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Summary  
 
This report presents the findings of a study conducted in Canberra from January to December 2000. This 
research was undertaken by the Australian Capital Territory (ACT) Network of the Sustainable Tourism 
Cooperative Research Centre (STCRC), in partnership with Canberra Tourism and Events Corporation (now 
Australian Capital Tourism). This study aimed to examine the satisfaction of visitors to Canberra in the year 
2000 to assist the tourism industry in improving the tourist product and infrastructure over the next 10 years, and 
in so doing improve the experience for leisure visitors. 

The study targeted visitors 16 years and older visiting Canberra, and excluded business travellers. The survey 
instrument was designed to examine visitors’ satisfaction with primary attributes such as accommodation and 
food/beverage as well as secondary destination attributes like shopping and activities. The research was 
conducted at 30 nominated attractions around Canberra employing a systematic random process to gain an 
unbiased sample of visitors. 

Willing participants completed the pre-coded questionnaire at the conclusion of their visit and returned it via a 
pre-paid envelope. A total of 1,444 respondents participated in the study. 

A thorough analysis of the gender and age composition of visitors during 2000 indicates that the majority 
were between 26 to 55 years of age and slightly skewed to females. These results show that younger and older 
people form a potential target market. The main focus of the survey instrument was to determine the satisfaction 
levels of respondents with different attributes of their experience while in Canberra. 

The majority of visitors to Canberra were married or living with a partner, and had high education levels and 
professional occupations. A significant proportion of travellers were Australian residents (80.5%) with the 
majority from Sydney metropolitan areas and Victoria. United Kingdom was the most represented International 
group. 

Three quarters of respondents were repeat visitors to Canberra with the average length of stay 3.65 nights. 
The main purpose (21.5%) of travelling was to visit friends and relatives, followed by 18% coming ‘to see 
Canberra the Capital’. Results highlight the value of the Visiting Friends & Relatives (VFR) market to the 
Australian Capital Territory (ACT) region, and the value of Canberra as a destination in its position as the 
National Capital. 

Overall ratings for attributes investigated in the study showed that visitors considered ‘tour operators/visitor 
services’ and ‘attractions/activities’ to be good to excellent. Attributes such as ‘evening entertainment’, 
‘signposting’ and ‘public transport’ rated lowest.  

To determine the satisfaction level with each attribute, respondents were asked to rate different aspects of 
their experience on a scale of 1 to 5 with 1 being poor and 5, excellent. 

The first attribute investigated was accommodation. A high percentage of respondents (58.8%) stayed in 
commercial accommodation while 26.8% stayed with ‘friends and/or relatives’. Respondents were generally 
happy with their accommodation, with all aspects investigated, rating a median of 3.96 to 4.29. Open comments 
supported this finding, with 27% of those who responded stating that they were happy with their 
accommodation. The main suggestion for improvement was that there is more variety in the choice of 
accommodation facilities. 

Parliament House and the Australian War Memorial were the attractions most visited by respondents, with 
Old Parliament House and Telstra Tower also popular. Respondents were very satisfied with their experience 
while visiting attractions, with all aspects rating highly (4.21 to 4.43). This finding is supported by the open 
comments, which found that the majority of those who responded praised the standard of Canberra’s attractions.  

Nearly half the respondents undertook retail shopping while in Canberra. Most aspects of the shopping 
experience did not rate highly. ‘Variety of shopping experiences’ rated highest with a median of 3.91, while 
‘number of Australian made souvenirs’ rated lowest with 3.42. Open comments suggested that shops should 
have longer opening hours, while a number of respondents commented on the difficulty they had finding 
supermarkets and/or major stores. 

Results indicate that 26.1% of respondents participated in some sort of organised tour, in particular guided 
tours conducted in Parliament House and Old Parliament House. Respondents were very satisfied with their 
experience with all aspects of the tours rating between 4.42 and 4.64. Open comments support these findings 
with a majority of respondents stating that the tour was excellent and that they found the staff enthusiastic. 

A high percentage of respondents (68.1%) used their own car while in Canberra, while 8% used a rental car or 
public transport (7.2%). When asked to rate different aspects of public transport, ‘hospitality/friendliness of 
public transport staff’ rated highest with a median of 4.14, while ‘accessibility of airport shuttle services’ only 
achieved a median of 3.11. When asked to rate the driving conditions in Canberra, ‘size of roads rated highest 
with a median of 4.6 while value for money of car parking rated 3.75.  

Comments concerning public transport and driving conditions mainly concluded that drivers found 
Canberra’s roads confusing with not enough clear signage, while others stated that it was excellent. Other 
comments were critical of ACT drivers, pubic transport and parking. 
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Satisfaction levels with different aspect of signposting in Canberra were fairly low, with all aspects rating a 
median of between 3.65 and 3.95. Open comments suggested signs were not clear/difficult to read, confusing, 
hidden behind trees or placed too close to intersections. The open comments also suggested that signage should 
be more ‘tourist friendly’, with more signs to attractions along with more maps/visitor information signs with 
‘you are here’ markers. 

A majority of respondents (71.1%) visited restaurants or cafés during their visit. Satisfaction levels were 
generally good with a median range of 3.69 for ‘value for money’ to 4.03 for ‘helpfulness of staff’. Comments 
varied with 15% of those who responded enjoying their experience while 12% stated that they found restaurants 
and cafes expensive.  

Only 14.1% of respondents undertook evening entertainment during their stay. Satisfaction levels for different 
aspects of the experience rated the lowest of all attributes investigated in the study. The lowest median score was 
3.3 for the ‘number of venues’, with 3.77 the highest score for ‘competence of staff at evening entertainment 
venues’. Open comments were linked in the same section as restaurants and cafes. 

The final attribute investigated was information sources and services. A high 60.1% of respondents utilised 
some sort information service while in Canberra. The Canberra Visitor Centre was the service most used by 
respondents (48.5%) while other sources were at attractions and information booths. Overall respondents were 
very satisfied with information services in Canberra with ‘information of road and weather conditions’ rating the 
lowest median score of 3.74, with ‘helpfulness of staff’ rating 4.32. These findings are supported by the open 
comments which found that 18% of those who responded finding ‘staff helpful/polite’ but 13% were unhappy 
about the price and readability of maps. 

Taking into account all attributes of their visit to Canberra, respondents were asked to rate their overall 
satisfaction. This was determined using a rating scale of 1 to 9 with 1 being very dissatisfied and 9, very 
satisfied. The result showed that respondents were satisfied with Canberra with a mean score of 7.47. 

When asked if respondents would like to return to Canberra, 94.3% stated they would. A similar figure was 
recorded when respondents were asked if they would recommend Canberra to others (94.8%). 

An additional section was added to the study at the halfway through the year, to determine the level of 
attendance and awareness of Canberra’s events. Floriade was the event most visited (33.7%) and recognised by 
visitors (55%), while other events were less known. 

T-Tests were carried out to determine if there were significant differences in satisfaction between different 
groups. The first test found that people with children were more satisfied with accommodation, road conditions, 
signage and information services than those without. Respondents on higher incomes were less satisfied with 
shopping and evening entertainment, but were more satisfied with driving conditions than those on lower 
incomes. Australian residents were more satisfied with accommodation, road conditions and signage than their 
international counterparts. The final T-Test indicated that respondents with a higher level of education were less 
satisfied with all attributes investigated than those with lower education levels. 

Canberra was often perceived as a ‘boring’ destination, but only 1% mentioned a lack of things to do when 
discussing their most and least appealing aspects of Canberra. The cold weather is another negative perception 
that visitors may have of Canberra. While 15% of respondents found the weather the least appealing aspect of 
their visit, 4% found the weather and seasonal changes the most appealing aspect. Other parallel comments 
mentioned were in the area of accessibility. While 9% of respondents found the roads confusing and 8% had 
difficulty finding places, 10% found Canberra easy to get around. 

Other least appealing aspects mentioned were accommodation and attractions that respondents had visited. 
Eight percent commented that there was no ‘least appealing aspect’, and that they had had a good time. By far 
the most appealing aspects were the activities, attractions and National buildings (35%), and a further 8% 
commented on the cleanliness of the city. 
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Chapter 1 

Introduction 
 
The objective of this study was to investigate whether a methodology to measure visitors’ satisfaction can be 
applied for both domestic and international visitors, at national, state, and regional levels.  

This report presents the findings of a study conducted in Canberra from January to December 2000. The 
research was conducted by the ACT Network of the Sustainable Tourism Cooperative Research Centre (STCRC) 
in partnership with Canberra Tourism and Events Corporation (now Australian Capital Tourism). The objective 
of the study was to examine the satisfaction of visitors to Canberra in the year 2000 to assist the tourism industry 
in improving the tourist product and infrastructure over the next 10 years, and in so doing improve the 
experience for leisure visitors. 

 

Background 
Visitor satisfaction is a major factor in determining repeat visitation and/or the propensity for recommending the 
destination to others. Kozak and Rimmington (2000 p.261) suggest that ‘previous research findings demonstrate 
that there is a significant relationship among tourist satisfaction, intention to return, and positive word-of–
mouth’. 

Tourists are increasingly becoming more demanding and desire value for money and the provision of quality 
products and services (Poon 1993). Because tourism comprises many inter-related components or sub-products 
such as accommodation, activities, transport, and entertainment, a ‘halo effect’ may occur wherein satisfaction or 
dissatisfaction with one of the components leads to satisfaction or dissatisfaction with the total tourism product 
or experience (Danaher & Arweiler 1996, Ryan 1995). 

Consequently, customer satisfaction has undoubtedly become a fundamental goal of service-oriented 
businesses. The underlying reason for this premise can be found in its importance for economic success. Foster 
(1999) proposes a number of benefits that come from measuring visitor satisfaction. These benefits include: 
measuring the ‘health’ of the industry for strategic planning purposes; understanding the customers reaction to a 
product; encouraging both new and repeat visitation and comparing different sectors within the industry to 
determine areas that may need improvement.  

So, having a clear understanding of the causes and nature of visitor satisfaction and dissatisfaction can assist 
in the promotion and development of tourism destinations. Over the last few decades there has been an increased 
need for finding an appropriate methodology to measure tourists’ satisfaction with their experiences in individual 
destinations and to provide a measure of satisfaction with Australia as a destination (Foster 1999). 

There has been considerable research to determine the factors that influence customers’ satisfaction and how 
it is measured. These theories suggest that customers’ satisfaction can be measured by the difference between a 
consumers’ expectation of a product or service. Ryan (1995 p.41) observes that ‘if satisfaction is seen as the 
congruence of need and performance, then dissatisfaction can be perceived as the gap between expectation and 
experience’.  

Kozak and Rimmington (2000) discuss different approaches that have been applied in researching customer 
satisfaction in the tourism industry including the Parasuraman, Zeithaml and Berry’s expectation-perception gap 
model; Oliver’s expectancy disconfirmation theory, Sirgy’s congruity model, and performance only model.  

The disconfirmation theory, for instance, explains that the consumer is deemed to be satisfied when 
performance exceeds expectations. This is known as ‘positive disconfirmation’, while ‘negative disconfirmation’ 
occurs when an experience falls short of expectations, and ‘neutral’ if performance equals expectations (Oliver 
1997). 

Significant effort has been placed in developing a theoretical framework to explain the determinants, 
formation process, and consequences of consumer satisfaction (Chiou 1999). Some of this research has placed 
particular focus on various attributes of the performance, while others, have emphasised the role of emotional 
and personal characteristics. This has led researchers in consumer satisfaction to question the reliability of the 
measure.  

Another aspect to this argument is discussed by Kozak and Rimmington (2000), who explain that previous 
tourist satisfaction research have included the comparison of pre-holiday expectations and post-holidays 
perceptions, monitoring during the holiday, completing the overall tour experience and just before completing 
the holiday. Although there is no general consensus on how or when to measure customer satisfaction, available 
literature suggests that satisfaction is a function of overall post-purchase evaluation (Fornell 1992, cited in 
Kozak & Rimmington 2000). 
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About Canberra 
Canberra, the National Capital of Australia, is located in the Australian Capital Territory, 300 km southwest of 
Sydney and 650 km northeast of Melbourne by road. It is the largest inland city and is easily accessible by road, 
train or air. Canberra’s population in 2000 was 308,700. A unique characteristic of Canberra is that it is a fully 
planned city that has a comparative short history. As such, it is still developing and maturing as a destination.  

As the Nation’s Capital, Canberra may be viewed as a political destination, and while both Parliament Houses 
are top tourist attractions, it is also rich with other science, historical, cultural and natural attractions. Canberra 
hosts a number of major events during the year, including: Floriade, Rally of Canberra and Summernats. In 
recent years, Canberra has developed a reputation as a sporting capital with many winter and summer sports and 
other activities throughout the year. This includes the recent success of the ACT Brumbies, the Canberra 
Marathon, the Tour de Snowy bike race, and a number of motor vehicle events. 

Canberra is also home to a majority of embassies many of which have become tourist attractions in their own 
right. Canberra is also developing as a conference destination and currently hosts a number of national and 
international conferences of great importance.  

‘The Bush Capital’ and ‘The Cultural Capital’ are two terms for which Canberra is known. This is due to the 
fact that Canberra has few high-rise buildings and many reserved nature areas throughout the suburbs. The city 
also hosts a number of cultural events including the ‘Multi-Cultural Festival’ and ‘National Folk Festival’ along 
with a wide variety of theatrical and musical performances 

Canberra has four seasons, with generally mild weather and low rainfall. The coldest season extends from 
May to September when temperatures can reach an average high between 11 to 15 degrees Celsius.  
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Chapter 2 

Key Study Objectives 

 
As mentioned earlier, the main objective of this research is to investigate whether a methodology to measure 
visitors’ satisfaction can be applied for both domestic and international visitors, at national, state, and regional 
levels. 

The research conducted during this study was designed to determine the level of visitors’ satisfaction to 
Canberra based on: 

• the examination of visitors’ satisfaction of primary and secondary destination attributes, and 
• the collection of quantitative and qualitative information about visitors to Canberra and their 

experiences while in the city. 
The findings of the research will be utilised to provide recommendations for future development and 

promotion of tourism. 
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Chapter 3 

Methodology 
 
A survey was designed to examine visitors’ satisfaction with primary attributes such as accommodation and 
food/beverage as well as secondary destination attributes like shopping and activities. These secondary attributes 
include those services/products that not only fulfil basic needs, but also make the travel experience more 
enjoyable (World Tourism Organization 1997). In addition to satisfaction, visitor motivations and their 
subsequent tourism and travel behaviour was also investigated.  

The study targeted visitors 16 years and older visiting Canberra, and did not include business travellers. 
This study took place from January to December 2000 at 30 different attractions around Canberra, with ten 

attractions being visited each month. Each of the 30 attractions was visited once quarterly during the year. A 
systematic random process was used to gain an unbiased sample of visitors. It was decided to measure the 
satisfaction levels of respondents at the conclusion of their visit.  

Throughout the duration of the study, two interviewers spent half a day at the designated attraction collecting 
names, addresses and telephone numbers of visitors who agreed to participate in the study. Each of these visitors 
was handed a coded questionnaire to be completed at the conclusion of their visit, along with a reply paid 
envelope. An incentive prize of $500.00 was offered to one randomly selected respondent to encourage a higher 
response rate. The draw took place on 19 December 2000. 

Data was entered into SPSS version 10.0 for analysis. Significant differences were found through the use of 
an independent sample T-test as this was considered the most appropriate test for that data. Questionnaires that 
were not returned were followed up with a letter after two weeks, then by a phone call two weeks after the 
reminder letter. The response rate was: 

• Unprompted returns     41% 
• Reminder letters (+14%)         55% 
• Follow-up phone calls (+2%)  57% 

The questionnaire was lengthy and covered many aspects of the visitors’ experience using both qualitative 
and quantitative questions, and it covered areas including: 

• visitation patterns 
• satisfaction levels with: 

− accommodation 
- attractions and activities 
- retail shopping 
- visitor services/tour operators 
- transport 
- signposting 
- restaurants/cafes and entertainment 
- information sources and services 

• demographics 
During the final quarter an additional section was added regarding awareness of special events in Canberra. 

The final number of questionnaires returned was 1,444.
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Chapter 4 

Visitor Profile 

 
The data collected from respondents who visited Canberra during the period of January to December 2000, 
identify that gender representation for the visitors was slightly skewed to females (56.3% of total respondents 
being females and 43.7% male) (Table 1). 

Table 1. Gender 
GENDER % 

Male 43.7 

Female 56.3 
 
Table 2 and Figure 1 present a more detailed breakdown of the age and gender distribution of respondents 

visiting Canberra. 
 

Table 2. Age and gender breakdown of respondents 
AGE MALES (%) FEMALES (%) TOTAL (%) 

Under 18* 0.6% 1.6% 1.2% 

18-25 8.9% 12.2% 10.8% 

26-35 19.6% 19.5% 19.6% 

36-45 22% 20% 20.9% 

46-55 21.4% 22.7% 22.2% 

56-65 13.7% 15.5% 14.7% 

65+ 13.6% 8.4% 10.7% 

Total 100% 100% 100% 
*Not a true reflection of this age group, as only visitors 16 years and over were interviewed 

 
Results indicate that the majority of visitors were aged between 46 to 55 years old (22.2%) with 20.9% aged 

between 36 to 45 years old, and 19.6% aged 26 to 35 years of age.  
 
 

  Figure 2. Age and gender breakdown of respondents 
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Table 3 shows the breakdown of the marital status of respondents. The majority of respondents (68.8%) were 
married or living with a partner, with 19.6% single or never married, and 10.8% divorced, separated or widowed. 
These findings are consistent with the most represented age groups as discussed previously (see Table 2).  
 

Table 3. Marital status 
MARITAL STATUS % 

Single or never married 19.6 

Married or living with a partner 68.8 

Divorced/separated or widowed 10.8 

Not stated 0.8 
 
Table 4 shows the highest levels of education. The majority of respondents had high education levels with 

29.6% having received a university degree and 23.6%, a college/TAFE diploma or advanced diploma. 
 

Table 4. Highest level of education 
EDUCATION LEVEL % 

Year 10 12.1 

Year 12 12.2 

College/TAFE Diploma/Advanced Diploma 23.6 

University degree 29.6 

Apprenticeship 4.5 

Post-graduate degree 12.3 

Other 23 

Not stated 2.8 
 
 
Respondents were asked to specify their usual occupation (Table 5). The majority (35.4%) were professional, 

with a further 10.8% managers or administrators. This is consistent with the high levels of education previously 
discussed. 

 
Table 5. Occupation of respondents 

OCCUPATION % 

Professional 35.4 

Managers - Administrators 10.8 

Para-professional 8.7 

Sales & personal services 7.2 

Student 5.2 

Retired 5.0 

Home duties 6.1 

Other 4.2 

Not stated 3.1 

Clerks 4.7 

Machine operators and drivers 2.2 

Tradesperson 3.5 

Labourers and related 3.4 

Unemployed 0.6 
 
Table 6 presents a breakdown of the overall results. The highest level of total household income recorded was 

in the $40,000 to $59,000 bracket (20.2%). This was followed by 16.3% for both the $20,000 to $39,000 and the 
$100,000 levels of income. It is possible that these results are not accurate due to the reluctance of some 
respondents to reveal their true income. It is also possible that respondents may have recorded their own income 
and not their total household income.  
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Table 6. Total household income (n=1431) 

HOUSEHOLD INCOME % 

Less than $20,000 11.5 

$20,000 to $39,999 16.3 

$40,000 to $59,999 20.2 

$60,000 to $79,999 15.2 

$80,000 to $99,999 9.8 

$100,000+ 16.3 

Not stated 10.8 
 
Table 7 presents a breakdown of respondents with children living at home and the educational level of those 

children. A majority of respondents (61.4%) did not have children living at home. This is consistent with the 
most represented age group (46-55). It could be assumed that respondents in this age group had children that had 
left home or never had children. Of those who did have children, a high percentage (22.5%) had children at 
primary school.  

 
Table 7. Respondents with children living at home 
 % 

Yes 37.5 

No 61.4 

Not stated 1.1 

Not yet at school 11 

Working 10.3 

At primary school 22.5 

At secondary school 13.4 

At university/TAFE 7.6 

Unemployed 1.4 

Other 0.6 
 
Table 8 identifies the place of origin of respondents. A majority (80.5%) of respondents were Australian 

residents. Not surprisingly, 29% of respondents were from the Sydney metropolitan area and 13.2% from 
Victoria. International visitors comprised 17.2% of the total number of respondents with the United Kingdom the 
most represented group (5.7%).  
 

Table 8. Place of origin (n=1438) 
 %  % 
Australian residents 80.5 International visitors 17.2 
Sydney Metro 29.5 United Kingdom 5.7 
Other NSW 6.7 USA 2.7 
VIC 13.2 Asia 1.4 
Qld 8.4 Canada 1.1 
SA 4.4 New Zealand 1.1 
WA 3.0 Other Europe 1.1 
TAS 1.0 Germany 1.0 
NT 0.5 Scandinavia 1.0 
  The Netherlands 0.8 
  Italy 0.6 
  Other 0.5 
  Not Stated 0.1 

 
Approximately 81% of visitors stated that they lived in Australia, while 17.3% were international visitors. 
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Figure 3. Visitors by place of origin (n=1438) 
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Australian Visitors by Region 
Figure 3 presents a breakdown of the total number of respondents who answered that their place of origin was 
Australia. The majority of visitors were from Sydney and other New South Wales (54%), with 19.6% from 
Victoria, and 12.5% from Queensland. 
 

Figure 4. Australian residents by region of origin (n=968) 
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Visitors by Country 
A significant percentage of international visitors came from UK (33.1%), 15.8% were from USA, and 19.4% 
were from Germany and other Europe. 
 

Figure 5. International visitor by country of origin (n=247) 
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Chapter 5 

Visitor Behaviour 

Previous Visitation 
Respondents were asked how many times they had visited Canberra in the past 12 months (Table 9). The results 
indicate that a majority of visitors (62.8%) had not visited Canberra in the last 12 months, with 13.9% having 
visited once, 11.3% twice and 5.8% three times. A high percentage of respondents were repeat visitors (71.1%). 
The remainder of respondents (28%) were first time visitors to Canberra. Interestingly, of those who were repeat 
visitors, the majority (11.8%) had last visited during June (no particular year). 

The majority of repeat visitors (23.9%) had previously been to Canberra in 1999, with 21.7% having visited 
in 2000 and 10.2% in 1998. Table 9 shows a breakdown of previous visitation by month.  

 
Table 9. Previous visitation by month (n=696) 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 

9.9% 8.2% 7.6% 9% 6% 11.8% 7.6% 8.2% 9.5% 10% 5.7% 6.6% 

 

Length of Stay 
Respondents were asked the length of their stay in Canberra in days and nights. The breakdown of responses 
indicates that 27.5% of visitors came to Canberra for two days; 19.9% for 3 days, and 17.2% came for one day or 
less. The average length of stay in nights was 3.65, with a median of 2 nights. A complete breakdown of 
overnight visitation is provided in Table 10 below. 
 

Table 10. Length of stay in nights (n=1408) 

Length of stay 0 nights 1 night 2 nights 3 night 4-7night 8+ nights

% of respondents 14.3 26.3 22.5 11 17.5 8.4 

 

Purpose of Travel 
When asked the main purpose for travelling to Canberra, 21.5% stated that they were visiting friends and 
relatives (VFR). A further 18% came to see Canberra the Capital, 16.4% indicated they were on holiday, 12.2% 
stated short break, and 9.1% visited for a specific event/attraction. Results indicate the importance of Canberra as 
a destination in its position as the National Capital, and the value of the VFR market to the ACT region. Figure 5 
demonstrates the breakdown of purpose of travel of visitors to Canberra.  
 

Figure 6. Purpose for travelling to Canberra (n=1442) 
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Travelling Group 
Visitors were asked to describe their travelling group during this trip to Canberra. The majority (37.1%) of 
visitors were travelling with a partner, 33.3% with family members, 12.6% with friends, and 12.4% travelling 
alone (Table 11). 

 
Table 11. Description of travelling group (n=1440) 
TRAVELLING GROUP % 

With a partner 37.1 

With family members 33.3 

With friends 12.6 

Alone 12.4 

With an organised tour 1.7 

With school excursion 1.5 

With an organisation/club 0.8 

Other 0.6 

Total 100 
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Chapter 6 

Visitors’ Satisfaction Levels with Their Trip to Canberra 

Overall Rating 
The survey instrument used for this study was designed to determine satisfaction levels within different service 
sectors used by visitors to Canberra. Sections included: accommodation; attractions/activities; retail shopping; 
visitor services/tour operators; transport; signposting; restaurants/cafes and entertainment, and information 
sources and services. This section is structured to report on the findings of the findings and implications within 
each of the aforementioned sectors. 

In an effort to obtain a clearer picture of the visitors’ satisfaction level with sectors investigated in this report, 
respondents were asked to rate on a scale of 1 to 5, with 1 being poor and 5, excellent, their overall level of 
satisfaction with each specific sector. As seen in Figure 6, tour operators/visitor services and attractions/activities 
received the highest rating with a median of 4.51 and 4.43 respectively. On the other end of the scale, 
entertainment, signposting and public transport, only achieved a median of 3.61, 3.76 and 3.77 respectively 
(Chapter 5). This is consistent with the qualitative data presented at the end of this report (Chapter 7). 

 
Figure 7. Overall ratings of each sector (n varies) 
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Satisfaction with Individual Sectors 

Accommodation 
The importance of ‘providing accommodation for travellers goes back into antiquity – it is the world’s oldest 
commercial business’ (McIntosh, Goeldner & Ritchie 1995, p.116). Visitor satisfaction can be measured 
regardless of whether it is a three-star establishment, or five-star. Regardless of what rating level a guest has 
chosen, there is a certain standard within that rating that must be met for a visitor to be satisfied. Measuring 
guest satisfaction should allow the visitor the chance to specifically identify areas of the experience the made the 
guest satisfied or dissatisfied (Dube et al. 2000).  

Respondents were asked to specify the type of accommodation they had used if they had stayed in Canberra 
for one or more nights. A considerable proportion of respondents (58.8%) stayed in commercial accommodation 
while in the ACT. Of those who did not used commercial accommodation, 26.8% stayed with friends and 
relatives, and 12.3% did not stay overnight. Once again, this finding highlights the importance of the VFR 
market to Canberra. Figure 7 illustrates the breakdown of different types of accommodation used. 
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Figure 8. Type of accommodation (n=1441) 
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In an effort to determine the satisfaction levels with the accommodation sector, respondents were asked to rate 

on a scale of 1 to 5, with 1 being poor and 5 excellent, different aspects of their experience with the main type of 
lodging used while in Canberra. Analysis of the data found that visitors were generally satisfied, with 
‘cleanliness’ and ‘location’ rating highest with a median of 4.29 and 4.25 respectively. At the other end of the 
scale, ‘value for money’ (3.96) and ‘accommodation facilities’ (4.01) received the lowest scores. Figure 8 
presents the median of the different aspects investigated in the accommodation sector.  

 
Figure 9. Satisfaction with accommodation (n varies) 
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Attractions and activities 
Canberra in its status as the National Capital of Australia has the advantage of being unique as a destination. It is 
home to many national institutions as well as other cultural and natural attractions. Many of these have become a 
fundamental aspect and motivation of a visit to Canberra. As a result, some of these institutions may be 
considered a pre-eminent destination for a wide range of age groups within the schools market and tourists in 
general (Cambourne & Faulks 2001). 

To determine the visitation levels for each attraction, respondents were asked to specify all the places they had 
visited during their trip. Table 12 (page 18) illustrates in ranking order the visitation level recorded for 30 
attractions in the ACT (these attractions were the chosen venues to distribute the survey instrument). According 
to information provided by respondents, the attractions receiving the highest visitation ratings were Parliament 
House (64.1%), and the Australian War Memorial (54.3%). Other attractions that rated highly were Old 
Parliament House (41%) and Telstra Tower (38.4%).  

 
 
 
 

% of respondents 
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Table 12. Attractions and activities visited during stay in Canberra (n varies) 

Attraction Name % of respondents  
who visited Attraction Name % of respondents  

who visited 
 Jan-Dec 2000  Jan-Dec 2000 

Parliament House 64.3 
Canberra Museum and 

Gallery 
9.6 

Australian War Memorial 54.3 Mt Stromlo Exploratory 9.6 

Old Parliament House 41 Casino Canberra 9.1 

Telstra Tower 38.4 National Dinosaur Museum 8.2 
National Gallery of 
Australia 33.6 National Aquarium & 

Wildlife Sanctuary 
6.9 

Royal Australian Mint 21.5 National Capital Exhibition* 6.4 

Cockington Green 20.7 Screen Sound Australia 6.3 

Questacon 20.4 Lanyon Homestead 4.2 

Botanic Gardens 19.4 Blundell’s Cottage 4.2 

High Court of Australia 15.6 Corin Forest Ski Facility 2.5 

Australian Institute of Sport 14.5 
Bywong Mining Town 

Village 
2.2 

National Library of Australia 13.1 Nolan Gallery 1.7 

National Portrait Gallery 12.4 Calthorpes House 1.3 

Electoral Education Centre 12 Mugga Mugga 0.6 

Tidbinbilla Nature Reserve 9.8   
Note 1: It should also be noted that the decrease in visitation to the National Capital Exhibition was due to its closure/relocation for 

refurbishment from 31 March 2000 to 2 November 2000. 
Note 2: Total does not equal 100% due to respondents being able to nominate more than one attraction 

 
Swarbrooke (1995 p.116) observes that ‘visitors are increasingly seeking a high quality environment for the 

day out so there is a growing demand for cleanliness and an aesthetically pleasing environment at attractions’. 
The attitude and competence of staff at attractions could be considered a service, therefore it is important for 
staff to be both polite and helpful. 

In an effort to determine the satisfaction levels with the facilities and services provided at attractions, 
respondents were asked to rate different aspects their experience. The results indicate that each area rated highly 
with ‘overall’ satisfaction with attractions’ achieving a median score of 4.43 and ‘helpfulness of staff at 
attractions’, 4.21 (Figure 9).  

 
Figure 10. Satisfaction with attractions/activities (n varies) 
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Retail shopping  
Hall (1995 p. 162) comments that ‘tourism makes a substantial economic contribution to the retail industry’. 
Indeed, for some destinations ‘retail goods and services can become a major tourist attraction in their own 
right’ (Weaver & Oppermann 2000 p. 147). Respondents were asked whether they undertook any retail shopping 
while in Canberra. If the response was positive, they were then asked to rate different aspects of the 
experience/service provided while shopping. Results indicate that 42.8% of respondents undertook retail 
shopping while in Canberra (n=1438). The survey instrument was not designed to record expenditure levels 
while in the ACT. 

Respondents who undertook retail shopping were generally satisfied with their experiences. On a rating scale 
of 1 to 5, with 1 being poor to 5 being excellent ‘variety of shopping services’ and ‘helpfulness of staff’ recorded 
the highest satisfaction levels with a mean of 3.91 and 3.87 respectively (Figure 10). The lowest recorded 
satisfaction levels were ‘the number of Australian made souvenirs’ (3.42) and the ‘opening hours of shops’ 
(3.61).  

This is consistent with the findings of The Department of Arts, Sports and the Environment, Tourism and 
Territories (DASETT 1989, cited in Hall 1995) who reported that five out of every ten overseas visitors were 
dissatisfied with the times that Australian shops were open. Hall (1995) adds that the issue of trading hours is 
central to investment strategies in the tourism industry.  

With the exception of evening entertainment’ (Chapter 6), shopping attributes rated lower than all other 
attributes analysed in this section. While visitors may be moderately satisfied with shopping in Canberra, the 
results suggest that Canberra is not recognised as shopping destination.  

 
Figure 11. Satisfaction with retail shopping in Canberra (n varies) 
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Visitor services/tour operators  
The following section of the survey instrument investigated the degree to which respondents used visitor services 
such as guided tours and/or walks. Analysis of the data indicates that 26.1% of visitors participated in some sort 
of organised tour (n=1439). 

For those who responded positively they were then asked to specify the type of organised tour undertaken. 
Table 13 indicates that Parliamentary Sights tours and tours to the Australian War Memorial, National Gallery of 
Australia and other national icons were the most frequently undertaken by respondents. This is consistent with 
the visitation levels to Parliament House and the Australian War Memorial as indicated in Chapter 5 of this 
report. 
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Table 13. Visitor services and tours undertaken by visitors 

 
% of respondents who 

undertook a tour 
Tours specified 

Parliamentary sights tour 18.6 New Parliament House in-house tour, Old Parliament 
House in-house tour 

Other tours 8.9 

War Memorial in-house, AIS in-house, National Gallery 
of Australia, Mt Stromlo telescope, National Library of 
Australia exhibition tour, High Court tour, Government 

House tour 

City Sights tour 4.5 Murray’s, Canberra sightseeing double decker bus tour 

Bush/Wildlife tour 1.5 Botanic Gardens walk, Tidbinbilla Nature Reserve 

Winery tour 0.2  

Adventure tour 0.1 Rally car driving instructions 

Farm tour 0.1  

Shopping tour 0.1  

 
When asked to rate their satisfaction with different aspects of visitor services/tour operator, respondents were 

very satisfied. The median scores rated between 4.42 for ‘value for money’ to 4.64 for the ‘helpfulness of 
guides/service providers’ (Figure 11). 

 
Figure 12. Satisfaction with visitor services/tour operators (n varies) 
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Transport 
Transport is widely acknowledged as one of the most integral factors in the development of tourism (Page 1999). 
The importance of transport within a destination is highlighted by Swarbrooke, (1995) who states that travel 
between attractions and services must be as easy possible. He goes on to say that this encourages visitors to use 
as many of the destination’s facilities as possible. 

Main mode of transport 
Research conducted by the Bureau of Tourism Research (BTR 1991, cited in Hall 1998) found that private 
vehicle use (78%) is the most popular mode of transport for domestic tourists. This is consistent with the 
findings of this study, which indicates that the majority of respondents used their own car to travel while visiting 
Canberra (68.1%). To a lesser degree other modes of transport include rental cars (8%) and public buses (7.2%) 
(Table 14). 

Table 14. Main mode of transport (n=1440) 
Own car 68.1% 
Rental Car 8.0% 
Public buses 7.2% 
Other 5.6% 
Taxi 5.1% 
No transport used 2.1% 
Tour bus 2.1% 
Campervan 1.0% 
No response 0.8% 
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Public transport 
Respondents were asked to rate the different attributes regarding public transport in Canberra, which includes 
primarily buses and taxis. Respondents were generally satisfied with their experiences using public transport. On 
a rating scale of 1 to 5, with 1 being poor to 5 being excellent ‘hospitality/friendliness of public transport staff’ 
and ‘value for money’ recorded the highest satisfaction levels with a mean of 4.14 and 3.86 respectively (Figure 
12). Interestingly, ‘accessibility of airport shuttle services’ and accessibility of public transport in general’ both 
received the lowest rating with a median of 3.11. This suggests that the accessibility of public transport could be 
improved, particularly to and from the airport.  
 

Figure 13. Opinions of public transport in Canberra 
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Opinions of driving conditions 
To assess the driving conditions of the ACT road system from a visitor’s perspective, respondents were asked to 
rate different aspects as illustrated in Figure 9. On a scale of 1 to 5, with 1 being poor and 5 excellent, ‘size of 
the roads’ and ‘quality of the roads’ rated quite high with a median of 4.6 and 4.58 respectively (Figure 13). This 
is not surprising considering that Canberra was a planned city with a small population. At the other end of the 
scale, ‘value for money of car parking’ and ‘motor vehicle driver behaviour’ only achieved a rating of 3.75 and 
3.83 respectively. These findings are consistent with some of the comments and suggestions for improvements 
made by the respondents regarding ACT drivers’ behaviour (see Chapter 10). 
 

Figure 14. Opinions of driving conditions in Canberra 
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Signposting 
An important aspect of driving conditions is the effectiveness of signposting as part of a destination’s road 
system. Consequently, the survey instrument was designed to investigate the opinions of respondents of 
Canberra’s road signage.  

Clear signage to attractions is important for visitors’ overall satisfaction of the destination as a whole because 
it reduces frustration levels. Caplan (1992 p.38) states that ‘signs and symbols … must express the simplest 
concepts, because urbanites and highway drivers are too distracted to decipher any but the simplest signs’. This 
is supported by a study conducted by Woodside (1990) who found that outdoor signage to museums in the 
United States caused meaningful increases in visitor numbers.  

Respondents were asked to rate different aspects of signposting in Canberra using a scale of 1 to 5, with 1 
being poor and 5 excellent. Results indicate that all aspects analysed achieved a similar median score of between 
3.65 and 3.95 (Figure 14).  

 
Figure 15. Opinions of signposting in Canberra (n varies) 
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Restaurants, cafés and entertainment 

Restaurants and cafés 
According to Hall (1995 p.161) ‘food and beverage is an integral part of the tourist experience’. Therefore, 
restaurants need to be easily accessible and located close to accommodation, attractions and shopping precincts.  

Respondents were asked whether they had visited any restaurants or cafes during their stay in Canberra. The 
results indicate that 71.7% of visitors to Canberra used restaurants or cafés during their visit (n=1436). The high 
percentage highlights the importance of the food and beverage industry to tourism. 

Additionally, respondents were asked to rate their satisfaction levels with different aspects of their experience 
while using cafes and restaurants. ‘Helpfulness of staff’ rated highly with a median of 4.03. This was followed 
by ‘variety of food offered’ (4.0) and the ‘competence of staff’ (3.98). Figure 15 shows in ranking order the 
median score of the different aspects as rated by visitors. 

 
Figure 16. Satisfaction with Canberra's restaurants and cafes 
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Evening entertainment 
Only 14.1% of visitors undertook evening entertainment during their visit to Canberra (n=1437). Figure 16 
presents the different aspects of evening entertainment as rated by respondents. Satisfaction with each attribute 
of Canberra’s evening entertainment rated lowest compared to all other elements investigated in this study. 
‘Competence of staff at evening entertainment venues’ recorded the highest median score of 3.77.  

The fact that a low percentage of visitors undertook evening entertainment during their visit, and that the 
satisfaction levels of those who used these services was disappointing, clearly indicates that Canberra needs to 
improve the image, awareness, and/or quality of evening entertainment. Law (1993) comments that many 
tourists who stay overnight may want some form of evening entertainment. He describes entertainment as a 
tourism resource that attracts both locals and tourists alike. This view is supported by McIntosh, Goeldner and 
Ritchie (1995 p.155) who state that entertainment can be a ‘powerful tourism magnet’ for a destination. 
Consequently, the possibility exists that Canberra may benefit financially if evening entertainment is improved. 
Therefore these results highlight the need for further research in this area.  

 
Figure 17. Satisfaction of Canberra's evening entertainment (n varies) 
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Information sources and services 
Respondents were asked whether they used information services during their recent visit to Canberra. The 
majority of visitors (60.1%) used visitor services during their trip to Canberra (Table 15). They were then asked 
to specify what visitor services the utilised. A significant number (48.5%) used the Canberra Visitor Centre – 
located along Northbourne Avenue - which is the main access road used by drivers entering Canberra. This 
indicates the importance of a high quality information centre that is easily accessible by visitors entering a 
destination. Attractions/activity visitor services (12.1%) and accommodation (8.7%) also rated highly, which 
indicates that a significant number of visitors get their information where it is most easily accessible. It is 
therefore essential that these facilities have knowledgeable staff and adequate printed material. The problem of 
not having enough printed material was highlighted in the comments that respondents made regarding 
information visitor services. A number (13%) of respondents commented that they were unable to obtain 
adequate maps of Canberra or were unhappy about paying for one (see Table 35). Table 15 below shows a 
breakdown of the services used by these visitors.  

Table 15. Visitor information services used while in Canberra (n=1440) 
Respondents that used some sort of visitor information service 60.1% 

Accommodation visitor services 8.7% 
Attractions/activity visitor services 12.1% 

National Capital Exhibition* 4.2% 
Information booths 9.8% 

Canberra Visitor Centre 48.5% 
Other visitor information services 2.5% 

Note 1: It should be noted that the National Capital Exhibition was closed for relocation/refurbishment during the period of 31/3/00 to 
2/11/00. 
Note 2: Respondents were given the opportunity to nominate more than one service. 
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To determine the quality of visitor information services, respondents were asked to rate a number of attributes 

in relation to the service received on a scale of 1 to 5, where 1 is poor and 5, excellent. Overall most 
attributes/services rated highly, with ‘helpfulness of staff’ and ‘competence of staff’ rating a median of 4.32 and 
4.26 respectively (Figure 17).  

 
Figure 18. Satisfaction with visitor information services in Canberra 
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Chapter 7 

Overall Satisfaction 
Ryan (1995) explains that the attitudes, expectations and perceptions of the holiday-maker are significant 
variables in setting goals, influencing behaviour and determining final satisfaction. Therefore tourist perceptions 
are important to successful destination marketing because they influence the choice of a destination, the 
consumption of goods and services while visiting, and the decision to return (Ahmed 1991, Stevens 1992, cited 
in Kozak & Rimmington 2000). It could be assumed that visitors tend to evaluate their experiences by 
comparing facilities, attractions and services with other destinations. 

Consumer satisfaction may be partly determined by the consumer’s perceptions of the service and attention 
they receive from the representative of the service organisation with whom they are dealing (Ryan 1995). Bitner 
et al (1990, cited in Ryan 1995) describes the ‘critical incident’ as the sequence of events that make up the 
service.  

Examination of the satisfaction of visitors in relation with all the components of their trip to Canberra shows 
that tourists were generally ‘satisfied’ to ‘very satisfied’ with their visit. In order to reach this finding, 
respondents were asked to rate their overall satisfaction with their visit to the National Capital, using a scale of 1 
to 9, with 1 being very dissatisfied to 9 being very satisfied. Using this scale, Canberra as a destination received 
a mean score of 7.47 (n=1411), as shown in the ACT Tourist Satisfaction Barometer (Figure 18). Interestingly 
enough when a quarterly breakdown was analysed, the findings indicated that there was a higher level of 
satisfaction during the first half of the year compared to the second half. This could be attributed to more 
favourable weather during that period that may allow visitors to participate in a wider range of activities. Table 
16 gives a detailed breakdown of scores recorded for each quarter while Table 17 provides a percentage 
breakdown of overall satisfaction. 

 
Figure 19. Overall satisfaction with Canberra (n=1411) 

ACT Tourist Satisfaction Barometer 
Very 

Dissatisfied  Dissatisfied  Neutral  Satisfied  Very 
Satisfied 

1 2 3 4 5 6 7 8 9 
 

Mean score = 7.47 
 

Table 16. Quarterly mean score for overall satisfaction 

Quarter Median 
Jan-March 7.56 

Apr-June 7.51 

July-September 7.39 

October-December 7.40 

Overall mean score for the year 7.47 
 

Table 17. Percentage breakdown of overall satisfaction 

Scale Rating % 

1 Very dissatisfied 0.2 

2  0.7 

3 Dissatisfied 0.4 

4  0.7 

5 Neutral 2.6 

6  7.7 

7 Satisfied 33.5 

8  40 

9 Very Satisfied 14.2 
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When asked if respondents would return to Canberra on another visit, an overwhelming majority responded 

positively (94.3%). This clearly indicates that visitors were generally satisfied with the experience of their trip 
Table 18 presents the breakdown of the results. 

 
Some of the verbatim responses include: 

• ‘Easy to get around’ 
• ‘Wonderful contrast to chaos of Sydney’ 
• ‘Good parking at attractions’ 
• ‘Natural beauty, open spaces’ 

     These results are presented later in this report. 
 

Table 18. Likelihood that respondent will return to Canberra 
 % 

Yes 94.3 

No 5.0 

Not stated 0.7 
 

To follow on from the previous question, visitors were asked if the would recommend Canberra as a tourist 
destination to friends and relatives. Once again the figure was very high with 94.8% positive responses 
(Table 19). 

 
Table 19. Likelihood that respondent would recommend Canberra to others 

 % 

Yes 94.8 

No 4.5 

Not stated 0.7 
 
When respondents stated that they were not likely to return to Canberra or to recommend the destination to 

others, they were given the opportunity to specify their reasons. Some of the verbatim answers included: 
• ‘Not enough to see’ 
• ‘Been there, done that!’ 
• ‘Boring & arrogant’ 
• ‘Lack of vitality’ 
• ‘Not 1st choice destination’ 

     These results are presented in Chapter 10 of this report. 
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Chapter 8 

Special Events* 
* It should be noted that questions about attendance to special events were only asked during the 3rd and 4th quarters of the study 

 
Getz (1989) explains that events are increasingly being viewed as an integral part of tourism development and 
marketing plans. Government tourism bodies are using events to position their destinations in the market 
(McDonnell, Allen & O’Toole 1999). Events may be used to overcome the problem of seasonality for a 
destination by making the most of the natural appeal of seasons (Getz 1997 cited in McDonnell, Allen & 
O’Toole 1999). Canberra hosts a number of events throughout the year. The most important events include 
Floriade, Summernats, the National Multicultural Festival, the Festival of Canberra, the Rally of Canberra and 
the National Folk Festival. 

In an effort to determine the level of awareness of these events among visitors to Canberra, respondents were 
asked a number of questions. Firstly they were asked whether they had attended any of the aforementioned 
events in the past two years. Secondly, whether they had seen any coverage of these events in the last two years, 
and thirdly, if they had seen coverage, how it made them feel about a visit to Canberra. 

In the past two years 33.7% of visitors attended Floriade. This was followed by attendance to the 
Multicultural Festival (4.7%), and to the Canberra Festival (3.8%). Clearly Floriade was the most recognised 
event by visitors. This suggests that Floriade is a well established event in Canberra and that marketing efforts 
have been branded successfully. The other events may be aimed at a specific or local market. Table 20 and 
Figure 19 present the responses of each question out of the total number of responses of visitation to Canberra 
events in the last two years. 

 
Table 20. Visitation to Floriade in the last two years (n=varies) 

 
 
 
 
 
 
 
 
 
 
 
 
 

 Figure 19. Visitation to events in  the last two years 

33.7

4.7

3.8

2.6

2

1.5
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Floriade

Multicultural Festival
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Canberra Rally

Summernats

National Folk
Festival

 
 

Festival % of respondents who visited 

 Jan-Dec 2000 

Floriade n=371 33.7 

Multicultural Festival n=342 4.7 

Canberra Festival n=341 3.8 

Canberra Rally n=341 2.6 

Summernats n=343 2.0 

National Folk Festival n=343 1.5 

% of respondents 
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When respondents were asked if they had seen any coverage of nominated events, Floriade rated highest with 
55% of positive responses. Table 21 presents the responses of each question out of the total number of responses 
of those who have seen any media graphics of Canberra events. 

 
Table 21. Media coverage of special events in Canberra 

Festival % of respondents who have seen any coverage of these events on 
TV, or in newspapers, magazines, etc 

 Jan-Dec 2000 

Floriade 55.0 

Summernats 29.2 

Canberra Rally 20.7 

Canberra Festival 20.2 

Multicultural Festival 11.8 

National Folk Festival 8.1 
 
In an effort to determine the reactions to the media coverage of special events, respondents who answered 

positively to the previous question were asked to express their feelings about a visit to Canberra after being 
exposed to this coverage. A breakdown of responses is presented in Table 22. 

 
Table 22. Feelings caused by media coverage of Canberra events 

 

 

`Feelings caused by media coverage of special events in Canberra’ 

 

Floriade
n=228

% 

Summernats
n=131 

% 

Nat Folk 
Festival 

n=73 
% 

Canberra 
Rally 
n=101 

% 

Canberra 
Festival 

n=101 
% 

Multicultural 
Festival 

n=79 
% 

Positive 81.6 34.4 28.8 39.6 45.5 35.4 

Negative 2.2 19.8 5.5 5.0 2.0 3.8 

Indifferent 10.5 26.7 23.3 30.7 28.7 24.1 

Not stated 5.7 19.1 42.5 24.8 23.8 36.7 
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Chapter 9 

T-Tests 
 
In an effort to determine whether there were significant differences in the mean levels of satisfaction between 
different groups, an independent sample T-test was conducted. Previous studies have found that cultural 
differences, behaviour, and social class may influence expectations and perceptions. For example Lewis (1991), 
Mayo and Jarvis (1981) (cited in Kozak & Rimmington 2000 p.261) explain that ‘tourists with lower levels of 
income and education, from lower socio-economic groups, and from higher age brackets all are likely to have 
lower expectations’. 

The first test analysed the different means between people with children and people without children living at 
home. The results indicate that there were differences in certain areas, specifically in relation to accommodation, 
road conditions, signage and overall rating with information services. Overall it appears that people with children 
had a greater level of satisfaction with these areas.  

 
Table 23. T-test- People with/without children living at home 

 
Variable Mean t. value Sig. (2 tailed) 

Yes 4.33 
Location of accommodation 

No 4.19 
2.122 .034 

Yes 4.13 
The accessibility of public transport 

No 3.71 
2.259 .025 

Yes 4.67 
The size of the roads 

No 4.54 
3.413 .001 

Yes 4.64 
The quality of the roads 

No 4.54 
2.761 .006 

Yes 4.26 
Motor vehicle driver speed 

No 3.89 
4.656 .000 

Yes 3.98 
Motor vehicle driver behaviour 

No 3.73 
4.088 .000 

Yes 4.13 
The availability of car parking 

No 3.96 
2.715 .007 

Yes 4.19 
Canberra tourist drives 

No 4.02 
2.456 .014 

Yes 4.37 Your overall rating of driving conditions in 
Canberra No 4.18 

3.950 .000 

Yes 3.80 
The placement of road signs 

No 3.60 
2.920 .004 

Yes 3.80 
The consistency of road signs 

No 3.63 
2.375 .018 

Yes 3.81 
The frequency of road signs 

No 3.55 
3.656 .000 

Yes 3.99 
The accuracy of existing road signs 

No 3.81 
3.004 .003 

Yes 4.05 
The signposting of visitor information services 

No 3.88 
2.824 .005 

Yes 3.98 
The signposting of interesting sights/attractions 

No 3.80 
2.673 .008 

Yes 3.90 
Your overall rating of signposting in Canberra 

No 3.67 
3.675 .000 

Yes 4.30 Your overall rating of information services in 
Canberra No 4.14 

2.582 .010 
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The second test analysed the different means between people earning more or less than $60,000 per annum. 
Significant differences between satisfaction levels were found mainly in the areas of retail shopping, evening 
entertainment and driving conditions. Those earning higher incomes were less satisfied with most areas of their 
shopping experience and evening entertainment. On the other hand, they were more satisfied with the driving 
conditions in Canberra. Table 24 presents the findings of those areas in which significant differences were found. 

 
Table 24. T-test Respondents earning more or less than $60,000 per annum 

 
Variable Mean t. value Sig. (2 tailed) 

Less 4.44 The helpfulness of staff at attractions/ 
activities More 4.32 

2.810 .005 

Less 4.03 The variety of shopping experiences 
offered More 3.72 

3.706 .000 

Less 3.98 
The helpfulness of retail staff 

More 3.69 
3.598 .000 

Less 3.94 
The competence of retail staff 

More 3.67 
3.529 .000 

Less 3.95 
The quality of service provided by staff 

More 3.70 
3.149 .000 

Less 3.83 The variety of souvenirs and merchandise 
available More 3.63 

2.128 .009 

Less 3.69 
The opening hours of retail shops 

More 3.48 
2.187 .029 

Less 3.71 
The value for money of retail shopping 

More 3.49 
2.698 .005 

Less 3.96 
Your overall rating of retail shopping 

More 3.61 
4.488 .000 

Less 4.40 
The information/commentary provided 

More 4.58 
-1.988 .048 

Less 2.78 
The accessibility of airport shuttle services 

More 3.46 
-2.025 .047 

Less 4.57 
The size of the roads 

More 4.66 
-2.139 .033 

Less 3.92 
Motor vehicle driver speed 

More 4.19 
-3.248 .001 

Less 3.76 
Motor vehicle driver behaviour 

More 3.92 
-2.429 .015 

Less 3.66 
The value for money of car parking 

More 3.88 
-2.824 .005 

Less 4.08 The helpfulness of staff at evening 
entertainment venues More 3.97 

1.969 .049 

Less 3.89 The competence of staff at evening 
entertainment venues More 3.58 

2.178 .031 

Less 3.75 Your overall rating of evening 
entertainment in Canberra More 3.37 

2.458 .015 

 
The third test analysed the different means between Australian residents and international visitors. Significant 

differences were found in the areas of accommodation, road conditions and signage. Australian residents were 
more satisfied in these areas that the international visitors. Table 25 presents the findings of those areas in which 
significant differences were found. 
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Table 25. T-test Respondents who live/do not live in Australia 

Variable Mean t. value Sig. (2 tailed) 

Yes 4.30 
The location of accommodation 

No 4.02 
3.463 .001 

Yes 4.33 
The cleanliness 

No 4.12 
2.566 .010 

Yes 4.05 
The facilities provided 

No 3.84 
2.327 .020 

Yes 4.14 
Your overall rating of accommodation 

No 3.89 
3.022 .003 

Yes 3.94 The variety of shopping experiences 
offered No 3.67 

2.494 .014 

Yes 3.35 The number of Australian made 
souvenirs/merchandise No 3.62 

-1.995 .047 

Yes 3.68 
The opening hours of retail shops 

No 3.28 
2.971 .004 

Yes 4.62 
The size of the roads 

No 4.42 
2.556 .012 

Yes 4.60 
The quality of the roads 

No 4.40 
2.805 .006 

Yes 4.12 
Canberra tourist drives 

No 3.85 
2.331 .020 

Yes 4.28 Your overall rating of driving conditions in 
Canberra No 4.09 

2.569 .010 

Yes 3.75 
The placement of road signs 

No 3.32 
4.736 .000 

Yes 3.76 
The consistency of road signs 

No 3.36 
4.514 .000 

Yes 3.72 
The frequency of road signs 

No 3.30 
4.625 .000 

Yes 3.94 
The accuracy of road signs 

No 3.58 
4.407 .000 

Yes 4.01 The signposting of visitor information 
services No 3.69 

4.087 .000 

Yes 3.94 The signposting of interesting 
sights/attractions No 3.58 

4.318 .000 

Yes 3.83 Your overall rating of signposting in 
Canberra No 3.42 

4.717 .000 

 
A final T-test analysed the different means between those respondents who had a tertiary education and those 

who had not. Significant differences were found in all areas analysed in this report (see Chapter 5). People with a 
higher education were found to be less satisfied with the services and products offered across the board. Table 26 
presents the findings of those areas in which significant differences were found. 
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Table 26. T-test Respondents who are tertiary educated or not 

Variable Mean t. value Sig. (2 tailed) 

Not educ 4.17 
The competence of staff-accommodation 

Educated 4.05 
2.059 .040 

Not educ 4.16 The quality of service provided by staff - 
accommodation Educated 4.06 

2.512 .012 

Not educ 4.37 The competence of staff at 
attraction/activities Educated 4.27 

2.430 .015 

Not educ 4.43 The helpfulness of staff at 
attractions/activities Educated 4.34 

2.272 .023 

Not educ 4.36 
The quality of service provided by staff 

Educated 4.26 
2.318 .021 

Not educ 4.46 
Your overall rating of attractions/activities 

Educated 4.38 
2.087 .037 

Not educ 4.04 The variety of shopping experiences 
offered Educated 3.67 

4.682 .000 

Not educ 3.95 
The helpfulness of retail staff 

Educated 3.75 
2.587 .010 

Not educ 3.94 
The competence of  retail staff 

Educated 3.70 
3.175 .002 

Not educ 3.93 
The quality of service provided by staff 

Educated 3.73 
2.558 .011 

Not educ 3.89 The variety of souvenirs and merchandise 
available Educated 3.52 

3.876 .000 

Not educ 3.50 The number of Australian made 
souvenirs/merchandise Educated 3.26 

2.182 .030 

Not educ 3.80 
The opening hours of retail shops 

Educated 3.35 
4.656 .000 

Not educ 3.72 
The value for money of  retail shopping 

Educated 3.47 
3.185 .002 

Not educ 3.91 Your overall rating of retail shopping in 
Canberra Educated 3.63 

3.718 .000 

Not educ 4.73 
The helpfulness of guides/service providers 

Educated 4.55 
2.947 .003 

Not educ 4.67 The competence of  guides/service 
providers Educated 4.49 

2.732 .007 

Not educ 4.21 
The accessibility of public transport 

Educated 3.51 
4.734 .000 

Not educ 3.44 
The accessibility of airport shuttle 

Educated 2.74 
2.157 .034 

Not educ 3.99 
The efficiency of public transport 

Educated 3.45 
3.536 .001 

Not educ 3.94 
The routes taken by public transport 

Educated 3.50 
2.753 .006 

Not educ 4.30 The hospitality/friendliness of public 
transport drivers Educated 3.99 

2.403 .017 

Not educ 4.06 The value for money of public transport 
drivers Educated 3.66 

2.680 .008 

Not educ 4.00 Your overall rating of public transport in 
Canberra Educated 3.57 

3.045 .003 

Not educ 4.17 
Canberra tourist drives 

Educated 4.00 
2.383 .017 

Not educ 4.31 Your overall rating of driving conditions in 
Canberra Educated 4.18 

2.439 .015 

Not educ 3.77 
The placement of road signs 

Educated 3.57 
2.924 .004 

Not educ 3.80 
The consistency of road signs 

Educated 3.59 
3.164 .002 
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Variable Mean t. value Sig. (2 tailed) 

Not educ 3.76 
The frequency of road signs 

Educated 3.52 
3.430 .001 

Not educ 3.97 
The accuracy of road signs 

Educated 3.79 
3.160 .002 

Not educ 4.03 The signposting of visitor information 
services Educated 3.87 

2.443 .015 

Not educ 3.94 The signposting of interesting 
sights/attractions Educated 3.80 

2.202 .028 

Not educ 3.88 Your overall rating of signposting in 
Canberra Educated 3.63 

3.923 .000 

Not educ 3.89 
The hours restaurants and cafes operate 

Educated 3.74 
2.443 .015 

Not educ 3.97 Your overall rating of restaurants/cafes in 
Canberra Educated 3.85 

2.245 .025 

Not educ 3.53 
The variety of evening entertainment 

Educated 3.17 
2.170 .031 

Not educ 3.74 Your overall rating of evening 
entertainment in Canberra Educated 3.37 

2.474 .014 

Not educ 4.24 
The variety of information sources 

Educated 4.10 
2.209 .027 

Not educ 4.35 
The competence of staff 

Educated 4.18 
2.560 .011 

Not educ 4.40 
The helpfulness of staff 

Educated 4.24 
2.549 .011 

Not educ 4.32 
Information on activities and attractions 

Educated 4.17 
2.310 .021 

Not educ 3.83 
Information of road and weather conditions 

Educated 3.62 
2.218 .027 

Not educ 4.32 Your overall rating of information services 
in Canberra Educated 4.09 

3.727 .000 
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Chapter 10 

Suggestions for Improvement - Comments 
 
The survey instrument used for this study sought to identify specific aspects of Canberra’s sectors that needed 
improvement. At the end of each section, respondents were given the opportunity to comment openly and/or to 
express any concerns on each of the areas investigated. In addition, visitors were also asked what was their most 
and least appealing aspect of their visit to Canberra, along with whether they would return to Canberra for 
another visit or recommend Canberra as a destination to others.  

Some of the elements of dissatisfaction expressed by respondents were related to a ‘critical incident’ that 
occurred during the visit (for example, unhelpful service staff). In other instances, they referred to specific 
facilities/attributes of a particular sector. The components of the study, which received the highest number of 
comments/suggestions for improvements, were in the areas of ‘public transport/driving conditions’ and 
‘signposting’, which is consistent with the analysis presented in those sections. Tables 27 to 39 present the 
comments/suggestions for improvements recorded for each sector. In an effort to provide a clear picture of the 
areas needing attention, all verbatim answers were recoded into new variables; thus allowing the information to 
be analysed with SPSS. 

 
Table 27. Comments concerning accommodation in Canberra (n=166) 

 Valid % 

Happy with accommodation 27 

Lack of variety (e.g., budget to 5 star/family) 14 

Too expensive 13 

Other 10 

Stayed in Queanbeyan (cheaper) 6 

Unsafe/physical problem with accommodation 4 

Booking problems 4 

Poor standard 4 

Unclean 3 

Inadequate facilities in room 3 

Access problems 3 

Needs more facilities 3 

Poor service 2 

Not as advertised 2 

Wider range of special deals 1 

Noisy 1 

Total 100 
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Table 28. Comments concerning attractions/activities in Canberra (n=245) 

 
 Valid % 

Excellent attraction(s)/ city overall 15 

Poor value for money 11 

Good value 9 

Other 9 

Some aspects/attractions were great, others were disappointing 7 

Staff helpful and courteous 7 

Requires better access (bus service) 6 

Quality and presentation needs updating 6 

Great variety of attractions/activities 6 

Canberra a clean city/easy to get around 5 

Staff rude and disappointing 4 

Greater variety (for different groups) 3 

Needs improved signage 3 

Shut/upgrading 2 

Needs improved facilities (cafes, baby change) 2 

Playgrounds hard to find 1 

Free and improved maps for visitors 1 

Cafes too expensive/not open long enough 1 

Total 100 
 

 
 

Table 29. Comments concerning retail shopping in Canberra (n=114) 
 

 Valid % 

Short opening hours 15 

Hard to find supermarket/major stores 12 

Other 12 

Limited variety 11 

Disappointing/staff unhelpful 9 

Enjoyed the shopping/very clean 8 

Better signage with shopping precincts 7 

More Australian made souvenirs 7 

Polite assistants 5 

Parking expensive 4 

Same as everywhere 4 

Expensive 4 

Good access 1 

Total 100 
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Table 30. Comments concerning visitor services/tour operators in Canberra (n=55) 

 
 Valid % 

Enthusiastic staff 31 

Excellent tour 18 

Bus was expensive 15 

Other 11 

Disappointing 9 

Greater consideration for non-English visitors 7 

Staff need to be more informed 4 

More information maps 4 

Well organised 2 

Total 100 
 
 
 
 

Table 31. Comments concerning public transport or driving conditions in Canberra (n=377) 
 

 Valid % 

Confusing (even with maps) 17 

Excellent 15 

Not enough clear signage 15 

Other 13 

ACT poor drivers (fast/aggressive) 9 

Action buses/taxis poor (service, routes, unreliable) 9 

Improved and cheaper parking (signs confusing) 5 

Lack of/unclear signs for streets 5 

Bus/taxi drivers helpful 4 

Signage good 4 

Improved transport to airport, Telstra Tower and Botanical Gardens 2 

Unfriendly for pedestrians 1 

Unhelpful bus/taxi drivers 1 

More information needed at hotels 1 

Traffic lights should be better synchronised  >1 

Additional stopping places needed (to read maps) >1 

Total 100 
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Table 32. Comments concerning why signposting was poor in Canberra (n=303) 
 

 Valid % 
Inadequate signage (not clear enough/too small) 16 

Not enough signs (speed limits, to attractions, suburbs etc) 14 

Too late to be seen (poor placement) 11 

No signs/non existent 11 

Couldn't find what was needed to reach a particular destination 10 

Street signs non existent or unreadable 7 

More information needed on signs-especially for tourists 7 

Confusing 7 

Hidden behind trees 6 

Other 5 

Poor visibility at night time 2 

Not clear from pedestrians perspective 2 

Poor signage in general/inconsistent 2 

Not enough signs/info for shops, petrol 1 

Sign out of date >1 

Total 100 
 
 
 

Table 33. General comments concerning signposting in Canberra (n=216) 
 

 Valid % 

No problems with signage 12 

Not clear/difficult to read/too low 9 

Confusing due to design of Canberra/street names change 8 

Hidden behind trees 7 

Too close to intersections/poor placement 7 

Street signs not existent or difficult to read 7 

More visitor information signs e.g. You are here 7 

More signs/both sides of carriage way 7 

Poor signage in general/disappointing/inconsistent signage 6 

Poor signage to attractions (from other attractions/arrows 6 

Other 6 

Confusing/ difficult to understand (even with map) 4 

More signs to outer areas e.g. QBN, Sydney 4 

Poor signage for pedestrians and cyclists 3 

Clear signs for night drivers 3 

Not enough speed signs 2 

Poor signage on minor roads 1 

Show what road driver is currently on 1 

Total 100 
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Table 34. Comments concerning restaurants, cafes and evening entertainment in Canberra (n=148) 

 
 Valid % 

Other 20 

Enjoyable/excellent 15 

Expensive 12 

Good variety (ethnicity and price) 12 

Not much variety/entertainment/restaurants 10 

Service (food) was poor  /staff need more training 7 

Service (food) was great 7 

Hard to find/more information should be available 5 

Casino was disappointing 4 

Too quiet 4 

More areas like Manuka needed/more spread out over  city 3 

Inadequate facilities/parking/open longer hours 2 

Total 100 
 
 
 

Table 35. Comments concerning information services in Canberra (n=135) 
 

 Valid % 

Staff helpful/polite 18 

Unhappy about paying for maps-map to small to read, no maps 13 

Other 13 

Staff unhelpful/didn't know enough/rude/incorrect info given 10 

More general information should be available 10 

Info centre understaffed 8 

Info centre needed in city centre, maybe near bus interchange 6 

As good as any in Australia 6 

Info centre closes too early on weekends 4 

May leaflets unavailable 4 

More info needed for outside info centre 3 

Good and accurate info (verbally and printed) 2 

Need more info on regional areas 2 

Easy to find/easy to use 1 

Total 100 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



CANBERRA  2000  VISITOR  SATISFACTION EVALUATION  
 
 

 
 
 34 

 
 

Table 36. What was your least appealing aspect of Canberra? (n=990) 
 

 Valid % 
Cold/weather 15 

Roads confusing/too many road works/driving conditions generally 9 

Other 9 

Difficulty finding particular places 8 

Nothing-great time 8 

Accommodation 6 

Attraction(s) visited 6 

Lack of food, entertainment, toilets services and shopping 5 

Too much to do in limited time 4 

Parking 3 

Public transport 3 

Service staff 2 

Sterile-bland character of city (lacks design and mood/atmosphere 2 

Expensive 2 

The quality and price of food (eating out) 2 

Limited opening hours (shops and attractions) 2 

ACT drivers 2 

Lack of people 2 

Travel to/from Canberra 2 

Dirty/untidy/buildings deteriorating 2 

Leaving/going home 1 

Maps-too expensive, not clear 1 

Crime/perception of crime levels/poverty/drugs 1 

Distance between attractions 1 

Not well designed for pedestrians, cyclists 1 

Lack of things to do (for certain age groups) 1 

Aboriginal tent embassy >1 

Total 100 
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Table 37. What was your most appealing aspect of Canberra? (n=1227) 
 

 Valid % 

Activities/attractions-variety/specific 21 

National buildings/attractions 14 

Easy to get around/access/roads/bike paths/proximity of attractions 10 

Clean 8 

Beautiful city/scenery 6 

Family/friends 6 

Parks/gardens/natural environment 6 

Friendly/helpful 5 

Well designed city/layout 4 

Weather/seasonal features (e.g. autumn leaves) 4 

Quiet/un-crowded/relaxing 3 

Restaurants/cafes - entertainment 2 

Interesting/educational 2 

Other 2 

Accommodation 2 

Excellent value for money 2 

Everything 2 

Buildings/architecture 1 

Visiting the Nation's capital city 1 

Total 100 
 

 
Table 38. Why would you not return to Canberra for another visit? (n=72) 

 
 Valid % 

Seen what I wanted/been there done that 32 

Other 24 

Not enough to see and do 18 

Want to visit other places 14 

Didn't like the city/people 7 

Boring 6 

Total 100 
 

 
Table 39. Why would you not recommend Canberra as a destination to friends and relatives? (n=76) 

 
 Valid % 

Boring/lack of things to do  28 

Other 21 

Only for a stopover 17 

Limited appeal/not for my age group 13 

Lack of charisma/vitality/too quiet 11 

More interesting places to visit 8 

Urban areas disappointing 3 

Total 100 
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Chapter 11 

Key Findings and Implications 
 
Examination of the satisfaction of visitors in relation with all the components of their trip to Canberra shows that 
tourists were generally ‘satisfied’ to ‘very satisfied’ with their visit.  

A thorough analysis of the gender and age composition of visitors during 2000 indicates that the majority 
were between 26 to 55 years of age and slightly skewed to females. These results show that younger and older 
people form a potential target market for Canberra. 

The majority of visitors to Canberra were married or living with a partner, and had high education levels and 
professional occupations. A significant proportion of travellers were Australian residents (80.5%) with the 
majority from Sydney metropolitan areas and Victoria. United Kingdom was the most represented International 
group. 

Three quarters of respondents were repeat visitors to Canberra with the average length of stay 3.65 nights. 
The main purpose of travelling was to visit friends and relatives with 18% coming ‘to see Canberra the Capital’. 
Results indicate the importance of Canberra as a destination in its position as the National Capital and the value 
of the VFR market to the ACT region. 

Overall ratings for attributes investigated in the study showed that visitors considered ‘tour operators/visitor 
services’ and ‘attractions/activities’ to be good to excellent. Attributes such as ‘evening entertainment’, 
‘signposting’ and ‘public transport’ rated lowest.  

To determine the satisfaction level with each attribute, respondents were asked to rate different aspects of 
their experience on a scale of 1 to 5 with 1 being poor and 5, excellent. 

The first attribute investigated was accommodation. A high 58.8% of respondents stayed in commercial 
accommodation while 26.8% stayed with ‘friends and/or relatives’. Respondents were generally happy with their 
accommodation, with all aspects investigated, rating a median of 3.96 to 4.29. Open comments supported this 
finding, with 27% of those who responded stating that they were happy with their accommodation. The main 
suggestion for improvement was that there is more variety in the choice of accommodation facilities. 

Parliament House and the Australian War Memorial were the attractions most visited by respondents, with 
Old Parliament House and Telstra Tower also popular. Respondents were very satisfied with their experience 
while visiting attractions, with all aspects rating highly (4.21 to 4.43). This finding is supported by the open 
comments, which found that the majority of those who responded praised the standard of Canberra’s attractions.  

Nearly half the respondents undertook retail shopping while in Canberra. Most aspects of the shopping 
experience did not rate highly. ‘Variety of shopping experiences’ rated highest with a median of 3.91, while 
‘number of Australian made souvenirs’ rated lowest with 3.42. Open comments suggested that shops should 
have longer opening hours, while a number of respondents commented on the difficulty they had finding 
supermarkets and/or major stores. 

Results indicate that 26.1% of respondents participated in some sort of organised tour, in particular guided 
tours conducted in Parliament House and Old Parliament House. Respondents were very satisfied with their 
experience with all aspects of the tours rating between 4.42 and 4.64. Open comments support these findings 
with a majority of respondents stating that the tour was excellent and that they found the staff enthusiastic. 

A high percentage of respondents (68.1%) used their own car while in Canberra, while 8% used a rental car or 
public transport (7.2%). When asked to rate different aspects of public transport, ‘hospitality/friendliness of 
public transport staff’ rated highest with a median of 4.14, while ‘accessibility of airport shuttle services’ only 
achieved a median of 3.11. When asked to rate the driving conditions in Canberra, ‘size of roads rated highest 
with a median of 4.6 while value for money of car parking rated 3.75. Comments concerning public transport 
and driving conditions mainly concluded that drivers found Canberra’s roads confusing with not enough clear 
signage, while others stated that it was excellent. Other comments were critical of ACT drivers, pubic transport 
and parking. 

Satisfaction levels with different aspect of signposting in Canberra were fairly low, with all aspects rating a 
median of between 3.65 and 3.95. Open comments suggested signs were not clear/difficult to read, confusing, 
hidden behind trees or placed too close to intersections. The open comments also suggested that signage should 
be more ‘tourist friendly’, with more signs to attractions along with more maps/visitor information signs with 
‘you are here’ markers. 

A majority of respondents (71.1%) visited restaurants or cafés during their visit. Satisfaction levels were 
generally good with a median range of 3.69 for ‘value for money’ to 4.03 for ‘helpfulness of staff’. Comments 
varied with 15% of those who responded enjoying their experience while 12% stated that they found restaurants 
and cafes expensive.  
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Only 14.1% of respondents undertook evening entertainment during their stay. Satisfaction levels for different 
aspects of the experience rated the lowest of all attributes investigated in the study. The lowest median score was 
3.3 for the ‘number of venues’, with 3.77 the highest score for ‘competence of staff at evening entertainment 
venues’. Open comments were linked in the same section with restaurants and cafes. 

The final attribute investigated was information sources and services. A high 60.1% of respondents utilised 
some sort information service while in Canberra. The Canberra Visitor Centre was the service most used by 
respondents (48.5%) while other sources were at attractions and information booths. Overall respondents were 
very satisfied with information services in Canberra with ‘information of road and weather conditions’ rating the 
lowest median score of 3.74, with ‘helpfulness of staff’ rating 4.32. These findings are supported by the open 
comments which found that 18% of those who responded finding ‘staff helpful/polite’ but 13% were unhappy 
about the price and readability of maps. 

Taking into account all attributes of their visit to Canberra, respondents were asked to rate their overall 
satisfaction. This was determined using a rating scale of 1 to 9 with 1 being very dissatisfied and 9, very 
satisfied. The result showed that respondents were satisfied with Canberra with a mean score of 7.47. 

When asked if respondents would like to return to Canberra, 94.3% stated they would. A similar figure was 
recorded when respondents were asked if they would recommend Canberra to others (94.8%). 

An additional section was added to the study at the half way point, to determine the level of attendance and 
awareness of Canberra’s events. Floriade was the event most visited (33.7%) and recognised by visitors (55%), 
while other events were less known. 

The T-Tests ran to determine if there were significant differences in satisfaction between groups found that 
people with children were more satisfied with accommodation, road conditions, signage and information services 
than those without. Respondents on higher incomes were less satisfied with shopping and evening entertainment, 
but were more satisfied with driving conditions than those on lower incomes. Australian residents were more 
satisfied with accommodation, road conditions and signage than their international counterparts. The final T-Test 
indicated that respondents with a higher level of education were less satisfied with all attributes investigated than 
those with lower education levels. 

A high proportion of respondents took the opportunity to comment on their most and least appealing aspect of 
Canberra (Tables 37 & 38). There was conflict with some aspects of the visitor experiences, with the same 
aspects being mentioned both positively and negatively. The weather was recorded as the least appealing aspect 
by 15% of those who responded, whereas 4% found the weather the most appealing aspect. While 9% of 
respondents found the roads confusing and 8% had difficulty finding places, 10% found Canberra easy to get 
around. 

Other least appealing aspects mentioned were accommodation and attractions that respondents had visited. 
Eight percent commented that there was no ‘least appealing aspect’, and that they had had a good time. Canberra 
is often perceived as a ‘boring’ destination, but only 1% commented about a lack of things to do. 

By far the most appealing aspects were the activities, attractions and National buildings (35%), and a further 
8% commented on the cleanliness of the city. 

 

Implications 
While this study concludes that respondents were generally satisfied to very satisfied with their visit to Canberra, 
a thorough examination of the different attributes analysed in this report indicate that there are some areas that 
need improvement. Namely these include evening entertainment, signposting and retail shopping. These are 
attributes that are important for many visitors, and have been recognised in existing literature as central elements 
to investment strategies in the tourism industry.  

This study highlights a number of key points: 
• Canberra in its status as the National Capital of Australia has the advantage of being unique as a 

destination, and as such it is considered a pre-eminent visit for many tourists. 

• Despite its excellent infrastructure, and the fact that Canberra is home to many national icons and 
natural attractions, the city suffers from a negative image of being boring and arrogant, which 
probably stems from being the seat of Parliament, as well as its cold winter. Poor perceptions of 
Canberra’s nightlife seem to reinforce this view. 

• The majority of visitors to Canberra in 2000 were aged between 26 to 55 years of age, which may 
indicate that younger and older people form a potential target market. 

• The majority of visitors to Canberra are likely to return and/or to recommend the destination to 
others, which suggests that after visiting the city their perceptions of Canberra as a destination tend 
to be positive. 

• The findings of this study suggest that secondary attributes such as evening entertainment, 
signposting and retail shopping need to be improved in order to provide the leisure visitor a more 
pleasant experience.  
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Recommendations 
Recommendations include: 

• More information needs to be available regarding services such as evening entertainment, opening hours 
of shops and attractions, accessibility for those requiring public transport. 

• Information must be more accessible to visitors through avenues other than the Canberra Visitor Centre. 
This may be through more information available at motels and attractions. A major information booth in 
the city may also be an advantage. 

• Road signage must be clear and placed in a position that allows visitors time to change lanes or slow 
down.  

• Make sure signs are not hidden by trees and are well lit at night time. 

• Streets need to be well signposted in all areas (both suburbs and city). Roads that change names should 
also have the changes clearly marked. 

• Tourist information parking bays and/or signage to show visitors where they are in relation to attractions, 
suburbs and city. 

• Greater use could be made of Canberra’s events to promote the city. 
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Appendix A: Survey Instrument 

 
Niki Macionis 
CRC for Sustainable Tourism 
University of Canberra 
ACT 2601 
 
1/2/00 
 
Canberra 2000 Visitor Satisfaction Study 
 
Dear Participant 
 
Thank you for agreeing to take part in this important piece of research. This research is being undertaken by the 
CRC for Sustainable Tourism at the University of Canberra in partnership with Canberra Tourism and Events 
Corporation. The information provided in this survey will be used to examine the satisfaction of visitors to 
Canberra in the year 2000. This information will assist the tourism industry in improving the tourist product and 
infrastructure over the next 10 years and in so doing improve the experience for leisure visitors.  
 
The results of this research will be produced in summary form only, and none of your responses can be used to 
identify you. The data will be analysed by the University of Canberra and presented to the tourism industry at the 
completion of the study. 
 
Those who complete the survey and return it will go into the draw for a cash prize of $500 (ACT Permit No: 
ACT TP99/3710) to be drawn on 20 December 2000 with the winner notified by both telephone and mail. 

 

Please return your completed questionnaire by: 
1. Sealing it in the freepost envelope provided 
2. Posting it in the mail (no stamp is required) 

 
If you have any further questions about the study, please do not hesitate to call me on (02) 6201 2465 or e-mail 
me at nxm@comedu.canberra.edu.au.  
 
Thank you for your assistance. 
 
Yours sincerely 
 
 
Niki Macionis 
Team Leader: Canberra 2000 Satisfaction Study 
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Section 1: Your Trip to Canberra 

1. Excluding your recent visit, how many times have you visited Canberra in the past 12 months? (write 
number in box)  

2. How long was your recent visit to Canberra? θ Less than one day θ ________days   θ_______ nights 
3. Excluding your recent visit, when did you last visit Canberra for leisure purposes? (choose appropriate box) 

4. What was your MAIN purpose for travelling to Canberra on this trip? (4 one box only) 
θ Day break θ Sport θ Educational 
θ Short break θ To see Canberra the capital θ Specific Event/Attraction 
θ Holiday θ Passing through θ Visiting Friends and Relatives 
θ Personal θ Other (please specify) ________________________________________ 

5. Which of the following categories best describes your travelling group during this trip? 
θ Alone θ With friends θ With an organisation or club 
θ With a partner θ With family members θ With an organised tour 
θ With a school excursion θ Other (please specify) ________________________________________ 

 
Please keep in mind that the remainder of this survey deals with your MOST RECENT VISIT to Canberra. 
 

Section 2: Accommodation 

1. What type of accommodation did you predominantly use while staying in Canberra? (4 one box only) 
θ Hotel θ Youth hostel/backpackers θ Guesthouse/Bed and breakfast 
θ Motel θ Friends and relatives θ Did not stay overnight  Skip to section 3 
θ Serviced apartments θ Camping ground/Caravan park θ Other (please specify) ________________ 

 
2. Referring to your previous answer, please tick the box which best describes your opinion of the main type of 

accommodation. (4 one box per line) 
 

Poor  Neutral  Excellent 
Not 
Applicable 

The location of accommodation θ θ θ θ θ θ 
The cleanliness of accommodation θ θ θ θ θ θ 
The competence of staff θ θ θ θ θ θ 
The helpfulness of staff θ θ θ θ θ θ 
The quality of service provided by staff θ θ θ θ θ θ 
The facilities provided θ θ θ θ θ θ 
The value for money of accommodation θ θ θ θ θ θ 
Your overall rating of accommodation in 
Canberra 

θ θ θ θ θ θ 

 
3. Please write below any comments you have concerning accommodation in Canberra. 

_______________________________________________________________________________________ 
_______________________________________________________________________________________ 

 

Section 3: Attractions and Activities 

1. What activities and attractions did you visit during your stay in Canberra? (4 more than one box if necessary) 
θ Parliament House θ Old Parliament House θ Questacon 
θ Australian War Memorial θ Cockington Green θ Botanic Gardens 
θ National Gallery θ National Capital Exhibition θ Mt Sromlo Exploratory 
θ Tidbinbilla Nature Reserve θ Lanyon Homestead θ Casino Canberra 
θ National Aquarium θ National Dinosaur Museum θ National Library 
θ Australian Institute of Sport θ Screen Sound Australia θ Telstra Tower  
θ High Court of Australia θ Royal Australian Mint θ Electoral Education Centre 
θ Canberra Museum/Gallery θ National Portrait Gallery θ Other __________________ 
θ Mugga θ Bywong Mining Town Village θ Other __________________ 
θ Calthorpes House θ Nolan Gallery θ Other __________________ 
θ Corin Forest Ski Facility θ Blundells’ Cottage θ Other __________________ 

θ The recent visit was my first visit θ I last visited…._________month      __________year 
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2. Please tick the box which best describes your opinion of the attractions and activities in Canberra. 
 

Poor  
Neutr
al  Excellent 

Not 
Applicable 

The competence of staff at attractions/activities θ θ θ θ θ θ 
The helpfulness of staff at attractions/activities θ θ θ θ θ θ 
The quality of service provided by staff θ θ θ θ θ θ 
The facilities provided θ θ θ θ θ θ 
The level of safety standards  θ θ θ θ θ θ 
The value for money of attractions/activities θ θ θ θ θ θ 
Your overall rating of attractions/activities in 
Canberra 

θ θ θ θ θ θ 

 
3.  Please write below any comments you have concerning attractions and activities in Canberra. 

_______________________________________________________________________________________ 
_______________________________________________________________________________________ 

 

Section 4: Retail Shopping 

 

1. During you recent visit to Canberra did you undertake any retail shopping? θ Yes     θ No  Skip to section 5 
 
2. Please tick the box which best describes your opinion of retail shopping in Canberra. 
 

Poor  Neutral  Excellent 
Not 
Applicable 

The variety of shopping experiences offered θ θ θ θ θ θ 
The helpfulness of retail shop staff θ θ θ θ θ θ 
The competence of retail shop staff θ θ θ θ θ θ 
The quality of service provided by staff θ θ θ θ θ θ 
The variety of souvenirs and merchandise 
available 

θ θ θ θ θ θ 

The number of Australian made 
souvenirs/merchandise 

θ θ θ θ θ θ 

The opening hours of retail shops θ θ θ θ θ θ 
The value for money of retail shopping θ θ θ θ θ θ 
Your overall rating of retail shopping in Canberra θ θ θ θ θ θ 
 
3.  Please write below any comments you have concerning retail shopping in Canberra. 

_______________________________________________________________________________________
_______________________________________________________________________________________ 

 

Section 5: Visitor Services/Tour Operations 

 
1. During you recent visit to Canberra, did you participate in any visitor services such as guided tours or walks?
 θ Yes  θ No  Skip to section 6 
 
2. What types of visitor services or tours did you undertake during you recent visit to Canberra? (4 more than 
one box if necessary) 
 
θ Bush/Wildlife Tour Please specify ________________________________________ 
θ City Sights Tour Please specify ________________________________________ 
θ Parliamentary Sights Tour Please specify ________________________________________ 
θ Farm Tour Please specify ________________________________________ 
θ Winery Tour Please specify ________________________________________ 
θ Shopping Tour Please specify ________________________________________ 
θ Adventure Tour Please specify ________________________________________ 
θ Other Please specify ________________________________________ 
θ Other Please specify ________________________________________ 
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3. Please tick the box which best describes your opinion of visitor services or tour operators in Canberra. (4 one 
box per line) 

 
Poor  Neutral  Excellent 

Not 
Applicable 

The knowledge of guides/service providers θ θ θ θ θ θ 
The helpfulness of guides/service providers θ θ θ θ θ θ 
The competence of guides/service providers θ θ θ θ θ θ 
The quality of service provided by staff θ θ θ θ θ θ 
The information/commentary provided θ θ θ θ θ θ 
The value for money of visitor services/tour 
operators 

θ θ θ θ θ θ 

Your overall rating of visitor services/tour 
operators in Canberra 

θ θ θ θ θ θ 

 
4.  Please write below any comments you have concerning visitor services/tour operators in Canberra. 

_______________________________________________________________________________________ 
_______________________________________________________________________________________ 

 

Section 6: Transportation 

1. What was your main mode of transport during your recent visit to Canberra? 
 
θ Taxi θ Rental car θ Campervan θ No transport used  Skip to section 7 
θ Public buses θ Own car θ Tour bus θ Other (please specify)_________________ 

 
If you have used public buses or taxis in Canberra, please answer the following questions. If not, please move 
on to Question 3 in this section. 
 
2. Please tick the box which best describes your opinion of public transport in Canberra. (This includes 

buses/taxis) (4 one box per line) 
 

Poor  Neutral  Excellent 
Not 
Applicable 

The accessibility of public transport θ θ θ θ θ θ 
The accessibility of airport shuttle services θ θ θ θ θ θ 
The efficiency of public transport θ θ θ θ θ θ 
The routes taken by public transport θ θ θ θ θ θ 
The hospitality/friendliness of public transport 
drivers 

θ θ θ θ θ θ 

The value for money of public transport θ θ θ θ θ θ 
Your overall rating of pubic transport in Canberra θ θ θ θ θ θ 

 
If you have driven in Canberra, please answer the following questions. If not, please move on to Question 4 
 
3. Please tick the box which best describes your opinion of driving conditions in Canberra. (4 one box per line) 

 
Poor  Neutral  Excellent 

Not 
Applicable 

The size of the roads θ θ θ θ θ θ 
The quality of the roads θ θ θ θ θ θ 
Motor vehicle driver speed θ θ θ θ θ θ 
Motor vehicle driver behaviour θ θ θ θ θ θ 
The availability of car parking  θ θ θ θ θ θ 
The value for money of car parking θ θ θ θ θ θ 
Canberra tourist drives (i.e. Tourist Drive 5) θ θ θ θ θ θ 
Your overall rating of driving conditions in 
Canberra 

      

 
4. Please write below any comments you have concerning public buses/taxis or driving conditions in Canberra. 

_______________________________________________________________________________________ 
_______________________________________________________________________________________ 
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Section 7: Signposting 

 
1. Please tick the box which best describes your opinion of signposting in Canberra. (4one box per line) 

 Poo
r  

Neu
tral  

Excelle
nt 

Not 
Applicable 

The placement of road signs θ θ θ θ θ θ 
The consistency of road signs θ θ θ θ θ θ 
The frequency of road signs θ θ θ θ θ θ 
The accuracy of existing road signs θ θ θ θ θ θ 
The signposting of visitor information services θ θ θ θ θ θ 
The signposting of interesting sights/attractions θ θ θ θ θ θ 
Your overall rating of signposting in Canberra θ θ θ θ θ θ 

 
2. Have you noticed any particular areas or places of Canberra where poor signposting exists? 
 

θ No θ Yes   Where exactly? _____________________________________ 
  Why was it poor? ______________________________________________ 

 
3. Please write below any comments you have concerning signposting in Canberra. 

_______________________________________________________________________________________ 
_______________________________________________________________________________________ 

 

Section 8: Restaurants, Cafés and Entertainment 

 
1. Did you use visit any restaurants or cafés in Canberra during your recent visit? θ Yes θ No  Skip to 
question 3 
 
2. Please tick the box which best describes your opinion of Canberra’s restaurants and cafés.  

 
Poor  Neutral  Excellent 

Not 
Applicable 

The variety of food offered at restaurants/cafés θ θ θ θ θ θ 
The helpfulness of staff at restaurants and cafés θ θ θ θ θ θ 
The competence of staff at restaurants and cafés θ θ θ θ θ θ 
The hours restaurants and cafés operate θ θ θ θ θ θ 
The value for money of food in restaurants/cafés θ θ θ θ θ θ 
Your overall rating of restaurants and cafés in 
Canberra 

θ θ θ θ θ θ 

 
3. Did you undertake any evening entertainment during your recent visit? θ Yes θ No  Skip to question 5 
 
4. Please tick the box which best describes your opinion of Canberra’s evening entertainment. 

 
Poor  Neutral  Excellent 

Not 
Applicable 

The variety of evening entertainment venues θ θ θ θ θ θ 
The number of evening entertainment venues θ θ θ θ θ θ 
The helpfulness of staff at entertainment venues θ θ θ θ θ θ 
The competence of staff at entertainment venues θ θ θ θ θ θ 
The hours in which evening entertainment operate θ θ θ θ θ θ 
The value for money of evening entertainment θ θ θ θ θ θ 
Your overall rating of evening entertainment in 
Canberra 

      

 
5. Please write below any comments you have concerning restaurants, cafés and evening entertainment in 

Canberra. 
_______________________________________________________________________________________ 
_______________________________________________________________________________________ 
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Section 9: Information 

1. Did you use any visitor information services during your recent visit? θ Yes θ No  Skip to Section 10 
 
2. What visitor information services did you utilise during you recent visit to Canberra?  

θ Accommodation visitor services  θ National Capital Exhibition θ Canberra Visitor Centre 
θ Attractions /activity visitor services θ Information booths θ Other (please specify)_______________ 

 
3. Please tick the box which best describes your opinion of visitor information services in Canberra. (4 one box 

per line) 
 

Poor  Neutral  Excellent 
Not 
Applicable 

The variety of information sources  θ θ θ θ θ θ 
The competence of staff θ θ θ θ θ θ 
The helpfulness of staff θ θ θ θ θ θ 
Information on activities and attractions θ θ θ θ θ θ 
Information on road and weather conditions θ θ θ θ θ θ 
Your overall rating of information services in 
Canberra 

θ θ θ θ θ θ 

 
4. Please write below any comments you have concerning information services in Canberra. 

_______________________________________________________________________________________ 
_____________________________________________________________________________________ 

 

Section 10: Overall Satisfaction 

1. Overall, considering all components of your trip, how satisfied were you with your most recent visit to 
Canberra? (please circle) 

 
Very Dissatisfied Dissatisfied Neutral Satisfied Very Satisfied 
1 2 3 4 5 6 7 8 9 

2. What was the least appealing aspect of your recent visit to Canberra? _____________________________ 
_____________________________________________________________________________________ 

3. What was the most appealing aspect of your recent visit to Canberra? _____________________________ 
_____________________________________________________________________________________ 

4. Given the opportunity, would you return to Canberra on another visit?  
θ Yes  θ No Why not? ___________________________________ 

 
5. Would you recommend Canberra as a tourist destination to your friends and relatives? 

θ Yes  θ No Why not? ___________________________________ 
 

Section 11: About you  

1. What is your gender? 
 
2. Which of the following age brackets do you belong to? 

θ Under 18 θ 18-25 θ 26-35 θ 36-45 
θ 46-55 θ 56-65 θ 65+  

 
3. What is your highest level of education? 

θ Year 10 θ College/TAFE Diploma/Advanced Diploma θ Apprenticeship θ Other (please specify) 
θ Year 12 θ University degree θ Post-graduate degree____________________ 

 
4. What is/was your usual occupation? (please be specific) ________________________ 
 
5. What is your present marital status?  

θ Single or never married θ Married or living with partner θ Divorced/separated or widowed 
 
6. In which of the following categories would your total household income be per annum (before tax)?  

θ Less than $20,000 θ $40,000 to $59,999 θ $80,000 to $99,999 
θ $20,000 to $39,999 θ $60,000 to $79,999 θ $100,000+ 

θ Male θ Female 
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7. Do you presently have children living at home with you? 
 

If YES, are they? (more than one box may apply) 
θ Not yet at school θ At primary school θ At secondary school θ At university/TAFE 
θ Working θ Unemployed θ Other, please specify ______________________ 

 
8. Do you live in Australia? 

θ Yes, what is your postcode?  __ __ __ __ 
θ No, in which country do you normally live? ________________ 

 
Section 12: Special Events 
 
1. In the past two years have you ever attended any of the following special events in Canberra? 
 Floriade Summernats Nat Folk Fest Canberra 

Rally 
Canberra 
Festival 

Multicultural 
Festival 

Yes       
No       
 
2. In the past two years have you seen any coverage of these events on TV, or in newspapers, magazines etc? 
 Floriade Summernats Nat Folk Fest Canberra 

Rally 
Canberra 
Festival 

Multicultural 
Festival 

Yes       
No       
 
ONLY IF YOU ANSWERED YES TO Q2. 
 
3. Has this coverage caused you to feel positive, negative, or indifferent about a visit to Canberra? 
 Floriade Summernats Nat Folk Fest Canberra 

Rally 
Canberra 
Festival 

Multicultural 
Festival 

Positive       
Negative       
Indifferent       
 
Thank you for helping us with this research. 
Do not forget to complete the prize form below and post the completed survey to us by 19th December 2000 to be 
in the draw for a cash prize of $500. 
 
 
 
 
 
 
 
 
Please write any comments you have about Canberra as a tourist destination in the space provided below. 
 
 

θ Yes  θ No 

 

SURVEY PRIZE FORM 
Please provide us with a contact first name and phone number to ring if your form is drawn as our Prize winner. The 
prize is $500 cash. Good luck and thank you for your participation in the survey. 
 
First Name ________________________ Phone Number _________________________ 
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