q1. Please read each of the following statements. Circle how important you believe the following are when 
selecting a destination for a short break (2–4 days) or longer holiday (5+ days).  
 

 Short Breaks (i.e. 2–4 days) Longer Holidays (i.e. 5+days) 
 
 
The destination 
should be: 
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Comfortable 1 2 3 4 5 1 2 3 4 5 

Exciting 1 2 3 4 5 1 2 3 4 5 

Relaxing 1 2 3 4 5 1 2 3 4 5 

Dynamic 1 2 3 4 5 1 2 3 4 5 

Quiet 1 2 3 4 5 1 2 3 4 5 

Cosmopolitan 1 2 3 4 5 1 2 3 4 5 

Safe 1 2 3 4 5 1 2 3 4 5 

Urban 1 2 3 4 5 1 2 3 4 5 

Unspoilt 1 2 3 4 5 1 2 3 4 5 

Natural 1 2 3 4 5 1 2 3 4 5 

Friendly 1 2 3 4 5 1 2 3 4 5 

Educational 1 2 3 4 5 1 2 3 4 5 

Fun 1 2 3 4 5 1 2 3 4 5 
 
Q2. Please read each of the following statements. Circle how important you believe a destination to have 
the following features are when selecting a destination for a short break (i.e., 2–4 days) or longer holidays 
(i.e. 5+ days). 
 

 Short Breaks (i.e. 2-4 days) Longer Holidays (i.e. 5+days) 

 
 
The destination should have: 
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Surf and sand 1 2 3 4 5 1 2 3 4 5 

Good shopping 1 2 3 4 5 1 2 3 4 5 

Good restaurants 1 2 3 4 5 1 2 3 4 5 

Spectator sport 1 2 3 4 5 1 2 3 4 5 

Nightlife and entertainment 1 2 3 4 5 1 2 3 4 5 

Theatres and cinemas 1 2 3 4 5 1 2 3 4 5 

Sport facilities 1 2 3 4 5 1 2 3 4 5 

Golf-courses 1 2 3 4 5 1 2 3 4 5 

Outback landscape 1 2 3 4 5 1 2 3 4 5 

Good accommodation 1 2 3 4 5 1 2 3 4 5 
 
Q3. How could a destination persuade you to stay an extra night?  
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Q4. Please circle your level of agreement with the following statements: 
 

 
I prefer to choose a short break and/or longer holiday that: 
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Reflects the way that I see myself 1 2 3 4 5 

Reflects the way I think others see me 1 2 3 4 5 

Reflects the ideal way I would like others to see me 1 2 3 4 5 

Reflects the ideal way I would like to see myself 1 2 3 4 5 
 
Q5. Where was your most memorable holiday? 
 
 
Q6a. When was it?  
 
 
 
Q6b. What made it memorable?   
 
 
 
 
 
Q7a. Which of these two (2) destinations would you most likely to choose for a short break (2–4 days)?  
 

 Gold Coast     Melbourne     Both equal 
 
Q7b. For how many days would you go? ___________ 
   
Q7c. What time of the year would you go? _______________ 
 
Q7d. Why would you go? 
 
 
 
Q8a. Which of these two (2) destinations would you most likely choose for a longer holiday (5+ days)?  
 

 Gold Coast     Melbourne     Both equal 
 
Q8b. For how many days would you  go? ___________ 
 
Q8c. What time of the year would you go? ______________ 
 
Q8d. Why would you go? 
 

 
 
 
SECTION B:  We would now like to ask some questions about the GOLD COAST and MELBOURNE. 
 
Q9. Have you visited the GOLD COAST?    Yes   No (please go to Q17) 
 
Q10. How many times have you visited the GOLD COAST?  __________________ times 
 
Q11. Were your visits mainly for:  Leisure/Holiday  Business    Combination of both 
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Q12. How many visits in the last 5 years were:  Short Breaks (2–4 days) ______________     
   Longer holidays (5+ days) ____________ 
 
Q13. When was the last time that you visited the GOLD COAST?    YEAR  __ __ __ __ 
 
Q14. How satisfied were you with your stay on the GOLD COAST?  
 
Very Unsatisfied Unsatisfied Neutral Satisfied Very Satisfied 
 
Q15. How likely are you to return to the GOLD COAST for a holiday or short break?  
 
Very Unlikely Unlikely Neutral Likely Very Likely 
 
Q16. What was the most memorable aspect of your visit to the GOLD COAST?  
 
 
 
 
 
Q17. Have you visited MELBOURNE?         Yes   No (please go to Q25) 
 
Q18. How many times have you visited MELBOURNE?  _____________________ times 
 
Q19. Were your visits mainly for:    Leisure/Holiday    Business   Combination of both 
 
Q20. How many visits in the last 5 years were:  Short Breaks (2-4 days) ________________    
    Longer holidays (5+ days) ______________ 
 
Q21. When was the last time that you visited MELBOURNE?    YEAR __ __ __ __ 
 
Q22. How satisfied were you with your stay in MELBOURNE?  

Very Unsatisfied Unsatisfied Neutral Satisfied Very Satisfied 
 
Q23. How likely are you to return to MELBOURNE for a holiday or short break?  
Very Unlikely Unlikely Neutral Likely Very Likely 
 
Q24. What was the most memorable aspect of your visit to MELBOURNE?  
 
 
 



TOURISM AND DESTINATION BRANDING REPORT 
 

 31

SECTION C: In this section, we would like to ask you some questions about the GOLD COAST or 
MELBOURNE. 
 
PLEASE ANSWER THIS SECTION ONLY IN RELATION TO YOUR MOST RECENT VISIT (ONLY 
TO THE GOLD COAST OR MELBOURNE).  If you have never visited either city please go to Q32. 
 
Q25.  For which city are you completing this section?  PLEASE TICK ONE BOX ONLY   

 MELBOURNE      GOLD COAST   
 
Q26. Please read each of the following statements and circle your level of agreement.  
 

 
 
The destination is: 
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Comfortable 1 2 3 4 5 

Exciting 1 2 3 4 5 

Relaxing 1 2 3 4 5 

Dynamic 1 2 3 4 5 

Quiet 1 2 3 4 5 

Cosmopolitan 1 2 3 4 5 

Safe 1 2 3 4 5 

Urban 1 2 3 4 5 

Unspoilt 1 2 3 4 5 

Natural 1 2 3 4 5 

Friendly 1 2 3 4 5 

Educational 1 2 3 4 5 

Fun 1 2 3 4 5 
 
Q27. Please read each of the following statements and circle your level of agreement. 
 

 
 
The city has: 
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Surf and sand 1 2 3 4 5 

Good shopping 1 2 3 4 5 

Good restaurants 1 2 3 4 5 

Spectator sport 1 2 3 4 5 

Nightlife and entertainment 1 2 3 4 5 

Theatres and cinemas 1 2 3 4 5 

Sport facilities 1 2 3 4 5 

Golf-courses 1 2 3 4 5 

Outback landscape 1 2 3 4 5 

Good accommodation 1 2 3 4 5 
 
Q28. What do you think are the best areas / precincts / venues of the CITY?  
 
 
 
Area / Precinct / Venue Why? 
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Q29.  Please circle your level of agreement with following descriptions of the pulse and tempo.  
 

  
Day Activities 

 
Night Activities 
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Fast-paced 1 2 3 4 5 1 2 3 4 5 

Refined 1 2 3 4 5 1 2 3 4 5 

Varied 1 2 3 4 5 1 2 3 4 5 

Vibrant 1 2 3 4 5 1 2 3 4 5 

Up tempo 1 2 3 4 5 1 2 3 4 5 

Calm 1 2 3 4 5 1 2 3 4 5 

Relaxed 1 2 3 4 5 1 2 3 4 5 

Exciting 1 2 3 4 5 1 2 3 4 5 
 
Q30. Please circle your level of agreement with the following statements 
 
There are enough things to do.  
Strongly Disagree Disagree Neutral Agree Strongly Agree 
 
The hotels, restaurants and activities match your image of the city.  
Strongly Disagree Disagree Neutral Agree Strongly Agree 
 
The accommodation facilities are of high quality.  
Strongly Disagree Disagree Neutral Agree Strongly Agree 
 
The restaurants and cafes are of high quality.  
Strongly Disagree Disagree Neutral Agree Strongly Agree 
 
The daytime activities are of high quality.  
Strongly Disagree Disagree Neutral Agree Strongly Agree 
 
The night-time activities are of high quality.  
Strongly Disagree Disagree Neutral Agree Strongly Agree 
 
The city is getting better as a destination. 
Strongly Disagree Disagree Neutral Agree Strongly Agree 
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Q31. In relation to your visit/s to the city chosen, please indicate your level of agreement with each 
statement.   
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I am looking forward to returning. 1 2 3 4 5 

The city has a good reputation as a destination. 1 2 3 4 5 

The city satisfies my needs as a destination. 1 2 3 4 5 

I have a feeling of loyalty to the city as a destination. 1 2 3 4 5 

I am very satisfied with the city as a holiday destination. 1 2 3 4 5 

The city is a great brand. 1 2 3 4 5 

I made the right decision to go. 1 2 3 4 5 

My intention is to re-book a holiday in the future.  1 2 3 4 5 

I greatly admire the city as a destination. 1 2 3 4 5 

There is something special about the city as a destination. 1 2 3 4 5 

I am likely to come back.  1 2 3 4 5 

The city is exceptional as a destination. 1 2 3 4 5 

The city is consistently good as destination. 1 2 3 4 5 

You can trust the city as a destination. 1 2 3 4 5 

I am happy with the city as a holiday destination. 1 2 3 4 5 

The city meets its promises as a destination. 1 2 3 4 5 

The city has credibility as destination. 1 2 3 4 5 
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SECTION D: Please complete the following questions that will be used within our research.  
All information is confidential. 
 
Q32. Are you:    Male   Female  
 
Q33. What is your year of birth? ____________________ 
Q34. What is your relationship status?    Single    Couple  
 
Q35. What is your highest level of completed education? Please tick one box only. 

 Completed high school        Certificate or Diploma   Trade qualification    
 University / College degree        Post graduate degree    
 Other please specify:_____________________________ 

 
Q36. What is your employment status? Please tick one box only. 

 Fulltime       Part time        Casual  Not employed     Retired        
 Self employed   Other please specify:___________________ 

 
Q37. Do you have dependent children?    Yes   No (go to Q 39.) 
 
Q38.  What are their ages? ______________________________ 
 
 
Q39.  Please indicate your approximate gross (before tax) combined household income: 

Less than $25 000   $25 000–35 000    $35 001–45 000 
 $45 001–55 000   $55 001–75 000    $75 001–150 000  
 Greater than $150 000  

 
Q40. What is your postcode? ______________________________ 
 
 
 
Thank you for taking the time to participate in this research.  
 
Don’t forget to fill in your prize entry coupon! 
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Griffith Business School 
Department of Tourism, Leisure, 
Hotel and Sport Management 
Telephone + (0)7 55528054  
Facsimile + (0)7 55528507  
www.griffith.edu.au 
Postal address: 
Gold Coast Campus, Griffith 
University 
PO Box 50, GCMC 
Queensland 9726, Australia 

 
Tourism and Destination Branding  
 
 
 
 
 
 
 
PRIZE ENTRY COUPON 
 
 
Thank you for taking the time to participate in this research.  To be eligible to be in the prize draw to win ONE 
(1) ACCOR HOLIDAY VOUCHER, WORTH $300.  
 
• Complete the survey. 
• Complete the prize entry coupon at the bottom of this page. 
• Place the coupon into the small prize entry envelope provided. 
• Place the small prize entry envelope and completed survey into the ‘reply-paid’ envelope. Good luck!! 
 
TERMS AND CONDITIONS OF ENTRY 
  
1. When you enter the competition, you accept these terms and conditions of entry. 
2. Employees of Griffith University (‘the University’) directly involved with the ‘Tourism and Destination 

Branding’ Research Project and their immediate families are ineligible to enter. 
3. Entry into the competition is by returning a completed questionnaire to the Hugh Wilkins, Department of 

Tourism, Leisure, Hotel and Sport Management, Griffith University, Gold Coast Campus, PMB 50 GCMC, 
Queensland, Australia, 9726 OR by placing the completed questionnaire and prize entry coupon into the 
provided reply-paid envelope.  

4. The first random drawn entry will receive one $300 ACCOR Holiday Voucher. 
5. The decision of the University is final and no correspondence will be entered into.  
6. The prize is not redeemable for cash. 
7. The winner releases the University from any and all causes for action, losses, liability, damage, expenses 

(including legal expense), cost or charges suffered, sustained or in any way incurred by the winner as a 
result of any loss or damage to any physical property of the winner, or any injury to or death of any person 
arising out of, or related to or in any way connected with the University or the prize. 

8. The winner will be notified by phone or email on 11 October  2007. 
9. The competition closes on 10 October 2007 at 5pm.  The competition is drawn on 11 October 2007 at 

Griffith University, Gold Coast Campus, Queensland, Australia.  You do not have to be at the draw to win. 
Prizes will be posted to winners following contact.  

Privacy Statement 
The conduct of this research involves the collection, access and/or use of your individual personal information. 
The information collected is confidential and will not be disclosed to third parties without your consent, except 
to meet government, legal or other regulatory authority requirements.  A de-identified copy of this data may be 
used for other research purposes.  However, your anonymity will at all times be safeguarded.  For further 
information consult the University’s Privacy Plan at www.gu.edu.au/ua/aa/vc/pp or telephone (07) 3875 5585.  

 
To be in the draw to win this valuable prize, please provide the following information. 
  
Name: _________________________________________________ 
Contact Phone Number (inc. area code) or 
Email Address (if preferred): 

 
_________________________________________________ 
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Griffith Business School 
Department of Tourism, Leisure, 
Hotel and Sport Management 
Telephone + (0)7 55528054  
Facsimile + (0)7 55528507  
www.griffith.edu.au 
Postal address: 
Gold Coast Campus, Griffith 
University 
PO Box 50, GCMC 
Queensland 9726, Australia 

Tourism and Destination Branding  
 
 
 
 
 
PRIZE ENTRY COUPON 
 
 
Thank you for taking the time to participate in this research. To be eligible to be in the prize draw to win ONE of 
THREE MYER SHOPPING VOUCHERS, WORTH $100 each.  
 
Complete the survey 
Complete the prize entry coupon at the bottom of this page 
Place the coupon into the small prize entry envelope provided 
Place the small prize entry envelope and completed survey into the ‘reply-paid’ envelope. Good luck!! 
 

TERMS AND CONDITIONS OF ENTRY 
1. When you enter the competition, you accept these terms and conditions of entry. 
2. Employees of Griffith University (‘the University’) directly involved with the ‘Tourism and Destination 

Branding’ Research Project and their immediate families are ineligible to enter. 
3. Entry into the competition is by returning a completed questionnaire to the Hugh Wilkins, Department of 

Tourism, Leisure, Hotel and Sport Management, Griffith University, Gold Coast Campus, PMB 50 GCMC, 
Queensland, Australia, 9726 OR by placing the completed questionnaire and prize entry coupon into the 
provided reply-paid envelope.  

4. The first three randomly drawn entries will each receive one $100 MYER Shopping Voucher. 
5. The decision of the University is final and no correspondence will be entered into.  
6. The prize is not redeemable for cash. 
7. The winner releases the University from any and all causes for action, losses, liability, damage, expenses 

(including legal expense), cost or charges suffered, sustained or in any way incurred by the winner as a result of 
any loss or damage to any physical property of the winner, or any injury to or death of any person arising out of, 
or related to or in any way connected with the University or the prize. 

8. The winner will be notified by phone or email on 11 September 2007. 
9. The competition closes on 10 September 2007 at 5pm.  The competition is drawn on 11 September 2007 at 

Griffith University, Gold Coast Campus, Queensland, Australia.  You do not have to be at the draw to win.  
Prizes will be posted to winners following contact.  

Privacy Statement 
The conduct of this research involves the collection, access and / or use of your individual personal information.  
The information collected is confidential and will not be disclosed to third parties without your consent, except 
to meet government, legal or other regulatory authority requirements.  A de-identified copy of this data may be 
used for other research purposes.  However, your anonymity will at all times be safeguarded.  For further 
information consult the University’s Privacy Plan at www.gu.edu.au/ua/aa/vc/pp or telephone (07) 3875 5585.  
 

 
 

To be in the draw to win one of these valuable prizes, please provide the following information. 
  
Name: _________________________________________________ 
Contact Phone Number (inc. area code) or 
Email Address (if preferred): 

 
_________________________________________________ 
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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.
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