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ABSTRACT 
 
This project investigates the ways in which information from visitor information centres (VICs) is disseminated 
and presents the findings from three components of the study which examine the (a) the knowledge management 
within VICs; (b) visitor preferences in terms of the way in which information is disseminated and used; and (c) 
the types of VICs that exist and the level of technology used within them. Research teams from Victoria 
University, the University of New South Wales, and the Centre for Regional Tourism Research at Southern 
Cross University were involved in the project. The three university research teams each examined one of the 
three components listed above. 

The findings from the project identified not only the current information exchange tools and practices, but 
has also revealed that VICs have a desire to develop more of a business focus and are adopting an attitude of 
striving for continuous improvement. At this stage, however, consumer use of information from VICs is very 
much in the traditional method of obtaining information, i.e. through written and then verbal sources. Finally, it 
is clear from the analysis of the survey data of the sample of VICs in Australia that VICs are late adopters of ICT 
technologies for the dissemination of information. The most widely adopted technologies in Australian VICs are 
the Internetand email, two technologies that require minimal investment for implementation. The potential for 
VICs to look toward IT, and adopt new tools and strategies for information exchange, is evident through 
examples such as the introduction of electronic guest books. 
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SUMMARY 

Objectives of Study 
This project builds on work achieved in the scoping study titled Increasing Regional Tourism Yield Through 
Visitor Information Centres. It aimed to investigate key dissemination practices by examining the learning 
processes and the mediums used, to develop best practice information dissemination products, and to test these 
within the research site of visitor information centres (VICs). 

The project objectives were to: 
• Increase the body of knowledge in the area of information dissemination and best practice in VICs through 

an extensive review of the literature (this was partially completed in the earlier scoping study); 
• Develop VIC information dissemination products that may be web-based or based on other technology; 
• Test the products within selected VICs. 

Methodology 
There were two key phases in this project. Each phase involved different skills and the team provided expertise 
in each of these areas. 
 
Phase 1 
A thorough literature search of information on the following: 
• The role of VICs and best practice in meeting this role (partially completed through the previous research 

project); 
• Best practice in information dissemination; and 
• Information dissemination product development and knowledge management within VICs. 
 
Phase 2 
The types of innovative information dissemination tools and technology available were examined. The 
possibility of developing entirely new products, specifically designed for VICs, was also looked at. This phase 
was informed by leading experts in VICs and in information dissemination, through the use of in-depth 
interviews and focus groups; 

Key Findings 
The study has developed several tools to assist VICs assess their current information exchange practices, and to 
assess and improve their organisational capacity to change, in order to facilitate the introduction of new 
information technology or information strategies. Specifically these tools include: 
• A VIC information exchange model to assist VICs in assessing their information exchange processes against 

those currently common within the industry. The model describes types of information exchanged and the 
tools to facilitate the exchange process. The model also defines current suppliers and consumers of 
information. 

• A change capacity checklist listing the seven elements of change capacity, and the indicators that VICs can 
use to determine their own capacity for change. 

• A change capacity flow-chart model that describes the process of assessing a VIC’s capacity for change, 
utilising both the model and the checklist. The model also includes suggested strategies to improve this 
capacity. 

The study also found that: 
• Consumer use of information from VICs is very much in the traditional method of obtaining information, 

i.e. through written and then verbal sources.  
• Most respondents in the pilot study said VICs were helpful and provided appropriate information, although 

there appeared to be a reluctance to use VICs due to their location and opening hours.  
• Most respondents preferred to receive a brochure with clear, easy-to-read information accompanied by 

detailed and clear maps.  
• The most widely adopted technologies in Australian VICs are the Internet and email, two technologies that 

require minimal investment in their implementation.  
• The Internet is used extensively today within VICs to support staff in meeting the information needs of 
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clients. The Internet is a now an additional information resource available to VICs.  
• Information/interactive web-based kiosks are implemented in centres to give clients direct access to 

information and services directly through internet technology 
• VICs, with their expertise in local knowledge, are mediators between web-based information services and 

reducing uncertainty for visitors whose information needs cannot be fully met by use of the Internet. In 
order to add value to Internet information services and to meet the needs of clients, VICs must be remotely 
(virtually) accessible to clients.  

• Telephone-based technologies allow remote access to VICs for users and are an alternative to computer-
mediated channels such as email. The telephone still plays a critical role in VICs and their provision of 
information and other services to clients. 

• Television (and its variations) is a multimedia technology that may be used by VICs to provide clients with 
a “rich” experience of the attractions of a region.  

Future Action 
The next phase of this study is to examine the ‘fit’ between what is offered by VICs and the visitors’ preferences 
in relation to the ways in which information is disseminated. In particular, future research should focus on the 
types of visitors through psychometric measures and matching information types with visitor segments. 
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Chapter 1 

INTRODUCTION 

This project builds upon the findings from the previous Sustainable Tourism CRC (STCRC) research project, 
Improving the Yield of Tourism in Regional Areas: The Role of VICs. This earlier study found that repeat 
visitation and visitor expenditure is enhanced by the information received at VICs. The current project provides 
information on (1) the current information exchange processes, including key influences on the processes; (2) 
consumer preferences in relation to the use of information dissemination products for VICs; and (3) an 
evaluation of the use of technology as a means of information dissemination within VICs. The recommendations 
will enhance the interaction between tourists and tourist destinations through improved communication mediums 
for tourist information. 

Research teams from Victoria University, the University of New South Wales, and the Centre for Regional 
Tourism Research at Southern Cross University were involved in the current project. The project was broken 
down into three components, with each university research team examining a discrete aspect of the project (see 
Figure 1). 

 
 

 
 

Figure 1: Project components  

Although the project was divided into discrete sections, its overall theme was the use and dissemination of 
information from the perspectives of both VIC managers and visitors to the VICs. This triangulation of the 
information provides the range of perspectives that are important in the effective dissemination of visitor 
information. In particular, this project examines the current information exchange processes, in order to assist 
VICs in comparing their current information practices with those most commonly undertaken by other VICs, and 
to enable them to analyse any weaknesses that might exist. Issues relating to VICs’ capacity for change are also 
identified and tools to assess and improve this capacity have been developed. The study also explores the ways 
in which VICs are used by visitors as well as determining the characteristics of those visitors. Finally, the model 
of VIC classification in terms of information dissemination was tested by phone interviews of a stratified sample 
of 30 VICs. The preliminary findings are reported. In summary, then, this report provides collective findings 
from the various perspectives of those who use and facilitate VICs. 
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Chapter 2 

INFORMATION EXCHANGE PROCESSES AND CHANGE 
CAPACITY 

This chapter examines the current information exchange processes, including key influences on the processes, in 
order to assist VICs in comparing their current information practices with those most commonly undertaken by 
other VICs, and enable them to analyse if weaknesses exist. Issues relating to VICs capacity for change are also 
identified and tools – in the form of a model and check-list – to both assess this capacity and improve it have 
been developed. 

Change is currently being faced by VICs around the country on many levels. This includes the introduction 
of accreditation, the increasing need to justify funding, changing funding models, the changing expectations of 
consumers, and the availability of new technologies for managing visitor services. 

This chapter links the knowledge management characteristics of VICs to the tools and products for enhancing 
information distribution. Figure 2 illustrates where this chapter sits in relation to the project as a whole. 

 

 
 

Figure 2: Project components: information exchange processes and change capacity 

 
Specifically, two aims are addressed: 

1. To develop an information exchange model to illustrate the information processes prominent in VICs and 
determine key influences in the information exchange process and management of information within VICs, 
including weaknesses or barriers within this process. This will assist VICs in comparing their current 
information practices with those most commonly undertaken by other VICs, and enable them to analyse any 
weaknesses that exist. 

2. To specify and validate a methodology for assessing the capability of a VIC’s capacity for change and 
therefore their ability to implement new information distribution tools and products. 

This research may be useful in assessing the potential for VICs to recognise the value of new technologies, 
and to be willing to undertake the change processes required for their successful implementation. The findings 
may also prove useful to suppliers of these new technologies and assist them to facilitate the successful uptake of 
their products by VICs.  
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Conceptual Foundations 

Management of Information by VICs 
There are a number of information distribution models proposed for the tourism sectors which address different 
aspects of information involved in tourism. The most notable of these is from Sheldon (1997), which identified 
the organisations involved in tourism information exchange, and the content of information items (see Figure 3). 
This model looks at both research information within tourism and consumer information. Previous research for 
the STCRC Decipher project has customised the Sheldon model for application to regional tourism 
organisations, local government, and small tourism firms. An adaptation of this model, for application to VICs, 
is an outcome of this research and is presented in Figure 5. The model identifies both the external knowledge 
management and information processes and the VIC’s internal systems. 

Sheldon (1997) utilises three main agents within the model of tourism information exchange: suppliers, travel 
intermediaries and travellers/visitors (consumers). Product information, schedules, fares, rates, availabilities and 
bookings are all types of information sought by consumers within the model. In turn, this information is supplied 
by the intermediaries or directly by the suppliers. This model then completes the feedback loop by demonstrating 
the need for information to flow from consumers back to suppliers in the form of research information (travel 
patterns, needs and wants), and information to facilitate services such as bookings. It also takes into account the 
broader tourism environment, incorporating government agencies and tourism organisations which are both 
suppliers and consumers of information. 
 

 

Figure 3: Sheldon’s (1997) tourism information exchange model 
Source: Sheldon 1997 

 

Knowledge Management and Organisational Change Capability 
Research by Carson and Adams (2004) employed a knowledge strategy framework developed by Trussler and 
later adapted by Andrews (2002) (see Figure 4). The framework suggested that knowledge management capacity 
could be diagnosed through the leadership, cultural, infrastructure, technological and continuous improvement 
characteristics of VICs. Elements of the framework can be described in detail, allowing opportunities for 
improvement to be identified. Within this framework, capacity for change was identified as one of the 
components of culture; a success factor within knowledge management capacity. 
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Figure 4: Knowledge strategy framework 

 
Numerous authors in the field of organisational change have examined the concept of an organisation’s 

capacity or capability to undertake change (Dunphy & Stace, 1991; Wilson, 1996; Cacioppe, 1997; Gretzel, 
2000; Strom & Wallace, 2003). Within the strategic knowledge management framework, Carson and Adams 
(2004) describe an organisation’s capacity for change to be the “processes and procedures to encourage 
organisational and individual capacity for change” (p.118).  

Gretzel (2000) proposes: 
Tourism organisations with a high capacity to change are more likely to benefit from opportunities offered by 
new information technologies because of their ability to immediately integrate IT into the organisational 
fabric. (p.509)  

McGuiness, Morgan and Oxtoby (2002) refer to an organisation’s ability to undertake change, or its openness 
and tolerance of change, as the organisation change capability. They also suggest that there are seven distinct 
factors which can determine an organisation’s change capability: 
1. Sense of urgency for the change – in order to facilitate change, the organisation should possess a shared 

sense of urgency for the change to act as a motivator. 
2. Leadership – including a shared vision which is widely understood and inspirational. 
3. Commitment to change – this is often increased when there is a sense of ownership and involvement with 

the change. 
4. Empowerment – this enables members of the organisation to feel confident in their ability to successfully 

achieve the changes. Empowerment requires guidance and support including new resources and tools that 
may now be required,l including training. 

5. Measure progress – measurement of progress towards change provides feedback, providing direction and 
reinforcement for the change. This measurement may also help maintain commitment to change by 
providing milestones throughout what is often a very lengthy process. 

6. Recognise and reward change – this motivates and reinforces change and should be coupled with the 
measurement of progress. 

7. Embedded change – outcomes emerging from change should be incorporated not only into organisational 
systems, structures and routines, but also organisational norms and values. 

These seven factors will be used as the basis for identifying the capacity of VICs for change, and therefore, 
their ability to adopt new knowledge management or information dissemination strategies. 
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Method 
This section of the study provides the findings from the qualitative research.  

Qualitative Study 
A qualitative methodology was utilised to examine the issues relating to knowledge strategies and change 
capacity within VICs. A series of interviews was conducted over a one-month period with tourism industry 
representatives that had in-depth knowledge of VICs within their region or State.  

In-depth interviews, document analysis and direct observation were employed as the methods in this study. 
Triangulated data collection was employed to increase the reliability of the findings from the study (Hartley 
1994; Creswell 1998; Lee 1999). 

Informant Selection 
Informants were selected on the basis of their relationship to VICs within their State or region. Informants with 
an in-depth knowledge of the network of VICs and a good working knowledge of the procedures and structure of 
centres at an individual level were sought. With these criteria in mind, representatives from State tourism 
organisations, VIC Associations, and VIC accreditation organisations were approached. Interviews took place in 
New South Wales, Victoria, South Australia and the Australian Capital Territory. 

Data Collection 
As discussed, three data collection methods were utilised in this study; in-depth interviews, document analysis 
and direct observation. 

The interviews utilised following questions to provide a framework for discussion: 
1. What are the methods utilised by the VICs with which you are involved to obtain information? 
2. What are the methods utilised by the VICs with which you are involved to disseminate information within 

the VIC? 
3. What are the methods utilised by the VICs with which you are involved to disseminate information to 

visitors? 
4. What are the staffing structures within the VICs with which you are involved? How do these affect 

questions 1, 2, 3? 
5. What are the management and funding structures within the VICs with which you are involved? How do 

these affect questions 1, 2, 3? 
6. To what extent do you believe that the VICs with which you are associated actively enable their employees / 

volunteers to: 
a. Be creative, to think “outside the box” 
b. Use competencies in novel rather than just familiar circumstances 
c. Learn from what they do 
d. Demonstrate initiative 
e. Develop confidence in their ability 

7. Do you believe that the VICs with which you are involved: 
a. Commit adequate time and resources to prepare for and manage change? Can you provide an 

example? 
b. Have an organisational vision and values which are consistent with preparedness for change? 

The first three questions focus on the adaptation of the Sheldon model, with the remainder of questions 
dealing specifically with the capacity for change issue. 

In addition to the interviews, accreditation documents from four States were examined. This literature 
provided a useful basis for determining the minimum standard processes that VICs were expected to follow to 
gain accreditation and be deemed to be achieving a high standard of customer service and business practice. The 
interviews were then used to confirm the extent to which these processes were followed on a regular basis, and 
the extent to which VICs moved away from these minimum standards to alternate processes.  

Results 

Information Exchange Model 
Utilising the basic framework of the Sheldon (1997) model, an information exchange model was developed 
which specifically addressed VICs and their delivery of consumer-focused information (see Figure 5). Following 
the Sheldon model, VICs can be seen as intermediaries in the information exchange process, with the majority of 
information flowing into the process from suppliers such as operators, government agencies, tourism 
associations, and then flowing on to travellers. In addition to identifying the agents and types of information, the 
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model also identifies the current set of tools used to facilitate the information exchange process for each agent. 
In the VIC model, suppliers have been classified into two categories, primary and secondary, depending on 

the commonality of the supplier to VICs. The data collected showed that for the majority of VICs, suppliers of 
consumer information were individual operators, industry groups or associations, other VICs, and government 
agencies such as the National Parks Service. Secondary suppliers of information were wholesalers and brochure 
distribution agencies. In a few cases, these secondary suppliers of information were in fact a VIC’s primary 
suppliers, with little or no contact with the traditional primary suppliers. This scenario was relatively uncommon, 
with these centres normally located in major capital city locations, and owned and operated by the State 
government or State tourism organisation. 

 

 

Figure 5: VIC information exchange model 

Likewise, the consumers or travellers were also classified into primary and secondary categories, with 
primary consumers being identified as visitors to a region, regardless of the purpose of their visit, and secondary 
consumers being local residents. This classification of primary and secondary is based mainly on the purpose and 
objectives of the VICs, which are predominately funded to provide information to visitors. 

As previously stated, the role of the VIC is that of intermediary, and therefore the internal information or 
knowledge management strategies become crucial in the information exchange process. The predominant method of 
information delivery is by way face-to-face contact with the staff of the VIC. Staff of these centres are both paid and 
volunteer, with centres ranging from an entirely paid workforce to entirely volunteer.  

It was determined that the most common strategies for internal information management practiced by VICs 
were those outlined as operational requirements within accreditation documentation. These processes focus on 
the internal communication of information from suppliers to VIC staff (both paid and volunteer), to enable these 
staff to pass the information on to consumers / travellers. Internal communication tools utilised by VICs include 
regular staff meetings, staff newsletters, staff notice boards, diaries kept at the front desk and updated and 
checked by staff as part of the daily operating procedures, and regular familiarisation visits to local product and 
operators. 

The tools utilised by information suppliers to pass information to the VICs and in turn the consumers include 
the supply of brochures, personal contact, the provision of familiarization visits for VIC staff, and, where 
applicable, the utilisation of electronic reservation systems. The personal contact element is both structured and 
sporadic, with some VICs actively involved in their local industry association allowing for networking 
opportunities. 
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In turn, VICs use a different set of communication tools to communicate supplier information to consumers. 
It is at this point in the process that informants revealed that the most prominent tool utilised, and the one which 
was perceived to be of most value and effectiveness, was the face-to-face contact that staff had with visitors. A 
previous STCRC project examining the influence of VICs on tourism yield revealed that customer service 
aspects within VICs influenced the behaviour of visitors to a region, with staff knowledge and friendliness being 
important contributors to promoting increased visitor activities, visitor expenditure and repeat visitation. 

Other tools utilised in the exchange process included visitor notice boards, brochures, electronic touch 
screens, Internet access, looped audiovisual presentations and static interpretive displays. Other than the role of 
computers in reservation system situations, and public access to the Internet, it tended to be only those VICs that 
were recently established and which had been purpose-built to incorporate technology which incorporated more 
technologically advance tools. 

The types of information we are referring to in the exchange process are closely related to those identified in 
Sheldon’s (1997) model, such as transport schedules, rates and prices, availability of product and bookings, and 
product descriptions including directional information and operation hours. The information requested can be 
categorised into a hierarchy of priorities relating to the geographic location of the VIC, with information relating to the 
immediate region being the most sought after by consumers, followed by information relating to surrounding regions, 
other areas within the State, and finally interstate queries. Apart from these more traditional information services, VICs 
are increasingly becoming involved in other information services such public access to the Internet. Consumer 
information needs and preferences are further examined later in this report. 

As the model’s name implies, for this to be an information exchange model, this must also be mechanisms to 
allow for information to flow from the traveller back to both the VIC and suppliers as per the model, to, amongst 
other functions, facilitate services such as bookings. VICs are also encouraged, via mechanisms such as 
accreditation, to gain research information from travellers such as postcode and travel pattern information.  

Key influences in the information exchange process 
Factors influencing the information exchange process within VICs can be categorised into several broad areas 
which are outlined below.  

Human resource characteristics 
Historically, VICs have been characterised by a large proportion of volunteer staff. Although the organisational 
structures vary, volunteer staff are still a major component of staff structures, and essential to the continued 
operation of many centres. The large number of volunteer staff was most commonly sited as an influence on the 
information exchange process, as both a strength and a weakness. Volunteers enable a high level of human 
interaction within VICs and often posses an exhaustive knowledge of the local area. This human element within 
VICs was cited as extremely important, with respondents commenting that “people want to speak to people”. In 
a trial of automated information kiosks in Bendigo, Victoria, it was revealed that the poor uptake of this 
technology by visitors was mainly due to the lack of personal contact and the perception of the technology’s 
inability to meet the sometimes unusual requests that visitors made (respondent interview). However, this human 
element also increases the importance of strong internal communication processes to enable staff to be keep up-
to-date, and this is an area where the staffing characteristics of VICs were seen to be a weakness in the 
information process. 

Respondents felt that some volunteer skill levels in terms of customer service often weakened the 
information exchange process, with their often irregular shifts leaving long lag times between shifts for some 
volunteers and therefore a feeling of constant retraining. It was also felt that volunteers, more so than paid 
employees, had a greater resistance to change, particularly the change of procedures.  

Another human resource factor cited was a fear of technology taking over people’s jobs. It was felt that this 
perception was held by not only paid staff, but also volunteers, with volunteers expressing a feeling that 
technology was being valued more highly than their time and expertise. 

Existing technology 
The area of technology was a factor in itself, with the recognition of the growing role of technology in 
information dissemination. Despite fears of job reductions, and in contrast to the previously mentioned example 
of technology trials in Bendigo, it was also acknowledged that technology is being adopted increasing by VICs 
to assist not only in the delivery of information to visitors / consumers, but also for communicating internally 
and with information suppliers. For example the Canberra and Region VIC is looking at developing an electronic 
guest book, which will operate in a similar way to existing touch screen information kiosks, but will collect 
information from visitors rather than provide it. 

The occurrence of technology within VICs appeared to be associated with the age of the VIC. Those centres 
built more recently have been purpose-built to incorporate the current technology innovations, but existing VICs 
have often faced barriers in the introduction of technology. For example, some council-funded VICs computer 
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access may be based on the centre’s proximity to council (i.e. can they be part of the existing network or is it a 
further expense?). Security concerns were also cited as a barrier to the incorporation of technology within VIC 
operations, with smaller kiosk-style centres in inner city locations not having computers due to a fear of 
vandalism or theft.  

Respondents also indicated that the numerous suppliers of technology are often confusing. With limited 
knowledge of the technology market and the availability of such tools, VICs felt it was often difficult to make a 
value for money judgement and justify the procurement of such technologies. 

Accreditation 
In general, accreditation for VICs was viewed as a positive factor for the information exchange process, 
providing a minimum set of procedures that should be followed to operate a VIC. VIC managers seemed to 
follow these procedures even after being awarded accreditation status, with respondents indicating that the 
accreditation documentation was often used as the ‘VIC operation bible’.  

Although encouraging practices such as visitor surveying, a weakness of much of the accreditation documentation 
was the lack of strategies for continuous improvement in the area of information dissemination.  

Financial 
Although financial considerations were mentioned it was felt unanimously that these could often be overcome if 
an expense could be justified and proven to contribute to the improvement of services within the VIC. Seemingly 
the most significant factor related to the huge variance in funding and management structures amongst VICs, 
with the perception of a lack of a level playing field. Also the ever-increasing onus on VICs to generate funds, 
and therefore develop a stronger business, was encouraging VICs to strive for more effective visitor servicing, 
including the dissemination of information. 

Networking 
Networks and the sharing of ideas at forums or association meetings are seen as a valuable element to improving 
information exchange processes at all levels. Those associated with VICs possess an eagerness to learn and strive 
for improvement, especially with the increasing business focus previously mentioned. The opportunity to 
network with other VICs was seen to be increasingly valued, enabling the quality of services provided by VICs 
to be maintained and improved. 

Organisational Change Capacity 
After examining the information exchange processes currently adopted by VICs and identifying its strengths and 
weaknesses, it is evident that although acknowledging that changes in procedures or the adoption of new 
technologies may assist in the improvement of visitor services, VICs face several barriers to changing current 
practices and adopting changes. Assisting VICs with assessing their current change capacity and providing 
strategies to improve this capacity should assist VICs in adopting these changes, thus enabling continuous 
improvement in aspects of service delivery. 

Utilising McGuinness et al.’s (2002) elements of organisational change capacity as a guide, the interviews 
with VIC informants suggested the development of a flow-chart style model for the assessment of VIC change 
capacity (Figure 6). This model acknowledges that without a sense of urgency for change, such as a need to 
improve due to budget restraints, or a visitor survey indicating deficiencies in service, then a VIC may lack the 
motivation to undertake the change process. The flow chart suggests though that although the sense of urgency 
may not be immediately apparent, VICs should implement mechanisms for continuous assessment of the 
processes in order to facilitate continuous improvement. 

Accompanying this model is a checklist of change indicators relevant to VICs and strategies that can be 
adopted to improve these indicators (see Table 1). As can be seen from the table, many of the strategies 
suggested to increase a VICs capacity to change will also improve other aspects of their operations. For example, 
to maintain motivation for change, a VIC should have systems in place to allow for the measurement of progress. 
Such systems will also facilitate reflection on current practices and allow managers to recognise deficiencies in 
current procedures. 

In her model of a tourism organisation’s capacity to change and its influence on effective IT use, Gretzel 
(2000) proposes that: 

A high capacity to change facilitates the adoption of technology and informational strategies, and, in addition, 
that there is a strong relationship between the later two constructs. The trial of IT, leads to the development of 
new informational strategies, and visa-versa. (p.513) 
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Figure 6: Change capacity flow-chart model 
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Table 1: Indicators of capacity for change  

Capacity for Change 
Factors VIC Indicators 

Sense of urgency for 
change 

Has a request for accountability, accreditation etc come in? 
Have you conducted a Visitor Survey which has revealed service improvement opportunities?
Have you communicated this need for a change / expected change to staff and volunteers? 

Leadership 
 
 

Do you have an organisational vision that is widely known by staff and volunteers? 
Do the proposed changes conflict or strengthen this vision? 
Do you have some “champions” within your volunteers and staff who can assist other 
volunteers in the change process? 
Are your procedures documented and readily accessible by staff and volunteers? 
Do you have regular staff meetings and are staff encouraged to actively participate? 
Are there documented position descriptions? 
Are feedback mechanisms in place that allow staff to provide suggestions for improvement? 

Commitment to change 
 
(Are people threatened by 
the change?) 

Have you communicated this need for change / expected change to staff and volunteers? 
Do staff have access to best practice case studies or examples? 
Do you regularly run staff meetings to keep people up-to-date with changes? 
Do your volunteers come in on a regular basis and therefore feel part of the change process? 

Empowerment Do you have regular staff meetings and are staff encouraged to actively participate? 
Do you have staff and stakeholder newsletters? 
Do you conduct training sessions – both internal and external (opportunities to further 
qualifications)? 
Are there the sufficient resources to undertake the outcomes of change? 

Measure progress Do you monitor your markets – collect postcodes, conduct visitor surveys, analyse 
commercial datasets, utilise research reports? 
Do you monitor staff satisfaction? 
Do you monitor stakeholder satisfaction? 

Recognise and reward 
change 

Do you have regular staff appreciation or reward mechanisms? 
Do you know how your staff prefer to be rewarded / recognised? 

Embedded change Have previous changes been reflected in the current vision, or procedure documentation etc.? 
Have previous attempts at change, successful or not, been analysed and learnt from? 

Implications and Conclusion 
This study has identified not only the current information exchange tools and practices, but has also revealed that 
VICs have a desire to develop more of a ‘business focus’, and are adopting an attitude of striving for continuous 
improvement. The potential for VICs to look toward IT, and adopt new tools and strategies for information 
exchange, is evident through examples such as the introduction of electronic guest books.  

The study has developed several tools to assist VICs assess their current information exchange practices, and 
assess and improve their organisational capacity to change, in order to facilitate the introduction of new 
information technology or information strategies. Specifically these tools include: 
1. A VIC information exchange model to assist VICs assess their information exchange processes against 

those currently common within the industry. The model describes types of information exchanged and the 
tools to facilitate the exchange process. The model also defines current suppliers and consumers of 
information. 

2. A change capacity checklist listing the seven elements of change capacity, and the indicators that VICs can 
use to determine their own capacity for change. 

3. A change capacity flow-chart model that describes the process of assessing a VIC’s capacity for change, 
utilising both the model and the checklist. The model also includes suggested strategies to improve this 
capacity. 

Although primarily aimed at VICs themselves, the change capacity tools allow providers of new technologies 
with guidelines which could be used in implementation guides for new products, to assist VICs through the 
change process. 
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Chapter 3 

CONSUMER PERSPECTIVES 

This chapter aims to explore the ways in which VICs are used by visitors as well as determining the 
characteristics of those visitors. This consumer perspective is the second part of the overall study investigating 
best practice in information dissemination at VICs and represented diagrammatically in Figure 7. 

One of the key aims of this component of the study was to determine: 
• Who are the visitors in terms of their demographic and psychographic characteristics? 

In addition, this component also examines the consumer’s perspective on the ways in which they: 
• Wish to receive information; 
• Use the information; 
• Combine different forms of information; 
• Will re-use and re-visit information for further travel plans; and 
• Will source information if provided with follow-up travel information. 

 

 

Figure 7: Project components: consumer perspectives 

Conceptual Foundations 

Setting the Scene: The Function and Use of VICs 
The discussion to date has covered much of the information about the functions and use of knowledge 
management in VICs which provides a sound basis for the examination of the dissemination of information from 
VICs to visitors. In addition to this information, however, is the research undertaken by Pearce (2004), which 
presents the Four Plus model of VIC functions. Building on work by Fallon and Kriwoken (2003), Pearce argues 
that the key functions of a VIC are: promotion of the area; orientation to and enhancement of the area’s 
attractions, control and filtering of visitor flows and substitution for on-site visits. Pearce argues, however, that 
the location of the VIC affects the dominance of the functions. This concept is presented diagrammatically in 
Figure 8. 
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Figure 8: Functions of VIC according to location 
Source: Pearce, 2004: 10 

 
Following the discussion of the type and layout of the different types of VICs, Pearce (2004) proceeds to 

discuss their success factors. He provides a clear set of recommendations that include setting out a regional 
overview, improved signage, design suggestions and connecting with visitors. One of the key recommendations, 
however, is the need to understand the visitor. In particular, the following questions are posed (p. 12): 
• Who are the likely visitors to the centre? 
• What kinds of market segments have to be considered? 
• Will visitors require access to information or facilities out of hours? 

It is these types of questions that the current study attempts to answer and the following discussion of 
relevant segmentation literature assists in this process. 

VIC Market Segments 
Although not plentiful, some research has been undertaken on the characteristics of visitors to tourism 
enterprises such as museums and VICs. Early research by Gitelson and Crompton (1983) explored the profiles of 
pleasure vacationers. They found three groups with different motivations for holidaying – excitement, relaxation 
and a desire for a well-planned trip. The information searches for each of these groups varied as did the types of 
activities they undertook while on holiday. These authors found marked differences in the information source 
preferences of respondents in the different sociodemographic and travel behaviour groups. Research by Howard 
and Gitelson (1989) compared the profile of State welcome centre users to non-users and found no statistically 
significant differences between the two groups in terms of their length of stay, age, income or other demographic 
variables. Vogt and Pennington-Gray (2002) also examined welcome centres using behavioural segmentation to 
obtain some understanding of the influence of information on welcome centre stoppers. In comparison to 
Australian VICs, where the focus is on the provision of tourist information, the US Welcome Centre provided 
visitors with other facilities such as shaded rest areas, toilet facilities, children’s play areas and cafeterias. Unlike 
VICs, which tend to be located on either the outskirts of a town or in a city centre, Welcome Centres are usually 
situated on major interstate highways at State borders. Vogt and Pennington-Gray (2002) examined the 
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information-gathering behaviour and demographic characteristics of visitors to welcome centres. They found 
three types of visitors - regular, first-time and now-and-then. Within these groups they found: 

Individuals who stop regularly at welcome centers are very much information consumers. They not only 
collect information they use it to make trip-related decisions. The first-time in a State welcome center visitors 
are also very inclined to obtain and use information. The now and then stoppers appear to stop at welcome 
centers if stops are convenient and are less likely to obtain information…..(n.p) 

The now-and-then users tended to be from households with children, while regular users were more likely to 
be retired than the other groups. For those groups that indicated they usually collect travel information from 
welcome centres, the regular users were more likely to make major trip decisions for the current trip. 

In another study, Gonzalez and Bello (2002) examined the ‘lifestyle’ construct within tourist market 
segments and, among other components, their information dissemination preferences. These authors used the 
activities, interests and opinions approach (AIO), a well-established approach for examining markets in a range 
of contexts such as fashion (Gutman & Mills 1982). In their research, Gonzalez and Bello examined the 
relationship between the lifestyles and behaviours of short-stay tourists and those of long-stay tourists. These 
questions are of particular interest to VICs in that the information needs of short-stay and long-stay visitors will 
be different and VIC staff, ideally, have some understanding of this. Gonzalez and Bello found five specific 
lifestyle segments: home-loving, idealistic, autonomous, hedonistic, and conservative. For each of these 
segments, there were specific short trip and long journey implications, which are summarised in Table 2. 

Table 2: Lifestyle and travel behaviour 

Lifestyle Segment Travel 
Description 

Home Loving Idealistic Autonomous Hedonistic Conservative 

Short trips 
(under four 
nights) 

Principal type of 
destination is large 
cities, and stay in 
hotels. 

Inland destinations 
(esp. rural locations). 
Stay with friends or 
in guest houses. 

Tend to go on long 
weekends to city 
destination and stay in 
hotels. Travel with 
friends 

Choose large cities 
and travel with 
friends. They stay in 
expensive hotels. 

Take weekend trips 
and travel and stay 
with family. 

Long journeys 
(four or more 
nights) 

Domestic 
destinations and stay 
in family/friend 
holiday home. 

Country village 
destinations esp. 
those near residence. 

Coastal areas (esp 
beaches) staying one 
week in low-cost 
accommodation. Do 
not stay with friends.  

Travel to large cities 
and coastal towns and 
stay in medium to 
high category hotels, 
apartments or 
serviced flats. 

Travel to traditional 
domestic seaside 
destinations and stay 
in houses they own 
or rent. 

Activities Like to do family 
activities around 
exhibitions, 
monuments, natural 
attractions. 

Tend to enjoy 
activities within a 
rural setting. 

Like to be in places 
where there is a lot of 
atmosphere and 
nightlife. 

Like to take tours 
esp. cultural 
attractions. 

Like to take part in 
traditional ‘sun and 
sea’ activities. 

Preferred 
method of 
communicating 
with this group. 

Magazines, books, 
newspapers, TV 
news programmes. 

Any media, but radio 
and TV during music 
and sports 
programmes. 

Sports and car 
magazines, not 
newspapers. 

Internet and other 
new technologies. 

Mass media, 
television, radio. 

Source: Gonzalez and Bello (2002) pp.74-79 
 
The difficulty in using Gonzalez and Bello’s work is the context for the study, which was Spain. While the 

findings from the research may still be applicable to the Australian tourism context, this is not clear. 
Other literature that relates to the needs and types of visitors emanates from work on visitors to museums. 

Goulding (2000), for example, argues that in order to provide the appropriate visitor experience within a 
museum, staff require an understanding of the visitor. Goulding uses the work of Newman and Langer (1987) on 
the ‘mindlessnes/mindfulness’ distinction and follow-up work by Uzzell (1989) and Moscardo (1996), to explore 
the need for interpretation to ‘produce mindful visitors who are active, interested and capable of questioning and 
reassessing the situation’ (Goulding 2000 p.263). In particular, the concept of interactivity has become an 
important component in meeting the needs of particular types of visitors (Roberts & Everitt 1999). 

Information Search and Tourist Type 
There are a number of issues to examine when discussing the types of information required by different tourist 
segments. For example, Fodness and Murray (1998) developed a typology of tourist information search 
strategies, hypothesising that leisure tourists use spatial, temporal and operational dimensions to undertake their 
searches. Their findings are informative for this study: 
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The spatial dimension differentiated sources used for internal search from external search sources. The 
temporal dimension separated sources most appropriate for ongoing search from those used for prepurchase 
search. Furthermore, the operational dimension… distinguished contributory from decisive sources. (Fodness 
& Murray 1998 pp.117-118) 

In their conclusions, these authors ask ‘what causes different tourists to choose specific sources to plan their 
trips?’ (p.118). The issue of tourist type is again perceived by researchers as an important component in 
understanding the use of information and VICs. 

Wilson’s (1999) model of information-seeking behaviour, based on work by Ellis (1989), provides a link 
between the type of tourist behaviour and the type of tourist (see Figure 9). 

 
 

 

Figure 9: Wilson’s model of information-seeking behaviour 
Source: Wilson 1999,p.252 

 
The key element in Wilson’s model here is the personal characteristics that influence the type of information-

seeking behaviour. By combining the various components of previous research, therefore, it is possible to come 
to a greater understanding of the type of information-searching behaviour leading to particular tourist activities 
based on specific tourist type. The research question is: How do the values of tourists influence their information 
search behaviour and therefore their tourist activities? 

While this question is valuable as a research question and may provide answers for research, is difficult for 
VIC operators to execute. The following framework provides a representation of the key elements of this 
question, but it is presented with the knowledge that while the findings from such research questions are 
valuable, more work would be required to actually – and physically – identify the particular segments. As a 
beginning to the understanding of this question and using the AIO as the basis for obtaining a greater 
understanding of the tourist type, the following framework aims to capture the elements of the different market 
segments using specific information-seeking behaviour and influencing tourist activities. Figure 10 presents this 
framework and highlights the component that the present study attempts to understand. Further work would be 
required to understand the other components of the framework. 
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Figure 10: A framework for understanding tourist type, tourist information-seeking behaviour and tourist 
activities 

Method 
In testing the elements of the framework highlighted in Figure 10, this project used two stages to obtain data. 
These stages are outlined here. 

Stage 1 was the pilot phase for the project. In essence, the key aim here was to gauge the type and level of 
information-seeking behaviour, based mainly on demographic and preferred information source. The 
questionnaire was tested at a large community square in Melbourne, Australia, within which a major VIC was 
located. Intercept interviewers were employed to obtain an initial understanding of the visitor information-
seeking behaviour. The results of this initial phase are presented in the next section and the questionnaire 
presented in Appendix A.  

Stage 2 investigated the impact of the preferred source when obtaining information about travel. Again, the 
same research site was used to test the questionnaire and provide guidance for further research. Intercept 
interviews were given to a random selection of potential respondents. 

Results 

Stage 1 
The results from the pilot study provide some insights into the types of tourist behaviour at VICs and the 
information-seeking behaviour of these visitors. Of the 200 intercepts, 87 responses were recorded. 

Demographic information 
As illustrated by Table 3, there was an even spread of male/female respondents, with a large proportion of 
international respondents (49%). The location and attraction of the community square is such that it would be 
expected to attract a significant number of international visitors. With the most common response of 1-3 nights 
for the length of stay, visitors were presumably looking for information pertaining to a reasonably long stay in 
Melbourne. The age groups of the respondents were divided clearly into three main categories: 25-34 years; 45-
54 years; and older than 65 years. The most common response with regard to education level was ‘university or 
tertiary qualification’ (43%) followed by ‘post-graduate degree’ (21%). The respondent cohort was therefore a 
well-educated group, which should be factored into any interpretation of their responses. The most common 
level of income was between $30,000-$40,000 (23%) followed by $50,000-$70,000 (16%). Interestingly, a 
quarter of the respondents stated they were retired, perhaps illustrating that this venue attracted people with more 
leisure time or that this cohort is becoming more common. 

Tourist Type  Information-Seeking Behaviour  Tourist Activity 
(using AIO) 

Home loving 

Idealistic 

Autonomous 

Hedonistic 

Conservative 

 
(Gonzalez and 
Bello, 2000) 

Starting 
Chaining 
Browsing 
Differentiating 
Monitoring 
Extracting 
Verifying 
Ending 
(Ellis, 1989) 

 
 
 
Short trips 
Long journeys 
Activities 

Preferred 
information 
source 
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Table 3: Profile of respondents 

Male/Female Frequency Percent 

Male 44 51% 

Female 39 45% 

Not Answered 4 5% 

Total 87 100% 

In which age bracket do you fall? Frequency Percent 

18 to 24 10 11% 

25 to 34 20 23% 

35 to 44 9 10% 

45 to 54 18 21% 

55 to 64 11 13% 

65 or more 19 22% 

Total 87 100% 

In which region do you live? Frequency Percent 

Local 14 16% 

Intrastate 10 11% 

Interstate 20 23% 

International 43 49% 

Total 87 100% 

How long are you staying in Melbourne for? Frequency Percent 

Day trip only 11 13% 

1 to 3 nights 28 32% 

4 to 7 nights 19 22% 

More than a week 16 18% 

Total 74 85% 

Missing  13 15% 

Total 87 100% 

 

VIC Use 
One of the initial questions asked of the respondents was the first word that came to mind when thinking of 
VICs. It is clear that VICs are associated with assistance, information and specific information such as maps. 
This information helps separate Australian VICs from the North American Welcome Centres which are more 
often associated with facilities such as toilets or shelter. Table 4 provides only the multiple responses – there 
were a substantial number of single responses that related to specific tourism activity such as attractions, signage 
and the friendliness of staff. 
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Table 4: First word association with VICs 

What is the first word that comes to mind when thinking of a VIC? Frequency Percent

Information 27 31%

Help or helpful 16 19%

Useful 6 7%

Maps 3 3%

 
The next section of the survey provided information on the use of the VIC and further follow-up information 

from the VIC. As shown in Table 5, the majority of respondents (76%) had used the VIC, with a large 
percentage (90%) stating that they either ‘always’ or ‘sometimes’ use VICs. When asked whether they would 
find further follow-up by the VIC to be intrusive, the majority (60%) stated they would, but also stated that if 
they were to receive information, this would be best distributed via a brochure about holidays. 

Table 5: VIC use 

Have you used a VIC today? Frequency Percent

Yes 66 76%

No 21 24%

Total 87 100%

Do you use VICs whenever you visit a destination? Frequency Percent

Always 33 38%

Sometimes 45 52%

Never 5 6%

Don't Know 4 5%

Total 87 100%

Would you consider follow up information from the VIC to be… Frequency Percent

Intrusive? 52 60%

Not intrusive and welcomed? 31 36%

Don't know? 2 2%

Total 85 98%

Missing 2 2%

Total 87 100%

If a VIC was to follow up on a visit, what would be the best way to do this? Frequency Percent

A phone call 5 6%

Brochures about package holidays 47 54%

An email 25 29%

Other 4 5%

Total 81 93%

Missing 6 7%

Total 87 100%

 
The final question in this survey investigated the reasons for the reduced likelihood of using the VIC. The 

main response to this was the availability of other means of accessing information and many cited the Internet as 
their means for obtaining information. The location of the VIC was seen as a barrier to use, as were the hours of 
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opening and either the lack of staff or unhelpful staff. These findings confirm Pearce’s (2004) findings on VICs. 
These last responses are areas VICs can change or, in the case of location, respond to, such as making the VIC 
easier to find. 

Stage 2 

Information Sources and Preferences 
This stage of the study investigated the use of VICs, the type of information sought and the preferences in the 
format of information. Of the 75 intercepts that occurred, 25 resulted in completed questionnaires. Again, the 
information obtained is viewed as merely informing the next phase of the study. Of the 25 respondents, 13 had 
visited the VIC that day. 

Table 6: Information sought from VICs 

What information do you want from a VIC? 

Accommodation 
Travel 

Information & 
Timing 

Best Attractions / 
Cafes Booking Service Other Response 

# % # % # % # % # %

Yes 9 36% 14 56% 20 80% 8 32% 2 8%

No 16 64% 11 44% 5 20% 17 68% 23 92%

Total 25 100% 25 100% 25 100% 25 100% 25 100%

 
As shown in Table 6, the main information required from VICs concerned attractions, timing and travel 

information such as directions. When asked which method was preferred in terms of the way of accessing 
information, the most preferred method was written information, followed by maps and then by verbal 
information. The least preferred methods were audiotours and electronic means. In following up on the preferred 
use of written information, respondents stated that the information they required, in order of importance, was 
about: 
• Directions 
• Opening hours (of an attraction or activity) 
• Contact details (of an attraction or activity) 

In further investigating this aspect of written information and, in particular, the use of brochures, respondents 
stated that they were attracted to brochures that were colourful, simple and contained photos. Simplicity, quality 
and colour were the key words used to describe an attractive brochure. In terms of content, a key ingredient was 
the inclusion of a clear, easy-to-follow and detailed map. Finally, few respondents stated that they would use 
electronic means of obtaining information, and of those who had used electronic mediums in the VICs, just over 
half were satisfied with them as a means of obtaining information. When questioned further on the benefits of 
electronic information, the key benefits were seen to be the speed of obtaining information and the 24-hour 
accessibility. Combined with this question on electronic information was a question on the use of Geographic 
Positioning Systems (GPS). Of the respondents, 60% stated they would use GPS for a road tour around a region, 
mainly because of the precision and the level of information that it would offer. 

Implications and Conclusions 
Consumer use of information from VICs is very much in the traditional method of obtaining information, i.e. 
through written and then verbal sources. Most respondents in the pilot study said VICs were helpful and 
provided appropriate information, although there appeared to be a reluctance to use VICs due to their location 
and to their opening hours. Most respondents preferred to receive a brochure with clear, easy-to-read 
information, accompanied by clear and detailed maps. The next section looks at this dimension further by 
examining the use of technology at VICs. 
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Chapter 4 

DEVELOPING A TAXONOMY OF VICS INFORMATION 
DISSEMINATION 

VICs are just one information resource for visitors; they are major providers of information for visitors through 
the Internet before arrival at their destination and through this and other means during their visit. In Australia, 
their core business is the promotion of local tourism through the provision of information, though their functions 
can include visitor servicing, local marketing, tourism industry development and tourism operations (Western 
Australian Tourism Commission 2003). Thus: 

during the trip RTOs help to provide information through a network of VICs where visitors can make 
inquiries and pick up brochures over the counter. Some of these offices also make reservations… However 
providing such information and reservation services is problematic (O’Connor 1999, p 66). 

There are other challenges for VICs to identify the needs of all their stakeholders, to raise operating revenue 
and to conduct business in a more user-friendly manner (Connell & Reynolds 1999 p.502). In terms of the core 
VIC business of distributing information to tourists, VICs managers are faced with many alternate means, 
including pamphlets and other printed material, personal client services (which may be supported by a database 
and/or the Internet) and online touch screens for information and/or reservations.  

Changing Nature of Information Resources and Information Dissemination 
Onsite, VICs provide information though media such as staff, brochures and, perhaps, touch screens/online 
kiosks. Remotely, VICs provide information through media such as the Internet, telephone and mailed brochures 
– perhaps through an intermediary such as a travel agent. There is no doubt that information and communication 
technology is having a profound effect on information dissemination on an international scale (Buhalis 1998, 
2003). In Australia, a growing number of visitors (domestic and international) are using the Internet to seek 
information and/or make reservations. In 2003, about twenty-two percent of international visitors used the 
Internet (Australian Tourist Commission 2004) and this proportion continues to grow, along with that for 
domestic visitors. However, a strategic, planned approach to managing information resources in VICs is not yet 
evident.  

It should be noted that that the type of information resources visitors used varies according to certain visitor 
characteristics and market segments (or visitor population). For example, seniors would be less likely to use the 
Internet to access and collect information, while young backpackers are very likely to do so. Information 
resources used by visitors may differ between VICs, even within the same region, according to their respective 
attendant visitor population, the nature and quality of the resources available, and the delivery of customer 
service. Indeed, as the distribution of visitors to the VIC may change according to the tourist season, major 
tourist events, VIC promotions or other driving factors, so too will the resources needed and used by visitors. 
Clearly, VICs need to understand their visitors and their information needs in order to strategically manage their 
information resources and dissemination. This chapter will guide and facilitate VIC management in this 
endeavour. 

Research Aims 
1. Develop taxonomy / classification of VICs applicable for information dissemination needs. 
2. Understand the extent to which adoption supports business strategies in relation to information 

dissemination to tourists. 
3. Identify what information dissemination technologies have been adopted by small and large visitation VICs 

in regional and urban localities. 
4. Identify what information dissemination technologies are emerging for small, medium and large visitation 

VICs in regional and urban localities. 
This chapter begins with a literature review investigating the classification/taxonomy of VICs applicable for 

information dissemination, i.e. business to consumer (B to C). It then discusses development of the proposed 
classification of VICs in the context of their core business – information. The model of VIC classification in 
terms of information dissemination was tested by phone interviews of a stratified sample of 30 VICs and the 
preliminary findings are reported. The chapter concludes with an investigation of the VIC business strategy 
regarding information dissemination to tourists and the technology ‘fit’ in order to understand to what extent 
technology adopted by the VIC supports such strategies. This was tested in the above research survey instrument 
and these preliminary findings are also reported. 
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The chapter has developed in close consultation with the project industry partners and analyses information 
dissemination between customers and VICs and links this to a technological audit of VICs. Figure 11 illustrates 
where this chapter sits in relation to the project as a whole. 

 
 

 

Figure 11: Project components: a taxonomy of information dissemination needs  

 

Classification of VICs Applicable for Information Dissemination  
In developing a taxonomy/ classification of VICs applicable for information dissemination needs, it is useful to 
begin with an analysis of the relevant literature grouped into broad categories. The three broad categories 
suggested by the literature include, firstly, a mix of attributes associated with the functions and services of the 
VIC; secondly, factors of technology usage by the VIC; and thirdly, the accreditation of VICs: 

Type A: Mix of attributes associated with functions and services 
i. Wide range of attributes: One of the earliest categorisations looked at a wide range of attributes, namely 

highway access, service setting, type of facility, type of information resources (computerised information 
system without printout or brochures), availability of travel counsellors and type of ownership (Fesenmaier 
1994). This constitutes an early mention of type of information resources, that is computerised information 
or brochures.  

ii. Distance and access: Another early attribute categorisation considered distance and physical access to the 
VIC. This category of classification focused on geographical considerations in terms of alternate strategies 
for locating the VIC off the interstate highway (Fesenmaier 1994) or geographical and locality 
considerations (including distance from the interstate, distance from the State border, ease of access into the 
centre ease of access back onto interstate, nearby services and facilities, location vis-à-vis first exit with 
extensive services or mostly site factors), access, building facilities, grounds facilities, site characteristics 
and services (Perdue 1995). 

iii. Distance and access, facilities, services: Perdue (1995) further developed these attributes in order to 
measure visitor preferences. These included not only distance and access, but also building and grounds 
facilities, site characteristics and services. 

iv. Commercial and management: A further sub category listed more commercial and management factors 
information dissemination (information to press and tour operators and dispatch of print media, advanced 
information products), research statistics, electronic info services, relationship management for industry and 
tourists (business advice, help for visitors) (Wober, Hwang & Fesenmaier 2003). 

Type B: Factors of technology usage 
Another classification approach looked at factors of information and communication technology (ICT) use, 
based on a broad set of characteristics of the property, leader and information ‘fit’. This included organisation 
properties, personal leader characteristics, and technology-activity fit correlated to ‘time’ and ‘extent’ of IT use 
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(Yuan, Gretzel & Fesenmaier 2003). 

Type C: Accreditation 
i. ISO guidelines: Another form of classification could be that used is that of VIC accreditation. Accreditation 

generally for tourism in Australia is associated with ISO which sets out standards in the broad general 
management areas (International Standards Organisation 2004). These are: terminologies, disclosure 
requirements, formats, measurement methods, methods of performance evaluation, environmental factors, 
quality management systems, training standards, health and safety standards and security standards. 

ii. Visitor numbers: The Australian Institute of Tourist Officers classifies VICs on the basis of visitor 
numbers – High, Mid-Range and Low Visitation Areas – classifying the VIC into small, medium, large 
enterprises (Mercer Human Resource Consulting 2002). The purpose here was to facilitate assessment of the 
level of staff remuneration. It could however still be a very simple and useful approach to VIC 
classification. 

Proposed Classification 
There is some precedent to focus on information resource management in classification of VICs. Given the 
acknowledged intensity of tourism information, the growing complexity of information resources for visitors, 
that information distribution is the main function of VICs and the importance of VICs as information sources for 
visitors, it seems appropriate to consider VICs as information systems. Thus VICs may be viewed as a service (a 
system) that provides information via various media to onsite and remote users (visitors). The theoretical 
approach adopted below may assist in the development of classification applicable for information dissemination 
needs in VICs. 

The approach proposes that VICs are analogous to information systems. An information system can be 
defined as “a set of interrelated components that collect (or retrieve), process, store and distribute information to 
support decision-making and control in an organisation. In addition… information systems may also help 
managers and workers… visualise complex subjects” (Laudon & Laudon 2000, p.7). Thus, information systems 
contain information which can be defined as processed data that has been transformed into a meaningful form.  

In other words, if the VIC is regarded as an information system, since their primary role is dissemination of 
information to visitors, then their classification can reflect this, i.e. it would be applicable for information 
dissemination needs. This seems a logical step to develop an approach classifying the method/ pathways of 
distribution and ICT applications adopted. After all, VICs need to meet visitors’ various information seeking 
needs. The literature, as analysed above, has briefly looked at this approach, but has not developed it to any 
extent. 

It is important to note that the ‘distance and access’ from the literature review – distance from main tourist 
routes, tourist locations/highways; physical ease of access to the VIC – are valuable attributes for classification 
in themselves and also in terms of the visitor finding the VIC in order to facilitate and encourage information 
dissemination. These attributes may be thought of as being in the same ‘information system’ idea, insofar as they 
are associated with physical access to the building where the information resources are available. The literature 
from the United States clearly indicates the importance of the position of the VIC in relation to State highways to 
maximise visitation and enhance the value of the VIC in terms of increasing visitor yield. These findings were 
verified in Chapter 3. This may well be the case for VICs wherever they are located, be they in urban or town 
centres or on regional, State or federal highways. It would clearly be useful to develop an instrument based on 
visitor preferences for measuring the criteria for successfully physically positioning VICs.  

The list below classifies the nature of information sought by visitors into several levels of complexity. The 
level of complexity is both horizontal, with increasingly more complex information sought, and vertical, in terms 
of the method of dissemination. The first step considers five options for the information sought by the visitor; 
these increase in complexity and levels of sophistication – namely generic information, further information 
through more specific individual questions, booking or reservation facilities, transactions (i.e. paying for the 
booking) and itinerary planning. Each of these categories has a method/pathway in terms of human or mediated 
dissemination of information. Finally, each of these last categories is further divided into two options describing 
the information disseminated to the visitor by the VIC as either static or customised. 
 
1. Information sought by visitors: 

a) Generic information  
b) Q&A (specific information)  
c) Bookings/reservations      
d) Transactions     
e) Itinerary planning 

 
2. Information dissemination categories: 
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a) Human 
b) Mediated  

 
3. Information dissemination categories – further division: 

a) Static 
b) Customised 

In Figure 12 we add the ICT applications adopted for each classification. Examples of the applications used 
are listed at each box or step. This approach recognises that it is not so much whether the actual ICT application 
is present in the VIC but rather its use/purpose which informs information dissemination. In other words, this 
model shows the level of sophistication of information dissemination (see Figure 12). The mediated and 
customised category in each would be the most sophisticated in classification terms; of the five ‘itinerary plan’ 
would be most sophisticated, followed by ‘reservation’ and ‘booking’. This approach would document the 
underlying VIC strategic information resource management rather than just list the ICT applications adopted, 
which may not enhance the information dissemination process. 

The following list addresses methods/pathways as well as the types of applications used (e.g. electronic 
bulletin board, electronic information kiosk – remote (not located inside centre), email, call centre, telephone, 
fax, multimedia: television/video/cable television/interactive television). These have been slotted into each of the 
five ‘nature of information’ types at the top of the figure. In this way, the model can classify VICs in terms of the 
complexity/nature of their information dissemination in the five areas visitors need information. 

Business Strategy and Technology Alignment 
The second part of this chapter examines the level of business strategy and technology alignment in small, medium 
and large visitation VICs in regional and urban localities with respect to information dissemination. 

In investigating the level of VICs’ business strategy for information dissemination of technology, it is useful 
to begin with an analysis of the relevant literature. As there is almost no literature regarding VICs and this topic, 
general literature was used. 

The e-commerce adoption at the most sophisticated level allows the firm to transform its organisation with 
the use of ICT and fulfil its strategic aims both within the firm management and for its relationship with the 
wider environment, for example in terms of networking. This has more capability than simply using ICT for 
basic tasks such as email communication or for an information only website for customers.  

“ICTs support the strategic management of travel organisations by empowering long term decision-making 
and by providing a platform for collaboration and transactions between partners. They also help the entire 
industry to operate by empowering internal processes, co-ordinating partners, as well as by interacting with 
prospective travellers and the general public. As a result, the recent ICT developments have revolutionised 
the entire system and have profound implications for both the strategic and tactical management of travel 
organisations. More importantly they have dramatically changed the industry structure and altered the 
competitiveness of the marketplace.” (Buhalis 2003, p.806) 

Management’s involvement in integrating ICT is critical (Martin & Matlay 2001). Information strategy must 
be seen and developed as an integral part ofthe business strategy (Goldsmith 1991). Both information 
engineering and Porter’s approaches are necessary component parts of creating an integrated business and IT 
strategy.  

This approach was developed into a popular framework for analysing the application of ICT to business 
strategy in firms generally as suggested by the literature, namely the strategic alignment model (Luftman, Lewis 
& Oldach 1993; Venkatraman, Henderson & Oldach 1993; Henderson & Venkatraman 1999). This model 
reflects the view that business strategy depends on successful linkage of business strategy, ICT strategy, 
organisation infrastructure and processes and finally ICT infrastructure and processes (see Figure 13). This 
facilitates the strategic fit, i.e. the alignment of technology and business strategy, reflecting their 
interdependence. The business part is reflected in the business strategy and organisation infrastructure and 
processes, the technology part is reflected in the ICT strategy and the ICT infrastructure & processes. 
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Figure 12: Information dissemination in VICs 
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Figure 13: The strategic alignment model for the strategic management of information technology 
SOURCE: Henderson & Venkatraman 1999 

 
Various approaches have been recommended. Bruce (1998) developed seven measures of alignment of 

business strategy and technology within an organisation – channel accessibility, cost of operations, ability to 
capture new customers, market share, price of transaction, new product/service and quality of transaction. These 
are useful for ongoing evaluation of how successful the strategy/technology alignment implementation is. 

Hackney and Little (1999) gave two approaches of linking business strategy and IS/IT strategy – formal-
rational and power-behavioural. The former considers strategy formulation as a series of prescriptive techniques 
which can be applied to obtain a level of fit between resources, distinctive competencies and environmental 
opportunities. The latter contends that strategy formulation is not a rational process but requires a consideration 
of the specific context of the organisation in terms of its culture and political structures. Buhalis (2003) 
recommended ICTs and innovation as the nucleus of organisational processes and strategy. 

Buhalis (1998) created a multi-dimensional strategic framework for ICTs in tourism (Figure 14). The 
framework illustrates the impact of technology on relationships affecting customers and other organisations 
related to the business.  

 

Figure 14: Tourism and information technologies strategic framework  
Source: Buhalis 1998 
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One of the few examples of literature concerning VIC strategy and technology alignment (Connell & 
Reynolds 1999) created recommendations with respect to adopting technology: 
• Conduct further research into consumer requirements and communication media either by using internal 

facilities or commissioning external research studies; 
• Keep informed of the latest developments in ICT and other information and service industries; 
• Develop on the current technological situation, making full use of existing technologies; 
• Ensure new technologies can be accessed and easily used by staff and customers; 
• Adjust the focus of the ICT to the new sales and service environment, making a commitment to training 

staff to work in sales and quality service to compliment new front-line technologies; and 
• Weigh up the short and long term benefits of technological development with initial capital expenditure and 

on-going costs. 

Adoption of ICT in Australian VICs 

Research Aims  
• Identify what information dissemination technologies are adopted in small and large visitation VICs in 

regional and urban localities; and 
• Identify what information dissemination technologies are emerging for small, medium and large visitation 

VICs in regional and urban localities. 
The third part of this chapter identifies the ICT technologies currently adopted in Australian VICs. A study of 

a cross-section of VICs across Australia was conducted to collect data on what and how ICTs are currently being 
used in VICs. The sample was selected to include a range of VICs based on size and geographical location. 
Table 7 lists the locations of the 33 VICs that took part in the study. Variables indicating the size of the VICs are 
provided in Table 8. 

Table 7: Locations of the 33 VICs 

Location State

Canberra ACT 

Albury Wodonga NSW 

Newcastle NSW 

Casino NSW 

Coonabarabran NSW 

Leeton NSW 

Gloucester NSW 

Goulburn NSW 

Sydney – The Rocks NSW 

Atherton QLD

Brisbane QLD

Location State

Caloundra QLD

Croydon QLD

Hinchinbrook QLD

Kuranda QLD

Mission Beach QLD

Roma  QLD

Toowoomba QLD

Townsville QLD

Beachport SA 

Goolwa SA 

Port Pirie SA 

Location State

Victor Habour SA 

Whyalla SA 

Devonport TAS 

Evandale TAS 

Hobart TAS 

Scottsdale TAS 

Melbourne VIC 

Melton VIC 

Bridgetown WA 

Christmas Island WA 

Dongara WA 
 

Table 8: VIC attributes 

VIC attributes Frequency Percent

Type (n = 33) 

Independent organisation  5 15.2

Part of city government 1 3.0

Local government 23 69.7

Division of the Chamber of Commerce 0 0.0

Funded by State or federal government 3 9.1

Others 1 3.0
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Marketing Focus (n = 33) 

Tourism 33 100.0

Conventions 0 0.0

Sports 0 0.0

Motorcoach 0 0.0

Festivals/Special Events 0 0.0

Meetings 0 0.0

Other 0 0.0

Budget Range (n = 31) 

$0 to $ 100,000 12 38.7

$100,001 to $250,000 10 32.3

$250,001 to $500,000 6 19.4

$500,001 to $1,000,000 2 6.5

$1,000,001 to $2,000,000 1 3.2

$2,000,001 to $3,000,000 0 0.0

$3,000,001 to $5,000,000 0 0.0

$5,000,001 to $7,500,000 0 0.0

$7,500,001 and above 0 0.0

Number of Full Time Staff (n = 33) 

0 persons 3 9.1

1 to 9 persons 29 87.9

10 to 20 persons 1 3.0

21 to 50 persons 0 0.0

Above 50 persons 0 0.0

Number of Part Time Staff (n = 33) 

0 persons 12 36.4

1 to 9 persons 19 57.6

10 to 20 persons 2 6.1

21 to 50 persons 0 0.0

Above 50 persons 0 0.0

Number of Volunteer Staff (n = 32) 

0 persons 4 12.5

1 to 9 persons 5 15.6

10 to 20 persons 3 9.4

21 to 50 persons 13 40.6

Above 50 persons 7 21.9
 

The Survey 
The survey instrument was adapted from a study conducted by Yuan et al. (2003). Yuan et al. developed the 
instrument to investigate the factors affecting the use of Internet technology by American convention and 
visitors’ bureaus. The adapted version of the instrument is included in Appendix B. The study had full ethics 
approval from the University of New South Wales and was conducted in the following manner: 
• Initial contact was made with each centre manager, or their delegate, by telephone; and 
• The study was described to the manager and their agreement to participate was sought by the research 

assistant. If the manager agreed to participate a consent form and information sheet was faxed to them for 
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their signature and a time agreed for the survey to be conducted by telephone. Once the signed consent form 
was received by the research assistant, the survey took place at the agreed time. 

The survey instrument focused on the following issues: 
• Descriptive attributes of the centre; 
• Accessibility of ICT resources in the centre; 
• Adoption of ICT in the centre; 
• Alignment of ICT with centre strategy; and 
• Perceived effects of ICT in facilitating the centres operations. 

Results 
Table 8 provides the descriptive statistics of the sample. 70% of the 33 VICs are funded by local government, 
with 15% being independently operated. The remaining 15% are funded by city, State or federal government. 

Over 90% of the VICs had budgets less than $500,000. Two had budgets from $500,000 to $1,000,000, while 
one had a budget over $1,000,000. Two VICs declined to provide budget information.  

More than 95% of the VICs employed nine or less full-time staff. Only one VIC employed more than 10 full-
time staff and three had none. Over 60% of the VICs employed part-time staff and 87.5% were reliant on 
volunteer staff. 

Table 9 provides data on computing resources available in the centres. The majority of centres (73%) had six 
to 10 computers installed, with 12% having 11 or more. All the centres, with one exception, had access to the 
Internet. The modes of connection to the Internet were: 33% dial-up; 27% broadband; 33% high-speed local area 
network; three centres did not respond to this question. More than 85% of the centres had access to dedicated IT 
staff, with 57% of these employed on a full-time basis. 

Table 9: IT resources of VICs 

IT resources of VICs Frequency Percent

No. of Computers (n = 33) 

None 1 3.0

1 - 5 24 72.7

6 - 10 4 12.1

11 - 20 4 12.1

More than 20 0 0.0

Linked to LAN (n = 32) 

Yes 7 21.9

No 25 78.1

Internet Access (n = 32) 

Yes 32 100.0

No 0 0.0

Type of Internet Access (n = 30) 

Dial up 

Yes 11 63.3

No 19 36.7

Broadband 

Yes 9 30.0

No 21 70.0

High speed local area network 

Yes 11 63.3

IT resources of VICs Frequency Percent

No 19 36.7

Personal Computer Skill Level (n = 33) 

1 (Novice) 0 0.0

2 3 9.1

3 (Intermediate) 20 60.6

4 10 30.3

5 (Expert) 0 0.0

Staff Computer Skill Level (n = 33) 

1 (Novice) 4 12.5

2 9 28.1

3 (Intermediate) 13 40.6

4 5 15.6

5 (Expert) 1 3.1

Access to dedicated IT staff/support (n = 32)

Yes 28 87.5

No 4 12.5

Type of IT Staff (n =28) 

Full-time employee 19 67.9

Part-time employee 3 10.7

Contractor 5 17.9

Non-technical expert 1 3.6
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Table 10 provides data on the level of adoption of the Internet as an information dissemination tool as well as 
e-business activities. 71% of the centres provide their own website of these 71% stated that the website was part 
of their business strategy. 53% of the centres that did provide websites either updated on an irregular basis or did 
not know when they were updated. 

Table 10: Web and ICT usage 

Web and ICT usage Frequency Percent

Does the centre provide its own website? (n = 32) 

Yes 23 71.9

No 9 28.1

Is/are the website(s) part of VIC business strategy? (n = 23) 

Yes 23 100

No 0 0

VIC’s Online Service Provider (n = 31) 

Internal system (server on site) 8 25.8

Optus 2 6.5

Telstra 15 48.4

Other 6 19.4

VIC's Website Update Frequency (n = 29) 

Daily 2 6.9

Weekly 5 17.2

Monthly 5 17.2

Irregular basis 10 34.5

Yearly 0 0

Don't know 7 24.1

Information Broadcasting Methods (n = 33) 

A centre website 9 27.3

Destination marketing system 5 15.2

On-site electronic kiosk 6 18.2

Off-site electronic kiosk 0 0

Email lists 17 51.5

Television (video or cable) 13 39.4

Brochures 33 100

Other 6 18.2

Enquiries via Centre Website (n = 30) 

Yes 26 86.7

No 4 13.3

How to make enquiries via a centre website (n = 26) 

The interactive website  2 7.7

Email 26 100

Telephone 11 42.3

Call centre 1 3.8

Fax 7 26.9

Off-site electronic kiosk 0 0
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A destination marketing system 0 0

Other 1 3.8

Bookings via centre website (n = 30) 

Yes 5 16.7

No 25 83.3

How to make bookings via a centre website (n = 5) 

The interactive website  0 0

Email 5 100

Telephone 3 60

Call centre 0 0

Fax 3 60

Off-site electronic kiosk 0 0

A destination marketing system 0 0

Other 0 0

Paying via centre website (n = 30) 

Yes 1 3.3

No 29 96.7

How to pay for bookings via a centre website (n = 1) 

The interactive website  0 0

Email 1 100

Telephone 1 100

Call centre 0 0

Fax 1 100

Off-site electronic kiosk 1 100

A destination marketing system 1 100

Other 0 0

Trip planning via a centre website (n = 30) 

Yes 13 43.3

No 17 56.7

How to plan trips via a centre website (n = 13) 

The interactive website  1 7.7

Email 12 92.3

Telephone 6 46.2

Call centre 1 7.7

Fax 5 38.5

Off-site electronic kiosk 1 7.7

A destination marketing system 0 0

Other 0 0

Facilities accessed by VIC staff when handling personal 
enquiries (n = 33) 

A centre website 10 30.3

Internet 29 87.9

Brochure 32 97
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Destination marketing system 3 9.1

On-site electronic kiosk 4 12.1

Telephone 30 90.9

A database (e.g. FAQ) 17 51.5

Other 5 15.2
 

 
Table 11 indicates that none of the centres engaged in Internet-based e-commerce, only two of the centres 

claimed to handle interactive enquiries via their websites, and no centre offered interactive web-based bookings 
or payments and only one claimed to offer interactive trip planning on the web. The Internet is a significant tool 
for counter staff in handling face-to-face enquiries, with 88% of centres providing Internet access for their 
counter staff. 

In terms of the types of information provided on centre websites, Table 11 indicates that centres currently 
provide static information for broadcasting. More centres reported provision of interactive transactions-based 
functionality in Table 11 than in Table 10, which indicates that respondents may not have a clear understanding 
of the question or that mediation offered by email may be perceived as offering interactive services. A 
significant number of centres have plans to implement interactive web-based services over the next two years.  

Table 11: Information currently or to be provided on website (n = 33) 

Currently provide Plan to provide 
within 12 months 

Plan to provide 
within 18 months or 

more 

No plans for 
providing Information 

N % N % N % N % 

Consumer/General Information 

Calendar of events 27 81.8 3  9.1  2  6.1  1  3.0

Classified advertising  9 27.3 1  3.0  2 15.2 17 51.5

Attractions information 27 81.8 4 12.1  2  6.1  0  0

Discussion forums  2  6.1 1  3.0  9 27.3 21 63.6

Feedback capability 20 60.6 2  6.1  5 15.2  6 18.2

Frequently asked 
questions  6 18.2 6 18.2  9 27.3 12 36.4

Hyperlinks to other sites 20 60.8 4 12.1  5 15.2  4 12.1

Education materials 11 33.3 0  0  8 24.2 14 42.4

Maps/images 24 72.7 4 12.1  3  9.1  1  3.0

On-line reservation 
services  2  6.1 9 27.3  9 27.3 13 39.4

Transaction  3  9.1 5 15.2 11 33.3 14 42.4

On-line vacation guide  6 18.2 5 15.2  8 24.2 14 42.4

Publication/video orders  7 21.2 1  3.0  7 21.2 18 54.5

Trip planner  7 21.2 7 21.2  8 24.2 11 33.3

Weather information  9 27.3 6 18.2  5 15.2 13 39.4

VIC Information 

Mission statement  8 24.2 6 18.2  7 21.2 12 36.4

Affair updates  7 21.2 2  6.1  5 15.2 19 57.6

Information on other 
VICs 11 33.3 4 12.1 10 30.3  7 21.2

Job bank  5 15.2 1  3.0  7 21.2 20 60.6

Meeting and conference  5 15.2 5 15.2  7 21.2 16 48.5

Online conference  2  6.1 4 12.1  6 18.2 21 63.6

Press releases 11 33.3 3  9.1  7 21.2 12 36.4
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Research and statistics  9 27.3 4 12.1  8 24.2 12 36.4

Surveys  7 21.2 4 12.1  8 24.2 14 42.4

Training materials  2  6.1 3  9.1  6 18.2 22 66.7
 

 
Table 12 provides data on ICT applications implemented in centres. The majority of centres had implemented 

email (100%) and broadcast fax (52%) and all but one of the centres had access to the Internet. A small number 
of centres had implemented collaborative technologies. 

Table 12: Internet applications implementation (n = 33) 

Don’t have Less than 1 
year 1 to 2 years 3 to 4 years More than 4 

years Applications 

N % N % N % N % N % 

Communication 

Broadcast fax 18 54.5 2 6.1 5 15.2 2  6.1  5 15.2

E-mail  0  0 1 3.0 2  6.1 8 24.2 21 63.6

Electronic bulletin boards 29 87.9 0  0 1  3.0 1  3.0  1  3.0

Internet phone 28 84.8 1 3.0 0  0 0  0  3  9.1

Listserves/mailing lists 20 60.6 1 3.0 3  9.1 5 15.2  3  9.1

Newsgroups 31 93.9 0  0 1  3.0 0  0  0  0

Talk/chat 30 90.9 0  0 0  0 1  3.0  1  3.0

Voice mail 23 69.7 1 3.0 2  6.1 4 12.1  2  6.1

Internet  1  3.0 0  0 2  6.1 9 27.3 20 60.6

Collaboration 

Audio conference 31 93.9 0  0 0  0 0  0  1  3.0

Electronic meeting systems 27 81.8 0  0 1  3.0 1  3.0  3  9.1

Shared document editing tools 23 69.7 0  0 2  6.1 3  9.1  4 12.1

Shared graphic/image tools 22 66.7 0  0 1  3.0 4 12.1  5 15.2

Video conference 32 97.0 0  0 0  0 0  0  0  0

Coordination/Management 

Database management 13 39.4 2 6.1 7 21.2 2  6.1  8 24.2

Document management 15 45.5 1 3.0 3  9.1 2  6.1 11 33.3

Calendars and scheduling 15 45.5 1 3.0 6 18.2 2  6.1  8 24.2

Project management 19 57.6 0  0 4 12.1 3  9.1  6 18.2

Search engine 14 42.4 0  0 2  6.1 5 15.2 11 33.3

Workflow management 24 72.7 0  0 2  6.1 1  3.0  5 15.2

Reservation/booking/transaction 21 63.6 1 3.0 4 12.1 2  6.1  4 12.1

Statistical analysis/data mining 19 57.6 1 3.0 4 12.1 2  6.1  6 18.2
  

 
Table 13 provides data on the perceived usefulness of ICT application to the centres’ activities. Email and the 

Internet were perceived as the most useful applications in facilitating the centres activities. 
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Table 13: Usefulness of ICT applications in facilitating VICs’ activities (n = 33) 

Doesn’t apply Not useful at 
all 

Somewhat 
useful Very useful Extremely 

useful Applications 
N % N % N % N % N % 

Communication 

Broadcast fax 14 42.4 0  0 8 24.2 4 12.1  4 12.1

E-mail  0  0 0  0 3  9.1 6 18.2 23 69.7

Electronic bulletin boards 25 75.8 0  0 4 12.1 0  0  1  3.0

Internet phone 24 72.7 1 3.0 3  9.1 0  0  2  6.1

Listserves/mailing lists 18 54.5 2 6.1 1  3.0 8 24.2  2  6.1

Newsgroups 26 78.8 2 6.1 1  3.0 1  3.0  0  0

Talk/chat 26 78.8 2 6.1 0  0 1  3.0  1  3.0

Voice mail 20 60.6 0  0 3  9.1 5 15.2  2  6.1

Internet  1  3.0 0  0 3  9.1 6 18.2 22 66.7

Collaboration 

Audio conference 27 81.8 0  0 2  6.1 1  3.0  0  0

Electronic meeting systems 23 69.7 0  0 2  6.1 3  9.1  2  6.1

Shared document editing tools 21 63.6 0  0 2  6.1 4 12.1  3  9.1

Shared graphic/image tools 19 57.6 1 3.0 4 12.1 2  6.1  5 15.2

Video conference 27 81.8 1 3.0 1  3.0 0  0  1  3.0

Coordination/Management 

Database management 11 33.3 0  0 3  9.1 6 18.2 11 33.3

Document management 15 45.5 0  0 1  3.0 4 12.1 11 33.3

Calendars and scheduling 14 42.4 0  0 3  9.1 6 18.2  8 24.2

Project management 17 51.5 1 3.0 2  6.1 4 12.1  6 18.2

Search engine 11 33.3 0  0 0  0 6 18.2 13 39.4

Workflow management 21 63.6 1 3.0 1  3.0 3  9.1  4 12.1

Reservation/booking/transaction 20 60.6 0  0 1  3.0 4 12.1  6 18.2

Statistical analysis/data mining 18 54.5 1 3.0 1  3.0 3  9.1  8 24.2
 
 
Table 14 provides perceptions of the facilitation of specific business activities in centres. The facilitating of 

communication, networking and information exchange were ranked as the activities most facilitated by Internet 
applications. 

Table 14: Usefulness of Internet applications to facilitate specific business activities (n = 33) 

Doesn’t apply Not useful at 
all 

Somewhat 
useful Very useful Extremely 

useful Activities 
N % N % N % N % N % 

Within VIC 

Strategic planning  5 15.2 1  3.0 5 15.2 12 36.4  9 27.3 

Marketing research  4 12.1 0  0 8 24.2  9 27.3 11 33.3 

Marketing strategy/implementation  4 12.1 1  3.0 8 24.2 11 33.3  8 24.2 

Pricing decision and tactics  9 27.3 6 18.2 6 18.2  5 15.2  6 18.2 

Networking and information exchange  3  9.1 1  3.0 5 15.2  8 24.2 15 45.5 

Coordination of staff/volunteers  2  6.1 2  6.1 9 27.3  5 15.2 14 42.4 

Finance/administration  7 21.2 2  6.1 7 21.2  8 24.2  8 24.2 
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Event scheduling  4 12.1 3  9.1 9 27.3  8 24.2  8 24.2 

Resource management  6 18.2 3  9.1 6 18.2  9 27.3  8 24.2 

Publication/press  6 18.2 3  9.1 5 15.2  8 24.2  9 27.3 

Communications  1  3.0 0  0 4 12.1 13 39.4 14 42.4 

Management and storage information  4 12.1 1  3.0 5 15.2 12 36.4 10 30.3 

VIC to Customer 

Information providing  1  3.0 0  0 8 24.2  5 15.2 18 54.5 

Itinerary planning  7 21.2 1  3.0 6 18.2  8 24.2 10 30.3 

Reservation, confirmation, transaction 12 36.4 0  0 3  9.1  6 18.2 11 33.3 

Marketing research/surveys  9 27.3 2  6.1 3  9.1 10 30.3  8 24.2 

Publication/press  6 18.2 3  9.1 9 27.3  5 15.2  9 27.3 

Feedback/complaints  4 12.1 3  9.1 9 27.3  9 27.3  7 21.2 

Convention/registration 19 57.6 1  3.0 4 12.1  4 12.1  4 12.1 

Fulfilment  7 21.2 2  6.1 8 24.2  3  9.1 12 36.4 

VIC to Other Destination Marketing Organisations 

Networking and information exchange  4 21.1 0  0 5 51.2 12 36.4 11 33.3 

Conference/meeting 11 33.3 1  3.0 9 27.3  7 21.2  4 12.1 

Lobbying 12 36.4 4 12.1 6 18.2  7 21.2  3  9.1 

VIC to Industry Players 

Provide general information  1  3.0 1  3.0 7 21.2  8 24.2 15 45.5 

Support marketing activities  3  9.1 0  0 5 15.2 12 36.4 12 36.4 

Coordination of members and services  6 18.2 0  0 5 15.2 12 36.4  9 27.3 

Membership database management 13 39.4 1  3.0 4 12.1  7 21.2  7 21.2 

Communications  2  6.1 0  0 5 15.2 12 36.4 13 39.4 

Publications/newsletters  9 27.3 2  6.1 4 12.1 13 39.4  4 12.1 

Convention/event management 13 39.4 2  6.1 4 12.1  6 18.2  7 21.2 

Scheduling/meeting  9 27.3 1  3.0 9 27.3 11 33.3  2  6.1 

Legal consultant 22 66.7 3  9.1 2  6.1  4 12.1  1  3.0 

Lobbying 15 45.5 3  9.1 5 15.2  6 18.2  3  9.1 
 

The majority of centres in the sample were small to medium size organisations with budgets under $500,000, 
employing less than 20 people. Many of the centres were reliant on volunteer staff. In terms of analysing this 
sector, we were dealing with small businesses which had limited resources to invest in ICT and strategic 
planning. Only seven of the centres in the sample had a LAN. This is a clear indication of the level of technology 
available in centres throughout Australia. Local networks provide facilities for the implementation and sharing of 
ICT resources and, with no access to a LAN, centres are limited in terms of strategic approaches to 
implementing ICT solutions for managing information and participating e-commerce opportunities. While 28 of 
the centres claimed to have access to dedicated IT staff, it is not clear how this was possible given the low level 
of network implementations across centres. Perhaps these staff had multiple responsibilities in the centres, one of 
those being responsibility for ICT in the centre. 

Email and the Internet are the most widely used technologies in the centres. The majority of centres managed 
their own websites; however 53% of the centres updated their websites irregularly or did not know when the 
websites were updated. This may indicate that centre-managed websites were a low priority for centres and not 
seen as a significant resource in the dissemination of information to clients. In terms of strategic use of Internet 
technologies, the majority of centres used their websites for the provision of static, broadcast information. Very 
little if any interactive functionality in terms of bookings, trip planning and other transactions was provided. This 
indicated very clearly that centres in the sample did not engage in e-commerce at this point in time, with 
interaction with customers being limited to the traditional media: face-to-face, telephone, email and fax.  

In terms of provision of interactive e-commerce applications in the future, the response from the sample was 
mixed, indicating that there may have been some uncertainty in the sector regarding the possible benefits to be 
gained from such functionality and the related investment required. The Internet and email are perceived as the 
most useful ICT applications in facilitating the activities of the centres, this being consistent with their role of 
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disseminating information and resolving the information needs of their clients. This indicated that centres saw 
communication both in a broadcast and one-to-one mode with their as clients being critical to their business. 

Current and Emerging Technologies for Information Dissemination 
To fully understand the level of adoption of ICT in VICs in Australia it is necessary to be aware of what 
technologies were available for adoption currently and what technologies will be available in the future. An 
awareness of what is available and what will be available in the next two years provides a metric (one of many) 
in assessing the level of adoption of ICT in VICs in Australia. 

A literature review of the trade and academic literature was undertaken to develop a list of technologies 
which were currently available, used or emerging in small, medium and large visitation VICs in regional and 
urban localities in respect of information dissemination. 

Internet 
The Internet is used extensively today within VICs to support staff in meeting the information needs of clients. 
The Internet is a now an additional information resource available to VIC. An important issue here is the 
mediation of centre staff and the dissemination of information to clients. Centre staff may add value to 
information retrieved from the web by consolidating their own local knowledge with the information retrieved 
from the web, thereby further resolving uncertainty for clients. 

The Internet is an enabling technology giving centres access to specialised information and communication 
services, including destination marketing systems, information/interactive kiosks, email and related 
communication services. 

Destination Marketing Systems 
The Internet allows centres to access destination marketing systems. Destination marketing systems are specific 
websites to promote destinations and consolidate many of the services available in the region to provide a ‘one-
stop-shop’ for visitors and potential visitors to satisfy their need for information on the destination as well as the 
ability to purchase and book services for their visit. 

Web-Based Information / Interactive Kiosks 
Information/interactive web-based kiosk are implemented in centres to give clients direct access to information 
and services directly through Internet technology. These kiosks may provide hard wired links to specific visitor 
services giving access to services for specific, structured queries as well as access to the Internet for less 
structured and more equivocal needs. 

Email and Mailing Lists 
Usage of the Internet for tourism information continues to grow, both from supplier and consumer perspectives. 
VICs, with their expertise in local knowledge, are mediators between web-based information services and 
reducing uncertainty for visitors whose information need cannot be fully met by the Internet. To add value to 
Internet information services and to meet the needs of clients, VICs must be remotely (virtually) accessible to 
clients. Computer mediated communication services such as email and email lists enable this connectivity to be 
achieved. Email services allow visitors and potential visitors to access the local knowledge and expertise of the 
VIC to supplement the information retrieved from Internet-based services. 

Call Centres / Telephone 
Telephone-based technologies allow users remote access to VICs and of course is alternative to computer-
mediated channels such as email. Telephone-based services are more expensive to provide than Internet-based 
technologies, however telephone-based services are universally accessible technology. Accessibility to 
information services is an important issue in today’s society where ‘the digital divide’ does exist even in 
technologically advanced societies such as we have in Australia. 

The telephone still plays a critical role in VICs and their provision of information and other services to 
clients. 

Television / Video / Cable 
Television, and its variations, is a multi-media technology that may be used in VICs to provide clients with a rich 
experience of the attractions of the region.  
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E-kiosks (Integrated Services) 
Emerging trends overseas indicate that information providers are seeking ways to add value to services provided 
by e-kiosks by increasing functionality in terms of what information tasks can now be completed by using e-
kiosks: 
• Piennetworks, a public Internet access provider, has installed Internet kiosks in London which provide 

continuous access to lastminute.com. They are intended to be used by travellers to help them find 
information on hotels, restaurants and entertainment. 

• British Telecom (BT) and London Marketing, London’s marketing and technology agency, have joined 
forces to make a special edition of LondonTown.com available through BT’s Internet kiosks across the 
capital. These kiosks bring together online and outdoor elements with an interactive direct response 
mechanism. 

• Kodak now provides e-kiosks which allow users to print pictures from their mobiles. 

Web-Based Tourist Guides (Knowledge Management) 
Pushing the functionality of destination marketing systems further is the emerging trend towards itinerary 
planning/recommendation. Such add-ons to destination marketing systems recommend sightseeing destinations 
and itineraries by taking into account the preferences of heterogenous tourist groups (such as families with 
children or senior travellers) and explains the recommendations by addressing the group members’ requirements. 
Some systems provide an interactive agenda for scheduling the tour as well as XML-based technologies 
supporting the generation of the user interface and its adaptation to Web browsers and WAP mini-browsers. 

Mobile / Wireless Devices / Solutions (PDAs, Mobile Phones, WAP, Wi-Fi and 
Hotspots) 
The growth of mobile data usage and the widespread adoption of wireless LAN (WLAN) solutions, together 
with the increasing number of personal mobile devices for voice or data access, are the main driving factors 
shaping the development of mobile wireless services in Western Europe. 

Organisations in the travel sector that are investing in mobility are generally implementing solutions in two 
main areas: deployment of mobile solutions to increase customer retention and satisfaction, and ultimately 
protect and grow revenue and the deployment of mobile solutions to increase employee efficiency. 

The rising number of travellers using mobile devices (phones, PDAs, laptops) and the possibility of 
leveraging visitor-based networks as well as personalisation and location features are making it an attractive 
option for travel organisations operating in a variety of segments, such as hotels, airports and airlines. These 
technologies target users with wireless applications that meet increasing requirements for information and the 
ability to work while on the move. 

A recent installation of e-ports in Duluth, Minnesota, aims to increase tourist retention rates in the region. 
The e-ports broadcast wireless Internet access within a 300 feet rangeto users with PDAs or laptops with Wi-Fi. 

3G and 4G Mobile Devices 
Researchers are currently developing frameworks for future 4G networks. Different research programs, such as 
Mobile VCE, MIRAI, and DoCoMo, have their own visions on 4G features and implementations. Some key 
features (mainly from the users’ point of view) of 4G networks are stated as follows: 
• High usability, anytime, anywhere and with any technology; 
• Support for multimedia services at low transmission cost; 
• Personalisation; and 
• Integrated services. 

Conclusion 
It is very clear from the analysis of the survey data that VICs are late adopters of ICT technologies for the 
dissemination of information. The most widely adopted technologies in Australian VICs are the Internet and 
email, two technologies that require minimal investment for implementation. However, the vast majority of VICs 
in Australia are small and the issues of small business and technology adoption are as relevant to the tourism 
sector as to other areas of Australian business. 
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APPENDIX A: VISITOR USE OF VICS 
QUESTIONNAIRE 

 

Interviewer No. _ _       Survey No. _ _  
Male 1 Female 2 

 
My name is ….. and I am undertaking some research on behalf of Victoria University. Would you mind 
spending 10 minutes of your time to complete this survey with me? This survey will help to obtain 
information on the ways in which visitors use VICs and their preferences for the types of information 
provided, the methods used to pass that information on, and the ways to obtain repeat visitation to the 
region. The information you provide will be completely confidential and the results of the survey will 
only be released in the form of totals and percentages for large groups of people.  
 
1. In which region do you live:  
Local (Go to q. 3)  1 
Intrastate    2 
Interstate    3 
International    4 

 
2. How long are you staying in Melbourne for?  
Day trip only   1 
1 – 3 nights    2 
4 – 7 nights    3 
More than a week  4 

 
3. Have you used a VIC today?  
Yes    1 
No    2 
 
4. What is the first word that comes to mind 
when thinking of a VIC? 
      
 
5. Do you use VICs whenever you visit a 
destination?  
Always    1 
Sometimes   2 
Never    3 
Don’t Know   4 
 
6. What factors would reduce your likelihood of 
using a VIC? 
      
 
      
 
      
7. In general, when you go into an Information 
Centre what is the first thing you look for? 
 
A customer service person 1 
Maps-    2 
Brochures    3 
Pictures of area and attractions 4 

Touch Screens   5 
Moving images   6 
Other (please name)   7 
 
8. What is the main reason you would use a 
VIC other than to obtain information?  
Quick visit (Brochures only) 1 
Talk to staff   2 
Leisurely visit   3 
Other    4 
 
9. In general, what is the most important you 
would want from a VIC? 
Accommodation   1 
Travel info and timing for travel 2 
The best attractions/ cafes 3 
Booking service   4 
Other      5 
 
10. As a visitor, what do you expect a VIC to 
provide you with? 

Toilets    1 
Brochures   2 
Community Facilities  3 
Telephones   4 
Booking Services  5 
Disabled Access  6 
Places To Rest   7 

Other    8 
11. Which of the following is the main method 
in which you prefer information to be presented 
to you? 
Verbal    1 
Written – brief pamphlet  2 
Visual – posters / pictures 3 
Electronic – touch screens 4 
Maps    5 
Other    6 
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12. What is your opinion of the usefulness of 
touch screens, electronic maps, electronic 
information (using computers)? 
     
      
 
13. When would you use this medium for 
communication – first choice etc? 
     
      
 
14. How important are the physical 
surroundings within the VIC to you? 
Not Imp    Very Imp 

1…. . 2 3 4 5 
 
15. Could you rank the first five most important 
descriptions of what you expect from a good 
service encounter? (1 being the most 
important) 
Mutual understanding;   
Connecting with visitors’ lives  
Sharing personal exchanges  
Going out of the way for a visitor  
Sincerity    
Authenticity    
Competence    
Efficiency    
Courteousness     
Thoroughness    
Other     

 
16. Would you consider follow-up information 
from the VIC to be: 
Intrusive   1 
Not intrusive and welcomed 2 
 
17. If a VIC was to follow up on a visit to a VIC, 
what would be the best way to do this? 
A phone call   1 
Brochures about package holidays 2 
An email   3 
Other    4 
 
Just a few more questions in regards to you… 
 
18. In which age bracket do you fall?  
 
15 to 17   1 
18 to 24   2 
25 to 34   3 
35 to 44   4 
45 to 54   5 
55 to 64   6 
65 or more   7 
 
19. What is your occupation? 

     
      
 
20. Indicate your highest level of education: 
 
Completed year 10 or less 1 
Completed year 11 or 12  2  
Certificate or Diploma  3 
Trade qualification  4 
University/College degree  5 
Post graduate degree   6 
Other, please specify   7 
 
21. What is your income group? 
Less than $20 000  1 
$20 000 - 30 000   2 
$30 001 - 40 000  3 
$40 001 - 50 000   4 
$50 001 - 70 000  5 
$70 001 - 100 000   6 
$100 001 - 150 000  7 
Greater than $150 000  8 
 
Thank you for taking the time to 
participate in this survey.
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APPENDIX B: INFORMATION 
DISSEMINATION IN VICS QUESTIONNAIRE 

 
(For enquiries, please contact xxx) – Phone: xx; Mobile: xx;  
Fax:  
Email:  
 
Network Technology refers to the Internet or office computers that are connected via 
Intranets. Please help us assess the uses of the Internet/Intranet in your VIC (VIC) by 
answering the following questions. Thank you for your help. 
 
1. Type of VIC: (Please √ only one box): 

 Independent organisation  Part of city government 
 Local government  Division of the Chamber of Commerce 
 Funded by State or federal government  Others:   

 
2. Please identify the primary marketing focus of the VIC: (Please √ only one box): 

 Tourism  Conventions  Sports 
 Motorcoach  Festivals/Special Events  Meetings 
 Other:   

 
3. Please check the budget range that applies to your VIC: (Please √ only one box): 

 $0 to $ 100,000  $500,001 to $1,000,000  $3,000,001 to $5,000,000 
 $100,001 to $250,000  $1,000,001 to $2,000,000  $5,000,001 to $7,500,000 
 $250,001 to $500,000  $2,000,001 to $ 3,000,000  $7,500,001 and above 

 
4. The number of full time staff (Please √ only one box): 

 1 - 9 persons  10 - 20 persons  21 - 50 persons  above 50 persons 
 
5. The number of part time staff (Please √ only one box):  

 1 - 9 persons  10 - 20 persons  21 - 50 persons  above 50 persons 
 
6. The number of volunteer staff (Please √ only one box):  

 1 - 9 persons  10 - 20 persons  21 - 50 persons  above 50 persons 
 
7. The number of computers in use at the VIC (Please √ only one box): 

 None  1 - 5  6 - 10  11 - 20  More than 20 
 
8. Are the computers in the centre linked to a local area network?  Yes  No 
 
9. Does the centre have access to the Internet?  Yes  No 
 If so, how?  Dial up  Broadband  High speed local area network 
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10a. How would you rate your personal knowledge/skill with computer technology? 
(Please circle only one): 
Novice Intermediate Expert 
1 2 3 4 5 
 
10b. How would you rate the staff of the VIC in terms of their overall knowledge/skill 
with computer technology? (Please circle only one): 
Novice Intermediate Expert 
1 2 3 4 5 
 
11. Does the centre have access to dedicated IT staff/support?  Yes  No 
If so, is the staff  Full-time employee  Part-time employee  Contractor  Non-technical 
expert 
 
12. Does the centre provide its own website?  Yes  No 
If so, please provide the address and its purpose in the space below. 
http://  Purpose:  
http://  Purpose:  
http://  Purpose:  
 
13. If your answer to Q 12 is ‘Yes’, is/are the website(s) part of your VIC business 
strategy? 
  Yes  No 
 
14. Who provides your VIC’s online service to the Internet? 

 Internal system (server on  
 site)  Optus  Telstra 

 Other (Please specify):  
 
15. What are the three most important sites that the VIC’s web site is linked to? 
1) 
2) 
3) 
 
16. How often is the information provided in the VIC’s website updated? (Please √ only 
one box): 

 Daily  Monthly  Yearly 
 Weekly  Irregular basis  Don’t know 

 
17. For broadcasting information, does the centre provide or manage: 

 A centre website  Destination marketing 
system  On-site electronic kiosk 

 Off-site electronic kiosk  Email lists  Television (video or cable) 
 Brochures  Other  
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18. Can virtual visitors/users make enquiries via a centre website?   Yes   No 
If yes, via: 

 The interactive website  Email  Telephone 
 Call centre  Fax  Off-site electronic kiosk 
 A destination marketing  

 system linked to the centre  
 website 

 Other  

 
19. Can virtual visitors/users make bookings via a centre website?   Yes   No 
If yes, via: 

  The interactive website   Email   Telephone 
  Call centre   Fax   Off-site electronic kiosk 
  A destination marketing  

 system linked to the centre  
 website 

  Other  

 
20. Can virtual visitors/users pay for their bookings via a centre website?   Yes   No 
If yes, via: 

  The interactive website   Email   Telephone 
  Call centre   Fax   Off-site electronic kiosk 
  A destination marketing  

 system linked to the centre  
 website 

  Other  

 
21. Can virtual visitors/users do trip planning via a centre website?   Yes   No 
If yes, via: 

  The interactive website   Email   Telephone 
  Call centre   Fax   Off-site electronic kiosk 
  A destination marketing  

 system linked to the centre  
 website 

  Other  

 
22. To handle personal (either face-to-face or via telephone) enquiries, do staff have 
access to: 

  A centre website   Internet   Brochure 
  Destination marketing 

system   On-site electronic kiosk   Telephone 

  A database (e.g. FAQ;  
 packaged info for market  
 segments) 

  Other  
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23. Which of the following types of information do you currently provide on your web 
site or plan to provide in the near future? (Please √ a response for each type of 
information) 

Information Currently 
Provide 

Plan to  
provide  

within 12  
months 

Plan to 
provide 

within 18 
months or 

more 

No plans for 
providing 

Consumer/General Information 
a) Calendar of events     
b) Classified advertising     
c) Attractions information     
d) Discussion forums     
e) Feedback capability     
f) Frequently asked 
questions     

g) Hyper-links to other 
sites     

h) Education materials     
i) Maps/Images     
j) On-line reservation 
services     

k) Transaction     
l) Maps/Images     
m) On-line vacation guide     
n) Publication/Videos 
orders     

o) Trip planner     
p) Weather information     
q) Other (Please specify):   
VIC Information 
r) Mission statement     
s) Affair updates     
t) Information on other 
VICs     

u) Job bank     
v) Meeting and conference     
w) On-line conference     
x) Press releases     
y) Research and statistics     
z) Surveys     
aa) Training materials     
bb) Other (Please specify):  
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24. Please indicate how long the VIC has had the following types of Internet 
applications implemented? (Please √ a response for each type of information) 

Applications Don’t 
have 

Less 
than 1 
year 

1 - 2 
years 

3 - 4 
years 

More 
than 4 
years 

Communication      
a) Broadcast fax      
b) E-mail      
c) Electronic Bulletin Boards      
d) Internet Phone      
e) Listserves/Mail lists      
f) Newsgroups      
g) Talk/Chat      
h) Voice mail      
i) Internet      
Collaboration      
j) Audio conference      
k) Electronic meeting systems      
l) Shared document editing tools      
m) Shared graphic/image tools      
n) Video conference      
Coordination/Management      
o) Database management      
p) Document management      
q) Calendaring and Scheduling      
r) Project management      
s) Search engine      
t) Workflow management      
u) Reservation/Booking/Transaction      
v) Statistical analysis/Data mining      
 
25. Please indicate how useful you believe the following applications are in facilitating 
the VIC’s activities? (Please √ a response for each type of information) 

Applications Doesn’t 
Apply 

Not 
Useful at 

all 

Somewhat
Useful 

Very 
Useful 

Extremely
Useful 

Communication      
a) Broadcast fax      
b) E-mail      
c) Electronic Bulletin 
Boards      

d) Internet Phone      
e) Listservs/Mail lists      
f) Newsgroups      
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g) Talk/Chat      
h) Voice mail      
i) Internet      
Collaboration      
j) Audio conference      
k) Electronic meeting 
systems      

l) Shared document editing 
tools      

m) Shared graphic/image 
tools      

n) Video conference      
Coordination/Management 
o) Database management      
p) Document management      
q) Calendaring and 
Scheduling      

r) Project management      
s) Search engine      
t) Workflow management      
u) Reservation/Booking      
v) Statistical analysis/Data 
mining      

 
26. Please indicate how useful overall the VIC has found the types of applications listed in 
Question 24 to facilitate the following activities? (Please √ a response for each type of 
information) 

Activities Doesn’t 
Apply 

Not Useful 
at all 

Somewhat
Useful 

Very 
Useful 

Extremely
Useful 

Within VIC 

a) Strategic planning      
b) Marketing research      
c) Marketing 

strategy/implementation      

d) Pricing decision and 
tactics      

e) Networking and 
information exchange      

f) Coordination of 
staff/Volunteers      

g) Finance/Administration      
h) Event scheduling      
i) Resource management      
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j) Publication/Press      
k) Communications      
l) Management and storage 

information      

VIC to Customer 

m) Information providing      
n) Itinerary planning      
o) Reservation, 

confirmation, transaction      

p) Marketing 
research/Survey      

q) Publication/Press      
r) Feedback/Complaints      
s) Convention/Registration      
t) Fulfillment      

VIC to Other Destination Marketing Organizations 

u) Networking and 
information exchange      

v) Conference/Meeting      
w) Lobbying      

VIC to Industry Players 

x) Provide general 
information      

y) Support marketing 
activities      

z) Coordination of 
members and services      

aa) Membership database 
management      

bb) Communications      
cc) Publications/Newsletter      
dd) Convention/Event 

management      

ee) Scheduling/Meeting      
ff) Legal consultant      
gg) Lobbying      
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