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SUMMARY 

This study examines the geodemographic and psychographic characteristics of touring holiday-makers in 
Australia. The research focus is to understand the main motives and reasons for taking touring or independent 
types of holidays in Australia. The aim of this study is to understand Australians’ perceptions of touring 
holidays, their motives, preferences and needs. The short literature review examines other studies and identifies 
the key requirements and attributes associated with touring and the main motivations for taking part in this type 
of holiday. The study utilises qualitative and quantitative research methods. The findings indicate differences in 
information sources used before and during the trip, examine modes of travel and accommodation preferences, 
and outline the key attributes of a good touring holiday. Analysis of the data describes the characteristics of 
consumers and tests causal relationships between the sample’s psychographic characteristics (including 
personality, need for affiliation, self-efficacy, their behaviour and preferences). The results have implications for 
segmentation, targeting and promotions in relation to touring holidays and suggest a need for a differentiated 
marketing strategy. 
 

Objectives of the Study 
The principal objectives of this study are to gain a better understanding about consumers’ touring definitions, 
motives, needs and to explore segmentation methods: 

• What do Australians understand touring to be? 
• Where does touring sit within their holiday experience?  
• What motivates them to take touring holidays? 
• What type of touring holidays do they take? Point to point, loop or hub or is it more about a key 

destination and a ‘hub and spoke experience’? 
• Which segments have a higher propensity for touring holidays? 
• Where does touring sit within Australians trip cycles? 
• Based on consumer insights what makes for a good touring route? 

 

Methodology 
Qualitative and quantitative research methods have been used to understand the main drivers of touring 
travellers. The aim of the qualitative research is to understand the reasons and motives of independent travellers. 
Depth interviews have been conducted throughout the year and during the Touring and Caravanning Trade show 
in Melbourne. A focus group discussion produced very similar results as the individual depth interviews with 
participants and non-participants of touring holidays. The qualitative research findings suggest that there are a 
number of specific holiday benefits that motivate consumers to take touring holidays. The benefits have been 
refined and summarised in terms of the desirable attributes of a touring destination and the means or the enabling 
factors that make the holiday feasible and pleasurable. The qualitative research indicates that consumers’ 
personality characteristics appear to have an influence on their choice of touring holiday. Independent travel is 
inherently a more demanding type of travel than organised/packaged holidays. Independent travellers indicate 
that they value the challenges of organising the whole event by themselves and that the need for freedom to ‘do 
as they please’ is more important than the safety and security of a packaged holiday. The main outcomes from 
the qualitative research indicate that motives may be expressed in terms of the desired holiday attributes, and the 
availability of all the enabling factors such as easy and safe transport connections, availability of appropriate 
accommodation, food and catering facilities, reliable information and above all interesting natural and man-made 
attractions. The findings from the qualitative research and literature review informed the development of the 
quantitative questionnaire. The quantitative survey was pilot tested and then conducted online. The survey was 
nation-wide and achieved a total response rate of N=430. The sample is considered to be valid and representative 
of the general touring population in Australia, as it includes all the age and occupational groups that are typically 
found in other, similar nation-wide studies. The survey sample included touring participants or users (N=305) 
and non-users or non-touring participants (N=125) of touring holidays. 
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Literature Review 
There is extensive literature concerned with tourists’ motivation, also there are studies conducted in other 
Australian states that provide a useful insight. Sources suggest the common form of touring holiday is self-drive. 
Self-drive touring holidays are associated with special interest; they are motivated by curiosity, learning, they 
appreciate beauty, collect things, like to improve themselves, express their personalities and receive approval 
from others; they are leaders, like to influence others; they expect a high standard of service and resulting 
personal prestige or social/cultural advancement. Drive tourists are more likely to access the internet for 
information. Preplanning is an enjoyable aspect of the trip for the over 50 age group. Good infrastructure plays a 
large part in successful touring holidays. The key attributes of a good touring route are found to be: 

• Well managed facilities/accommodation, choice of hotels, motels, B&Bs, caravan parks, refuelling and 
roadside services, food and retail outlets 

• Tours and visitor services – links, convenient routes and/or packages 
• User friendly information – visitor centres, brochures, quality customer service 
• Accessibility 
• Awareness – attractions for drive tourists, promotion of on-road attractions 
• Clear signage 
• Safe, efficient road networks, vehicle repairs and recovery, enforcement of traffic regulations by police 
• Attractions – either man-made or natural along the way (they need a good reason for stopping off). 

Good interpretation in signage design for roads and signs, brochures, visitor centres and maps is vital. 
Another important concept is stakeholder collaboration in the planning of routes (Hardy 2003). 

Hardy (2003) suggests a 6p model: place, product, people, price, packaging and promotion. However, this is 
inadequate; the 7p model allows for attention to physical evidence – downloads from internet sites, the 
environment and nature of visitor centres amongst others. Hardy goes on to suggest 10ps: Product, Promotion, 
People, Paraphernalia, Path, Presentation, Principles of Interpretation, Price, Protection (sustainability), which 
are all of importance to independent holiday-makers. 

Touring routes need to offer quality and values for money, i.e. will the cost of attractions along the way be 
compatible with perceived benefit and value? Routes need to be interesting but there may be a question of over 
supply of themed routes in some areas (Olsen 2003). According to Olsen (2003), there are three levels of themed 
routes recognised in Australia: (1) themed tourist ways of national, state or regional significance (over 500 km in 
length); (2) tourist drives of regional or local significance; (3) short drives of local significance only. Fully 
integrated themed routes include development with the cooperation of a range of agencies, part of an integrated 
visitor information network, which starts with maps and brochures, flows through road signage and 
interpretation to attractions and experiences on the ground (Pennington-Gray 2003; Hardy 2003; Prideaux 2001, 
in Carson 2002). 

Seniors are often targeted but cut-off points for age groups differ. In 1999 people of 65 years and above 
constituted 12% of the Australian population and took 20% of all trips within Australia. Increasing numbers of 
seniors are likely to increase market opportunity. Behavioural segments include touring: wanderers, stopping 
wherever they like, includes older adults and older singles (54%); A to B with stops, breaking up the journey for 
short periods, younger with families (37%); A to B drive straight to destination without stopping, young singles 
and young families  (9%) (Hardy 2003). 

According to Douglas et al. (in Carson, Waller & Scott 2002), the self is at the centre of modern consumer 
society and ties in choice, identity, status and culture. These characteristics are embraced in tourism motivation; 
Crompton’s Trip Motivation Scale (1979) is still used widely as a basis for understanding motives.  
 

Key Findings 
 

• Touring holidays remain very popular with 70% of the population having taken a touring holiday in the 
past five years and 99% expect to take a touring holiday in the future. The majority are likely to tour 
either in their own state or in a neighbouring state rather than drive long distances. 

• Most people travel with their partner (74%) and/or with friends or as part of an organised group. 
• Touring is most popular with people aged 31–45 (30%) and 46–65 years (30%). The younger cohort is 

generally well educated with tertiary qualifications. The over 50s included 39% who are retired, 
homemakers or unemployed. Overall, 28% classify themselves as ‘professional’ and 25% as retired. 
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• Cars are the main mode of transport for touring (53%), with a quarter towing a caravan. Motor homes 
are used by only around 12%. The second most popular method of transport is fly-drive (39%). Bus or 
coach transport is used by 31% of the respondents.  

• 72% prefer point to point tours, with 56% making a loop type of tour. The most popular tour duration is 
4-7 nights (50%), then 8–21 nights (45%) and 1–3 nights (28%). Only 17% consider tours of more than 
22 nights. 

• Motels are the most popular type of accommodation (54%), followed by caravan parks (47%), hotels 
(45%), then self-catering (36%). Bed and breakfast and Camping are favoured by 26%.  

• 98.5% of touring holiday-makers use available information to plan their trip. The most popular source 
of information is the internet, such as state tourism websites (87%). Mass media and advertisements are 
information sources for 46%, information from accommodation suppliers is accessed by 59%. Tourist 
information centres are used by 34% before the trip. Word-of-mouth is very important (64%). TV and 
radio programmes are used as sources of information by 41%. During the trip, tourist information 
centres are most important and used by 72% of tourists. Word-of-mouth is also useful (50%). Internet 
sites are used by only 14% during the trip and 23% refer to media such as newspapers and magazines. 

• The respondents were asked to define what a touring holiday means to them in their own words. The 
main theme that arises is freedom to do whatever they like, when they like, an independent holiday 
engaging in a variety of activities. 

• The attributes of a good touring route include clear signposting, well organised themed tours, good 
infrastructure, and availability of facilities such as accommodation at value for money prices, 
interesting activities and easily accessible information. 

• The key motives for touring that emerged are freedom, nature, relaxation, affiliation and relationship 
building, trying something new or unusual. Four clear factors were identified from the list of motives 
rated in the questionnaire: physical relaxation, social experiences and personal achievement, history and 
culture, nature and sports. 

• Four clear personality factors emerged as expected and these are labelled: Imaginative, Action, 
Material, and Thinking. Stepwise regression analysis was used to examine the needs and motives of the 
different personality orientations. The personality orientations express different needs and different 
preferences for different holiday types or activities. For example, the Thinking and Action orientations 
are most likely to be attracted to history and culture, the Imaginative and Action orientations are most 
likely to be drawn to nature and sporting activities. Overall, the Action orientation is more likely to be a 
Maven for this type of product, i.e. the people who are most active in spreading word-of-mouth. These 
findings are described in detail in Chapter Six. 

 
 

Future Actions 
The study confirms some of the motives, preferences and attitudes discussed in the literature and expressed in 
other studies. However, further analysis has revealed useful findings and direction for future action: 
 

• Clearly, good communications are extremely important before and during the trip. Reactions to existing 
messages and media need to be explored. Next, messages should be developed to target effectively the 
different need and interests of the segments identified. This needs to be further explored in terms of 
content and presentation. Communications should focus on specific interests and activities using images 
and language that appeal to the appropriate segments. This can be achieved through both qualitative and 
quantitative research. 

• Attitudes towards existing tours and themes should be explored, and a needs analysis conducted with a 
view to developing new themed routes. 

• Conduct qualitative research to gain rich, detailed information about specific preferences and needs of 
the four personality orientations in relation to existing products, themed routes and future developments 
for touring holidays. 

• There is potential for further development of the interstate markets, this needs the cooperation of 
operators such as airlines, car hire, accommodation and information providers to facilitate tours. 

• Accommodation suppliers are a popular source of information, therefore the development of 
relationships with operators and joint campaigns would be useful. 

• Tourist Information Centres are very important before and during the trip and are a good source of 
information on quality and general satisfaction issues. Ongoing research, administered through these 
outlets, would provide useful data to monitor general satisfaction and changes in attitudes, motives 
preferences and trip patterns. 
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Chapter 1 

DESCRIPTIVE GEODEMOGRAPHIC AND TOURING 
BEHAVIOURAL SURVEY RESEARCH FINDINGS 

Touring Participation Characteristics  
The incidence rate of touring participation is very high and the survey has identified that over 70% of the 
population in Australia has taken a touring holiday during the previous five years (see Q1A). The high 
participation rate is supported by other studies that have been carried out in Queensland and New South Wales.  

 
Q1A – Have you taken a touring holiday in the past five years? 

Valid Frequency Percent Valid Percent Cumulative Percent 

Yes 305 70.9 70.9 70.9 

No 125 29.1 29.1 100.0 

TOTAL 430 100.0 100.0  
 

The results below (see Q1B) suggest the majority of Australian holiday-makers are likely to participate on a 
touring type of holiday in the future.  

 
Q1B – Are you likely to take a touring holiday in the future? 

Valid Frequency Percent Valid Percent Cumulative Percent 

Yes 424 98.6 98.6 98.6 

No 6 1.4 1.4 100.0 

TOTAL 430 100.0 100.0  
 

Geographic Statistics of the Survey Participants 
The survey participants have been recruited according to the approximate size of the major markets. The 
majority of the participants live in the two most populous states and that reflects the importance for Victorian 
touring operators (see Q1C). 

 
Q1C – Which state do you live in? 

Valid Frequency Percent Valid Percent Cumulative Percent 

NSW 123 28.6 28.6 28.6 

Vic 123 28.6 28.6 57.2 

Qld 86 20.0 20.0 77.2 

WA 40 9.3 9.3 86.5 

SA 42 9.8 9.8 96.3 

ACT 8 1.9 1.9 98.1 

NT 1 .2 .2 98.4 

Tas 7 1.6 1.6 100.0 

TOTAL 430 100.0 100.0  
 

 
On the whole, the majority of the touring participants are more likely to drive to neighbouring states and 

fewer are likely to drive long cross country distances or around the whole country.  
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Demographic Statistics of the Touring Sample Participants 
The age groups that are the highest participants are between 30–65 years old (see Q58 ). This is in line with other 
nationwide surveys and it makes intuitive sense that the heavy users, over 60%, are likely to be mature people, 
who have enough money and experience to be able to do it. However, younger and older consumers are valuable 
touring participants as they comprise 40% and probably add to the overall mix of holiday-makers handled by 
touring operators. 
 

Q58 – Which age group do you belong to? 
Valid Frequency Percent Valid Percent Cumulative Percent 

18–30 years 88 20.5 20.5 20.5 

31–45 years 133 30.9 30.9 51.4 

46–65 years 131 30.5 30.5 81.9 

66 years + 78 18.1 18.1 100.0 

TOTAL 430 100.0 100.0  
 

 
The sample is equally split between males and females because the decisions for independent tours are 

normally carried out by couples and families (see Q59). Therefore, the views of both partners are valuable and 
relevant to include in the study. 

 
Q59 – Please select your gender 

Valid Frequency Percent Valid Percent Cumulative Percent 

Male 218 50.7 50.7 50.7 

Female 212 49.3 49.3 100.0 

TOTAL 430 100.0 100.0  
 

 
The majority of the touring participants travel with a partner (74%) and the remaining travel usually with 

friends or other people as part of a group (see Q60). 
 

Q60 – Which of the below best describes your marital status? 
Valid Frequency Percent Valid Percent Cumulative Percent 

Single / not 
living with 
anyone 

113 26.3 26.3 26.3 

Married / 
cohabiting 

317 73.7 73.7 100.0 

TOTAL 430 100.0 100.0  
 
 

Most of the current participants in touring holidays have tertiary qualifications and therefore are more likely 
to be professional people (see Q61 & Q62). The older age groups are more likely to have less qualifications and 
the younger cohorts more tertiary qualifications. The retired or over 50s groups who appear to be either ‘retired 
or homemakers/unemployed’ are a sizable market segment (39%) for touring holidays. Professional people are 
the single most important market segment (28%) for touring holidays with the disposable incomes and the life 
stage that is suitable for independent touring holidays.  
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Q61 – Which of these levels of education/qualifications have you attained? 

Valid Frequency Percent Valid Percent Cumulative Percent 

High school 169 39.3 39.3 39.3 

TAFE/vocational 124 28.8 28.8 68.1 

Degree 82 19.1 19.1 87.2 

Postgraduate 55 12.8 12.8 100.0 

TOTAL 430 100.0 100.0  
 
 

Q62 – What is your current occupation status? 
Valid Frequency Percent Valid Percent Cumulative Percent 

Self-employed 37 8.6 8.6 8.6 

Tradesperson 20 4.7 4.7 13.3 

Professional 121 28.1 28.1 41.4 

Retired 106 24.7 24.7 66.0 

Manual/labourer 18 4.2 4.2 70.2 

Homemaker/Unemployed 60 14.0 14.0 84.2 

Student 27 6.3 6.3 90.5 

Other 41 9.5 9.5 100.0 

TOTAL 430 100.0 100.0  
 
 

Overall, the demographic characteristics suggest that the touring holiday-makers are more likely to be middle 
aged, middle class, with a good education, married or living with a partner, and able to take up independent 
holidays visiting different parts of the country for either short or longer trip duration.  

 3



CHARACTERISTICS OF TOURING HOLIDAY-MAKERS IN AUSTRALIA 
 
 

Chapter 2 

TYPES OF TRANSPORT USED FOR TOURING HOLIDAYS 
 

Car, Motor Home and Campervan Transport 
The majority of the touring holiday-makers travel by car to their favourite destinations (see Q3.2). Cars provide 
flexibility and independence to travel whenever they want and wherever it is possible. Flexibility and freedom of 
travel is compatible with the essence of touring and most of the free responses on transport preferences suggest 
that the private car or motor home or campervan is the best option to travel around. 

Approximately a quarter (23%) of touring holiday-makers use a car towing a caravan to go to their favourite 
destinations (see Q3.1). Most of the participants in their comments (6%) mentioned the use of a private car or 
campervans. Motor homes as a specific mode of transport (see Q3.3) seem to be a popular and flexible mode of 
travel. Towing a caravan is a special interest and it is quite popular for some of the touring and family 
independent holidays. Some of the holiday-makers in our focus groups and depth interviews mentioned the use 
of caravans either for moving around or being stationed for a long time. Overall the combined number of touring 
participants who consider private cars, with caravans and motor homes is a large market segment (35 %).  
 

Q3.1 – With a car towing a caravan 

  Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Not Selected 311 72.3 75.9 75.9 
  Selected 99 23.0 24.1 100.0 
  Total 410 95.3 100.0   
Missing System 20 4.7     
Total 430 100.0     

 
 

Q3.2 – With a car/4WD (only) 

  Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Not Selected 197 45.8 46.6 46.6 
  Selected 226 52.6 53.4 100.0 
  Total 423 98.4 100.0   
Missing System 7 1.6     
Total 430 100.0     

 
 

Q3.3 – With a motor home 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 360 83.7 87.4 87.4 
  Selected 52 12.1 12.6 100.0 
  Total 412 95.8 100.0   
Missing System 18 4.2     
Total 430 100.0     
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Buses and Coach Transport  
Travelling by buses or group travel is the third most popular mode of transport (31%). Coach travel is a desirable 
choice for many elderly touring holiday-makers (see Q3.4) who are keen to cover large distances but do not have 
the ability or interest to drive themselves. Many touring holiday-makers, especially the singe and retired ones, 
are more likely to use busses and coaches to travel with their friends as a group for social, security and cost 
reduction purposes.  
 

Q3.4 – With buses/coaches 

  Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Not Selected 280 65.1 67.6 67.6 
  Selected 134 31.2 32.4 100.0 
  Total 414 96.3 100.0   
Missing System 16 3.7     
Total 430 100.0     

 
 

Water Transportation (Cruising and Boats) 
Travelling by water either by cruise ships or other types of boats is a small market segment (15%) but not totally 
uncommon. This market segment usually combines water travel with other modes and therefore is often part of 
the overall idea of mixing modes of travel experiences and types of activities. 
 

Q3.5 – By water transport 

  Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Not Selected 345 80.2 84.1 84.1 
  Selected 65 15.1 15.9 100.0 
  Total 410 95.3 100.0   
Missing System 20 4.7     
Total 430 100.0     

 
 

Train Transport 
Train travel, especially for cross state/continental travel, is very popular because it takes away the long tedious 
car driving and probably the costs and dangers of driving across unknown roads. 
 

Q3.6 – With trains 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 285 66.3 68.8 68.8 
  Selected 129 30.0 31.2 100.0 
  Total 414 96.3 100.0   
Missing System 16 3.7     
Total 430 100.0     

 

 5



CHARACTERISTICS OF TOURING HOLIDAY-MAKERS IN AUSTRALIA 
 
 

 

Air Transport  
The second (38%) most popular mode of transport is fly-drive touring holidays (see Q3.8). This is an 
understandably logical option, especially for people wanting to travel long distances across the Australian 
continent as well as for those who are short of time and lack physical energy/stamina to do long distance driving. 
Overall, travel by air is very popular (40%) and it indicates that this is an essential part of the touring holidays 
for a vast continent like Australia and for the people who have the money to fly to a number of destinations and 
use other means of transport for shorter touring trips (see Q3.7). 

 
Q3.7 – By air transport/flying 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 249 57.9 59.4 59.4 
  Selected 170 39.5 40.6 100.0 
  Total 419 97.4 100.0   
Missing System 11 2.6     
Total 430 100.0     

 
 

Q3.8 – On a fly-drive holiday 

  Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Not Selected 250 58.1 60.4 60.4 
  Selected 164 38.1 39.6 100.0 
  Total 414 96.3 100.0   
Missing System 16 3.7     
Total 430 100.0     
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Chapter 3 

TRAVEL PATTERNS 
 
The travel patterns regarding the main types of tours that participant’s undertook are very much in line with the 
preferences expressed in the previous section. Most people prefer to drive from place to place (72%, see Q4.2). 
The second most frequent pattern is to wander around a number of places in a loop type of touring trip (57%, see 
Q4.1). Only a small number of people drive straight from one place to another without any stopovers or breaks in 
between (see Q4.3). A small percent (4%) of participants stated that they prefer to drive around multiple places 
with stops in between either by car or bus and trains. A few suggested that they prefer to fly from A to B and 
then tour around by car in the area thus visiting a number of places without any real pattern. 
 

Q4.1 – Touring/wandering around in a round trip (loop type of touring) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 177 41.2 42.1 42.1 
  Selected 243 56.5 57.9 100.0 
  Total 420 97.7 100.0   
Missing System 10 2.3     
Total 430 100.0     

 
 

Q4.2 – Driving from place A to B with overnight stops in between places 

  Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Not Selected 107 24.9 25.6 25.6 
  Selected 311 72.3 74.4 100.0 
  Total 418 97.2 100.0   
Missing System 12 2.8     
Total 430 100.0     

 
 

Q4.3 – Driving straight from place A to B, without any overnight stopovers 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 333 77.4 80.8 80.8 
  Selected 79 18.4 19.2 100.0 
  Total 412 95.8 100.0   
Missing System 18 4.2     
Total 430 100.0    
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Duration of Touring Trips 

Short breaks are quite popular (28%, see Q5.1) and it is probably short trips from one place to another.  
 

Q5.1 – 1–3 nights (short-break) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 297 69.1 71.2 71.2 
  Selected 120 27.9 28.8 100.0 
  Total 417 97.0 100.0   
Missing System 13 3.0     
Total 430 100.0     

 
Most of the participants (50%, see Q5.2) prefer short touring trips of about 4–7 nights. It seems that it is very 

convenient for most touring holidays to go away for a short and medium tour holiday (see Q5.3).  
 

Q5.2 – 4–7 nights (short tour) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 202 47.0 48.3 48.3 
  Selected 216 50.2 51.7 100.0 
  Total 418 97.2 100.0   
Missing System 12 2.8     
Total 430 100.0     

 
Q5.3 – 8–21 nights (long tour) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 223 51.9 53.7 53.7 
  Selected 192 44.7 46.3 100.0 
  Total 415 96.5 100.0   
Missing System 15 3.5     
Total 430 100.0     

 
However, the medium or longer tour is very popular (45%) and this suggests that many families and couples 

are more on average to go touring for two weeks. Most of the medium to big touring probably includes a number 
of stopovers and visiting multiple places.  

A small but sizeable proportion of the market takes ‘grand’ tours of more than three weeks (see Q5.4). These 
tend to be long journeys with a car, and for couples with the time and money. Some seem to travel around 
Australia for many weeks and months as a once in a life time adventure to see the whole country. 
 

Q5.4 – 22 nights (grand tour) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 337 78.4 82.2 82.2 
  Selected 73 17.0 17.8 100.0 
  Total 410 95.3 100.0   
Missing System 20 4.7     
Total 430 100.0     
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Chapter 4 

TYPES OF ACCOMMODATION USED FOR TOURING 
HOLIDAYS 
 

Accommodation 
Many holiday-makers use multiple types of accommodation during their touring holidays. Mixing up of 
accommodation types reflects the conditions that exist in a particular region, time of the year and type of 
holiday-makers doing their own kind of touring independently or with groups of other people. 
 
Hotels 
A sizeable proportion of touring travellers are using hotels to stay because they are looking for all the comforts 
and amenities that a caravan park does not. These are more discerning holiday-makers, of specific age groups 
with a larger budget for holiday expenditure but with less time available for touring around. 
 

Q6.1 – Hotels: What type of accommodation do you normally use? 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 227 52.8 54.2 54.2 
  Selected 192 44.7 45.8 100.0 
  Total 419 97.4 100.0   
Missing System 11 2.6     
Total 430 100.0     

 
 
Motels 
The most popular types of accommodation are motels (see Q6.2). This option fits well with the data on transport 
and types of touring holidays. Independent self driving touring from place to place fits well with the preference 
for motels because they are located conveniently and are affordable.  
  

Q6.2 – Motels: What type of accommodation do you normally use? 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 143 33.3 34.2 34.2 
  Selected 275 64.0 65.8 100.0 
  Total 418 97.2 100.0   
Missing System 12 2.8     
Total 430 100.0     

 
 
Self Catering and Holiday Units 
Touring holiday makers who want to have more space and do their own things it terms of accommodation and 
food prefer self catering units. This sector is popular with couples who want to have more accommodation space 
around them, the ability to cook, live more comfortably and probably spend more time in the local area rather 
than doing a lot of long distance touring around with many stopovers. 
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Q6.4 – Self catering Units: What type of accommodation do you normally use? 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 257 59.8 62.4 62.4 
  Selected 155 36.0 37.6 100.0 
  Total 412 95.8 100.0   
Missing System 18 4.2     
Total 430 100.0     

 
 
 
Caravan Parks 
Second most popular type of accommodation is caravan parks and followed closely by hotels (see Q6.5 and 
Q6.1). Caravan parks seem to be appropriate for the touring travellers who have their own caravan and are able 
to spend a longer period of time with fewer places to visit. However, these are the people who are happy to have 
a base in an area of interest and then travel small distances to explore the local attractions in the area.  
 

Q6.5 – Caravan Parks: What type of accommodation do you normally use? 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 209 48.6 50.9 50.9 
  Selected 202 47.0 49.1 100.0 
  Total 411 95.6 100.0   
Missing System 19 4.4     
Total 430 100.0     

 
 
B&Bs and Camping Sites  
Touring holiday-makers who choose B&Bs and Camping sites (Q6.3 & Q6.6) are approximately a quarter of the 
total sample (26%). Both types of accommodation are lower cost budget, offer flexibility, and tend to be popular 
with touring holiday-makers who move around from place to place. They are couples and probably younger age 
groups.  
 

Q6.3 – B&Bs: What type of accommodation do you normally use? 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 303 70.5 73.0 73.0 
  Selected 112 26.0 27.0 100.0 
  Total 415 96.5 100.0   
Missing System 15 3.5     
Total 430 100.0     
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Q6.6 – Camping: What type of accommodation do you normally use? 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 300 69.8 72.8 72.8 
  Selected 112 26.0 27.2 100.0 
  Total 412 95.8 100.0   
Missing System 18 4.2     
Total 430 100.0     

  
The touring accommodation mentioned in the free comments (6% of the sample, see Q6.7) are mainly 

staying with friends and relatives, in holiday units or timeshare, youth hostels, in parks, pubs, and backpacking. 
Overall, the main holiday accommodation preferences tend to concentrate on the motels, caravan parks, small 
hotels/Pubs/B&Bs and holiday units either self catering or serviced. 
 

Q6.7 – Other (please specify):What type of accommodation do you normally use? 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 384 89.3 93.7 93.7 
  Selected 26 6.0 6.3 100.0 
  Total 410 95.3 100.0   
Missing System 20 4.7     
Total 430 100.0     
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Chapter 5 

SOURCES OF INFORMATION FOR TOURING HOLIDAY- 
MAKERS 
 
The sources of information used by touring holiday-makers have been split into before and during the trip. 
Before the trip, the majority (98.5%) of touring consumers have used some kind of information prior to plan and 
make all kinds of decisions for their holidays (see Q7A.1–6). Independent holiday-makers seem to be well 
prepared and probably well informed about their touring trips. Being interested in doing something 
individualistic seems to correlate with gathering more information and therefore being more informed of all 
aspects of the trip because they are individually responsible for all aspects and they are the ones who initiate and 
plan all their activities. 

 

Information Sources Before the Trip 
The overwhelming majority (87.4%, see Q7A.1) used the internet as a source of information. There are many 
websites that provide useful and relevant information for touring all around Victoria and Australia wide. Internet 
usage is growing in Australia and it is highest with the more educated and affluent households. However, the 
usage of internet sources of information during the actual touring holiday declines to a mere 14% only. It makes 
sense that the internet will be more heavily used before the trip to make the big overall decisions and then during 
the trip to use more locally based sources of information to make more micro and specific decisions. 
 

Q7A.1 – Before the trip: Internet sites (e.g. Victoria Tourism website) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 51 11.9 11.9 11.9 
  Selected 376 87.4 88.1 100.0 
  Total 427 99.3 100.0   
Missing System 3 .7     
Total 430 100.0     

 
 
Mass Media and Advertisements (before the trip)  
Mass media (see Q7A.2 & Q7A.6) has a role to play including raising awareness and creating interest for 
different touring destinations. Half of the participants stated that they have used information from mass media 
before the trip and therefore mass communications tools and advertorials with special features are useful and 
influential for touring decision makers. 
  

Q7A.2 – Before the trip: Media advertising (in newspapers, magazines) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 213 49.5 51.7 51.7 
  Selected 199 46.3 48.3 100.0 
  Total 412 95.8 100.0   
Missing System 18 4.2     
Total 430 100.0     
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Brochures/Information from Accommodation Suppliers (before the trip)  
A large number of touring holiday-makers (60%) consider information from a number of tourism suppliers. This 
type of information is probably very specific and relevant for different aspects of the trip. 
 

Q7A.3 – Before the trip: Brochures/information from accommodation suppliers 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 160 37.2 38.6 38.6 
  Selected 255 59.3 61.4 100.0 
  Total 415 96.5 100.0   
Missing System 15 3.5     
Total 430 100.0     

 
 
Tourist Information Centres (before the trip) 
Approximately a third of the participants stated that they have visited and obtained some kind of information 
from an information centre. This type of source is probably for specific aspects e.g. accommodation, excursions, 
attractions and places to eat and have fun. 
 

Q7A.4 – Before the trip: Local Tourist Information Centres 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 265 61.6 64.2 64.2 
  Selected 148 34.4 35.8 100.0 
  Total 413 96.0 100.0   
Missing System 17 4.0     
Total 430 100.0     

 
 
Word-of-Mouth Communications (before the trip) 
The second most frequently used source of information is the interpersonal communications with other people. 
Word-of-mouth (WOM) is considered to be the most reliable, quick and cheapest form of recommendation and it 
is more believable that all other types of commercial communications. Internet sources are used for gathering 
general and factual information about all kinds of issues, including the weather, historical background, 
environmental conditions, accommodations, transport and all other issues that may relate to touring holidays. 
WOM communications are probably more relevant with the refinement of the available choices and making the 
final decision. Most of the touring consumers suggested that they use multiple sources of information according 
to the questions and types of information they are looking for. However, there are also differences between 
consumer preferences for different types of information according to their personality characteristics. Some tend 
to rely more on the WOM but some others rely on the printed and internet sources more. The market mavens 
groups of consumers will be discussed later in the report to highlight the importance of interpersonal 
communications and individual differences amongst consumers.  
 

Q7A.5 – Before the trip: Word-of-mouth - known or unknown people/sources 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 145 33.7 34.4 34.4 
  Selected 277 64.4 65.6 100.0 
  Total 422 98.1 100.0   
Missing System 8 1.9     
Total 430 100.0     
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Television and Radio Programs 
Programmes about holiday destinations are also valuable sources of information and probably perceived to be 
more objective than other commercially driven communications and advertising. Around 8% of the sample used 
other, unspecified sources of information and only 1% used none at all. 
 

Q7A.6 – Before the trip: TV/Radio holiday programs 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 231 53.7 56.5 56.5 
  Selected 178 41.4 43.5 100.0 
  Total 409 95.1 100.0   
Missing System 21 4.9     
Total 430 100.0     

  
 

Information Sources During the Trip 
 
Internet Sources of Information (during the trip) 
Fourteen per cent (14%) of the sample used internet sites during the trip to access information. 
 

Q7B.1 – During the trip: Internet sites (e.g. Victoria Tourism website) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 351 81.6 85.2 85.2 
  Selected 61 14.2 14.8 100.0 
  Total 412 95.8 100.0   
Missing System 18 4.2     
Total 430 100.0     

 
 
Mass Media and Advertisements (during the trip)  
Twenty-three per cent (23%) use these sources of information during the trip. 
 

Q7B.2 – During the trip: Media advertising (in newspapers, magazines) 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 313 72.8 76.3 76.3 
  Selected 97 22.6 23.7 100.0 
  Total 410 95.3 100.0   
Missing System 20 4.7     
Total 430 100.0     

 
 
Brochures and Word-of-Mouth (during the trip)  
Information from local tourism facilities and suppliers as well as WOM become very important and tourists rely 
heavily on these two sources (see Q7B.3 & Q7B.5). However, information from all the types of mass media 
(newspapers, magazines, TV and radio) are far less important and less frequently used. 
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Q7B.3 – During the trip: Brochures/information from accommodation suppliers 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 200 46.5 48.1 48.1 
  Selected 216 50.2 51.9 100.0 
  Total 416 96.7 100.0   
Missing System 14 3.3     
Total 430 100.0     

 
 
Tourism Information Centres (during the trip)  
However, the importance of information centres as a source of information during the touring trip is the highest 
(71%). It becomes apparent that when holiday-makers are in an area, the centre is by far the most relevant point 
to get information and make more specific decisions once they have arrived (see Q7B.4).  
 

Q7B.4 – During the trip: Local Tourist Information Centres 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 113 26.3 27.0 27.0 
  Selected 305 70.9 73.0 100.0 
  Total 418 97.2 100.0   
Missing System 12 2.8     
Total 430 100.0     

 
 

Q7B.5 – During the trip: Word-of-mouth – known or unknown people/sources 

  
Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Not Selected 231 53.7 56.1 56.1 
  Selected 181 42.1 43.9 100.0 
  Total 412 95.8 100.0   
Missing System 18 4.2     
Total 430 100.0     

 
 

As might be expected, touring holiday-makers access different sources of information before and during the 
touring trip. Internet and word-of-mouth are extremely useful before the trip but during the trip locally sourced 
information from the information centre, WOM and tourism facilities suppliers become the dominant sources. 
These differences can be partly explained on the logical reasoning that different sources of information are 
designed to address different needs, i.e. overall trip or destination choice or locally and detailed information 
about eateries and specific opening times of tourist attractions. The second explanation of these differences lies 
in the individual characteristics of the consumers. Some touring consumers prefer or need more information and 
in different forms than others. The later parts of the report will address some of these issues and provide some 
statistically based relationships. 
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Chapter 6 

CONSUMER PERCEPTIONS OF TOURING HOLIDAYS, 
PERSONALITY ORIENTATIONS AND SPECIFIC 
MOTIVATIONAL CHARACTERISTICS OF TOURING 
CONSUMERS 

 
The following issues will be addressed in this section: 
 

• Consumer definitions of touring holidays and meaning of touring from the consumer’s perspective 
• Essential ingredients or attributes of a good touring route 
• Touring motives from the consumer’s perspective (free consumer responses) 
• Motives of touring holiday-makers (factor analysis) 
• Personality orientations (factor analysis) 
• Need for Achievement, Affiliation, Sociability, Market Mavens and Self Efficacy 
 

Consumer Definitions of Touring Holidays  
Defining touring holidays varies according to the different consumer segments. A number of touring related 
papers and studies define touring as a free wheeling and independent holiday type with minimum prearranged 
elements of the holiday. In order to ascertain from the consumer’s point of view what the meaning of a touring 
holiday is we have asked an open ended question of ‘what do they consider a touring holiday to be?’ The survey 
asked the participants to define touring in their own words and therefore we can compare their responses and 
meaning of a touring holiday with that of other researchers and organisations. The main theme that arises from 
all our respondents is that a touring holiday is simply an independent holiday, with different elements attached to 
it, driving from place to place, engaging in a number of holiday activities, and generally being free to do 
whatever they like whenever and however they want. There are individualistic ways of expressing the central 
theme of free and self constructed/directed holidays but the essential ingredients and characteristics are the same. 
The motivations for touring holidays have been examined through free consumer responses and within a list of 
motives that the qualitative research as well the literature review has identified. 
 

Essential Attributes of a Good Touring Route  
This was a free open ended question and the major themes that have emerged are: clear signposting, well 
organised themed tours, availability of all the necessary facilities for motorists and holiday-makers including 
well organised campsites, affordable and good value accommodation, safe and interesting recreational/leisure 
activities, interesting attractions and readily available information and services for independent holiday-makers 
who travel independently and as groups of all ages. 
  

Touring Motives from the Consumer’s Perspective  
The consumer’s free motives suggest that our closed ended questions on motives are effectively designed to 
capture sufficiently all the broad themes that drive the consumers to take touring holidays. The main motives for 
a touring holiday are the freedom to participate in a wide range of activities; to be able to explore different parts 
of the country, to experience nature, relaxation, being together with familiar and new people; to be able to do 
something new and unusual and therefore it is ultimately an adventure that is planned, directed and executed by 
the holiday-makers themselves. 
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Factor Analysis of Motives of Touring Holiday-makers 
The factor analysis of all the motives that the qualitative research and the literature review suggested produced 
four robust and meaningful factors (see Table 1). 

 

Table 1: Touring Motivation Factors Structure 

Touring Motivation Factor 
1 

Factor 
2 

Factor 
3 

Factor 
4 Mean SD 

Q10.13 - To get away from the routines of 
everyday life 

.835    6.28 1.06 

Q10.11 - To mentally and physically relax 
and recharge my batteries 

.822    6.22 1.14 

Q10.12 - To have time for yourself/treat 
myself to a break 

.800    6.12 1.26 

Q10.3 - To be flexible and do whatever I 
want to do (do as I please) 

.630    6.15 1.19 

Q10.2 - To feel the freedom and adventure of 
touring around 

.557    6.03 1.18 

Q10.14 - To experience something 
adventurous/exciting/new 

.555 .362   6.15 1.06 

Q10.15 - To simply do very little and enjoy 
the gypsy/touring life 

.537 .302   5.55 1.55 

Q10.16 - To be with and have fun with my 
family, friends & relatives 

.479    5.81 1.41 

Q10.18 - To have lots of touring holiday 
experiences to talk about 

 .818   4.95 1.69 

Q10.19 - To learn how to become more self 
confident/self-secure 

 .785   4.48 1.85 

Q10.20 - To feel a sense of achievement and 
adventurous things 

 .754   5.13 1.65 

Q10.17 - To socialise and enjoy the company 
of new people 

 .688   5.39 1.44 

Q10.10 - To participate in various 
festivals/events, i.e. wine festivals 

 .525 .402  4.97 1.60 

Q10.8 - To visit new places and learn about 
the local history/culture 

  .880  5.85 1.20 

Q10.9 - To learn about new things and local 
attractions 

  .792  5.95 1.11 

Q10.7 - To visit cultural attractions, e.g. 
museums, galleries & antiques 

  .789  5.24 1.52 

Q10.1 - To experience nature (plants and 
animals) close up 

  .350 .701 5.08 1.59 

Q10.4 - To do my leisure activities in natural 
surroundings 

   .676 5.45 1.41 

Q10.6 - To do my favourite sports like 
cycling, riding, diving, etc 

   .639 3.70 1.80 

Q10.5 - To do a bit of fishing, sailing, 
swimming (water activities) 

   .594 4.89 1.78 

Cronbach’s Alpha Scale reliability a=.856 a=.857 a=.837 a=.704  
Variance % explained by all factors  20.413 16.930 13.299 11.387 Total:62.03% 
Eigenvalues of each factor 4.083 3.387 2.660 2.270  
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The first factor, labelled as ‘physical relaxation’ suggests that consumers are interested is getting away from 
their everyday lifestyle, be free to go somewhere and anywhere they want and to relax physically and mentally 
and recharge their batteries. The motive of simply having a break and an adventure is the strongest factor and it 
is clearly reflected as such in the free responses by the consumers and by the findings in other studies.  

The second factor, labelled as ‘social experiences and personal achievements’ suggests that there are many 
touring holiday-makers who want to reconnect, renew and expand their social relationships. Many people take 
touring holidays to repair, build and rejoice in social interactions which become valuable memories to share 
socially with other people. Touring holiday-makers use holiday activities and settings as the appropriate context 
to challenge their own self confidence, and feel a sense of achievement. The element of challenge and adventure 
is central to the touring holiday-makers and therefore there is a personal benefit of self development, personal 
growth and social enjoyment.  

The third factor, labelled ‘history and culture’ is a major theme which captures all the cultural activities that 
touring holiday-makers undertake to discover and learn about new cultures and traditions. People engage in all 
kinds of learning and expanding their own horizons by visiting and participating in all kinds of socio-cultural 
attractions. The man-made, tangible and intangible, attractions in touring destinations are a major pastime and 
benefit that holiday-makers seek out. 

The fourth motivational factor, labelled ‘nature and sports activities’ captures all the physical activities that 
holiday-makers undertake in their preferred environment. Touring is about getting closer to nature and natural 
attractions, and to do their favourite sports or leisure activities such as fishing, sailing, swimming, cycling, 
riding, bird or animal watching etc. Different Australian regions offer unique natural attractions and therefore in 
combination with the man-made cultural and social interactions capture the essence and benefits of touring 
holidays. All four factors are robust because the Cronbach alphas are above the recommended levels and the 
overall variance accounted for is 62%, therefore the findings are considered reliable.  
 

Personality Segmentation of Touring Holiday-makers 
Touring holidays and differences in leisure activities are due to individual personality differences as well as due 
to different social cultural conditions and resources available. To understand the individual differences the 
research has tried to identify the personality orientations which tap into the overall perspective and mode of 
processing experiences. The research has also examined a number of other more specific traits like Sociability, 
the need for Achievement, Affiliation, Self efficacy, and whether some people are more knowledgeable of 
touring products and activities (market mavens). Personality orientations are useful characteristics to identify 
because they are closely related to other more context specific motives and preferences (Gountas & Gountas 
2001, 2007). The factor analysis has identified four personality orientations which split the consumers into 
distinct groups according to their overall preference of processing information (see Table 2).  

 

Table 2: Personality Orientation Factors 

Personality Orientations Factor 
1 

Factor 
2 

Factor
 3 

Factor 
 4 Mean SD 

Q13. I am very good at using my  
imagination and fantasy  

.815    5.42 1.27 

Q24. I have a very lively and active  
imagination for many things 

.792    5.24 1.31 

Q30. I enjoy daydreaming, and drifting into 
imaginative worlds  

.717    4.63 1.64 

Q27. I like very much the mystical/  
unexplainable things in life 

.672    4.85 1.53 

Q14. I live and feel that I am in touch with 
reality and people 

.527 .519   5.63 1.12 

Q26. I am very good at monitoring my  
feelings and emotions  

 .751   5.09 1.27 

Q22. I am good at controlling my emotions 
and actions  

 .744   5.03 1.32 

Q29. I feel I am a doer or action/energetic 
type of person 

 .730   5.16 1.32 

Q31. I feel very self-sufficient and clear  
about who I am  

 .634   5.63 1.22 
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Personality Orientations Factor 
1 

Factor 
2 

Factor Factor Mean  3  4 SD 

Q16. I am able to change and influence the 
way I feel  

 .596   5.25 1.27 

Q23. Physical luxuries and the good life is 
very important for me  

  .793  4.77 1.49 

Q32. I strongly value material assets and  
material possessions 

  .776  4.40 1.58 

Q11. Physical comforts/pleasures are very 
important to me  

   
.666 

  
5.42 

 
1.33 

Q18. The pleasures of food/eating are very 
important in my life  

  .572 .319 5.37 1.35 

Q19. I am very much of a logical thinking 
type of person 

   .856 5.58 1.16 

Q17. I make decisions based on logical, well 
thought out reasons 

   .795 5.55 1.21 

Q20. I am very good at visualising  
information quickly  

   .572 5.53 1.15 

Q25. Understanding why things happen is 
very important to me 

   .443 5.53 1.17 

Cronbach’s Alpha Scale reliability a=.813 a=817 a=.760 a=.810  
Variance % explained by all factors  18.30 18.11 13.40 13.01 Total: 62.92 
Eigenvalues of each factor 3.293 3.278 2.412 2.342  

 
The first factor identified the imaginative personality orientation. This personality orientation is more 

likely to be interested in the mysteries of the world, able to cope with ambiguity and is more likely to be able to 
visualise the unknown and unexperienced benefits of a tour. They are able to construct touring images and 
itineraries with minimum information, are more likely to be risk takers and be less concerned with the unknown 
and unpredictable nature of future events.  

The second factor identified in the analysis is the feeling or action personality orientation. This personality 
orientation has a strong preference to explore the world through actions/behaviours which inform their emotional 
evaluation and valence. They are able to understand their own and other peoples’ emotional needs and are likely 
to have a higher need for social status and recognition. Behaviours and touring activities are more likely to be 
chosen on the basis of what emotional/feeling benefits they can offer and how they are evaluated by their social 
peers.  

The third factor is the materialistic personality orientation. These people are more likely to prefer the well 
organised tours, with many detailed information available and clearly identified transport and accommodation 
options. They are more interested in the down to earth benefits such as good food, comfortable accommodation 
and reliable transport. They are more likely to engage in sedentary and low level of physical activities and less 
taxing leisure pursuits. Adventure and risky activities are less likely to be their highest priority. 

The fourth factor is the logical-thinking personality orientation. They are more likely to be interested in 
finding out interesting facts and stories related to the historical and cultural aspects of a touring region. Their 
need for knowledge and understanding drives their explorations and adventures. Their leisure activities are likely 
to be motivated by mainly intellectual benefits as well as social and physical, as secondary and essential 
ingredients that support the intellectual preoccupation.  

All four personality orientation factors produced acceptable Cronbach Alphas indicating construct reliability. 
The overall variance explained is 63%.  
 

Need for Achievement, Affiliation, Sociability, Market Mavens and Self 
Efficacy 
The qualitative research suggested that touring holiday-makers are more likely to be motivated by a higher need 
for achievement because they are taking a few more risks with their independent (non packaged or group 
organised holidays) touring holidays. The factor scores are all very reliable and robust (Cronbach Alpha a= .83) 
and the factor score loadings are high (see Table 3).  
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Need for Achievement Motive 
Table 3: Need for Achievement Motive construct 

Need for Achievement Motives Factor 
scores 

Mean 
scores SD 

Q56. I generally try to do my work/jobs as thoroughly as possible .842 5.98 1.05 
Q53. I enjoy the satisfaction of completing difficult tasks .794 5.81 1.10 
Q50. I’ve always worked hard to be among the best in what I do .693 5.42 1.24 
Q54. Being close to others, listening to them and relating to them on a 
one-to-one level is one of my favourite things to do 

.565 5.21 1.41 

Cronbach’s Alpha scale reliability: a= . 83           Eigenvalue:2.674 
Total variance explained: 15.73 

 

Market Mavens Trait 
Touring holiday-makers are expected to be fairly self sufficient and competent and therefore we have reasoned 
that they will be high on the market mavens scales (see Table 4). The touring holiday-makers are perceived to be 
confident and knowledgeable (market mavens) about independent travel, are likely to be sociable and extraverted 
and are more likely to have a higher need for achievement and affiliation. The construct of market mavens 
identifies individuals who are knowledgeable about this product category, like to share their knowledge and are 
well informed of where to get the best value for money. The factor analysis suggests that this construct is very 
robust (Cronbach Alpha a= .83).  
 

Table 4: Touring Specific Market Mavens construct 

Touring Specific Market Mavens Factor 
Scores 

Mean 
scores SD 

Q10.23. People ask me for information about touring products, places to shop, and 
sales to go to 

.910 4.10 1.81 

Q10.25. My friends think of me as a good source of information when it comes to 
new touring types of products or sales  

.862 4.02 1.80 

Q10.22. I like helping people by providing them with information about many 
kinds of touring type of products  

.856 4.31 1.70 

Q10.24. If someone asked me where to get the best buys on several types of touring 
products, I could tell them where to go to 

.824 4.35 1.76 

Q10.21. I like introducing new brands and touring types of products to my friends .819 3.95 1.71 
Cronbach’s Alpha scale reliability: a= .83           Eigenvalue:4.057  
Total variance explained: 23.866 

  

Extraverted/Sociable Trait  
Touring holiday-makers are expected to be high on the sociability and extraversion traits and the factor analysis 
confirms that they are. The construct that has emerged from the factor analysis (see Table 5) is robust and 
reliable and suggests that it appropriate for further analysis to test for the relationships with other characteristics. 

 

Table 5: Extraverted Sociability construct 

Extraverted Sociability Factor 
Scores 

Mean 
scores SD 

Q43. I am an ambitious person  .737 4.88 1.48 
Q41. I see myself as full of energy               .723 4.91 1.34 
Q45. It is easy for me to stick to my aims and accomplish my goals .715 5.00 1.28 
Q42. I see myself as a person who generates a lot of enthusiasm .654 5.03 1.32 
Q44. I see myself as an extraverted person .620 4.44 1.59 
Cronbach’s Alpha scale reliability: a= .87           Eigenvalue:2.950 
Total variance explained: 17.354 
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Need for Affiliation Trait  
The qualitative research suggested that touring holiday-makers are interested in social interactions and 
connecting with other people. Therefore we tested for the motive of Affiliation and the findings suggest that this 
is robust construct and all the scores are reliable (see Table 6). Touring holiday-makers are a combination of 
market knowledgeable, extraverted, have a higher need for achievement and more self-sufficient.  

 

Table 6: Need for Affiliation Motive construct 

Need for Affiliation Motives Factor 1 Mean 
scores SD 

Q39. Generally speaking I see myself as a talkative person .799 4.84 1.60 
Q34. I see myself as a sociable person .748 5.51 1.37 
Q57. It is satisfying if I’ve got close relationships with lots of people .636 5.17 1.39 
Cronbach’s Alpha scale reliability: a= .79           Eigenvalue:2.83 
Total variance explained: 16.670 

 

Self Efficacy  
As suggested by the qualitative research, touring holiday-makers are generally self confident and self-sufficient. 
They believe they have the skills to deal with problems they encounter (see Table 7). 

 

Table 7: Self Efficacy 

Self Efficacy Factor 1 Mean 
scores SD 

Q33. If I try hard enough, I can always manage to solve problems .775 5.67 1.08 
Q36. I can remain calm when facing difficult situations .797 5.32 1.23 
Q38. I can usually handle/cope with whatever comes my way  .889 5.51 1.09 
Q40. I know how to handle unforseen situations .880 5.20 1.18 

Q45. It is easy for me to stick to my aims and accomplish my goals .691 5.00 1.28 
Q47. I’m confident that I could deal with unexpected events .885 5.40 1.17 
Cronbach’s Alpha scale reliability: a= .79           Eigenvalue: 4.061 
Total variance explained: 67.675 

 
The factor analysis of the specific motives suggests that touring holiday-makers are more interested in the 

unknown aspects (imaginative types personality orientation emerged as the strongest factor) and are action 
oriented (Feeling/action factor). They are more likely to be market mavens and have a strong need for affiliation, 
achievement and social interaction. They perceive themselves to be more self-sufficient and capable of coping 
with new challenges and the unexpected. The overall psychological profile, which has emerged from the survey 
findings, is congruent with the qualitative research findings and other studies. 
 

Predicting Touring Holiday Motives and Touring Market Mavens 
Touring holiday-makers are found to be interested in physical and mental relaxation motive (see Table 1). 
Using stepwise regression analysis the relaxation motive is entered into the model as that dependent or variable 
to be predicted and the independent or predictor variables are the personality orientations and specific motives 
that have produced the highest correlations. The motive for relaxation can be predicted primarily by the 
Imaginative personality orientation (ß = .462) and the prediction improves if the need for Achievement and the 
Feeling personality orientation are also entered into the regression model (see Table 8a). 

• Prediction of touring holiday motives on the basis of personality orientations and other consumer 
psychological characteristics 

• Prediction of touring market mavens according to the consumer’s psychological characteristics. 
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Table 8a: Dependent Variable – Motive 1 

 
Motive 1: Relaxation 

Step/Model 1: 
Predictor 

Imaginative PO
 

Step/Model 2: Predictors
Imaginative PO & 
Achievement Need 

 

Step/Model 3: Predictors 
Imaginative PO & 

Achievement & Feeling PO 

R .462 .540 .551 
R² .213 .291 .330 
Adjusted R² .211 .288 .298 
Standard Error of Estimate .778 .740 .734 
R² Change .462 .078 .011 
F Value 116.025 87.702 61.777 
ß Standardised Regression 
Coefficient  

.462 .308 .148 

Significance Level  .000 .000 .007 
 

The touring consumers who are motivated by Social Experiences and Personal Achievement have the 
strongest correlation with and can be predicted primarily by the construct of Touring market mavenism (ß = 
.648). If the Imaginative personality orientation and need for Affiliation is entered into the regression model the 
overall prediction improves to R² = .499. This is a very strong correlation and therefore we can be reasonably 
confident that this touring motive can be predicted by the consumer’s personality characteristics (see Table 8b).  

 

Table 8b: Dependent Variable – Motive 2 

Motive 2: 
Social Experiential and 
Personal Achievement 

Step/Model 1: 
Market Maven 

Touring specific

Step/Model 2: 
Market Maven  & 
Imaginative PO 

Step/Model 3: 
Market Maven  & 
Imaginative PO & 

Affiliation need 
R .648 .695 .706 
R² .419 .483 .499 
Adjusted R² 418 .480 .495 
Standard Error of Estimate .99591 .94089 .92739 
R² Change .419 .064 .016 
F Value 309.009 199.367 141.316 
ß Standardised Regression 
Coefficient  

.648 .281 .148 

Significance Level  .000 .000 .000 
 

Touring holiday-makers who are strongly motivated by History & Culture are more likely to be driven by a 
higher need for Achievement and are more likely to be of Thinking and Feeling personality orientations. 
Consumers who are more likely to visit historical and cultural attractions can be predicted by their need for 
Achievement primarily (ß = .429) and secondly by their Thinking and Feeling personality orientation 
preferences (see Table 9). Consumers who are more likely to be logical in their approach and have a higher need 
for achievement show a higher preference for attractions that explain the local heritage and past events.  
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Table 9: Dependent Variable – Motive 3 

Motive 3: 
History & Culture 

Step/Model 1: 
Achievement 

motive 

Step/Model 2: 
Achievement motive 

& Thinking PO 

Step /Model 3: 
Achievement motive & 

Thinking PO & Feeling PO 
R .429 .487 .506 
R² .184 .237 .256 
Adjusted R² .182 .234 .250 
Standard Error of Estimate 1.00445 .97251 .96177 
R² Change .425 .058 .019 
F Value 96.674 66.353 48.757 
ß Standardised 
Regression Coefficient  

.429 .273 .194 

Significance Level  .000 .000 .001 
 
 

The motive for Nature and Sporting Activities is strongly correlated and can be predicted by the 
Imaginative personality orientation primarily and secondly by the Market Mavenism and the Feeling personality 
orientation (ß = .454). Touring consumers who are more likely to engage in outdoor nature based leisure 
activities are more likely to also be generally well informed about touring holidays. They are likely to be 
sociable and interested to share information with other touring holiday-makers (see Table 10).  

 

Table 10: Dependent Variable – Motive 4 

Motive 4: Nature and 
Sports activities 

Step/Model 1: 
Imaginative PO

Step/Model 2: 
Imaginative PO & 

MM Touring 

Step /Model 3: 
Imaginative PO & MM 
Touring  & Feeling PO 

R .454 .494 .511 
R² .206 .244 .261 
Adjusted R² .204 .240 .256 
Standard Error of Estimate 1.07205 1.04761 1.03640 
R² Change .454 .040 .017 
F Value 111.050 68.751 50.260 
ß Standardised 
Regression Coefficient  

.454 .216 .166 

Significance Level  .000 .000 .001 
 
 
Market Mavens 
Market Mavens are an important group of information diffusion and for helping the introduction of new 
products. They are important customers to attract because they are more likely to engage in WOM and provide 
free and reliable information about touring products, places to visit and services available. Touring mavens are 
strongly correlated with and can be predicted primarily by the Feeling personality orientation (ß = .469), and 
secondly by the Imaginative personality orientation and Need for Affiliation (see Table 11).   
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Table 11: Dependent Variable – Market Mavens 

Market Mavens for Touring 
products/hols 

Step/Model 1: 
Feeling PO 

Step/Model 2: 
Feeling PO & 

Imaginative PO 

Step /Model 3: 
Feeling PO & Imaginative 

PO & Affiliation 
R .469 .520 .551 
R² .220 .271 .304 
Adjusted R² .218 .267 .299 
Standard Error of Estimate 1.383 1.339 1.310 
R² Change .469 .051 .031 
F Value 120.752 79.296 61.883 
ß Standardised Regression 
Coefficient  

.469 .267 .221 

Significance Level  .003 .000 .000 
 
 

Touring market mavens are another form of opinion leaders who have a lot of informal influence on the 
choices that other consumers make. They tend to have a good general knowledge about a lot of product 
categories and have a wide social network of people. They tend to share information freely and can be excellent 
promoters via WOM for touring destinations that few people have heard about, without spending too much 
money on commercial publicity. Because they are cognisant of where to go and what are the best deals they are 
more likely to be able to compare effectively the differences between competing touring products and therefore 
touring suppliers need to be careful of this group’s influence on other consumers. 
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Chapter 7 

CONCLUSIONS 
 
The survey data suggest that most holiday-makers have participated in touring holidays. Their socio-economic 
groups are widely spread but there is a higher proportion of touring consumers who are well educated and are 
skilled and professional. They prefer to drive from one destination to another, they like the flexibility and 
freedom to choose the places they go to; and the usual length of stay is one to two weeks. The preferred 
accommodation is motels and small hotels including B&Bs, and their main source of information before the trip 
is the internet. During the touring holiday the local information centres, supplier’s publicity and WOM 
communication are the most frequently used sources of information, therefore, ensuring that the quality of 
information provided is sufficient and possibly identifying past users to promote positive WOM. 

Most of the touring holiday-makers see touring as the opportunity to roam, visit new places and be free to 
stay as long as they wish, doing the things that they love doing with other people. The essential ingredients of a 
good touring route are good signposting and therefore the ability to navigate safely to their destinations, good 
availability and quality of sources of information, accommodation, eateries and all the other services that 
motoring and independent holiday-makers need. The importance of interesting touring attractions is the main 
reason why consumers choose to tour and they are happy to take moderate risks and effort to drive long distances 
to get there. 

The main motives, according to the free responses and the factor analysis, is the need to relax and get away 
from the routine, to do interesting things in natural surroundings, be close to and experience nature in all its 
manifestations; spend time with important others and expand their personal horizons by learning new things, 
discovering interesting historical facts and participating in cultural activities. Overall, touring consumers want to 
see more of natural and man made attractions, go through new experiences and feel a lift from their sense of 
adventure. Personal growth and development through social interactions, being able to succeed in new 
environments and being more self sufficient is a major part of the touring repertoire of motives and benefits they 
seek out. These are important aspects to emphasise in promotional materials. 

Touring holiday-makers are likely to be more independent minded and therefore they have a higher sense of 
individuality and self-efficacy. They have a higher need for expressing who they are socially, they can manage 
with the challenges of moving to new places independently and discovering new things and therefore have a bit 
of the pioneers’ and explorers/discoverers’ traits. The survey tested the idea that touring holiday-makers are 
more knowledgeable and therefore they like to know where they want to go, find out the best options and being 
able to decide by themselves what to do and how to get around. The mavenism trait is an important aspect and 
makes logical sense because people who are confident (not insecure and anxious) to take moderate risks and 
cope with relatively high levels of ambiguity and unknown things are more likely to perceive themselves as 
being self-sufficient and resourceful. Self efficacy is a strong trait in touring holiday-makers. Therefore, they like 
to be addressed as capable and knowledgeable people who can cope efficiently with unexpected events and 
promotional material should acknowledge these characteristics. 

Touring holiday-makers were assumed to have a higher need for achievement and affiliation and the survey 
findings support that proposition. Achievement and affiliation needs are logically compatible with higher levels 
of extraversion, energetic and well informed people who have a healthy sense of self-competence and ability to 
do things independently. The regression analysis supports the notion that touring holiday-makers who are 
interesting in different types of touring holidays and activities have different personality characteristics and 
motives. The correlation and regression analysis supports the hypothesised relationships between touring 
holiday-makers need for achievement and self-efficacy as well as their need for social interactions and activity.  

The imaginative personality orientation proved to be the most important predictor of most of the touring 
motives. It makes logical sense to suggest that touring holiday-makers need to have a strong imagination to 
visualise new activities and being able to find solutions to many challenging new events and previously 
unknown experiences. Touring is not solely about relying on past knowledge and experiences, because by 
definition touring is doing something new and discovering new places. Therefore, imagination and the energy to 
carry out the ideas are essential parts of the touring consumers’ psychological make up.  

Given that the essential infrastructure for touring holidays is in place, future marketing activity should focus 
on emphasising the aspects of tours and destinations that fit the key motivations of each segment outlined in the 
report. 
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APPENDIX A: TOURISM VICTORIA AND STCRC PROJECT 
SURVEY 

 
Good __________. I’m from_________. We’re conducting an independent survey about touring holidays in 
Australia. 
 
Q1.A Have you taken a touring holiday in the past five years?  Yes     No  
Q1.B Are you likely to take a touring holiday in the future?   Yes     No  
Q1.C Which state do you live in? ___________ 
 
SECTION 1: BEHAVIOURAL CHARACTERISTICS OF TOURING CONSUMERS 
 
Q2. What do you consider to be a touring holiday?   (Respondent’s touring definition) 
 
Q3. What types of transport do you use for touring holidays/breaks to get around? 
        (Please tick all the appropriate items) 

1. With a car towing a Caravan  (01)  2. with a car/4WD (only)  (02)  
3. With a motor home  (03)   4. With buses/coachers (04)  
5. By water transport  (05)    6. With Trains   (06)    
7. By air transport/flying  (07)  8. On a  fly-drive holiday  (08) 
9.  Other  (09) (please specify): ________________________________________ 

 
Q4. What type OF TOURING holiday do you normally do?   

a)  Touring/wandering around in a round trip (loop type)  (01)  
b). Driving from place A to B with overnight stops in between places  (02)  
c)  Driving straight from place A to B, without any overnight stopovers  (03)  
d) Other (please specify): 
 

Q5. Usually, how many days does your tour/holiday last?  
a). 1–3 nights (short-break)  (01)  c). 8 - 21 nights (big tour)     (03) 
b). 4-7 nights (short tour)     (02)  d). 22+ nights (grand tour)    (04) 

 
Q6. What type of accommodation do you normally use? 

Hotels   (01)  Motels   (02) 
B&B   (03)  Self catering Units (04) 
Caravan Parks  (05)  Camping  (06) 

 Other   (07) (please specify):__________________________ 
 
Q7. What sources of information did you access for you touring holiday? 
          Before the trip    During Trip 
7.1. Internet sites (e.g. Victoria Tourism website)           (01)            (02) 
7.2. Media advertising (in newspapers, magazines)                       (01)            (02) 
7.3. Brochures/information from accommodation supplier’s            (01)         (02) 
7.4. Local Tourist Information Centres                                                      (01)            (02) 
7.5. Word of mouth – known or unknown people/sources                         (01)           (02) 
7.6. TV/Radio holiday programs                                                                (01)            (02) 
 
 
SECTION 2: MOTIVES AND CHARACTERISTICS OF TOURING CONSUMERS 
  
Q8. What is your main motivation and benefits for taking a tour? (Please describe): 
 
Q9. What are the essential ingredients/attributes of a good touring route? 
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Q10. Please rate the following reasons for touring:   

(Score on a scale of: 1-7; with 1 = disagree strongly, and 7 = agree strongly)  
               Disagree              Agree 
                 Strongly         Strongly 
        1   2   3    4   5   6  7 
10.1. To experience nature (plants and animals) close up               
10.2. To feel the freedom and adventure of touring around              
10.3. To be flexible and do whatever I want to do (do as I please)             
10.4. To do my leisure activities in natural surroundings              
10.5. To do a bit of fishing, sailing, swimming (water activities)             
10.6. To do my favourite sports like cycling, riding, diving, etc              
10.7. To visit cultural attractions e.g., museums, galleries, antiques             
10.8. To visit new places and learn about the local history, culture             
10.9. To learn about new things and local attractions               
10.10. To participate in various festivals/events i.e., wine festivals             
10.11. To mentally and physically relax and recharge my batteries             
10.12. To have time for yourself/treat myself to a break              
10.13. To get away from the routines of everyday life               
10.14. To experience something adventurous/exciting/new              
10.15. To simply do very little and enjoy the gypsy/touring life             
10.16. To be with and have fun with my family, friends & relatives             
10.17. To socialise and enjoy the company of new people              
10.18. To have lots of touring holiday experiences to talk about             
10.19. To learn how to become more self confident/ self-secure             
10.20. To feel a sense of achievement and doing adventurous things             
10.21. I like introducing new brands and touring types of products 
            to my friends                    
10.22. I like helping people by providing them with information  
            about many kinds of touring type of products                 
10.23. People ask me for information about touring products,  
            places to shop, and sales to go to                  
10.24. If someone asked me where to get the best buys on several 
            types of touring products, I could tell them where to go to               
10.25. My friends think of me as a good source of information 
            when it comes to new touring types of products or sales               
 
Generally speaking my personal preferences in life are:     
 
11. Physical comforts/pleasures are very important to me                 
12. I consider my thinking to be very objective and unbiased                
13. I am very good at using my imagination and fantasy                 
14. I live and feel that I am in touch with reality and people                
15. I like very much the concrete/tangible things in life                 
16. I am able to change and influence the way I feel                   
17. I make decisions based on logical, well thought out reasons               
18. The pleasures of food/eating are very important in my life                
           
19. I am very much of a logical thinking type of person                 
20. I am very good at visualising information quickly                 
21. New ideas and innovations fascinate me a lot                              
22. I am good at controlling my emotions and actions                             
23. Physical luxuries and the good life is very important for me               
24. I have a very lively and active imagination for many things                
25. Understanding why things happen is very important to me                
26. I am very good at monitoring my feelings and emotions                
27. I like very much the mystical/unexplainable things in life                
28. I am a practical (down to earth matter of fact) person                
29. I feel I am a doer or action/energetic type of person                
30. I enjoy daydreaming, and drifting into imaginative worlds                 
31. I feel very self-sufficient and clear about who I am                
32. I strongly value material assets and material possessions                
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33. If I try hard enough, I can always manage to solve problems               
34. I see myself as an sociable person                  
35. People ask me for information for product sales, places to shop               
36. I can remain calm when facing difficult situations                 
37. I like introducing new brands and products to my friends                
38. I can usually handle/cope with whatever comes my way                
 
39. Generally speaking I see myself as a talkative person                
40. I know how to handle unforseen situations and problems                
41. I see myself as full of energy                   
42. I see myself as a person who generates a lot of enthusiasm                 
43. I am an ambitious person                   
44. I see myself as an extraverted person                   
                       
45. It is easy for me to stick to my aims and accomplish my goals               
46. I like helping people by providing them with information  
         about many kinds of products                   
47. I’m confident that I could deal with unexpected events                
48. If someone asked me where to get the best buys on several 
         types of products, I could tell them where to go to                
49. My friends think of me as a good source of information 
        when it comes to new types of products or sales                 
 
50. I’ve always worked hard to be among the best in what I do                
51. I enjoy seeing what other people are like/do/behave                
52. I see myself as an outgoing confident person                 
53. I enjoy the satisfaction of completing difficult tasks                
 
54. Being close to others, listening to them and relating to them on  
      a one-to-one level is one of my favourite things to do                 
 
55. Just being around other people and finding out about them is  
      one of the most interesting things that I can think of doing                
56. I generally try to do my work/jobs as thoroughly as possible                
57. It is satisfying if I’ve got close relationships with lots of people               
 
SECTION 3: DEMOGRAPHIC QUESTIONS 
 
58. My Age group is: 18 – 30 (1) 31 – 45 (2)   46 – 65 (3)     66 and over (4) 
59. My Gender is:  Male (1) Female (2) 
60. My Marital status is: Single/not living with anyone (1)       Married / cohabiting (2)  
 
61. The level of education level/qualifications attained so far is: 
      High school (1) TAFE/vocational (2)  Degree (3) Postgraduate (4)  
62. My current occupation status is: 
      Self-employed  (1)  Tradesperson (2)       Professional (3)  Retired (4) 
      Manual/laborer (5)  Homemaker/Unemployed (6)       Student (7)  Clerical (8)  

 
Thank you very much for your cooperation 
 
If you have any questions about this survey, please contact Dr John Gountas, Tel: 03 9395 2352 or email: 
j.gountas@latrobe.edu.au. For any ethical issues please contact Ms Mrinali Clarke, Tel: 03 9479 1603 email: 
mrinali.clarke@latrobe.edu.au 
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• Travel and tourism business
• Academic researchers
• Government regulators and policy makers 

• New products, services and technologies
• Uptake of research findings by business,  
   government and academe
• Improved business productivity
• Industry-ready post-graduate students
• Public good benefits for tourism destinations



The Sustainable Tourism Cooperative Research Centre 

(STCRC) is established under the Australian Government’s 

Cooperative Research Centres Program. STCRC is the 

world’s leading scientific institution delivering research to 

support the sustainability of travel and tourism – one of 

the world’s largest and fastest growing industries.

Introduction 

The STCRC has grown to be the largest, dedicated tourism 

research organisation in the world, with $187 million 

invested in tourism research programs, commercialisation 

and education since 1997.

The STCRC was established in July 2003 under the 

Commonwealth Government’s CRC program and is an 

extension of the previous Tourism CRC, which operated 

from 1997 to 2003.

Role and responsibilities 

The Commonwealth CRC program aims to turn research 

outcomes into successful new products, services and 

technologies. This enables Australian industries to be more 

efficient, productive and competitive.

The program emphasises collaboration between businesses 

and researchers to maximise the benefits of research 

through utilisation, commercialisation and technology 

transfer.  

An education component focuses on producing graduates 

with skills relevant to industry needs.

STCRC’s objectives are to enhance:

•	 the contribution of long-term scientific  

and technological research and innovation  

to Australia’s sustainable economic and social 

development;

•	 the	transfer	of	research	outputs	into	outcomes	of	

economic, environmental or social benefit to Australia;

•	 the	value	of	graduate	researchers	to	Australia;

•	 collaboration	among	researchers,	between	researchers	

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

intellectual and other research outcomes.
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