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Abstract 
There is a growing acknowledgement that economies of the 21st century need to be knowledge-based rather than 
commodity-based and driven by knowledge development, innovation and commercialisation. In the future, 
national prosperity will be driven by a nation’s intellectual capabilities and the ability to expertly transfer, deploy 
and capitalise on that knowledge base. Therefore, knowledge will become the fundamental factor underpinning 
successful organisations in the 21st century. As a consequence, the diffusion and commercialisation of research 
has emerged as a key issue for governments, higher education institutions, research centres and private 
enterprise. These are recent developments that represent the recognition of knowledge as a key competitive tool 
for the private sectors and a determinant of economic growth for governments. 
 An enhanced tourism research capacity has been identified as an important issue in a number of tourism 
strategy documents at both national and state levels, as well as by a number of countries around the world 
including Canada, New Zealand and the State of Hawaii. Tourism research is currently under-utilised by the 
tourism sector and as a consequence; the sector is not as competitive as it could be. One possible reason for this 
is the dissemination of new knowledge generated by research does not currently reach the users of the 
information. 

It has been suggested that a likely reason for this problem is the lack of communication and understanding 
between the research community and the tourism sector. For research organisations such as the Sustainable 
Tourism Cooperative Research Centre (STCRC) to successfully diffuse their research outcomes into the 
Australian tourism sector it is necessary to have a clear understanding of the adoption environment. Therefore 
the aim of this project is to investigate both the tourism sector’s use of research and preferred mode of receiving 
research, to inform the development of appropriate diffusion and communication processes for STCRC research. 
 The first section of this report, the literature review, outlines the major components of research diffusion and 
diffusion theory including innovation development, decision-making processes and adopter categories. Diffusion 
theory aims to explain the rates and patterns of innovation adoption among individuals and firms and to identify 
those factors and mechanisms that shape this diffusion process.  Essentially, the ‘emphasis in diffusion research 
is on understanding what influences individuals’ decisions to adopt new ideas and on the communication 
networks that facilitate their spread’. The literature review will also overview some of the methods used by 
organisations to disseminate their research to industry bodies and other stakeholders. 
The second and third sections of the report will outline the research methods and survey results. The results of 
the survey will be presented according to the five sections of the interview questionnaire: organisational 
structure; current information sources; receipt of current information; benefits / barriers of current information; 
other information and future information requirements. 
 The final section of the report will provide an analysis and discussion of the survey results and the 
implications these have for the STCRC. A range of possible scenarios for diffusing STCRC research to the 
tourism industry will also be outlined. 
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SUMMARY 
 
The recognition that knowledge will increasingly become the key factor in economic growth at a national level 
and success at an organisational level has highlighted the importance of diffusing, commercialising and 
managing knowledge. Currently, tourism research is under-utilised by the tourism sector and as a consequence, 
the sector is not as competitive as it could be. This may be due to the fact that the dissemination of the new 
knowledge generated by research does not currently reach the users of the information as illustration in Figure 1. 
It has been suggested that a likely reason for this problem is the lack of communication and understanding 
between the research community and the tourism sector. For research organisations such as the Sustainable 
Tourism Cooperative Research Centre (STCRC) to successfully diffuse its research outcomes into the Australian 
tourism sector it is necessary to have a clear understanding of the adoption environment. 
 
Objectives of the Study 
The aim of this project is to investigate the tourism sector’s current use of research and other information and the 
preferred mode of receiving research and information. The objective is to map the sector to identify both barriers 
and receptiveness to research, as well as the most effective communication mechanisms to inform the 
development of appropriate diffusion and communication processes for STCRC research. The objectives can be 
summarised as: 

• Map the barriers and receptiveness of the Australian tourism sector to tourism research, information and 
knowledge (STCRC and other outputs); 

• Review the tourism and non-tourism literatures to identify possible models of knowledge diffusion and 
best practice / case study examples of diffusion, as well as the diffusion activities of key tourism bodies; 

• Survey the tourism sector to identify users and non-users of research, the type of research used and 
what may be required, current diffusion pathways and any barriers to successful diffusion adoption; 

• Analyse the tourism industry as an adoption environment and provide recommendations on the most 
appropriate diffusion mechanisms and strategies for the STCRC. 

 
Methodology 
To map the tourism sector and attempt to identify barriers and receptiveness to the diffusion of research, the 
survey aimed to elicit data on the use and non-use of research, the type of research used, and the sector’s 
preferred communication mechanisms for receiving research findings and other information. This will be 
achieved by mapping the sector by type and size of organisation, as well as by sub-sectors of the industry 
(government and the private sector – accommodation, attractions, etc.); with the objective being to determine 
which sectors of the tourism industry have been targeted; namely, regional tourism organisations, industry 
associations and private sector tourism operators and service providers. A database of potential respondents from 
each of Australia’s states and territories was developed and contacted via telephone. Of the 295 organisations 
that were contacted from the three sectors, 141 usable responses to the questionnaire were received, representing 
a response rate of 47.8%. More specifically, 28 responses were received from regional tourism organisations, 16 
responses from industry associations and 97 responses from private sector respondents.  
 As was outlined previously, the survey aims to map the tourism sector to identify both barriers and 
receptiveness to the diffusion of research and determine the nature of the Australian tourism sector as an 
adoption environment for research. The survey aims to uncover: 

• Type of knowledge currently used, the source of that research, the utility of technologies used to diffuse 
research (such as internet-based strategies and traditional print-based media); 

• How the research is used, what research is required, identify how research is currently being diffused, 
and what are the barriers to adoption; 

• The extent of industry collaboration to enhance knowledge and technology capabilities; and 
• Who the change agents are in the tourism sector, i.e. who are the innovation and knowledge brokers. 

 
Key Findings 
This project has effectively provided a snapshot of the current information and research receptiveness of the 
tourism industry. While considerable advances have been made in tourism research over the last several decades, 
particularly in the academic sphere, it appears from the current survey sample that the tourism industry’s use of 
this research is not advancing at the same rate. Essentially, the survey showed that the industry’s use of research 
and information for their business activities is conservative, that they are fairly content with their current 
information types and that they effectively want more of the same sort of information to help them do what they 
have always done. However, they want it to be more relevant and accurate and easier to access. 

Some of the key findings from the survey were that: 
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• The type of information currently used by tourism organisations is tourism statistics such as visitor 
surveys and data, tourist demographic information and marketing information; 

• This information is sourced from the government and other public sector bodies; 
• This information is received by electronic sources (email and internet) and traditional print based 

sources; 
• The information is used within the organisation to assist with marketing activities, business 

management and product development; 
• The benefits of current information sources are seen as being easy to access / read / transfer, relevance 

of the information and cost effectiveness; 
• Barriers to the use of current information courses are the irrelevance of the information, difficulty in 

accessing it and the fact that some are unreliable and inaccurate; 
• The majority of organisations do conduct their own research and generally conducted some form of 

visitor, customer or tourist surveys and visitor demographic studies; 
• Research was conducted to ensure that customer and / or member needs are met, as well as assisting 

with marketing activities and to distribute to their operators / members in the region; 
• The majority of organisations did not use academic information; 
• Benefits of using academic information are that it provides information that could not normally be 

obtained and its cost effective nature; 
• Difficulties with academic information are access and the information not being relevant to the 

industry; 
• State tourism organisations are considered the most influential organisations within the tourism sector; 
• The type of information required is general tourism information, more information on tourist 

demographics and tourism statistics. Regional tourism organisations also cited more accurate/ specific 
information, while industry associations identified a need for information for small business operators; 

• The preferred means of receiving information is electronically. A number of respondents from the 
accommodation sector also cited hard copy format and tour operators identified seminars / workshops 
as a preferred means of receiving information. 

The survey results do raise concerns about the nature of the Australian tourism industry as a research 
adoption environment. A major concern is the industry’s over-reliance on market-driven information; a narrow 
approach that omits other types of research and so may impact upon the industry’s competitiveness. Tourism 
research has often been criticised for its market-orientated approach, yet the survey results show that this is the 
type of information that the industry demands. The survey results suggest that the tourism industry is not a 
reluctant adoption environment for the diffusion of research and information and there appears to be little 
evidence of new ideas being generated or sought by industry. These are key issues which pose significant 
challenges for research generating organisations such as the STCRC. 
 
Future Action 
A series of possible scenarios and recommendations have been identified for the STCRC to engage and diffuse 
its research to the wider tourism industry. 

• Scenario 1 – Do not attempt to target research to the wider tourism industry. 
• Scenario 2 – Attempt to provide the industry with the type of information it requires. 
• Scenario 3 – Attempt to educate the industry about STCRC and other sources of tourism research and 

knowledge. 
• Scenario 4 – Utilise the STCRC partners to diffuse information and research. 
• Scenario 5 – Continue current practices. 
The survey results suggest that there are number of inhibitors to research adoption in the tourism sector, 

without an easy solution in sight. It was found that the industry is not seeking new ways of conducting its 
business activities, that they are content with their current information types and that they effectively want more 
of the same sort of information to help them do what they have always done. Unfortunately, these outcomes do 
not lend themselves to a neat summation as to how the STCRC should implement effective diffusion and 
communication strategies. The review of diffusion literature, case studies and possible scenarios for action will 
hopefully offer a useful platform for further debate, discussion and investigation into this issue. 
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Chapter 1 

INTRODUCTION 

There is a growing acknowledgement that economies of the 21st century need to be knowledge-based rather than 
commodity-based and driven by knowledge development, innovation and commercialisation. In the future, 
national prosperity will be driven by a nation’s intellectual capabilities and the ability to expertly transfer, deploy 
and capitalise on that knowledge base. Therefore, knowledge will become the fundamental factor underpinning 
successful organisations in the 21st century. As a consequence, the diffusion and commercialisation of research 
has emerged as a key issue for governments, higher education institutions, research centres and private 
enterprise. These are recent developments that represent the recognition of knowledge as a key competitive tool 
for the private sector and a determinant of economic growth for governments.  
 An enhanced tourism research capacity has been identified as an important issue in a number of tourism 
strategy documents at both national and state levels, as well as by a number of countries around the world 
including Canada, New Zealand and the State of Hawaii (Scott 1999). Tourism research is important because it 
leads to innovation and therefore, competitive advantage. However, tourism research is currently under-utilised 
by the tourism sector and as a consequence; the sector is not as competitive as it could be. One possible reason 
that the dissemination of new knowledge generated by research does not currently reach the users of the 
information as illustrated in Figure 1. It has been suggested that a likely reason for this problem is the lack of 
communication and understanding between the research community and the tourism sector. For research 
organisations such as the Sustainable Tourism Cooperative Research Centre (STCRC) to successfully diffuse 
their research outcomes into the Australian tourism sector it is necessary to have a clear understanding of the 
adoption environment. Therefore the aim of this project is to investigate both the tourism sector’s use of research 
and preferred mode of receiving research, to inform the development of appropriate diffusion and 
communication processes for STCRC research. 
 

Figure 1 : Current Diffusion of Tourism Research 
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 The first section of this report, the literature review, outlines the major components of research diffusion and 
diffusion theory including innovation development, decision-making processes and adopter categories. Diffusion 
theory aims to explain the rates and patterns of innovation adoption among individuals and firms and to identify 
those factors and mechanisms that shape this diffusion process (Wolfe 1994). Essentially, the ‘emphasis in 
diffusion research is on understanding what influences individuals’ decisions to adopt new ideas and on the 
communication networks that facilitate their spread’ (Hislop, Newell, Scarbrough & Swan 1997:428). The 
literature review will also overview some of the methods used by organisations to disseminate their research to 
industry bodies and other stakeholders.  
 The second and third sections of the report will outline the research methods and survey results. The results 
of the survey will be presented according to the five sections of the interview questionnaire: organisational 
structure; current information sources; receipt of current information; benefits/ barriers of current information; 
other information and future information requirements.  
 The final section of the report will provide an analysis and discussion of the survey results and the 
implications these have for the STCRC. A range of possible scenarios for diffusing STCRC research to the 
tourism industry will also be outlined. 
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Chapter 2 

LITERATURE REVIEW 

The diffusion paradigm has been used in rural sociology, agricultural economics, industrial economics, 
geography, marketing science, and consumer behaviour and its concepts have been applied in new product 
marketing, advertising, education and product life cycle planning (Gatignon & Robertson 1985; McBeath 1991). 
Diffusion research aims to explain the rates and patterns of innovation adoption among individuals and firms and 
to identify those factors and mechanisms that shape this diffusion process (Wolfe 1994). The emphasis in 
diffusion research is on understanding what influences individuals’ decisions to adopt new ideas and on the 
communication networks that facilitate their spread (Hislop et al. 1997).  
 This section will first outline the major components of research diffusion and diffusion theory including 
innovation development, decision-making processes and adopter categories. This section builds on the work of 
Rogers (1995) who is credited within the literature as developing the seminal work in diffusion. Secondly, the 
review will examine a selection of diffusion practices by different organisations. Finally the research activities of 
major organisations in the tourism sector will be examined including Tourism Research Australia (TRA) and the 
state tourism authorities.  
 

Diffusion Theory 
Rogers (1995) defines diffusion as the process by which an innovation or new idea is communicated through 
certain channels over time among the members of a social system. Ayers (1969) saw diffusion as the 
evolutionary process of replacing old technologies with newer ones for solving similar problems or 
accomplishing similar objectives.  
 Rogers (1995: 6) claims, ‘diffusion is a kind of social exchange, defined as the process by which alteration 
occurs in the structure and function of a social system. New ideas are invented, diffused, and are adopted or 
rejected, leading to certain consequences, social change occurs’. Rogers identifies four main elements in the 
diffusion of innovations: the innovation, communication channels, time and the social system. These four 
elements are said to be identifiable in every diffusion campaign or program. 
 

The Innovation 
An innovation is an idea, practice, service or object that is perceived as new by an individual or other unit of 
adoption. Diffusion of ‘innovations’ is the term used in the literature, with innovation broadly referred to as a 
new product, technique, practice, idea or change in the existing order (Brown 1981; Jaakkola 1996). As Rogers 
and Shoemaker (1971:19) note, ‘an innovation… [is anything]… perceived as new by an individual, and it 
matters little…whether or not an idea is objectively new…it is the perceived newness of the idea for the 
individual that determines his reaction to it. If the idea seems new to the individual, it is an innovation’.  
 

Communication Channels 
Diffusion is a particular type of communication in which the message content that is exchanged is concerned 
with a new idea. The essence of the diffusion process is the information exchange through which one individual 
communicates a new idea to one or several others. The adoption of an innovation is primarily the outcome of a 
learning or communication process (Brown 1981). 
 Communication is the cornerstone of diffusion (Mahajan & Peterson 1985) and is the process by which 
participants create and share information with one another in order to reach a mutual understanding. Without 
communication, a potential adopter will not know about the benefits of adopting the innovation, thus rendering 
the innovation irrelevant (Attewell 1992).  
 

Time 
Rogers (1995) identifies the time dimension as being involved in innovation on three levels: the innovation-
decision process; innovativeness and adopter categories; and rate of adoption. 
 The innovation-decision process is the process through which an individual (or other decision-making unit) 
passes from first knowledge of an innovation to forming an attitude toward the innovation, to a decision to adopt 
or reject, to implementation and use of the new idea, and to confirmation of this decision. It is essentially an 
information-processing activity in which an individual obtains information in order to decrease uncertainty about 
the innovation. The process is recognised as evolving through a time-ordered sequence of knowledge, 
persuasion, decision, implementation, and confirmation. Diffusion scholars have long recognised that an 
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individual’s decision about an innovation is not an instantaneous act. Rather it is a process that occurs over time, 
consisting of a series of actions and decisions, as illustrated in figure two. 
 

Figure 2: The Innovation-Decision Process 

 
 
 
 
 
 
 
 
 Rogers also identifies innovativeness and adopter categories, in terms of time. Innovativeness is the degree 
to which an individual or other unit of adoption is relatively earlier in adopting new ideas than other members of 
a system. The adopter categories classify members of a social system on the basis of innovativeness, and include: 
innovators, early adopters, early majority, late majority, and laggards (these concepts will be addressed further in 
later sections). The measure of innovativeness and the classification of a system’s members into adopter 
categories are based upon the relative time at which an innovation is adopted. 
 The rate of adoption is the relative speed with which members of a social system adopt an innovation. The 
rate of adoption is usually measured by the length of time required for a certain percentage of the members of a 
system to adopt an innovation. 
 

Social System 
The social system is the fourth element in Roger’s (1995) diffusion of innovations theory. A social system is 
defined as a set of interrelated units that are engaged in joint problem solving to accomplish a common goal. The 
members of units of a social system may be individuals, informal groups, organisations, and/or subsystems. The 
structure of a social system can facilitate or impede the diffusion of innovations in a system. Societal norms, 
opinion leaders and change agents can also affect diffusion within a social system. 
 The social system can have another important influence in the diffusion of new ideas. Innovations can be 
adopted or rejected by either an individual member of a system or by the entire social system, which can decide 
to adopt an innovation by a collective or an authority decision. 
 

Technology Transfer and Dissemination 
Technology transfer, dissemination, extension, etc. are all terms that are frequently and interchangeably used to 
refer to the diffusion of research and/or innovations. Diffusion is essentially a mode of technology transfer, with 
technology transfer defined as the process of moving ideas from the research stage to the marketplace (or 
multiple receivers) (Williams & Gibson 1990; Leonard-Barton 1990). Leonard-Barton (1990:45) defines 
technology transfer as ‘involving some source of technology, possessed of specialised technical skills, which 
transfers the technology to a target group of receivers who do not possess those specialised skills and who 
therefore cannot create the tool themselves’. Lomas (1993) differentiates between the interchangeable use of the 
terms diffusion and dissemination: 

• Dissemination refers to the communication or flow of information from a source to an identified 
audience.  

• Diffusion is a form of untailored and untargeted communication.  
 Dissemination can also be considered passive, that is when the information is transmitted through mediums 
such as databases and directories (Anonymous, nd). 
 

The Innovation-Development Process 
Rogers (1995) outlines a six-stage innovation-development process. This innovation-development process 
consists of all the decisions and activities, and the impacts that occur from the recognition of a need or a 
problem, through to the research and development to address the problem to the final stages of 
commercialisation and diffusion of the innovation to users. This process, as described by Rogers (1995) 
includes: 
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• The recognition of a problem or need – the innovation-development process usually begins with the 
recognition of a problem or need, which stimulates research and development activities designed to 
create an innovation to solve the problem/ need. 

• Basic and applied research – the knowledge base for an innovation usually derives from basic research, 
defined as original investigations for the advancement of scientific knowledge. However, applied 
research consists of scientific investigations that are intended to solve practical problems. 

• Development – the development of an innovation is the process of putting a new idea in a form that is 
expected to meet the needs of an audience of potential adopters. This phase customarily occurs after 
research but prior to the innovation that stems from the research. 

• Commercialisation – commercialisation is the production, manufacturing, packaging, marketing, and 
distribution of a product that embodies an innovation. It is the conversion of an idea from research into 
a product or service for sale in the marketplace. 

• Diffusion and adoption – one of the most crucial decisions in the entire innovation-development process 
is the decision to begin diffusing an innovation to potential adopters. 

• Consequences – the final phase in the innovation-development process is the consequences of an 
innovation, defined as the changes that occur to an individual or to a social system as a result of the 
adoption or rejection of an innovation. At this stage the original problem/need that set off the 
innovation-decision process is either solved or not. 

 Similar to Rogers’ stages in the development process, Mitsufuji (2001) proposes the steps in innovation 
diffusion in the information technology field: 

• Appearance of an innovation that overthrows the existing technological paradigm; 
• Trial and error by engineers and staff of related organisations as well as the participation of various 

social groups in an attempt to interpret the diffusion; 
• Appearance of the dominant design; 
• Stabilisation and fixation of the innovation in the social system; and 
• Full-scale penetration of the innovation into the social system. 

 

The Innovation-Decision Process 
The innovation-decision process occurs when an individual (or other decision-making unit) passes from first 
knowledge of an innovation to forming an attitude toward the innovation, to a decision to adopt or reject, to 
implementation and use of the new idea, to confirmation of this decision (Rogers 1995). It is essentially an 
information-processing activity in which an individual obtains information in order to decrease uncertainty about 
an innovation. The process is recognised as evolving through a time-ordered sequence of knowledge, persuasion, 
decision, implementation, and confirmation. As Rogers (1995) finds, diffusion scholars have long recognised 
that an individual’s decision about an innovation is not an instantaneous act, but rather a process that occurs over 
time, consisting of a series of actions and decisions: 

• Knowledge occurs when an individual (or other decision making unit) learns of the innovation’s 
existence and gains some understanding of how it functions and how it will solve an individual’s 
problem. 

• Persuasion occurs when an individual (or other decision making unit) forms a favourable or 
unfavourable attitude towards the innovation. At this stage the individual seeks to reduce uncertainty 
about an innovation’s expected consequences, including the advantages and disadvantages relevant to 
the individual’s situation. 

• Decision occurs when an individual (or other decision making unit) engages in activities that lead to a 
choice to adopt or reject the innovation. 

• Implementation occurs when an individual (or other decision making unit) puts an innovation into use. 
Re-invention is especially likely to occur at this stage. 

• Confirmation occurs when an individual (or other decision making unit) seeks reinforcement of an 
innovation-decision process that has already been made. However, the individual may reverse this 
decision if exposed to conflicting messages about the innovation (Rogers 1995:162). 
From a review of diffusion studies conducted in a variety of fields, Lionberger and Gwin (1991) 
identify the decision processes for adoption as including: 

• People become aware of a new idea, product or practice for the first time; 
• People develop an interest in the new idea or practice; 
• Evaluation by prospective adopters who accumulate information, and weigh up the pros and cons of the 

new idea and relate it mentally to their own situation; 
• Potential adopters trial the new idea or practice; and 
• Adoption is the stage when it is decided that the new practice is good enough for full-scale use. 
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 As Brown (1981) notes, the decision to adopt an innovation is primarily the outcome of a learning or 
communication process. Informal sources of information, user characteristics, innovation characteristics, 
organisational structure and hierarchy can all influence the adoption or rejection of an innovation (Stuart, Russo, 
Sypher, Simons & Hallberg 2001). Therefore it is considered that a fundamental step in examining the process of 
diffusion is the identification of factors related to the effective flow of information and of the characteristics of 
information flows, information reception and resistances to adoption (Brown 1981:6).  
 

Diffusion Adoption 
The rate of adoption is the relative speed with which an innovation is adopted by members of a social system, 
and is generally measured as the number of individuals who adopt a new idea in a specified period, such as each 
year (Rogers 1995). The rate of adoption is affected by other variables including: 

• the type of innovation-decision; 
• the nature of communication channels diffusing the innovation; 
• the nature of the social system; and  
• the extent of change agents’ efforts in diffusing the innovation.  

 Researchers have identified five characteristics that influence whether an innovation will be adopted (Jones, 
Jamieson & Clark 2003; Lionberger & Gwin 1991). These characteristics as outlined by Rogers (1995) include: 

• Relative advantage is the degree to which an innovation is perceived as better than the one it 
supersedes. 

• Compatibility is the degree to which an innovation is perceived as being consistent with the existing 
values, past experiences, and needs of potential adopters. 

• Complexity is the degree to which an innovation is perceived as difficult to understand and use. 
• Trialability is the degree to which an innovation may be experimented with. 
• Observability is the degree to which the results of an innovation are visible to others. 

 Jones et al. (2003) state that research studies have confirmed that an innovation which is perceived as having 
high compatibility, relative advantage, trialability and observability while having low complexity is more likely 
to be adopted. 
 Mitsufuji (2001) finds that there are considerable interactions between an innovation and its adoption into a 
social system. It is claimed that: 

• Potential adopters of an innovation make their decisions whether they will implement it or not, 
considering both internal and external influence factors; 

• Various other actors and social groups take part in the innovation-diffusion process in order to promote 
or block the diffusion of an innovation, forming its external environment; and 

• Innovation providers not only attempt to appeal to potential users in order to make the innovation 
diffuse into the social system, but also make an effort to enhance its efficiency and effect. 

 

Adopter Categories 
Individuals in a social system do not adopt an innovation at the same time, rather, they adopt in an over-time 
sequence. Therefore individuals can be classified into adopter categories on the basis of when they first began 
using a new idea and Rogers (1995) among others have devised adopter categories to categorise individuals with 
similar degrees of innovativeness. Five adopter categories are presented based on conceptualisations of each 
adopter category and Bierma, Waterstraat, Kimmel and Nowak (1997) propose approximate percentages of the 
number of adopters for each of the categories. 

• Innovators: Venturesome (the first 2% of adopters) - innovators are defined as the first to adopt or try a 
new idea or practice (Lionberger & Gwin 1991). Innovators are considered venturesome, and almost 
have an obsession with innovations. An innovator generally has substantial financial resources to 
absorb possible losses from unprofitable innovations, an ability to understand and apply complex 
technical knowledge and an ability to cope with a high degree of uncertainty about an innovation at the 
time of adoption. 

• Early Adopters: Respect (the next 14% of adopters) - early adopters generally search for new ideas and 
practices, and are able to relate abstract knowledge to their particular situation. These early adopters act 
as a role model for many other members of a social system and are often respected by peers for their 
adoption of new ideas. 

• Early Majority: Deliberate (the next 34% of adopters) - the early majority adopt new ideas just before 
the average members of a system. The early majority may deliberate for some time before completely 
adopting a new idea, and the innovation-decision period is relatively longer than that of the innovator 
and early adopter. 
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• Late Majority: Sceptical (the next 34% of adopters) - the late majority adopt new ideas just after the 
average member of a system. Adoption may be both an economic necessity for the late majority, and 
the result of increasing network pressures from peers. Innovations are approached with a sceptical and 
cautious air, and the late majority do not adopt until most others in their system have done so. 

• Laggards: Traditional (the last 16% of adopters) - laggards are the last in a social system to adopt an 
innovation. This group possess almost no opinion leadership and decisions are made in terms of what 
has been done previously. Their innovation-decision process is relatively lengthy, with adoption and use 
lagging far behind awareness and knowledge of a new idea. 

 

Early Adopters vs. Late Adopters 
Lionberger and Gwin (1991) contrast the different information sources, interactions and personal characteristics 
of early adopters and late adopters of innovations within the agricultural farming sector. This is presented in 
table one. 
 Bragg (1992) finds that to promote the adoption of new practices it is essential to educate early adopters and 
use these people to educate the later adopters. However, Larsen (2001) in a review of adopters in the information 
technology field, found that while it was relatively easy to detect the few early adopters and laggards, it was 
difficult to pinpoint at which stage the majority of people in the social system adopted the technology.  

Table 1: General Characteristics of Early and Late Adopters 

 Early Adopters Late Adopters 
Information 
Sources 

• Research Centres 
• Mass media 
• Technical journals 

• Mostly from peers 
• Low use of mass media 
• Read general journals, if any 

Contact with 
others 

• High participation in special interest 
groups 

• Very active in these groups 
• Have many close associates but get 

information only from very 
knowledgeable ones 

• Low participation in special interest 
groups 

• Few personal contacts; those 
limited to locality 

• Get their advice from friends and 
relatives 

Personal 
Characteristics  

• Search for new ideas and practices 
• Can relate abstract ideas to own 

situation 
• High management ability 
• Adoption mostly an economically 

rational process 
• Big operator, prosperous 
• Much schooling 

• Reluctant to risk trying new things 
• Need concrete examples 
• Low management ability 
• Adoption mostly due to influence of 

friends and neighbours 
• Small operator, poor 
• Little schooling 

Source: Lionberger and Gwin 1991 
 

Organisational Adoption 
In firms within a particular industry, early adoption takes place because certain firms wish to gain an advantage 
over their competitors (Brown 1981). Brown (1981) finds that generally the firm adoption decision is seen as a 
function of the characteristics of the innovation, such as: the innovation’s cost savings and required investment; 
industry characteristics such as the intra-industry competitive structure; the nature of previous technological 
investment; institutional effects, such as their societal concerns and political actions; and firm characteristics 
such as their size, the aggressiveness and innovativeness of management. Attewell (1992) finds that firm size 
and profitability influence adoption. Studies have found that large firms adopt innovations before small ones, 
and those firms for whom an innovation is most profitable will become the early adopters (Attewell 1992). 
Brown (1981) also finds that an important relationship is that between firm size and time of adoption. This can 
be assumed because large firms are considered to be more able to afford the risk and cost associated with 
innovations, therefore large firms adopt earlier and small firms adopt later. 
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Figure 3: Adoption and Size of Firm 

 
Source: Brown 1981 

 

Diffusion Models 
While a variety of models and mathematical formulas have been developed to explain the diffusion paradigm, 
the two most commonly used models: the S-shaped Curve and the Bass Model will be outlined. These models 
are used to illustrate the diffusion adoption process. 
 Mahajan and Peterson (1985:8) find that ‘although a wide variety of innovations and diffusion processes 
have been investigated, one research finding keeps recurring: if the cumulative adoption time path or temporal 
pattern of a diffusion process is plotted, the resulting distribution can generally be described as taking the form 
of an S-shaped curve’. This is due to the fact that initially only a few members of the social system adopt the 
innovation, but as time progresses there will be an increasing number of adopters as the innovation becomes 
more accepted. The diffusion curve eventually levels, as diffusion is complete. 
 

Figure 4: S-Shaped Diffusion Curve 

 
Source: Mahajan and Peterson 1985 

 
 Even though the diffusion pattern is generally recognised as an S-shaped curve, the exact shape of the curve 
may change depending on the innovation. As Mahajan and Peterson (1985: 8) state, ‘the slope may be very steep 
initially, indicating rapid diffusion, or it may be gradual, indicating relatively slow diffusion’. 
 Within the marketing field, the Bass model has received much attention. Under this model it is assumed that 
there are two groups of potential adopters of an innovation who are either influenced by the mass media or word 
of mouth (Mahajan, Muller & Bass 1990). Those influenced by the mass media are termed ‘innovators’ who 
adopt based on the mass media communication or external influence, and the other group of ‘imitators’ are 
driven to adoption by internal influences such as word of mouth. 
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Figure 5: Bass Model of Diffusion 

 
Source: Mahajan, Muller and Bass 1990 

 

Change Agents and Communication 
The role of change agents and the communication process are key considerations in the success of innovation 
diffusion. A change agent is a person who provides a communication link between a resource system of some 
kind and a client system. Many different occupations fit the definition of a change agent: teachers, consultants, 
extension workers, etc. One of the main roles of a change agent is to facilitate the flow of innovations from a 
change agency to an audience of clients. For this type of communication to be effective, the innovations must be 
selected to match client’s needs, and for this reason, change agents are the link between the technical experts 
who have developed the innovation and the client (Rogers 1995). Change agents have also been likened to 
marketers (Gatignon & Robertson 1985).  
 Rogers (1995) identifies a number of potential roles of the change agent in the process of introducing an 
innovation in a client system. 

• The change agent develops a need for change by initially helping clients become aware of the need to 
alter their behaviour by pointing out new alternatives to existing problems. 

• The change agent establishes an information-exchange relationship, as the clients must accept the 
change agent before they will accept the innovation being promoted. The innovations are judged on the 
basis of how the change agent is perceived. 

• The change agent is responsible for analysing clients’ problems to determine why existing alternatives 
do not meet their needs. 

• After a change agent explores various avenues of action that clients might take to achieve their goals, 
the change agent seeks to motivate their interests in the innovation. 

• The change agent seeks to translate intent into action by influencing the clients’ behaviour based on the 
clients’ needs.  

• To stabilise adoption and prevent discontinuance the change agents reinforces positive messages to 
clients. 

• The end goal for a change agent is to develop self-renewing behaviour on the part of clients, effectively 
shifting the clients from a position of reliance on the change agent to one of self-reliance. 

 One factor in change agent success is the amount of effort spent in communication activities with clients. 
The success of change agents is usually measured in terms of the rate of adoption of innovations by members of 
the client system.  
 A change agent’s primary role is communication and as has been outlined previously, diffusion does not 
occur without communication. Researchers have found that communication campaigns can be more successful if 
they:  

• Utilise formative evaluation, by conducting research on the campaign’s intended audience and on the 
messages in order to plan the campaign more effectively; 

• Set specific but reasonable campaign goals;  
• Use audience segmentation to divide a mass audience into relatively homogeneous audience segments; 

and  
• Design the campaign’s mass media messages to trigger interpersonal network communication among 

members of the intended audience. 
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 Change agents often try to increase the observability of an innovation, and thus speed its rate of adoption by 
organising a demonstration of the innovation. Rogers (1995) refers to agricultural extension agents who often 
conduct demonstrations of agricultural innovations for farmers in their fields. They then assist the farmer in 
testing the innovation over a period of time and assess the results with the farmer. They may also invite 
neighbouring farmers to observe the demonstration’s results. The demonstration strategy is also widely used in 
energy conservation, mass transportation, education, environmental protection, substance abuse prevention and 
many other fields (Rogers 1995). 
 Despite the efforts of change agents, Lionberger and Gwin (1991) find that rapid increases in adoption rates 
occur mostly as a result of people talking to and influencing each other. Johnson (1996) states that for 
information seeking face-to-face interpersonal communication is the preferred mode of communication. In a 
study of dissemination amongst small and medium sized enterprises (SMEs), it was found that peer networks are 
more valuable than consultants and other change agents, as SMEs prefer to have contact with other people who 
are doing the same thing, who they can ask questions of freely (Friedman & Miles 2002). Therefore Martin 
(2002) finds that SMEs can benefit from entering into alliances as a means to achieving mutually beneficial 
objectives and establishing peer networks. 
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Chapter 3 

CASE STUDIES 

The following section provides a selection of case studies in research diffusion and dissemination. The objective 
of this section is to illustrate and overview some of the methods used by organisations to disseminate their 
research to industry bodies and other stakeholders. The first of the case studies outlines the Cooperative 
Research Centres Program and highlights the diffusion activities of key Centres who have made publicly 
available their diffusion and/or communication strategies. The third case study examines agricultural extension 
and the use of extension officers as a means for information dissemination. The remaining case studies examine 
diffusion in the information technology sector, health and medical research, and diffusion to small-to-medium 
sized enterprises.  
 

The Australian Cooperative Research Centres Program 
Tropical Savannas CRC 
It is stated on the Tropical Savannas CRC website that the job of researchers is not over simply because the 
study is complete. It states that researchers must make sure their research reaches the land managers so the 
results can be used. In communicating their fire research they concluded that effective communication is 
necessary and can be achieved by building-in effective stakeholder consultation at all stages of research 
planning, when conducting the research, and the extension of its findings. They claim that without adequate 
consultation, there is a risk that the research may not be seen as relevant, or not be understood, or even 
welcomed by the end-users. 
 It is also stated that different stakeholder groups have different communication needs, and it is therefore 
essential to identify what the different groups want, how they want it, and the appropriate mechanisms for 
feedback. 
 

CRC Reef 
Alcock (1995) discusses the diffusion of research for CRC Reef. Alcock (1995) claims that individual CRC 
researchers must play a greater role in following through with the implications of their research, and that their 
role does not simply finish with the production of the final technical reports. The researcher is considered the 
primary person responsible for delivering results to stakeholders. 
 Alcock (1995: 7) proposes a number of initiatives to facilitate successful information exchange between 
scientists, managers and stakeholders: 

• Develop an interactive communication plan for each project in conjunction with relevant managers. The 
plan should be part of the research phase, outputs and outcomes. It should identify stakeholders, clients 
and beneficiaries, and understand their concerns. It should outline communication strategies, set clear 
objectives and choose suitable tactics. 

• Always provide results in plain language and relate new information to the wider realms of science and 
human affairs to help people see how new information can benefit their work. 

• Provide training to help managers understand and use new sources of information such as internet 
search programs, conceptual models, computer simulation software or decision support systems. 
Workshops and meetings can also be used as ‘reality checks’ to customise more useful information 
tools for managers and community stakeholder groups. 

• Utilise specialist scientific advisors to provide technical assistance and information support services on 
critical issues or problems that an organisation must address. Independent specialists can help facilitate 
and synthesise diverse information and provide frameworks to address management issues. 

• Employ knowledge brokers and locate them in key management organisations to act as ‘agents of 
change’ on behalf of scientific providers. Knowledge brokers, with strong scientific and communication 
skills, can often bridge the gap more effectively between scientists, planners and policy makers from the 
inside, than scientists can by working from the outside. 

• Introduce people to new information sources and ideas, such as multi-disciplinary teams outside their 
organisation, independent experts and new resources. Encourage open access and sharing of skills and 
information between organisations and programs.  

• Form an advocacy group, foundation or professional network for the organisation. These associations 
serve as important lobbyists for the provision of information to organisations. 

• Apply the 10 percent rule, where at least 10 percent of all research funding is set aside for targeted 
communication activities and products, such as stakeholder workshops, public meetings, media 
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publicity, information products, video documentaries, interpretive booklets, training courses, manuals 
or websites. 

 

Cotton CRC 
The Cotton CRC is particularly active in its diffusion and extension activities through extension staff, a 
Technology Resource Centre, and a number of specific projects aimed at enhancing the delivery of information.  
 The Cotton CRC uses a team of 14 extension staff who work closely with local growers and consultants. It 
is stated on the Cotton CRC website that the objective of the extension staff is to meet the national issues facing 
the cotton industry. The primary activity of the extension officers is to conduct field trials and demonstrations in 
collaboration with researchers, consultants and growers to field test, evaluate and adapt research findings. 
 The CRC has also implemented an ‘Evaluation and Benchmarking Team’ which is responsible for tracking 
and examining the rate of technology adoption and changing attitudes towards the adoption of resistance 
management and overall changes to the farming system. 
 The Cotton CRC Technology Resource Centre was established as the ‘shop front’ to service the industry’s 
extension requirements and facilitate the collection and distribution of resource materials to various stakeholders. 
The Centre also produces a number of extension publications including industry information bulletins.  
 

Sugar CRC 
The goal of the CRC for Sustainable Sugar Production’s Technology Transfer program is to provide the 
Australian sugar industry with research results; facilitate their introduction; and enhance the industry’s 
knowledge base and ability to make informed decisions regarding sustainable sugar production. The program’s 
staff attempt to coordinate and put in place a technology transfer plan to deliver research outputs to end-users, 
with the goal being to maximise and expedite the uptake of research outputs by stakeholders.  
 

Forestry CRC 
The CRC for Sustainable Production Forestry operates a technology transfer program to rapidly transfer the 
technology arising from research conducted at the Centre to industry partners and other end users, in a form that 
can be applied. The aim of the program is to deliver what industry needs by: 

• Developing a research program in cooperation with industry to satisfy key needs of industry; 
• Involving industry in research so industry has ownership; 
• Using industry to guide research within research programs through program coordinating committees; 
• Having agreed means to transfer outcomes and deliverables from each research project (project 

technology transfer plans); 
• Having an agreed timetable for technology transfer; 
• Developing technology transfer packages for discipline areas where a sufficient body of new 

information exists; and 
• The research scientists in that discipline area then take the technology transfer package to clients. 

 Methods of technology transfer: 
• Training of graduates who will be employed by the industry; 
• Flash sheets which present a brief outline of the scientific outcome as soon as it is obtained; 
• Technical reports and journal publications; 
• Personal visits by CRC staff; 
• Seminars, field days, workshops at locations convenient to clients; 
• Groups of seminars in a particular discipline area, which are taken to clients; and 
• A web based CRC publication database. 

 CRC Forestry aims to improve the effectiveness of technology transfer by conducting client surveys to 
assess the success of technology transfer. They are conducted annually for all clients, and after each event to 
determine the level of satisfaction for that event. The client surveys are used to refocus and improve the quality 
of the program. 
 

Beef CRC 
The CRC for Cattle and Beef Quality conduct an ‘Arm the Trainer Workshop’ to disseminate outcomes from the 
Meat Quality CRC for the cattle production sector. The workshop is for beef extension officers from around 
Australia, along with selected breeders, consultants and other key professionals who have the task of applying 
new technology in the industry. 
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CRC for Freshwater Ecology 
Alcock (1995) identifies the knowledge strategy of the CRC for Freshwater Ecology, who in an attempt to 
facilitate the flow of information posed the following questions to its partner organisations: 

• What do we need to know? 
• How will we get the information? 
• How do we store the information so it is available when required? 
• How do we package and deliver information to meet our member, industry and community needs? 
• How do we update and check the information itself? 
• How do we review and update the knowledge strategy itself? 

 

CRC for Catchment Hydrology 
The CRC for Catchment Hydrology uses the adoption of research outcomes as the key performance indicator for 
the Centre. The Centre has implemented a communication and adoption plan for all projects, which requires 
documentation of the background knowledge, strategy and implementation plans for the adoption of research 
outputs.  
 The CRC ensures close involvement of end-users and stakeholders in both planning and conducting the 
research, and in the implementation of the outcomes. Regular monitoring of adoption is an important objective 
of the Centre’s communication activities. The Centre maintains and continues to improve its external 
communication strategy through: a monthly newsletter, website, National industry seminar series, industry, 
technical reports, video series and other practical reference materials, field tours and demonstrations, 
professional education through short courses and postgraduate scholarships, and articles in journals. 
 

CRC for Tropical Pest Management 
The CRC for Tropical Pest Management uses a participatory approach to extension through ‘Problem 
Specification Workshops’. Foster, Norton and Brough (1995) outline the problem specification workshops as a 
three-stage process.  

• Stage one identifies the key elements of the problem and the inhibitors to change, which sets the scene 
in terms of constraints and opportunities for improvement.  

• The second stage involves the exploration of options for improving pest management and the avenues 
for overcoming barriers.  

• The final stage sees the identification of targets to be achieved in order to bring about substantiative 
change, which provides a basis for developing recommendations and action plans across a range of 
activities from research and development to extension.  

 Foster et al. (1995) find that this problem specification process allows for the early conceptualisation of 
problems and promotes efficient and effective responses. 
 

Agricultural Extension 
Barclay (1993) finds that as the development of agricultural technology moved away from the end-users to 
researchers, the need arose for extension. However, Lionberger and Gwin (1991) claim that when agricultural 
change agents first attempted to teach new methods to farmers many would not listen, and useful knowledge was 
not being used. However, this has since changed and agricultural extension officers play a crucial role in 
diffusing research to end-users. Extension officers also become another social system in the diffusion network. 
 In its simplest terms, extension is the communication of knowledge or information from one person, or 
place, to another. Within the agricultural sector, extension officers are responsible for conveying the latest 
technology and management principles to end-users such as farmers, graziers, etc. Essentially they must 
assemble research findings and put them in forms farmers can understand and use (Lionberger & Gwin 1991). 
Russell, Ison, Gamble and Williams (1989) claim that the dominant model for effective extension has relied on 
the notion that good research is done by the scientists who then transform this into agricultural knowledge, while 
the process of translating the knowledge into useful farm practices has been the task of extension officers.  
 Foster et al. (1995) identify three basic extension models in the agricultural field:  

• Technology transfer which is a top-down transfer from researchers to farmers;  
• Farmer first where farmers play a role in research and extension from the bottom-up; and  
• A participatory approach where researchers, farmers and other stakeholders are involved in the 

extension process.  
 Russell et al. (1989) claim that educators and researchers examining the theory and practice of extension are 
increasingly advocating farmers as adult learners, who can articulate their own production and management 
needs and will respond best when they are asked, rather than told, what it is they need to learn about farming. 
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Russell et al. (1989) further state that a number of studies have identified farmers’ needs and the results of this 
have been fed back into the extension network. Tackie, Baharanyi and Findlay (1996) cite the use of workshop 
training programs to disseminate information to farmers. 
 Coutts (1997:30) identifies the current extension models being used in Australian agriculture. These include: 

• The group facilitation/empowerment model which uses self managing producer groups aiming to 
increase competitiveness and production efficiency; 

• The programmed learning model which requires sequential programmed learning designed to increase 
adult learning; 

• The personalised consultant model which aims to increase the number of farms that are moving towards 
the personalised extension services of the private sector; and 

• The information access model which uses client service centres where individuals can contact to obtain 
information and advice. 

 

Diffusion of Information Technology  
In an attempt to stimulate broader adoption of computational engineering technologies the Australian Partnership 
for Advanced Computing (APAC) has introduced a technology diffusion network. Technology diffusion nodes 
will operate in either a regional or industry context with clusters of end-users. APAC (2001: 1) identifies 
technology diffusion as a cyclical process, which within each node, may be observed to proceed through: 

• The raising of awareness (through promotion, case studies and technical education); 
• The distillation of business opportunities; 
• The definition of a business development pathway; 
• The design and execution of a business development project; and 
• The measurement, documentation and promotion of achievements. 

 In a similar initiative, the ‘Spatial Information Technology Diffusion Program’ aims to improve the 
understanding of the benefits of using spatial information to a broader audience, and to enable the knowledge 
gained to pursue the prospect of spatial information and solve a diverse range of problems. The following 
activities aim to meet these objectives: 

• Conduct spatial information knowledge exchange seminars;  
• Conduct spatial information knowledge exchange workshops;  
• Develop a spatial information education resource kit for secondary schools;  
• Conduct ‘Introduction to Spatial Information Systems’ training sessions; and  
• Develop a chapter on ‘spatial information and the consulting surveyor’ in the Business Practice Manual, 

Consulting Surveyors Australia (ACSA).  
 

Diffusion of Health and Medical Research and Practices 
The Primary Health Care Research and Information Service (nd) identify that the key aim for a dissemination 
strategy is to transmit useful and useable knowledge to appropriate target audiences, which may include research 
communities, practitioners, the public, policy makers and regulatory bodies. However each of these target 
audiences will have particular individual requirements that necessitate the need for tailored and specific 
dissemination strategies. 
 Despite advances in medical diagnosis and therapeutics, the diffusion of new medical knowledge to 
practitioners is typically slow, with it often taking years for an important change in medical knowledge to make 
its way into daily clinical practice. Detmer and Shortliffe (1997), find that the barriers to knowledge diffusion are 
a lack of immediate access to up-to-date information resources, and ignorance of the availability of relevant 
information. Potential users face uncertainty, information and learning costs, and other externalities, which may 
result in under-investment in available technologies (Shapira 1996).  
 The ‘Designing for Dissemination’ conference (2002) outlined a series of strategies for the dissemination of 
health research to end-users. A selection of these recommendations includes: 

• Help researchers to understand the importance of dissemination. 
• Create mechanisms to distribute practical information (e.g. procedural details) from research 

discoveries. 
• Work with the media to disseminate research result in a clear, non-confusing manner. 
• Provide best practice examples of how organisations have adopted research. 
• Synthesise and communicate research results in ways that are understandable to practitioners. 
• Provide ready access to protocols, instruments, tools and other ‘how to’ advice to encourage replication 

of successes. 
• Identify opinion leaders and detail the discoveries to them individually. 
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• Make sure the product will be valued by the target population as it is being developed, as opposed to 
waiting until it has been implemented. 

• Fund qualitative research such as focus groups to determine how the public wants to learn about these 
issues. 

 

Diffusion and Small-to-Medium Sized Enterprises 
Small-to-Medium Sized Enterprises (SMEs) have been credited as accounting for the largest number of 
innovators in the Australian economy (Martin 2002). Shapira (1996:2-5) recommends a series of strategies to 
promote and accelerate the diffusion of technology amongst SMEs: 

• Awareness-building and technology demonstration to make potential users more knowledgeable about 
available technologies, their possible applications, and their benefits and costs. This may include 
potential users seeing and trying the technology, demonstrations, hands-on-training, assisting adopters 
to compare new technologies to current ones, and video and satellite broadcasts (for remote users). 

• Information search and referral services to reduce the information search costs associated with 
technology diffusion. 

• The use of experts for technical assistance and consultancy to assess business problems, identify 
opportunities to upgrade technologies and industrial practices, and assist in implementation. 

• A common technology diffusion measure is training which may be conducted through on-the-job 
training, classroom training, management seminars, team-building workshops, and distance learning.  

• Collaborative research and technology projects to address the gaps between technology development 
and deployment. These initiatives seek to reduce the time taken to commercialise new technological 
innovations, and through industry involvement, focus research on key needs and opportunities. 

• Personnel exchange and the support of R&D personnel as potential users of technology (particularly 
SMEs) may lack the internal expertise to absorb new technologies or the resources to apply existing 
personnel to new research and technology projects. To overcome these issues, measures have been 
introduced to support the secondment of personnel to technical centres or other firms were new 
technologies are developed or in use. 

• Inter-firm cooperation can be used to resolve common problems and share information and learning, 
achieve scale economies in service provision and technology deployment, and strengthen ongoing 
business and technology development. 

• Regional or sectoral cluster measures have been recognised as an opportunity to strengthen 
organisational capabilities and linkages within particular regions and industrial sectors. Levels of 
communication and dialogue between technology developers and users and among users, institutional 
credibility and leadership, and other aspects of social capital have been shown to be extremely 
important in the diffusion of technology. 

 

Conclusions 
This review has sought to present the major components of research diffusion and diffusion theory, as well as the 
related issues of technology transfer and dissemination. Building on the seminal work of Rogers (1995), section 
one examined the main themes of diffusion including the six-step innovation-development process, the 
innovation-decision process, diffusion adoption and adopter categories. The review also presented two of the 
common diffusion models including the S-shaped curve and the bass model, and examined the role of change 
agents and communication in the diffusion process. 
 Wolfe’s (1994) explanation of diffusion theory of the rates and patterns of innovation adoption among 
individuals and firms identifying the factors and mechanisms shaping the diffusion process stresses the emphasis 
in diffusion research on understanding what influences individuals’ decisions to adopt new ideas and on the 
communication networks that facilitate their spread (Hislop et al. 1997).  The objective of using the diffusion 
paradigm to underpin this research study is so that organisations such as the STCRC can successfully diffuse, 
disseminate and communicate these research outcomes into the tourism sector. It is necessary to have a clear 
understanding of the adoption environment, allowing for the identification of possible channels for innovation 
providing competitive advantage within the tourism industry. This will be discussed further in later sections.  
 The second part of the literature review provided an overview of a selection of organisations and the 
methods used to diffuse their research to industry bodies and other stakeholders. Case studies of diffusion 
strategies were presented from the Cooperative Research Centres Program, agricultural extension, information 
technology, health and small-to-medium sized enterprises. The objective of this section was to illustrate and 
overview some of the methods used by organisations to disseminate their research to industry bodies and other 
stakeholders. The applicability of these case study methods will be detailed in the discussion section of this 
report. 
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Chapter 4 

RESEARCH METHOD 

Introduction 
The major component of the research project was to undertake a survey of the tourism sector. The objective of 
surveying the sector was to: identify users and non-users of research, the type of research used and what 
research and information is required by the sector, and also identify the current diffusion pathways and possible 
barriers to the adoption of research. This section will outline the methods for conducting the survey of the 
tourism sector and the results of this survey. 
 The tourism industry is acknowledged as being a highly diverse and fragmented sector. It is also recognised 
as being traditionally research averse, which is often attributed to the dominance of small-to-medium sized 
enterprises (SMEs). The most recent profile of tourism businesses in Australia conducted by Bolin and 
Greenwood (2003) for Tourism Research Australia (TRA) shows that there are approximately 60,000 ‘tourism 
characteristic’ businesses in Australia. The BTR defines tourism characteristic as those industries that would 
either cease to exist in their present form, or would be significantly affected if tourism were to cease. Based on 
the Tourism Satellite Account definition, the BTR also require that for an industry to be considered ‘tourism 
characteristic’ visitors must consume at least 25 per cent of its output. Tourism connected industries are those 
industries (other than those classified as tourism characteristic), for which a tourism related product is directly 
identifiable, and where the products are consumed by visitors in volumes which are significant for the visitor 
and/or producer. Table 2 outlines the number of tourism characteristic and tourism connected industries in 
Australia. 
 

Table 2: Tourism Related Businesses in Australia 

 Total Businesses 
Tourism characteristic industries 
Travel agency/ tour operator services 
Taxi transport 
Air and water transport 
Motor vehicle hiring 
Accommodation  
Cafes and restaurants 
Takeaway food retailing 
Total tourism characteristic 

 
5 346 
2 472 
2 168 

990 
9 158 

21 493 
18 427 
60 054 

Tourism connected industries 
Clubs, pubs, taverns and bars 
Other road transport 
Rail transport 
Food and beverage manufacturing 
Transport equip and other manufacturing 
Automotive fuel retailing 
Other retail trade 
Casinos and other gambling services 
Libraries, museums and arts 
Other entertainment services 
Education  
Ownership of dwellings 
Total tourism connected  

 
10 018 
27 883 
1 806 
5 061 

58 312 
8 010 

132 156 
2 709 
5 715 

15 474 
22 410 
3 865 

293 419 
Total tourism related 353 473 

Source: Bolin and Greenwood 2003 
 
 Businesses classified as ‘tourism characteristic’ are also dispersed across Australia’s states and territories as 
can be seen in Table 3. 
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Table 3: Geographical Dispersion of Tourism Characteristic Businesses 

 Total businesses 
New South Wales 
Victoria 
Queensland 
South Australia 
Western Australia 
Tasmania 
Northern Territory 
Australian Capital Territory 

20 527 
13 310 
12 350 

4042 
6168 
1749 
903 

1005 

Total tourism characteristic 60 054 

Source: Bolin and Greenwood 2003 
 

Research Methods 
The objective of the survey is to map the tourism sector to identify both barriers and receptiveness to the 
diffusion of research and determine the nature of the Australian tourism sector as an adoption environment for 
research. The survey aims to elicit data on the use and non-use of research, the type of research used, and the 
sector’s preferred communication mechanisms for receiving and actioning research findings. This will be 
achieved by mapping the sector by type and size of organisation, as well as by sub-sectors of the industry 
(government and the private sector – accommodation, attractions, etc) with the objective being to determine 
which sectors use research, where they source it from and how it is diffused. Three primary sectors of the 
tourism industry will be targeted; regional tourism organisations and public sector bodies related to tourism, 
industry associations and private sector tourism operators and service providers. A database of potential 
respondents was developed, with potential respondents from each of the Australian states and territories.  
 The public sector is undoubtedly a significant player in the Australian tourism industry. One of the members 
of the research team was involved in extensive consultations prior to the survey and therefore these organisations 
have not been surveyed again. These organisations include all eight state and territory tourism commissions, the 
Commonwealth Department of Industry, Tourism and Resources, the Australian Tourist Commission, the 
Bureau of Tourism Research, Australian Tourism Export Council, and the Tourism Taskforce. Other public 
sector organisations consulted with included Parks Victoria, the Western Australian Department of Conservation 
and Land Management (CALM), New South Wales National Parks and Wildlife Service, South Australia Parks 
and Wildlife Service, City of Melbourne and the Gold Coast City Council. The results of these consultations will 
be presented in the discussion section of this report. In addition to this public sector consultation process, 28 
regional tourism organisations were surveyed via telephone and the results of this survey will be presented 
below.  
 The second sector of the industry that was surveyed was the industry associations that represent tourism 
businesses. Due to the nature of the tourism industry, with its dominance of SMEs, it was decided that it would 
be useful to survey the industry associations, which represent many of these SMEs, and 16 associations were 
interviewed. The consultation process outlined previously also included the Australian Hotels Association, 
which has branches in each of the states, and the Australian Federation of Travel Agents, which is a national 
body that represents travel agents. While the industry associations surveyed for the project will not be 
individually detailed due to anonymity assured to respondents, a broad overview of the representativeness of 
these organisations is useful. The majority of industry associations surveyed have state branches, some with 
thousands of members nationally. Collectively their membership base covers the full range of the travel and 
tourism industries and organisations including hotels, tour wholesalers, operators and agencies, tour guides, 
airlines, education and training institutions, transport providers, event and exhibition organisations.  
 Finally, 97 private sector organisations were surveyed. These organisations were broadly categorised as 
accommodation providers (66 respondents), tour operators (10 respondents), attractions/ theme parks (19 
respondents), convention organiser (1 respondent) and a restaurant/ winery (1 respondent). Surveyed 
organisations can be seen in Table 4.  
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Table 4: Type of Organisation 

 Frequency Percentage 
Primary Role   
Regional Tourism Organisation 28 19.8 
Industry Association 16 10.6 
Private Sector-   
Accommodation Provider 66 46.8 
Attraction/ Theme Park 6 4.2 
Tour Operator 6 4.2 
Museum 3 2.8 
Art Gallery 2 1.4 
Coach Tour Company 2 1.4 
Olympic Venue 2 1.4 
Rail Tourist Attraction 2 1.4 
Wildlife Sanctuary 2 1.4 
Adventure Centre 1 0.7 
Convention Organiser  1 0.7 
Ecotourism Company 1 0.7 
Park 1 0.7 
Restaurant and Winery 1 0.7 
Transport Operator 1 0.7 
Total Tourism Organisations  141 100 

 

Sampling Strategy 
Semi-structured interviews were conducted via telephone with the tourism organisations outlined previously. A 
database of tourism associations, regional tourism organisations and private sector organisations was developed 
with telephone contact details. This database was compiled through regional tourism bodies, industry 
associations, and brochures/ pamphlets advertising tourism service providers in each of the states. The 
researchers telephoned the organisations on the database and attempted to identify the most appropriate person 
within the organisation to discuss these issues with. The most appropriate person was then invited to participate 
in the study.  
 Of the 295 organisations that were contacted from the three sectors identified previously, 141 useable 
responses to the questionnaire were received. This represents a response rate of 47.8%. More specifically, 55 
regional tourism organisations were contacted, with 28 responses received which represents a response rate of 
50.9%. 37 industry associations were contacted and 16 organisations agreeing to participate, representing a 
response rate of 43.2%. Finally, 203 private sector organisations were contacted with 97 responses received, a 
response rate of 47.8%. 
 As was outlined previously, the survey aims to map the tourism sector to identify both barriers and 
receptiveness to the diffusion of research and determine the nature of the Australian tourism sector as an 
adoption environment for research. The survey aims to uncover: 

• Type of knowledge currently used, the source of that research, the utility of technologies used to diffuse 
research (such as internet-based strategies and traditional print-based media); 

• How the research is used, what research is required, identify how research is currently diffused, what 
are barriers to adoption  

• The extent of industry collaboration to enhance knowledge and technology capabilities 
• Who the change agents are in the tourism sector, i.e. who are the innovation and knowledge brokers 

 The interview structure is outlined in Table 5. 
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Table 5: Interview Structure 

Organisational Structure 
- Type of organisation 
- Structure of the organisation 
- Size of the organisation 

Current Information Sources 
- Type of information currently used by the organisation  
- Source of information currently used by the organisation 
- Receipt of information 
- Use of current information within the organisation  

Benefits/ Barriers of Current Information 
- Benefits of information currently used by the organisation 
- Barriers of information currently used by the organisation 

Other Information 
- Use of web-based information sources 
- Research conducted by the organisation  
- Collaborative arrangements 
- Benefits and barriers of using academic information 
- Organisations considered influential within the tourism sector 

Future Information Requirements 
- Type of information required that would benefit the organisation 
- Preferred means of receiving information by the organisation  

 
  
 For each of the questions respondents were permitted multiple responses. Due to the vast range of responses 
received, the answers were categorised into broader categories for ease of interpretation. The specific items 
included within each of the categories are detailed in Appendix A. Therefore, in the following results section 
totals may not add to 100% as respondents were permitted multiple responses.  
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Chapter 5 

SURVEY RESULTS 

Introduction 
This project has provided a snapshot of the tourism industry’s receptiveness to research and current information 
used within the tourism industry. As was outlined in Table 5, there were five sections to the interview 
questionnaire: organisational structure; current information sources; benefits/ barriers of current information; 
other information and future information requirements. The results of the survey will be presented in the 
following chapter. Questions in this section related to the structure of the organisation, including the type, 
structure and size of the organisation. As was outlined in table four above, survey respondents were sourced 
from three major areas of the tourism sector: regional tourism organisations, tourism industry associations and 
the private sector and were comprised of either owner operated, proprietary limited companies, or governed by a 
board of directors. As a wide variety of information was collected through this research the key findings as 
previously outlined will be discussed in this chapter with the full survey results listed in Appendix B.  
 

Key Finding 1 - Type of Information Currently Used by the Organisation 
The first question in this section asked respondents what type of information was currently used by their 
organisation (refer to appendix A for specific items included within each of these response categories). As can be 
seen in table six, the type of information currently used by the majority of organisations was statistical 
information, tourist demographic information, and marketing information.  
 The type of information currently used by the organisation was also cross-tabulated by the organisational 
category (Table 4, Appendix A). For regional tourism organisation respondents, tourism statistics were cited as 
the most popular type of information currently used. Tourist demographic and marketing information was also 
cited by a number of respondents. Industry association respondents also cited tourism statistics as the main type 
of information currently used. General business information and marketing information was also a relatively 
popular type of information used by this organisational category. For private sector respondents, marketing, 
tourist demographics and tourism statistics were frequently cited as the types of information currently used. 
 

Table 6: Type of Information Currently used by the Organisation 

n=141 Frequency Percentage 
Tourism Statistics 87 61.7 
Tourist Demographics 78 55.3 
Marketing 57 40.4 
Tourism Trends 19 13.4 
Tourism Information for an Area 19 13.4 
General Business Information 18 12.7 
Tourism/General Research 13 9.2 
Event/Conference Information 6 4.2 
Customer/Client Needs 5 3.5 
Competition Information 3 2.1 
Transportation and Road Information 3 2.1 
Policy/Legislation Information 2 1.4 
No Response 11 7.8 
* Totals may not add to 100% as respondents were permitted multiple responses 

 

Key Finding 2 - Source of Information Currently Used by the Organisation 
The second key finding identified was from respondents describing the sources of the information which are 
currently used by the organisation (refer to appendix B for specific items included within each of these response 
categories). As can be seen in table seven, the majority of information used by organisations was sourced from 
the government and other public sector bodies. The source of information currently used by the organisation was 
cross-tabulated by organisational category with full results in Table 8 (Appendix A). The government and public 
sector bodies were the highest ranked by size of organisation (Table 10, Appendix A) and the most frequently 
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cited sources of information for each of the organisational categories. However, for private sector respondents, 
industry bodies were also cited as the source of the information currently used by their organisation.  
 

Table 7: Source of Information Currently used by the Organisation 

n=141 Frequency Percentage 
Government bodies/ Public Sector 266 188.6* 
Own staff/research 48 34.0 
Industry Bodies 40 28.4 
Trade Magazines/Journals 19 13.5 
Consultancies 18 12.8 
CRC 10 7.1 
Operators 7 4.9 
Own customers/clients/members 7 4.9 
Universities 5 3.5 
Print Media/Information 5 3.5 
Conventions/conferences/seminars/workshops 4 2.8 
Face to Face Communication 4 2.8 
Industry Professionals 3 2.1 
Internet 3 2.1 
Head Office in Hotel/Motel Chain 3 2.1 
Sales Representatives 1 0.7 
No Response 11 7.8 

* Totals may not add to 100% as respondents were permitted multiple responses 
 

Key Finding 3 – Receipt of Information  
Respondents were asked to describe how their organisation currently receives information. As can be seen in 
table eight, the majority of respondents cited electronic sources (email and internet). However it was also found 
that traditional print based sources are a common means of receiving information.  
 

Table 8: Receipt of Current Information  

n=141 Frequency Percentage 
Email 91 29.2 
Internet 52 16.7 
Traditional print based 47 15.1 
Conferences/ seminars/ workshops 33 10.6 
Organisational database 14 4.5 
Media 12 3.8 
Customer surveys conducted by organisation 11 3.5 
Personal communications 10 3.2 
CD Rom 8 2.6 
Trade magazines 8 2.6 
Fax 7 2.2 
Consultants 2 0.6 
Brochures 2 0.6 
Meetings 1 0.3 
Do not receive information 1 0.3 
No Response 13 4.2 

* Totals may not add to 100% as respondents were permitted multiple responses 
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Key Finding 4 – Current Use of Information 
As can be seen in table nine, the majority of respondents claimed that information is used to assist with 
marketing activities and business management (refer to appendix B for a specific items included within each of 
these response categories). The use of information within the organisation cross-tabulated by organisational 
category (Table 13, Appendix A), by private sector organisation  (Table 14, Appendix A) and by size of 
organisation (Table 15, Appendix A) all yielded the same results with marketing activities, business management 
and product development the top cited responses as to how information is used within the organisation.. 
Marketing activities were the most frequently cited response for both regional tourism organisation and the 
private sector. However for the industry associations, information was most frequently used for business 
management. 
 

Table 9: Use of Current Information Within the Organisation 

n=141 Total Percentage 
To assist with marketing activities 106 75.1 
To assist in business management 81 57.4 
To assist in developing new products/packages 27 19.1 
To promote the tourism industry 18 12.7 
To establish tourism statistics 13 9.2 
To assist with tourism profiling 10 7.0 
To assist members 7 4.9 
No Response 29 20.5 

* Totals may not add to 100% as respondents were permitted multiple responses 
 

Key Finding 5 - Benefits of Current Information Sources 
Current information sources (Table 10) have been cited as easy to access, read or transfer (refer to appendix B 
for the specific items included within each of these response categories). The relevance of their current 
information sources and the fact that they are cost effective/ free were also considered benefits. Cross-tabulation 
of current information sources by organisational type (Table 17, Appendix A) found for regional tourism 
organisations, the relevance of the information was seen as a benefit, as well as the information been easy to 
access, read and transfer. However for industry associations the fact that information was easy to access, read 
and transfer was considered the main benefit. For private sector respondents, ease of access to the information, 
cost effectiveness and relevance were all considered benefits of their current information sources. For the 
majority of organisations, regardless of size (Table 19, Appendix A), the benefits were considered to be the ease 
of access, etc., cost effectiveness and relevance, however, a number of respondents also cited the fact that their 
current information sources assist them with their business activities.  
 

Table 10: Benefits of Information Currently used by the Organisation  

n=141 Frequency Percent 
Easy to access/read/transfer 79 56.0 
Relevant 52 36.9 
Cost effective/free 51 36.2 
Assists with business activities  29 20.6 
Recent/current 7 4.9 
Wide cross section of information received 4 2.8 
Accurate 4 2.8 
More environmentally friendly (paperless environment) 3 2.1 
Information overview  3 2.1 
No Response 33 23.4 

* Totals may not add to 100% as respondents were permitted multiple responses 
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Key Finding 6 – Barriers to Current Information Sources 
Respondents were further asked to identify perceived barriers or problems with the information sources currently 
used by their organisation (refer to appendix B for the specific items included within each of these response 
categories). The most frequently cited responses to this question were that the information can be irrelevant and 
that it is difficult to access as shown in Table 11. Further cross tabulation (Table 21, Appendix A) identified 
regional tourism organisations, industry associations the private sector, accommodation providers and tour 
operators (Table 22, Appendix A) all citing irrelevancy and difficulties in accessing current information as the 
greatest barrier. 
 

Table 11: Barriers to Information Currently used by the Organisation 

n=141 Frequency Percent 
Information can be irrelevant  52 36.9 
Information is difficult to access 28 19.9 
Some information can be unreliable/inaccurate 18 12.8 
Lack of resources 16 11.3 
Information is too difficult to understand/too academic 7 4.9 
Lack of information 4 2.8 
No Response 57 40.4 

* Totals may not add to 100% as respondents were permitted multiple responses 
 

Key Finding 7 – Research Conducted by the Organisation 
It has been found that of the 141 survey respondents, 111 or 78.7% (Table 29, Appendix B) of respondents stated 
that they did conduct their own research, of which the majority of organisations generally conducted some form 
of visitor/ customer/ tourist survey and visitor demographic study (Table 30, Appendix B). Further research 
(Table 31, Appendix A) highlighted that regional tourism organisations and industry associations predominantly 
conducted consultancy based research, followed by the collection of customer/ member statistics and customer/ 
visitor surveys. However, private sector respondents (Table 32, Appendix A) tended to conduct customer/ visitor 
surveys and visitor demographics research.  
 

Key Finding 8 – Use of Research Conducted by the organisation 
Table 34 (Appendix A) details how research conducted by the organisation is used. The majority of respondents 
to this question stated that research was conducted to ensure that the customer and/or member needs are met. 
Other reasons cited included assisting with marketing activities and to distribute to their operators/ members in 
their region. Of those who did conduct research, benefits cited (Table 35, Appendix A) were that the information 
is of a higher quality, it allows the organisation to improve its business performance and provides a narrower 
focus (refer to appendix B for the specific items included within each of these response categories).  
 For industry associations it was found that conducting their own research provides privacy and 
confidentiality for their members/ customers. Private sector respondents generally cited the benefits as: 
information is of a higher quality and it improves business performance (Table 36, Appendix A). This finding 
was also reiterated within the accommodation and tour operator sector (Table 37, Appendix A), with the 
attraction/ theme park respondents citing the inexpensive and cost effective nature of conducting their own 
research a benefit. 
 

Key Finding 9 – Use of Academic Information 
Survey respondents were asked whether their organisation used any type of academic information. The majority 
of respondents to this question stated that their organisation did not use academic information. 
 

Table 12: Does the Organisation Use Academic Information? 

n=141 Frequency Percent 
Yes 47 33.3 
No 84 59.6 
No Response 10 7.1 
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Key Finding 10 – Benefits to Using Academic Information 
Respondents whose organisation did use academic information were asked to identify the benefits of using 
academic information. Results indicate that regional tourism organisations found the use of academic 
information to be equally cost effective and relevant/useful while the industry association found the use of 
academic information to be mostly relevant/useful. The private sector (Table 50, Appendix A) and the 
accommodation sector (Table 51, Appendix A) identified that academic information mostly provided 
information that could not be normally obtained while both tour operators and the restaurant sector identified the 
use of academic information to be cost effective. 
 

Key Finding 11 – Barriers of Using Academic Information 
Respondents who identified that they used academic information were asked to describe their perceptions on 
barriers or problems with using academic information (refer to Appendix B for the specific items included within 
each of these response categories). This was cross-tabulated by organisational type as can be seen in Table 53 
(Appendix B). The difficulty in accessing academic information and the information not being relevant to 
industry were identified by all of the organisation types as barriers to using academic information. This was the 
same finding when cross tabulated by the private and accommodation sectors (Table 54, Appendix A). 
Comments provided by the respondents on the use of academic information (Table 56, Appendix A) include: 

• Information from journals is hard to read; 
• Not much academic information available; and 
• There have been time lags in the information received by the CRC in recent years but this is currently 

being fixed. 
 

Key Finding 12 – Influential State Tourism Organisations 
Respondents were asked to identify who they considered to be an influential organisation within the tourism 
sector (Table 57, Appendix A) in terms of information and research (refer to Appendix B for the specific items 
included within each of these response categories). State tourism organisations were considered the most 
influential organisations within the tourism sector by the majority of respondents (45.4%). This was also the 
result with the cross tabulations performed (Table 58 and 59, Appendix A) in all sectors. 
 

Key Finding 13 – Type of Information Required 
Respondents were asked to describe some of their future information requirements, both the type of information 
that is really required by the organisation or what information would be of most benefit to the organisation and 
how this information should be communicated to the organisation. General tourism information received the 
highest response followed by more information on tourist demographics and tourism statistics. This information 
further cross tabulated identified that regional tourism organisations and the private sector require general 
tourism information also, more accurate / specific information, while industry associations prefer more 
information for small business operators (Table 62, Appendix A). 
 The type of information required by the organisation was further cross-tabulated by private sector 
organisation (Table 63, Appendix A). Respondents from the accommodation sector identified a need for tourism 
statistics, general tourism information and tourist demographics. Tour operators predominantly identified 
tourism trend information, while attractions/ theme park respondents identified a need for general tourism 
information and tourist demographics. 
 

Key Finding 14 – Preferred Means of Receiving Information 
Electronic information was the preferred means of receiving information identified by respondents (82.7%) 
(Table 65, Appendix A). While this was also the preferred means for all the surveyed organisations (Table 66, 
Appendix A), the cross tabulation response was mixed with the private sector organisations. The accommodation 
sector preferred receiving information in hard copy format and tour operators cited seminars and workshops as 
their preferred means (Table 67, Appendix A). 



INHIBITORS AND FACILITATORS TO RESEARCH ADOPTION IN THE TOURISM SECTOR 
 
 

 25

 

Conclusion 
The survey results do raise concerns about the nature of the Australian tourism industry as a research adoption 
environment. A major concern is the industry’s over-reliance on market-driven information; a narrow approach 
that omits other types of research and so may impact upon the industry’s competitiveness. Tourism research has 
often been criticised for its market-orientated approach, yet the survey results show that this is the type of 
information that the industry demands. The survey results suggest that the tourism industry is not a reluctant 
adoption environment for the diffusion of research and information and there appears to be little evidence of new 
ideas being generated or sought by industry. These are key issues which pose significant challenges for research 
generating organisations such as the STCRC. 
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Chapter 6 

DISCUSSION AND ANALYSIS 

As was mentioned previously, the objective of the survey was to map the tourism sector to identify both barriers 
and receptiveness to the diffusion of research and determine the nature of the Australian tourism sector as an 
adoption environment for research. This section will provide an overview of the survey results and discuss the 
tourism industry as an adoption environment before outlining some possible scenarios and options for the 
STCRC in diffusing this research.  
 

Survey Results Discussion 
The first section of the survey addressed the organisational structure and the results were presented in Section 
4.2 above. The second section included questions relating to the current information sources used by surveyed 
organisations. It was found that the types of information used by the majority of organisations surveyed were: 
tourism statistics such as visitor surveys and data, tourist demographic information and marketing information. 
When this information was cross-tabulated by private sector and size of organisation, these three types of 
information were still the most popular. When respondents were questioned on the source of this information, it 
was found that the majority of information was sourced from the government and other public sector bodies 
such as the Tourism Australia, State Tourism Organisations, Tourism Research Australia and the Australian 
Bureau of Statistics (refer to Appendix C). For private sector respondents the government was also cited as the 
primary source of information, although accommodation providers cited industry bodies and own staff/ research 
as sources of information used by the organisation. Government and public sector bodies were again the most 
frequently cited sources of information for each of the various sized organisations. The third question 
respondents were asked in this section related to how their organisation receives this information. The majority 
of respondents cited electronic sources (email and internet). However it was also found that traditional print 
based sources are a common means of receiving information. With regards to how this information is used 
within the organisation it was found that the information is used to assist with marketing activities, business 
management and product development. These were the three most frequently cited responses for each of the 
organisational categories, private sector organisations and various sized organisation.  
 The third section of the survey asked respondents to describe the benefits and barriers of their current 
information sources. In terms of benefits, overall, respondents cited the benefits of their current information 
sources as being easy to access/ read/ transfer, as well as the relevance of the information and cost effectiveness. 
When this information was cross-tabulated by private sector category, it was found that for accommodation 
providers, tour operators and attractions/ theme park respondents, the three most frequently cited benefits were 
ease of access/ read/ transfer, cost effectiveness and relevance of the information. Similarly, regardless of size, 
the benefits were considered to be the ease of access, etc., cost effectiveness and relevance. The barriers or 
problems with the current information sources used by organisations were considered to be the fact that the 
information can be irrelevant, difficult to access and unreliable and inaccurate. When cross-tabulated by 
organisational category it was found that these three barriers were identified by each of the sectors. This was also 
found when the responses were cross-tabulated by private sector category and size of organisation. 
 Respondents were also asked a variety of questions about web-based information sources, conducting their 
own research, collaborative arrangements, the use of academic information and which organisations are 
considered influential within the tourism sector. The first of the questions in this section asked respondents 
whether their organisation used any form of web-based information sources. It was found that the vast majority 
of surveyed organisations (70.9%) did use web-based information sources. The sources of web-based 
information were state tourism organisations and more general information searches of the internet for each of 
the organisational categories surveyed. When this information was cross-tabulated by private sector organisation 
it was found that for the accommodation, tour operator and attractions sector respondents, state tourism 
organisations, general information searches and government sites were cited as the main web-based information 
sources used. These were also found to be the most popular sources of web-based resources despite the size of 
the organisation.  
 The questionnaire also asked respondents whether they conducted their own research.  The majority of 
respondents, 78.7%, stated that they did conduct their own research. Of those organisations that did conduct 
research, the majority stated that they conducted some form of visitor, customer or tourist surveys and visitor 
demographic studies. These were the most frequently cited types of research conducted, despite the type of 
organisation, private sector organisation or size of organisation. Further, it was found that the research was 
conducted to ensure that customer and/or member needs are met. Other reasons cited included assisting with 
marketing activities and to distribute to their operators/ members in their region. Respondents who stated that 
they did conduct research were also asked to describe the benefits of doing so. Benefits were that the information 
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is of a higher quality; it allows the organisation to improve its business performance and provides a narrower 
focus. However when cross-tabulated by organisational category it was found that for industry associations the 
most frequently cited response was that conducting their own research provides privacy and confidentiality for 
their members/ customers. Private sector respondents generally cited the benefits of conducting their own 
research as: information is of a higher quality and it improves business performance. However, attraction/ theme 
park respondents also cited a benefit of conducting their own research as its inexpensive and cost effective 
nature. Despite the size of organisation, the benefits of conducting its own research were found to be: the 
information is of a higher quality and it improves business performance. However organisations with more than 
100 staff cited the narrower focus and inexpensive/ cost effective nature of conducting their own research. The 
barriers or problems with an organisation conducting its own research were considered to be a lack of resources 
and issues associated with staff in the organisation. 
 Survey participants were asked whether their organisation is involved in any form of collaborative 
arrangements for research or information sharing purposes. 81 respondents stated that their organisation was 
involved in a collaborative arrangement of some form, with the majority of arrangements being partnerships with 
government organisations or state tourism organisations. When cross-tabulated by organisational category, 
industry association respondents cited partnerships with research centres as the primary type of collaborative 
arrangement they are involved in. Respondents from the accommodation sector cited partnerships with industry 
bodies or industry generally as the main type of collaborative arrangement they are involved in, while attraction/ 
theme parks respondents cited partnerships with government organisations. For organisations with less than 5 
staff the most frequently cited type of collaborative arrangement is partnerships with industry, while for 
organisations with 5-10 staff partnerships with government organisations were cited.  
 In terms of the use of academic information it was found that the majority of organisations did not use 
academic information. For those organisations that did use academic information the benefits were cross-
tabulated by organisational category, private sector organisation and size of organisation. From the private 
sector, benefits identified by accommodation providers were that academic information provides information 
that could not normally be obtained, while both tour operators and restaurant sector respondents identified 
academic information as been cost effective. Respondents were also asked to identify barriers of using academic 
information. The difficulty in accessing academic information and the information not being relevant to industry 
were identified by all of the organisation types and sizes. Respondents were asked to identify who they 
considered to be an influential organisation within the tourism sector. The majority of respondents considered 
state tourism organisations the most influential organisations within the tourism sector. When cross-tabulated by 
private sector category respondents from the accommodation sector considered state tourism organisations, 
regional tourism organisations and the Tourism Australia as the influential organisations. However, despite the 
size of the organisation, state tourism organisations were generally considered the most influential organisations 
within the tourism sector. 
 In the final section of the questionnaire, respondents were asked to describe some of their future information 
requirements, both the type of information that is really required by the organisation/ what information would be 
of most benefit to the organisation and how this information should be communicated to the organisation. The 
most frequently cited types of information required by the surveyed organisations were general tourism 
information, more information on tourist demographics and tourism statistics. When cross-tabulated by 
organisational category it was found that regional tourism organisation respondents cited general tourism 
information and more accurate/ specific information as the type of information required, while industry 
associations identified a need for information for small business operators. When this information was cross-
tabulated by private sector organisation, respondents from the accommodation sector identified a need for 
tourism statistics, general tourism information and tourist demographics, tour operators predominantly identified 
tourism trend information, while attractions/ theme park respondents identified a need for general tourism 
information and tourist demographics. All of the organisations, despite their size, identified a need for general 
tourism information. The final question in the survey related to the preferred means of receiving information. 
The vast majority of respondents preferred to receive information electronically despite the organisational 
category. Each of the private sector organisations surveyed preferred to receive information electronically, 
although a number of respondents from the accommodation sector also cited hard copy format and tour operators 
identified seminars/ workshops as a preferred means of receiving information. Despite the size of the 
organisation, once again the preferred means of receiving information was electronically. 
 To summarise, the survey results have shown that: 

• The type of information currently used is tourism statistics such as visitor surveys and data, tourist 
demographic information and marketing information. 

• This information is sourced from the government and other public sector bodies. 
• This information is received by electronic sources (email and internet) and traditional print based 

sources. 
• The information is used within the organisation to assist with marketing activities, business 

management and product development. 
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• The benefits of current information sources are seen as being easy to access/ read/ transfer, relevance of 
the information and cost effectiveness. 

• Barriers of current information sources are the irrelevance of the information, difficult to access and 
unreliable and inaccurate. 

• The majority of organisations do use web-based sources. 
• State tourism organisations and more general information searches of the internet are the primary 

sources of web-based information. 
• The majority of organisations do conduct their own research.  
• Organisations that do undertake research conducted some form of visitor, customer or tourist surveys 

and visitor demographic studies. 
• Research was conducted to ensure that customer and/or member needs are met, as well as assisting with 

marketing activities and to distribute to their operators/ members in their region. 
• Benefits of an organisation conducting its own research are that the information is of a higher quality; it 

allows the organisation to improve its business performance and provides a narrower focus. The 
benefits of industry associations conducting their own research are that it provides privacy and 
confidentiality for their members/ customers. Attraction/ theme park respondents cited a benefit of 
conducting their own research as its inexpensive and cost effective nature, and organisations with more 
than 100 staff cited the narrower focus and inexpensive/ cost effective nature of conducting their own 
research. 

• Barriers/ problems with conducting own research is considered to be a lack of resources and issues 
associated with staff in the organisation. 

• The majority of organisations are involved in some form of collaborative arrangement. 
• Partnerships with government organisations or state tourism organisations are the main types of 

collaborative arrangements. Industry association respondents cited partnerships with research centres 
and respondents from the accommodation sector cited partnerships with industry bodies or industry 
generally, and attraction/ theme parks respondents cited partnerships with government organisations. 

• The majority of organisations did not use academic information. 
• Benefits of using academic information are that it provides information that could not normally be 

obtained and its cost effective nature. 
• Difficulties with academic information are access and the information not being relevant to industry. 
• State tourism organisations are considered the most influential organisations within the tourism sector. 
• The type of information required is general tourism information, more information on tourist 

demographics and tourism statistics. Regional tourism organisations also cited more accurate/ specific 
information, while industry associations identified a need for information for small business operators.  

• The preferred means of receiving information is electronically. A number of respondents from the 
accommodation sector also cited hard copy format and tour operators identified seminars/ workshops as 
a preferred means of receiving information. 

 

The Tourism Industry as an Adoption Environment 
The survey of the tourism industry sector did elicit a range of data on the use and non-use of research by the 
tourism industry. The objective of investigating the various sectors (regional tourism organisations, industry 
associations, private sector and size of the organisation) more specifically was to determine if there are any 
similarities or differences in the various sectors’ use of research. The tourism sector is well acknowledged as 
been highly diverse and fragmented and assumptions could easily be made that the various sectors have different 
research and information needs. However, the survey has shown that this is not the case and that generally there 
is little difference between the various organisational categories, private sector organisations or different sized 
organisations.  
 Although a relatively small sample of the industry was surveyed, the research effectively provided a 
snapshot of the current information and research receptiveness of the tourism industry. While considerable 
advances have been made in tourism research over the last several decades, particularly in the academic sphere, 
it appears from the current survey sample that the tourism industry’s use of this research is not advancing at the 
same rate. Essentially, the survey showed that the industry is not seeking new ways of conducting their business 
activities, that they are fairly content with their current information types and that they effectively want more of 
the same sort of information to help them do what they have always done. However they want it to be more 
relevant and accurate and easier to access. Previous studies on the use of tourism research in Australia support 
these results. A survey of Tourism Council Australia members conducted by the STCRC in 1999 shows that 
members responding to the survey identified research priorities based on visitors, visitor characteristics and 
statistics. Scott (1999) in a separate study also reports that current tourism research activity in Australia indicates 
that most tourism research currently undertaken is data collection and market research. He attributes this to the 
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fact that tourism is an intensely local, segmented activity derived from the activities of people occurring in 
geographically disparate locations, as well as the fact that tourism is a service industry with ‘perishable’ 
capacity. If a hotel room cannot be sold one night then that capacity is lost. As such, there is a focus in existing 
research on collection of visitor data and understanding current and potential customers and how to attract them 
(Scott 1999).  
 This raises a number of somewhat concerning questions regarding the receptiveness of the Australian 
tourism industry as a research adoption environment. The first question raised from these results is; how 
competitive can the sector ultimately be if market-driven information is their sole focus?  Tourism research has 
often been criticised for its market-oriented approach, yet the survey results show that this is the type of 
information that the industry demands. Despite the ever increasing knowledge base of tourism it appears that 
there has been little change in the industry’s knowledge base.  
 A further question that the survey raises is whether the tourism sector is even a worthwhile adoption 
environment. Should organisations such as the STCRC even attempt to try and diffuse their research to these 
organisations or should they be just left to their own devices as such?  Diffusion refers to the communication of 
and adoption of new ideas. The survey would suggest that the tourism industry is not a receptive (or perhaps 
willing) diffusion and/or adoption environment as there appears to be little evidence of new ideas being 
generated or sought by industry. Based on the survey, the industry just wants more marketing based information, 
despite the fact that there are increasing examples of research and information which could benefit these 
organisations, their business operations and the environment in which they operate. Rogers’ (1995) classification 
of adopter categories ranging from innovators to laggards does not offer any clues either. Although Rogers 
identified laggards as the last in a social system to adopt an innovation, for tourism, perhaps a further category 
should be added: the non-adopters, those who do not adopt new innovations, new ideas or new practices. 
 The diffusion literature also suggests that the size of firm is expected to impact positively on the rate of 
adoption of new ideas, with large firms adopting innovations before small ones (Attewell 1992). Brown (1981) 
finds that there is a significant relationship between firm size and time of adoption due to the fact that large firms 
are assumed to be more able to afford the risk and cost associated with adopting innovations. These large firms 
(the early adopters) often become the role model for many other members of the social system and influence the 
adoption patterns of other organisations. However the survey results have shown that the research and 
information uses and needs of large firms are no different to small firms, therefore even the large firms are not 
leading the way for the tourism industry. Diffusion is also expected to occur earlier in the private sector as firms 
attempt to gain an advantage over their competitors (Brown 1981). The survey results suggest that this is also not 
the case in tourism. These are just some of the issues which pose significant challenges for research generating 
organisations such as the STCRC.  
 

The Role of the STCRC in the Diffusion of Tourism Research 
As mentioned previously, it appears from the industry survey that the tourism sector is not seeking new types of 
information or ways to conduct business activities, it appears that the tourism sector essentially want the same 
sort of information to help do what they have always done. They can almost be termed ‘non-adopters’. This 
raises questions as to the role of the STCRC, the type of research the organisation produces, and the means of 
diffusing the organisation’s research to the industry (the research users).  
 The survey showed that the industry wants certain types of research and information: mainly marketing, 
visitor data and demographics, etc. which are generally not conducted under the auspices of the STCRC. As is 
stated on the STCRC website: ‘the STCRC was established…to underpin the development of a dynamic, 
internationally competitive, and sustainable tourism industry. Our mission is the development and management 
of intellectual property to deliver innovation to business, community and government enhancing the 
environmental, economic and social sustainability of tourism…’  This would suggest that the STCRC’s mandate 
does not cover the more ‘basic’ information needs of the industry. Therefore it may be that the STCRC’s 
diffusion environment and/or social system is the public sector such as state tourism organisations, National 
Parks and the like; the types of organisations the STCRC primarily deals with at present. However the STCRC 
has a wealth of knowledge that, even if it doesn’t know it, would be of considerable benefit to the tourism 
industry. Therefore the STCRC needs to consider whether it should target the ‘wider’ tourism industry and try to 
make the industry aware of the knowledge which is available or focus on continuing to meet the needs of its 
partners (such as the STOs and National Parks) who have more of a strategic focus and can utilise the available 
research more effectively. These issues will be addressed further below through possible scenarios for the 
STCRC.  
 However, to play devil’s advocate, perhaps the wider tourism industry just does not know enough about the 
STCRC’s research. Roger’s (1995) innovation-development process can illustrate how this might occur. The 
first stage of the process is the recognition of a problem or need. A team of STCRC researchers will normally 
work in consultation with other higher level public sector bodies such as STOs to define the problem and 
develop a research project accordingly. The second stage of the process is conducting basic and/or applied 
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research. This is conducted by the STCRC researchers, and project partners may be updated periodically, or 
even be involved, in the research process. The development stage refers to the process of putting a new idea in a 
form that is expected to meet the needs of an audience of potential adopters. This is also a phase that the 
research team in consultation with the project partners and steering committees would handle. The 
commercialisation stage of the innovation-development process is also conducted internally with the STCRC 
and more recently in consultation with project partners. The fifth stage in the process is the decision to begin 
diffusing an innovation to potential adopters. As with other stages in the process, this is traditionally handled by 
the STCRC based on communication strategies outlined during the development of the project. There may also 
be some involvement from project partners in communication. Although the information is being diffused by the 
STCRC there seems to be a problem with the information being adopted. Where it is adopted it is most likely to 
be by the larger organisations such as the STOs and National Parks, etc. who have identified the need for the 
research and have been involved in the project, although obviously there would be exceptions to this. The final 
stage of Rogers’ innovation-development process is consequences. Consequences refer to the changes that occur 
to an individual or to a social system as a result of the adoption or rejection of an innovation. It is likely that the 
majority of research diffused has little or no consequence to the sector as a whole. The reason that the wider 
tourism industry is not utilising STCRC research (or research more generally) could be a result of the nature of 
the current innovation-development process. Researchers tend to work with large and often influential 
organisations which naturally results in the research meeting the needs of those involved and not necessarily 
meeting the needs of the wider industry. However there is not necessarily anything wrong with that. These larger 
organisations are core partners of the STCRC and their needs must be met, so as was mentioned previously the 
wider tourism industry may not be the STCRC’s diffusion environment. When considering this it should also be 
kept in mind that even when the industry was asked in the survey what their research and information needs 
were they still came back with marketing information.  
 The survey results suggest that perhaps state tourism organisations may be the best-equipped to deal with 
the research and information needs of the tourism sector. As was outlined in section 2.10 above, the STOs 
conduct and disseminate basic research (market-type research), which is the type of information that the industry 
wants to receive. Generally the STOs provide market profiles, statistics, trends, forecasts and a variety of 
research reports, most of which are targeted at industry operators. STOs are also considered influential 
organisations by the industry and the majority of survey respondents cited STOs as the main sources of 
information. Fortunately, STOs are core partners of the STCRC and there may be opportunities to diffuse 
STCRC research to SMEs through STOs. This concept will be explored further in the scenarios below.  
 From this discussion (which by no means is exhaustive) it becomes increasingly obvious that the 
STCRC as a leader in tourism research both nationally and increasingly internationally is in a somewhat difficult 
position in terms of research diffusion and there are no simple solutions. This makes it difficult to make concrete 
recommendations as to how the STCRC should engage with the wider tourism industry; or if the STCRC should 
at all. Therefore a series of possible scenarios and options have been outlined, bearing in mind several of the key 
survey results which have implications for the STCRC: 

• The type of information required is general tourism information, more information on tourist 
demographics and tourism statistics.  

• The preferred means of receiving information is electronically. 
• State tourism organisations are considered the most influential organisations within the tourism sector. 

 

Possible Scenarios for engaging with the tourism industry  
A range of possible scenarios have been identified for the STCRC to engage and diffuse its research to the wider 
tourism industry. These scenarios and options are not presented in any particular order and preference is not 
given to any one over another.  
 

Scenario 1 – Do not attempt to target research to the wider tourism industry  
One possible scenario for the STCRC could be to not make any concerted attempt to target and diffuse research 
to the tourism industry. Other organisations such as the STOs and industry associations could continue their role 
of providing the industry with their information needs as have been the case to date. The STCRC could define 
the market and adopters of its research and target research to meet the needs of this social system. This is not a 
totally unrealistic scenario as ultimately the STCRC can not deal with every one of the 353 473 tourism related 
organisations in the country, and they must meet the needs of their core industry partners.  
 

Scenario 2 – Attempt to provide the industry with the type of information it requires 
The second possible scenario for the STCRC is to meet the industry’s requirements. The STCRC could target 
resources to providing general tourism information, information on tourist demographics and tourism statistics, 
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as per the survey respondent’s requests. However, this will more likely result in the duplication of information 
already supplied by STOs and other such bodies. This would also be at cross purposes with the STCRC’s 
mandate to ‘develop innovation for business, community and the government’, as market-type information does 
not really fit with innovation.  
 However, the implementation of the STCRC Decipher data warehouse may provide the missing link 
between STCRC research and the industry. Decipher acts as an information clearing house due to the programs 
ability to access and catalogue numerous information sources. Information suppliers to Decipher also include 
some of the large organisations whose research and information is already utilised by industry. The fact that 
Decipher is online should be advantageous as the majority of organisations currently use online information and 
it is also their preferred means of receiving information. However, Decipher’s products will need to match the 
industry’s information needs and based on the survey results be correctly packaged, easy to access, etc.  
 Examples from the agricultural extension field may also be useful to review here. As was outlined in the 
literature review, extension officers are responsible for conveying the latest technology and management 
principles to end users such as farmers, etc. They are responsible for assembling research findings and put them 
in forms farmers can understand and use. Scientists and researchers are the ones that develop the knowledge but 
the translation of knowledge into useful farm practices has been the task of extension officers. There may be 
opportunities for the STCRC to implement similar strategies as a mean of providing the industry with the 
information they require. 
 

Scenario 3 – Attempt to educate the industry about STCRC research  
Another possible option is for the STCRC to attempt to educate the industry as to the type of research and 
information that is available which may be able to assist them in their business operations. The innovation-
development process was outlined previously and it was suggested that the wider industry are not involved in the 
design of research and therefore it is not meeting their needs or they do not have the chance to find out about it. 
This also affects the innovation-decision process outlined in the literature review. The innovation-decision 
process occurs when an individual (or other decision-making unit) passes from first knowledge of an innovation 
to forming an attitude toward the innovation, to a decision to adopt or reject, to implementation and use of the 
new idea to confirmation of this decision (Rogers 1995). The first stage in this process is knowledge, so does the 
industry even have the knowledge about research and information which may be of benefit to them?  Do they get 
a chance to learn about how it may assist them?  The knowledge stage of the innovation-decision process will 
ultimately affect the remaining stages; persuasion, decision, and implementation. If they don’t know they can’t 
move through the stages to implement the information into their organisation. As Brown (1981) notes, the 
decision to adopt an innovation is primarily the outcome of a learning or communication process. Therefore it is 
considered that a fundamental step in examining the process of diffusion is the identification of factors related to 
the effective flow of information (Brown 1981:6). It can therefore be said that communication is the key to 
diffusing research and the STCRC would obviously be well aware of this. The problem may be that the 
communication strategies are not meeting the audience (if in fact the wider industry is the audience).  
 The case studies outlined in the literature review section of the report may enhance the STCRC’s current 
communication strategies, if this scenario is considered an option, and there are several ways this may occur. It 
has been said by diffusion researchers that the rate of adoption can be improved by organising a demonstration 
of the invention or process. Within agricultural extension a major consideration is education. It has been found 
that by conducting field trials and other demonstrations in collaboration with researchers, consultants and users 
there is more success in the users ability to evaluate and adopt research findings. This obviously links with the 
innovation-decision process discussed above. Users of the information will gain knowledge which then allows 
them to move through the decision-making stages to implementation. The Forestry CRC also find that the rate of 
adoption can be improved through education. They attempt to involve industry, have staff visits, field days, 
seminars and workshops all as a means of educating research users. The STCRC already have a number of these 
initiatives underway, particularly seminars and workshops.  
 

Scenario 4 – Utilise STCRC partners to diffuse information and research  
Another option is to utilise the STCRC partners particularly the STOs and industry associations to disseminate 
information. These organisations already conduct and provide a range of research and information sources to the 
industry and particularly in the case of STOs are considered the most influential organisations within the sector. 
Perhaps this could be achieved by making STCRC research available on the respective websites (or links to the 
STCRC website). In this scenario the STOs and industry associations would be utilised as knowledge brokers or 
change agents as they are referred to in the diffusion literature. A change agent is a person who provides a 
communication link between a resource system of some kind and a client system. However, one factor in change 
agents success is the amount of effort spent in communication activities with clients. Therefore, the feasibility of 
this scenario would obviously depend on whether the STOs and industry associations have the capacity and can 
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see value in acting as a ‘research and information intermediary’ between the STCRC and the wider tourism 
industry.   
 The CRC Reef uses the concept of knowledge brokers in the diffusion of the research by locating 
knowledge brokers in key firms who effectively diffuse the information in the workplace as needed. The health 
case study presented previously in this report states that health researchers tend to identify opinion leaders and 
detail the discoveries to them individually. In effect the information is diffused to those that have the capacity 
and peer authority to influence adoption.  
 

Scenario 5 – Continue current practices 
The fifth possible scenario identified for the STCRC is to continue with the current research focus and research 
diffusion practices. This would include continuing to build networks with industry through the recently updated 
process of including steering committees in the project development process. In looking at the practices of other 
organisations this is a useful initiative and one which involves industry in the research process. It also enables 
industry’s needs to be met more accurately. However it should also be kept in mind that the steering committees 
are usually the representatives of the wider tourism industry and that the information is not necessarily filtering 
down to the business operators. The STCRC approach is also adopted by the Tropical Savannas CRC who find 
that without adequate consultation there is a risk that the research may not be seen as relevant, may not be 
understood, or even welcomed by the end-users. Therefore there is a need for stakeholder consultation to be built 
into research planning. 
 

Overview of Scenarios  
This section has outlined a range of possible scenarios for the STCRC in the diffusion and communication of 
this research. These scenarios may also offer insights for other research generating organisations within tourism. 
There are a lot of challenges for organisations such as the STCRC in diffusing their research and unfortunately 
due to the nature of the industry there are no simple solutions. The scenarios hopefully offer a starting point for 
the STCRC, the researchers and core partners to consider how to diffuse research to the tourism industry. Figure 
6 illustrates a possible communication/ diffusion flow from the STCRC to the tourism sector incorporating some 
of the scenarios outlined above.  
 

Figure 6: Communication/ Diffusion Channels- STCRC to Tourism Sector 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Recommendations 
Although it was stated that it is difficult to make recommendations as to how the STCRC should engage with the 
wider tourism industry; there are several strategies, particularly from the good practice examples identified in 
section 2.9 that should be pursued.  
 Firstly, it is recommended that the STCRC continue its policy of consulting and planning for diffusion and 
dissemination at the beginning of the project in conjunction with industry.  As was outlined in scenario 5 above 
this is a sound practice, which although it has its limitations in terms of representativeness, is beneficial for 
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communication of research to the industry. This program which was piloted in 2002 in conjunction with 
Sustainable Tourism Services based on the results of previous STCRC research into this area which showed a 
need for researcher training in the area of commercialisation and diffusion. A number of researchers attended 
this and reported extremely positive feedback and their support that the program be conducted on a regular basis.  
 It is also recommended that the STCRC set up a process of tracking the diffusion of research and research 
outputs by the tourism industry and/ or project partners to measure the rate of adoption. The rate of adoption is 
generally measured as the number of individuals who adopt a new idea in a specified period such as a year. For 
example, the Forestry CRC conducts annual client surveys to assess the success of technology transfer. The CRC 
for Catchment Hydrology also attempt to monitor adoption. For the STCRC this could be achieved through 
tracking the purchasing and dissemination of project reports and other outputs through the bookshop to 
determine who is accessing what information, and follow up surveys could then be conducted on how this 
information was used. Similarly, the STCRC could track the adoption of information from those attending 
workshops and seminars to determine how the information presented in these forums is being used.  
 

Summary 
This study has attempted to identify the inhibitors and facilitators to research adoption in the tourism sector. It 
has been acknowledged that tourism research is currently under-utilised by the tourism sector and as a 
consequence, the sector is not as competitive as it could be. A likely reason for this problem is the lack of 
communication and understanding between the research community and the tourism sector. Therefore, for 
research organisations such as the STCRC to successfully diffuse the research outcomes into the Australian 
tourism sector it is necessary to have a clear understanding of the adoption environment. Therefore, the aim of 
this project was to investigate both the tourism sector’s use of research and the sector’s preferred mode of 
receiving research to inform the development of appropriate diffusion and communication processes for the 
STCRC. 
 The literature review covered the major components of research diffusion and diffusion theory including 
innovation development, decision-making processes and adopter categories in an attempt to apply a theoretical 
basis to the examination of the tourism sector. The literature review also examined a selection of the diffusion 
practices by different organisations, as well as the research activities of major organisations in the tourism sector. 
A survey of the tourism sector was conducted, which although it relied on a relatively small sample did elicit a 
range of data on the use and non-use of research, the type of research used, and the sector’s preferred 
communication mechanisms for receiving and actioning research findings. The responses were examined by 
organisational category (regional tourism organisation, industry association and private sector), private sector 
organisation (accommodation, attractions, etc), and size of the organisation, with the objective being to 
determine if there are any similarities or differences in the various sectors’ use of research. However, the survey 
has shown that this is not the case and that generally there is little difference between the various organisational 
categories, private sector organisations or different sized organisations. The survey results were then used as the 
basis for a discussion on the tourism industry as an adoption environment and the role of the STCRC in diffusing 
tourism research. Several of the survey results highlighted the difficulties of diffusing research to the tourism 
industry which therefore made it difficult to offer any concrete recommendations as to how the STCRC should 
engage with the wider tourism industry. Therefore, a series of possible scenarios and options were outlined 
including; not attempting to engage with the wider tourism industry at all, providing the industry with the type of 
information they require, educating the industry about STCRC research, utilising STCRC core partners to diffuse 
research and the STCRC continuing with their current practices. These scenarios were offered as a starting point 
for the STCRC, the researchers and core partners to consider how to diffuse research to the tourism industry. 
Some recommendations were also made regarding the project development process.  
 This study, through the industry survey has provided a snapshot of the current information and research 
receptiveness of the tourism industry. The survey results suggest that there are a number of inhibitors to research 
adoption in the tourism sector, without an easy solution in sight. It was found that industry participants are not 
seeking new ways of conducting their business activities, that they are content with their current information 
types and that they effectively want more of the same sort of information to help them do what they have always 
done. Unfortunately these outcomes do not lend themselves to a neat summation as to how the STCRC should 
implement effective diffusion and communication strategies. The review of diffusion literature, case studies and 
possible scenarios for action will hopefully offer a useful platform for further debate, discussion and 
investigation into this issue.  
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APPENDIX A: SURVEY RESULTS 
 
Structure of the Organisation 
As can be seen in table one, the majority of surveyed organisations were either owner operated, proprietary 
limited companies, or governed by a board of directors. 
 
Table A1: Structure of the Organisation 
n=141 Frequency Percentage 
Owner Operated 35 24.8 
Pty Ltd Company 34 24.1 
Board of Directors 26 18.4 
Public Sector 12 8.5 
CEO 12 8.5 
Management Rights 6 4.3 
General Manager 7 4.9 
No Response 9 6.4 
 
Size of the Organisation 
A considerable proportion of the surveyed organisations had a small number of staff, with 31.9% of respondents 
from organisations with less than 5 staff, and a further 15.6% with 5-10 staff. As can be seen in table two 12.8% 
of the organisations surveyed had in excess of 100 staff.  
 
Table A2: Number of Staff/ Size of the Organisation 
n=141 Frequency Percentage 
Less than 5 45 31.9 
5- 10 22 15.6 
11- 20 12 8.5 
21- 50 26 18.4 
51- 100 12 8.5 
More than 100 18 12.8 
No Response 6 4.3 
 
Current Information Sources 
Questions in this section related to the current information sources used by surveyed organisations, including the 
type, source and nature of information currently used by the organisation. Respondents were also asked to 
describe how this information was used within the organisation. 

 
Type of Information Currently Used by the Organisation 
The first question in this section asked respondents what type of information was currently used by their 
organisation (refer to Appendix B for specific items included within each of these response categories). As can 
be seen in table three, the type of information currently used by the majority of organisations was statistical 
information, tourist demographic information, and marketing information.  
 
Table A3: Type of Information Currently used by the Organisation 
n=141 Frequency Percentage 
Tourism Statistics 87 61.7 
Tourist Demographics 78 55.3 
Marketing 57 40.4 
Tourism Trends 19 13.4 
Tourism Information for an Area 19 13.4 
General Business Information 18 12.7 
Tourism/General Research 13 9.2 
Event/Conference Information 6 4.2 
Customer/Client Needs 5 3.5 
Competition Information 3 2.1 
Transportation and Road Information 3 2.1 
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Policy/Legislation Information 2 1.4 
No Response 11 7.8 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Type of information currently used cross-tabulated by organisational category, private 
sector organisation and size of organisation  
The type of information currently used by the organisation was also cross-tabulated by the organisational 
category. For regional tourism organisation respondents, tourism statistics were cited as the most popular type of 
information currently used. Tourist demographic and marketing information was also cited by a number of 
respondents. Industry association respondents also cited tourism statistics as the main type of information 
currently used. General business information and marketing information was also a relatively popular type of 
information used by this organisational category. For private sector respondents, marketing, tourist 
demographics and tourism statistics were frequently cited as the types of information currently used. 
 
Table A4: Type of Information Currently used by Organisational Category 

n=141 Regional Tourism 
Organisation (n-28) 

Industry Association 
(n-16) 

Private Sector 
(n-97) 

 Total % Total % Total % 
Marketing 7 25 6 37.5 44 45.3 
Tourist Demographics 16 57.1 4 25.0 58 59.8 
Tourism Trends 2 7.1 3 18.7 14 14.4 
Tourism Statistics 38 135.7* 14 87.5 35 36.1 
General Business Information  3 10.7 7 43.7 8 8.2 
Transport/ Road Information 2 7.1 0 0 1 1.0 
Tourism/ general research 4 14.3 2 12.5 7 7.2 
Tourism information for area 5 17.9 6 37.5 8 8.2 
Event/ conference information  4 14.3 0 0 2 2.1 
Policy/ legislation information 1 3.6 1 6.2 0 0 
Competition information 0 0 0 0 3 3.1 
Customer/ client needs 1 3.6 2 12.5 2 2.1 
No Response 1 3.6 0 0 10 10.3 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
The type of information currently used by private sector organisation was cross-tabulated by each of the private 
sector organisations surveyed. Accommodation providers surveyed cited tourist demographics, marketing and 
tourism statistics as the types of information currently used. Tour operators predominantly cited tourism 
statistics, marketing and tourist demographics, while respondents from the attractions/ theme parks sector cited 
tourist demographics and marketing as the type of information used by the organisation.  
 
Table A5: Type of Information Currently used by Private Sector Organisations 

n=97 Accommodation
(n-66) 

Tour 
Operators 

(n-10) 

Attract/ 
Theme 

Parks (n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Marketing 27 40.9 6 60.0 11 55.0 0 0 0 0 
Tourist Demographics 35 53.0 5 50.0 17 85.0 0 0 1 100.0 
Tourism Trends 7 10.6 4 40.0 3 15.0 0 0 0 0 
Tourism Statistics 22 33.3 8 80.0 5 25.0 1 100.0 0 0 
General Business 
Information  

8 12.1 0 0 0 0 0 0 0 0 

Transport/ Road 
Information 

0 0 0 0 1 5.0 0 0 0 0 

Tourism/ general 
research 

3 4.5 2 20.0 2 10.0 0 0 0 0 

Tourism information for 
area 

7 10.6 1 10.0 0 0 0 0 0 0 

Event/ conference 
information  

2 3.0 0 0 0 0 0 0 0 0 

Competition information 3 4.5 0 0 0 0 0 0 0 0 
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Customer/ client needs 1 1.5 0 0 0 0 1 100.0 0 0 
No Response 9 13.6 0 0 1 5.0 0 0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A6 presents a cross-tabulation of the type of information currently used by the size of the organisation. For 
organisations with less than five staff, tourism statistics and tourist demographics were frequently cited types of 
information. Tourism statistics were also the most frequently cited type of information currently used by 
organisations with five to ten staff, as well as by organisations with 11-20 staff. Tourist demographics, tourism 
statistics and marketing information were cited as the types of information currently used by organisations with 
21-50 staff and 51-100 staff. Organisations with an excess of 100 staff members cited tourist demographics and 
tourism statistics as the type of information currently used by the organisation. 
 
Table A6: Type of Information Currently used by Size of Organisation 

n=141 Less than 5 
(n-45) 

5-10 
(n-22) 

11-20 
(n-12) 

21-50 
(n-26) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Marketing 10 22.2 9 40.9 4 33.3 14 53.8 5 41.6 8 44.4 
Tourist Demographics 18 40.0 15 68.2 3 25.0 17 65.4 10 83.3 12 66.6 
Tourism Trends 4 8.8 2 9.1 1 8.3 6 23.1 1 8.3 2 11.1 
Tourism Statistics 23 51.1 20 90.9 4 33.3 16 61.5 8 66.6 11 61.1 
General Business 
Information  

4 8.8 4 18.2 1 8.3 1 3.8 4 33.3 1 5.5 

Transport/ Road 
Information 

1 2.2 1 4.5 0 0 1 3.8 0 0 0 0 

Tourism/ general 
research 

2 4.4 3 13.6 1 8.3 5 19.2 0 0 2 11.1 

Tourism information 
for area 

7 15.5 1 4.5 2 16.6 7 26.9 1 8.3 1 5.5 

Event/ conference 
information  

2 4.4 0 0 1 8.3 2 7.7 0 0 0 0 

Competition 
information 

1 2.2 0 0 0 0 1 3.8 0 0 1 5.5 

Customer/ client needs 1 2.2 2 9.1 1 8.3 - - 0 0 0 0 
No Response 10 22.2 0 0 0 0 1 3.8 0 0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 

Source of Information Currently Used by the Organisation 
The second question from this section asked respondents to describe the sources of the information which are 
currently used by the organisation (refer to Appendix B for specific items included within each of these response 
categories). As can be seen in table seven, the majority of information used by organisations was sourced from 
the government and other public sector bodies.  
 
Table A7: Source of Information Currently used by the Organisation 

n=141 Frequency Percentage 
Government bodies/ Public Sector 266 188.6* 
Own staff/research 48 34.0 
Industry Bodies 40 28.4 
Trade Magazines/Journals 19 13.5 
Consultancies 18 12.8 
CRC 10 7.1 
Operators 7 4.9 
Own customers/clients/members 7 4.9 
Universities 5 3.5 
Print Media/Information 5 3.5 
Conventions/conferences/seminars/workshops 4 2.8 
Face to Face Communication 4 2.8 
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Industry Professionals 3 2.1 
Internet 3 2.1 
Head Office in Hotel/Motel Chain 3 2.1 
Sales Representatives 1 0.7 
No Response 11 7.8 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Source of information currently used cross-tabulated by organisational category, private 
sector organisation and size of organisation 
As can be seen in Table A8, the source of information currently used by the organisation has been cross-
tabulated by organisational category. The government and public sector bodies are the most frequently cited 
sources of information for each of the organisational categories. However, for private sector respondents, 
industry bodies were also cited as the source of the information currently used by their organisation.  
 
Table A8: Source of Information Currently used by Organisational Category 

N=141 Regional Tourism 
Organisation  

(n-28) 

Industry 
Association (n-16) 

Private Sector 
(n-97) 

 Total % Total % Total % 
Government bodies/Public Sector 76 271.4* 29 181.2* 161 165.9* 
Industry bodies 6 21.4 1 6.2 33 34.0 
Trade magazines/ journals 1 3.6 3 18.7 15 15.5 
Consultancies 6 21.4 3 18.7 9 9.3 
Own staff/ research 5 17.8 6 37.5 37 38.1 
Sales representatives 0 0 0 0 1 1.0 
CRC 3 10.7 6 37.5 1 1.0 
Universities 3 10.7 2 12.5 0 0 
Conferences/ workshops 1 3.6 3 18.7 0 0 
Operators 0 0 3 18.7 4 4.1 
Face to face communication 0 0 1 3.2 3 3.1 
Industry professionals 0 0 2 12.5 1 1.0 
Internet 0 0 2 12.5 1 1.0 
Own customers/ members 0 0 3 18.7 4 4.1 
Head office 0 0 0 0 3 3.1 
Print media/ information 0 0 1 6.2 4 4.1 
No Response 0 0 1 6.2 10 10.3 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table nine presents the source of information currently used, cross-tabulated by type of private sector 
organisation. As with the results presented above, government and public sector bodies were the most frequently 
cited sources of information used for accommodation providers, tour operators and attractions/ theme parks. In 
addition, accommodation providers cited industry bodies and own staff/ research conducted by the organisation 
as sources of information used by the organisation. Although a small sample size, respondents from the 
convention and restaurant sector cited sources of information as own staff/ own research conducted by the 
organisation, the CRC, operators, own customers and consultants. 
 
Table A9: Source of Information Currently used by Private Sector Organisation 

n=97 Accommodation 
(n-66) 

Tour 
Operators 

(n-10) 

Attract/ Theme 
Parks (n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Government 
bodies/Public 
Sector 

99 150.0* 27 270.0% 35 175.0* 0 0 0 0 

Industry bodies 26 39.4 3 30.0 4 20.0 0 0 0 0 
Trade magazines/ 
journals 

10 15.2 4 40.0 1 5.0 0 0 0 0 

Consultancies 6 9.1 0 0 2 10.0 0 0 1 100.0 
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Own staff/ research 19 28.8 4 40.0 14 70.0 1 100.0 0 0 
Sales 
representatives 

1 1.5 0 0 0 0 0 0 0 0 

CRC 1 1.5 0 0 0 0 1 100.0 0 0 
Universities 0 0 0 0 0 0 0 0 0 0 
Conferences/ 
workshops 

0 0 0 0 0 0 0 0 0 0 

Operators 4 6.1 0 0 0 0 1 100.0 0 0 
Face to face 
communication 

2 3.0 1 10.0 0 0 0 0 0 0 

Industry 
professionals 

0 0 0 0 1 5.0 0 0 0 0 

Internet 0 0 1 10.0 0 0 0 0 0 0 
Own customers/ 
members 

1 1.5 0 0 3 15.0 1 100.0 0 0 

Head office 3 4.5 0 0 0 0 0 0 0 0 
Print media/ 
information 

2 3.0 1 10.0 0 0 0 0 0 0 

No Response 9 13.6 1 10.0 0 0 0 0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
The source of information currently used by the organisation was also examined by the size of organisation. 
Government and public sector bodies were again the most frequently cited sources of information for each of the 
organisations.  
 
Table A10: Source of Information Currently used by Size of Organisation 

n=141 Less than 5 
(n-45) 

5-10 
(n-22) 

11-20 
(n-12) 

21-50 
(n-26) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Government 
bodies/ Public 
Sector 

79 175.5 
* 

45 204.5 
* 

27 225.0 
* 

45 173.1 
* 

26 216.6 
* 

34 188.8 
* 

Industry bodies 8 17.8 7 31.8 5 41.6 9 34.6 5 41.6 5 27.8 
Trade 
magazines/ 
journals 

6 13.3 3 13.6 1 8.3 5 19.2 4 33.3 0 0 

Consultancies 6 13.3 0 0 0 0 5 19.2 1 8.3 5 27.8 
Own staff/ 
research 

12 26.7 6 27.3 5 41.6 11 42.3 6 50.0 8 44.4 

Sales 
representatives 

0 0 0 0 0 0 0 0 0 0 1 5.5 

CRC 4 8.9 1 4.5 1 8.3 2 7.7 1 8.3 1 5.5 
Universities 2 4.4 1 4.5 1 8.3 0 0 0 0 1 5.5 
Conferences/ 
workshops 

0 0 2 9.0 0 0 1 3.8 0 0 0 0 

Operators 1 2.2 1 4.5 1 8.3 2 7.7 0 0 2 11.1 
Face to face 
communication 

1 2.2 1 4.5 0 0 2 7.7 0 0 0 0 

Industry 
professionals 

0 0 0 0 0 0 0 0 1 8.3 1 5.5 

Internet 2 4.4 0 0 0 0 0 0 1 8.3 0 0 
Own 
customers/ 
members 

1 2.2 0 0 1 8.3 0 0 0 0 2 11.1 

Head office 1 2.2 0 0 0 0 1 3.8 0 0 1 5.5 
Print media/ 
information 

2 4.4 1 4.5 0 0 1 3.8 0 0 0 0 

No Response 9 20.0 0 0 0 0 1 3.8 1 8.3 0 0 
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* Totals may not add to 100% as respondents were permitted multiple responses 
 
Receipt of information 
 
Respondents were asked to describe how their organisation currently receives information. As can be seen in 
Table A11, the majority of respondents cited electronic sources (email and internet). However it was also found 
that traditional print based sources are a common means of receiving information.  
 
Table A11: Receipt of Current Information  

n=141 Frequency Percentage 
Email 91 29.2 
Internet 52 16.7 
Traditional print based 47 15.1 
Conferences/ seminars/ workshops 33 10.6 
Organisational database 14 4.5 
Media 12 3.8 
Customer surveys conducted by organisation 11 3.5 
Personal communications 10 3.2 
CD Rom 8 2.6 
Trade magazines 8 2.6 
Fax 7 2.2 
Consultants 2 0.6 
Brochures 2 0.6 
Meetings 1 0.3 
Do not receive information 1 0.3 
No Response 13 4.2 
* Totals may not add to 100% as respondents were permitted multiple responses 

 

Use of Current Information Within the Organisation  
Respondents were also questioned on how information is used within their organisation. As can be seen in Table 
A12, the majority of respondents claimed that information is used to assist with marketing activities and business 
management (refer to Appendix B for a specific items included within each of these response categories).  
 
Table A12: Use of Current Information Within the Organisation 

n=141 Total Percentage 
To assist with marketing activities 106 75.1 
To assist in business management 81 57.4 
To assist in developing new products/packages 27 19.1 
To promote the tourism industry 18 12.7 
To establish tourism statistics 13 9.2 
To assist with tourism profiling 10 7.0 
To assist members 7 4.9 
No Response 29 20.5 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Use of current information cross-tabulated by organisational category, private sector 
organisation and size of organisation 
The use of information within the organisation cross-tabulated by organisational category is presented in Table 
A13. As can be seen, marketing activities were the most frequently cited response for both regional tourism 
organisation and the private sector. However for the industry associations, information was most frequently used 
for business management. 
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Table A13: Use of Current Information by Organisational Category 

n=141 Regional Tourism 
Organisation (n-28) 

Industry Association 
(n-16) 

Private Sector 
(n-97) 

 Total % Total % Total % 
Marketing activities 29 103.6* 3 18.7 74 76.3 
Business management  17 60.7 15 93.7 49 50.5 
Product development  4 14.3 1 6.2 22 22.7 
Promotion 11 39.3 6 37.5 1 1.0 
Tourism statistics 9 32.1 2 12.5 2 2.1 
Tourist profiling 3 10.7 1 6.2 6 6.2 
Assist members 0 0 7 43.7 0 0 
No Response 0 0 1 6.2 28 28.9 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
The use of current information within the organisation was further cross-tabulated by private sector organisation. 
The most frequently cited responses for each of the sectors were marketing activities, business management and 
product development. 
 
Table A14: Use of Current Information by Private Sector Organisation 

n=97 Accommodation 
(n-66) 

Tour 
Operators 

(n-10) 

Attract/ 
Theme Parks 

(n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Marketing 
activities 

42 63.6 10 100.0 20 100.0 1 100.0 2 200.0* 

Business 
management  

33 50.0 3 30.0 13 65.0 1 100.0 0 0 

Product 
development  

11 16.7 3 30.0 8 40.0 0 0 0 0 

Promotion 1 1.5 0 0 0 0 0 0 0 0 
Tourism 
statistics 

2 3.0 0 0 0 0 0 0 0 0 

Tourist 
profiling 

3 4.5 1 10.0 2 10.0 0 0 0 0 

Assist 
members 

0 0 0 0 0 0 0 0 0 0 

No Response 24 36.4 1 10.0 3 15.0 0 0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A15 presents the use of current information cross-tabulated by organisation size. Marketing activities, 
followed by business management and product development were the three most frequently cited responses as to 
how information is used within the organisation.  
 
Table A15: Use of Current Information by Size of Organisation 

n=141 Less than 5 
(n-45) 

5-10 
(n-22) 

11-20 
(n-12) 

21-50 
(n-26) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Marketing 
activities 

24 53.3 21 95.4 15 125.0* 20 76.9 9 75.0 16 88.9 

Business 
management  

17 37.8 12 54.5 10 83.3 19 73.1 8 66.6 6 33.3 

Product 
development  

4 8.9 4 18.2 2 16.7 10 38.5 4 33.3 3 16.7 

Promotion 9 20.0 4 18.2 1 8.3 2 7.7 0 0 1 5.5 
Tourism 
statistics 

0 0 4 18.2 1 8.3 4 15.4 2 16.7 1 5.5 

Tourist 
profiling 

2 4.4 0 0 0 0 4 15.4 3 25.0 1 5.5 
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Assist 
members 

2 4.4 2 9.1 0 0 0 0 0 0 0 0 

No 
Response 

16 35.5 0 0 0 0 5 19.2 3 25.0 5 27.8 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Benefits and Barriers of Current Information 
Questions in this section asked respondents to describe the benefits of the current information that they use and 
any barriers/ problems with their current information sources.  
 
Benefits of information currently used by the organisation 
Respondents to this question cited the benefits of their current information sources as been easy to access, read 
or transfer (refer to Appendix B for the specific items included within each of these response categories). The 
relevance of their current information sources and the fact that they are cost effective/ free were also considered 
benefits. 
 
Table 16: Benefits of Information Currently used by the Organisation  

n=141 Frequency Percent 
Easy to access/read/transfer 79 56.0 
Relevant 52 36.9 
Cost effective/free 51 36.2 
Assists with business activities  29 20.6 
Recent/current 7 4.9 
Wide cross section of information received 4 2.8 
Accurate 4 2.8 
More environmentally friendly (paperless environment) 3 2.1 
Information overview  3 2.1 
No Response 33 23.4 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Benefits of information currently used cross-tabulated by organisational category, private 
sector organisation and size of organisation 
The benefits of the current information sources were also cross-tabulated by organisational type. For regional 
tourism organisations, the relevance of the information was seen as a benefit, as well as the information been 
easy to access, read and transfer. However for industry associations the fact that information was easy to access, 
read and transfer was considered the main benefit. For private sector respondents, ease of access to the 
information, cost effectiveness and relevance were all considered benefits of their current information sources.  
 
Table A17: Benefits of Information Currently used by Organisational Category 

n=141 Regional Tourism 
Organisation (n-28) 

Industry Association 
(n-16) 

Private Sector 
(n-97) 

 Total % Total % Total % 
Easy to access/ read/ transfer 9 32.1 16 100.0 54 55.7 
Cost effective/ free 5 17.9 3 18.7 43 44.3 
Relevant 10 35.7 1 6.2 41 42.3 
Cross section of information 
received 

1 3.6 1 6.2 2 2.1 

Recent/ current 3 7.1 1 6.2 4 4.1 
Accurate 0 0 0 0 4 4.1 
Environmentally friendly 
(paperless) 

0 0 0 0 3 3.1 

Assists with business activities 1 3.6 2 12.5 26 26.8 
Information overview  1 3.6 0 0 2 2.1 
No Response 12 42.9 3 18.7 18 18.6 
* Totals may not add to 100% as respondents were permitted multiple responses 
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The benefits of the current information sources were further cross-tabulated by private sector organisation. It was 
found that for accommodation providers, tour operators and attractions/ theme parks, the three most frequently 
cited benefits were the ease of access, cost effectiveness and relevance of the information. 
 

Table A18: Benefits of information currently used by private sector organisation 

n=97 Accommodation 
(n-66) 

Tour 
Operators 

(n-10) 

Attract/ 
Theme Parks 

(n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Easy to access/ 
read/ transfer 

33 50.0 9 90.0 12 60.0 0 0 0 0 

Cost effective/ 
free 

27 40.9 5 50.0 10 50.0 0 0 1 100.0 

Relevant 26 39.4 6 60.0 8 40.0 0 0 1 100.0 
Cross section of 
information 
received 

1 1.5 1 10.0 0 0 0 0 0 0 

Recent/ current 2 3.0 2 20.0 0 0 0 0 0 0 
Accurate 2 3.0 0 0 2 10.0 0 0 0 0 
Environmentally 
friendly  
(paperless)  

1 1.5 2 20.0 0 0 0 0 0 0 

Assists with 
business 
activities 

17 25.8 2 20.0 7 35.0 1 100.0 0 0 

Information 
overview 

2 3.0 0 0 0 0 0 0 0 0 

No Response 14 21.2 1 10.0 3 15.0 0 0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A19 presents the benefits of current information sources cross-tabulated by the size of the organisation. 
For the majority of organisations, regardless of size, the benefits were considered to be the ease of access, etc., 
cost effectiveness and relevance. However a number of respondents also cited the fact that their current 
information sources assist them with their business activities.  
 
Table A19: Benefits of information currently used by size of organisation  

n=141 Less than 5 
(n-45) 

5-10 
(n-22) 

11-20 
(n-12) 

21-50 
(n-26) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Easy to access/ 
read/ transfer 

20 44.4 14 63.6 4 33.3 17 65.4 9 75.0 9 50.0 

Cost effective/ 
free 

16 35.5 9 40.9 6 50.0 11 42.3 4 33.3 5 27.8 

Relevant 12 26.7 9 40.9 5 41.7 14 53.8 3 25.0 0 0 
Cross section of 
information 
received 

1 2.2 0 0 0 0 1 3.8 0 0 1 5.5 

Recent/ current 1 2.2 2 9.1 0 0 2 7.7 1 8.3 0 0 
Accurate 0 0 0 0 0 0 0 0 2 16.7 2 11.1 
Environmentally 
friendly 
(paperless) 

1 2.2 0 0 1 8.3 1 3.8 0 0 0 0 

Assists with 
business 
activities 

6 13.3 3 13.6 3 25.0 8 30.8 2 16.7 5 27.8 

Information 
overview  

1 2.2 0 0 0 0 2 7.7 0 0 0 0 

No Response 21 46.6 4 18.2 1 8.3 4 15.4 2 16.7 1 5.5 
* Totals may not add to 100% as respondents were permitted multiple responses 
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Barriers of information currently used by the organisation  
Respondents were further asked to identify perceived barriers or problems with the information sources currently 
used by their organisation (refer to Appendix B for the specific items included within each of these response 
categories). The most frequently cited responses to this question were that the information can be irrelevant and 
that it is difficult to access. 
 
Table A20: Barriers of Information Currently used by the Organisation 

n=141 Frequency Percent 
Information can be irrelevant  52 36.9 
Information is difficult to access 28 19.9 
Some information can be unreliable/inaccurate 18 12.8 
Lack of resources 16 11.3 
Information is too difficult to understand/too academic 7 4.9 
Lack of information 4 2.8 
No Response 57 40.4 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Barriers of information currently used cross-tabulated by organisational category, private 
sector organisation and size of organisation 
Table A21 presents the barriers associated with information currently used cross-tabulated by organisation type. 
For regional tourism organisations the irrelevance of the current information was considered a barrier, as well as 
the information been unreliable and inaccurate. For industry associations the information was considered 
difficult to access, while for the private sector the information was generally considered to be irrelevant, difficult 
to access and unreliable or inaccurate. 
 
Table A21: Barriers of information currently used by organisational category 

n=141 Regional Tourism 
Organisation (n-28) 

Industry Association 
(n-16) 

Private Sector 
(n-97) 

 Total % Total % Total % 
Irrelevant 17 60.7 6 37.5 29 29.9 
Difficult to access 4 14.3 9 56.2 15 15.5 
Unreliable/ inaccurate 7 25.0 2 12.5 9 9.3 
Lack of resources 8 28.6 2 12.5 6 6.2 
Difficult to understand/ too 
academic 

5 17.9 0 0 2 2.1 

Lack of information 0 0 0 0 4 4.1 
No Response  3 10.7 4 25.0 50 51.5 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
The barriers associated with current information sources were further cross-tabulated by private sector 
organisation type. For accommodation providers and tour operators the irrelevance of information was 
considered the greatest barrier. While, respondents from the attractions/ theme parks sector considered the fact 
that the information was irrelevant and difficult to access a barrier. 
 
Table A22: Barriers of Information Currently used by Private Sector Organisation 

n=97 Accommodation 
(n-66) 

Tour 
Operators 

(n-10) 

Attract/ Theme 
Parks (n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Irrelevant 18 27.3 3 30.0 8 40.0 0 0 0 0 
Difficult to 
access 

4 6.1 2 20.0 8 40.0 0 0 1 100.0 

Unreliable/ 
inaccurate 

6 9.1 1 10.0 2 10.0 0 0 0 0 

Lack of 
resources 

3 4.5 1 10.0 2 10.0 0 0 0 0 

Difficult to 1 1.5 1 10.0 0 0 0 0 0 0 
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understand/ too 
academic 
Lack of 
information 

1 1.5 1 10.0 2 10.0 0 0 0 0 

No Response 39 59.1 5 50.0 6 30.0 1 100.0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A23 outlines the barriers associated with information currently used by the size of the organisation. 
Despite the size of the organisation, barriers were considered to be the irrelevancy of the information and the 
difficulty in accessing information. 
 
Table A23: Barriers of Information Currently used by Size of Organisation 

n=141 Less than 5 
(n-45) 

5-10 
(n-22) 

11-20 
(n-12) 

21-50 
(n-26) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Irrelevant 10 22.2 9 40.9 6 50.0 10 38.5 5 41.7 9 50.0 
Difficult to 
access 

8 17.8 6 27.3 2 16.7 6 23.1 1 8.3 3 16.7 

Unreliable/ 
inaccurate 

8 17.8 3 13.6 1 8.3 2 7.7 3 25.0 1 5.5 

Lack of 
resources 

8 17.8 3 13.6 2 16.7 0 0 1 8.3 1 5.5 

Difficult to 
understand/ 
too 
academic 

4 8.9 1 4.5 1 8.3 0 0 0 0 1 5.5 

Lack of 
information 

1 2.2 0 0 0 0 1 3.8 2 16.7 0 0 

No 
Response 

22 48.9 9 40.9 4 33.3 11 42.3 4 33.3 7 38.9 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Other Information  

This section outlines a number of general questions that respondents were asked in the survey. These include: 
web-based information sources used by the organisation; research that the organisation conducts itself, how this 
information is used and the benefits and barriers associated with conducting own research; collaborative 
arrangements the organisation is involved in; whether academic information is used by the organisation and any 
benefits or barriers associated with using academic information; and which organisations are considered 
influential within the tourism sector in terms of tourism knowledge, information and research. 
 
Web-based information sources used by the organisation 
Respondents were asked whether their organisation used any form of web-based information sources. The vast 
majority of surveyed organisations (70.9%) did use web-based information sources, while 27.0% stated that they 
did not use web-based sources for information.  
 
Table A24: Use of Web-Based Information Sources 

n=141 Frequency Percentage 
Yes 100 70.9 
No  38 27.0 
No Response 3 2.1 
 
The sources of web-based information respondents cited are presented in table 25 (refer to Appendix B for the 
specific items included within each of these response categories). State tourism organisations were the most 
popular sources of web-based information followed by general information searches. 
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Table A25: Web-Based Information Sources used by the Organisation 

n=100 Total Percentage 
State Tourism Organisation 55 39.0 
General Information Search 40 28.4 
Government sites 28 19.9 
Bureau of Tourism Research (BTR) 19 13.5 
Australian Tourism Council (ATC) 16 11.3 
Industry bodies 9 6.4 
Australian Bureau of Statistics (ABS) 6 4.3 
CRC 4 2.8 
Electronic Newsletters 4 2.8 
Australian Tourism Export Council (ATEC) 3 2.1 
No Response 8 5.7 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Web-based information sources used cross-tabulated by organisational category, private 
sector organisation and size of organisation 
Table A26 presents the web-based information sources cross-tabulated by organisational category. State tourism 
organisations and more general information searches were the most frequently cited web-based sources for each 
of the three organisational categories.  
 
Table A26: Web-Based Information Sources used by Organisational Category 

n=100 Regional Tourism 
Organisation (n-21) 

Industry Association 
(n-11) 

Private Sector 
(n-68) 

 Total % Total % Total % 
State tourism organisations 14 66.6 4 36.4 37 54.4 
General information search 4 19.0 8 72.8 28 41.2 
Government sites 3 14.3 3 27.3 22 32.3 
Bureau of Tourism Research 3 14.3 4 36.4 12 17.6 
Australian Tourism Council 2 9.5 1 9.1 13 19.1 
Industry bodies 1 4.7 2 18.2 6 8.8 
Australian Bureau of Statistics 4 19.0 1 9.1 1 1.5 
CRC  0 0 4 36.4 0 0 
Electronic newsletters 0 0 1 9.1 3 4.4 
Aust. Tourism Export Council 1 4.7 0 0 2 2.9 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
In terms of web-based information sources used by the private sector, state tourism organisations, general 
information searches and government sites were cited as web-based information sources used by accommodation 
and tour operator respondents,. Respondents from the attractions sector cited state tourism organisations, general 
information searches and the Bureau of Tourism Research as the web-based information sources used.  
 
Table A27: Web-Based Information Sources used by Private Sector Organisation 

n=68 Accommodation 
(n-43) 

Tour 
Operators 

(n-11) 

Attract/ Theme 
Parks (n-13) 

Conventions 
(n-0) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
State tourism 
organisations 

22 51.2 4 36.4 10 76.9 0 0 1 100.0 

General 
information 
search 

17 39.5 5 45.4 6 46.1 0 0 0 0 

Government 
sites 

17 39. 4 36.4 1 7.7 0 0 0 0 

Bureau of 
Tourism 

5 11.6 1 9.1 5 38.5 0 0 1 100.0 
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Research 
Australian 
Tourism 
Council 

7 16.3 2 18.1 4 30.8 0 0 0 0 

Industry 
bodies 

4 9.3 1 9.1 1 7.7 0 0 0 0 

Australian 
Bureau of 
Statistics 

0 0 1 9.1 0 0 0 0 0 0 

CRC  0 0 0 0 0 0 0 0 0 0 
Electronic 
newsletters 

2 4.6 0 0 1 7.7 0 0 0 0 

Aust. Tourism 
Export 
Council 

1 2.3 0 0 1 7.7 0 0 0 0 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A28 presents the web-based information sources used cross-tabulated by the size of organisation. For 
organisations with less than 5 staff, 5-10 staff and 11-20 staff, the two most frequently cited sources were also 
state tourism organisation websites and general information searches on the internet. For organisations with 21-
50 staff state tourism organisations and government websites were each cited by a number of respondents.  
 

Table A28: Web-Based Information Sources used by Size of Organisation 

n=100 Less than 5 
(n-28) 

5-10 
(n-18) 

11-20 
(n-7) 

21-50 
(n-19) 

51-100 
(n-11) 

More than 
100 (n-17) 

 Total % Total % Total % Total % Total % Total % 
State tourism 
organisations 

12 42.9 10 55.5 5 71.4 11 57.9 5 45.4 12 70.6 

General 
information 
search 

16 57.1 4 22.2 2 28.6 7 36.8 3 27.3 6 35.3 

Government 
sites 

8 28.6 2 11.1 1 14.3 11 57.9 2 18.2 3 17.6 

Bureau of 
Tourism 
Research 

3 10.7 1 5.5 1 14.3 5 26.3 2 18.2 6 35.3 

Australian 
Tourism 
Council 

0 0 2 11.1 0 0 5 26.3 3 27.3 6 35.3 

Industry 
bodies 

3 10.7 0 0 1 14.3 2 10.5 1 9.1 1 5.9 

Australian 
Bureau of 
Statistics 

3 10.7 1 5.5 1 14.3 0 0 0 0 1 5.9 

CRC  2 7.1 0 0 0 0 0 0 2 18.2 0 0 
Electronic 
newsletters 

0 0 0 0 0 0 3 15.8 0 0 1 5.9 

Aust. 
Tourism 
Export 
Council 

1 3.6 0 0 0 0 1 5.3 1 9.1 0 0 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Research Conducted by the Organisation  
Respondents were asked whether their organisation conducted its own research. Of the 141 survey respondents, 
111 or 78.7% of respondents stated that they did conduct their own research. 
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Table A29: Does the Organisation Conduct its Own Research? 

n=141 Frequency Percentage 
Yes 111 78.7 
No  28 19.9 
No Response 2 1.4 
 
Table A30 presents the type of research conducted by these organisations (refer to appendix B for the specific 
items included within each of these response categories). As can be seen the majority of organisations generally 
conducted some form of visitor/ customer/ tourist survey and visitor demographic study. 
 
Table A30: Type of Research Conducted by the Organisation 

n=111 Frequency Percentage 
Visitor/Customer/Tourist Surveys 47 33.3 
Demographics of Visitors 39 27.7 
Tourism/Customer/Member Statistics 16 11.3 
Commission third party to undertake research work 12 8.5 
General Business Research 10 7.1 
Marketing 6 4.3 
Event/conference research 5 3.5 
Product based research 2 1.4 
No Response 15 10.6 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Type of research conducted cross-tabulated by organisational category, private sector 
organisation and size of organisation 
Table A31 presents the type of research conducted by surveyed organisations cross-tabulated by organisation 
type. For regional tourism organisations, consultancy based research was the most frequently cited type of 
research, followed by the collection of customer/ member statistics. Industry associations also cited consultancy 
based research as well as customer/ visitor surveys, while private sector respondents tended to conduct customer/ 
visitor surveys and visitor demographics research.  
 
Table A31: Type of research conducted by organisational category 

n=111 Regional Tourism 
Organisation (n-21) 

Industry Association 
(n-16) 

Private Sector 
(n-76) 

 Total % Total % Total % 
Customer/ visitor surveys 3 14.3 6 37.5 38 50.0 
Visitor demographics 4 19.0 1 6.2 34 44.7 
Customer/ member statistics 5 23.8 1 6.2 10 13.1 
Consultants 6 28.6 5 31.2 1 1.3 
General business research 1 4.8 4 25.0 5 6.6 
Marketing 1 4.8 1 6.2 4 5.3 
Event/ conference research 3 14.3 1 6.2 1 1.3 
Product based research 0 0 1 6.2 1 1.3 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
For each of the private sector organisations surveyed, customer/ visitor surveys and visitor demographics studies 
were the most frequently cited types of research conducted.  
 
Table A32: Type of Research Conducted by Private Sector Organisation 

n=76 Accommodation 
(n-47) 

Tour 
Operators 

(n-8) 

Attract/ Theme 
Parks (n-19) 

Conventions 
(n-1) 

Restaurants 
(n-0) 

 Total % Total % Total % Total % Total % 
Customer/ 
visitor surveys 

26 55.3 5 62.5 7 36.8 1 100.0 0 0 

Visitor 20 42.5 3 37.6 11 57.9 0 0 0 0 
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demographics 
Customer/ 
member 
statistics 

7 14.9 1 12.5 2 10.5 0 0 0 0 

Consultants 1 2.1 0 0 0 0 0 0 0 0 
General 
business 
research 

4 8.5 0 0 1 5.3 0 0 0 0 

Marketing 2 4.2 2 25.0 0 0 0 0 0 0 
Event/ 
conference 
research 

1 2.1 0 0 0 0 0 0 0 0 

Product based 
research 

0 0 0 0 1 5.3 0 0 0 0 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A33 presents the type of research conducted by the organisation cross-tabulated by size of organisation. 
Despite the size of the organisation, customer/ visitor surveys and visitor demographic studies were cited as the 
main types of research conducted.  
 
Table A33: Type of Research Conducted by Size of Organisation 

n=111 Less than 5 
(n-28) 

5-10 
(n-19) 

11-20 
(n-11) 

21-50 
(n-23) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Customer/ 
visitor 
surveys 

9 32.1 4 21.0 5 45.4 13 56.5 5 41.7 8 44.4 

Visitor 
demographics 

12 25.0 7 36.8 5 45.4 6 26.1 6 50.0 3 16.7 

Customer/ 
member 
statistics 

2 7.1 6 31.6 0 0 2 8.7 2 16.7 3 16.7 

Consultants 5 17.8 3 15.8 1 9.1 3 13.0 0 0 0 0 
General 
business 
research 

3 10.7 1 5.3 0 0 1 8.7 2 16.7 1 5.5 

Marketing 1 3.6 0 0 1 9.1 1 8.7 0 0 2 11.1 
Event/ 
conference 
research 

1 3.6 1 5.3 0 0 1 8.7 2 16.7 0 0 

Product 
based 
research 

0 0 0 0 0 0 0 0 1 8.3 1 5.5 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
How research conducted by the organisation is used 
Table A34 details how research conducted by the organisation is used. The majority of respondents to this 
question stated that research was conducted to ensure that customer and/or member needs are met. Other reasons 
cited included assisting with marketing activities and to distribute to their operators/ members in their region.  
 
Table A34: How Research Conducted by the Organisation is used 

n=111 Frequency Percentage 
To ensure that customer needs/ member needs are met 12 10.8 
To assist with marketing activities 9 8.1 
Distributed to operators in region/ members 9 8.1 
To improve/ develop products 7 6.3 
To inform decision making  3 2.7 
Lobby government 1 0.9 
Increase sales 1 0.9 
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Funding requirements  1 0.9 
No Response 68 61.3 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Benefits of Organisation Conducting Own Research 
Respondents who stated that they did conduct research were asked to describe the benefits of doing so. Benefits 
cited by respondents were that the information is of a higher quality, it allows the organisation to improve its 
business performance and provides a narrower focus (refer to Appendix B for the specific items included within 
each of these response categories). 
 
Table A35: Benefits of Organisation Conducting Own Research 

n=111 Frequency Percentage 
Information collated is of a higher quality 18 12.8 
Allows organisation to improve business performance 18 12.8 
Narrower Focus 14 9.9 
Inexpensive/cost effective 13 9.2 
Increased levels of privacy/confidentiality for members/customers 5 3.5 
Easy to distribute information 2 1.4 
Assists with marketing activities 1 0.7 
No Response 67 47.5 
* Totals may not add to 100% as respondents were permitted multiple responses 

 
Benefits of organisation conducting own research cross-tabulated by organisational 
category, private sector organisation and size of organisation 
The benefits of organisations conducting their own research were also cross-tabulated by organisation type as 
presented in Table A36. For industry associations the most frequently cited response was that conducting their 
own research provides privacy and confidentiality for their members/ customers. Private sector respondents 
generally cited the benefits as: information is of a higher quality and it improves business performance. 
 
Table A36: Benefits of Organisation Conducting Own Research by Organisational Category 

n=111 Regional Tourism 
Organisation (n-21) 

Industry Association 
(n-16) 

Private Sector 
(n-76) 

 Total % Total % Total % 
Information is of a higher quality 0 0 2 12.5 13 13.4 
Improve business performance 4 14.3 4 25.0 10 10.3 
Narrower focus 0 0 2 12.5 8 8.2 
Inexpensive/ cost effective 0 0 4 25.0 9 9.3 
Privacy/ confidentiality for 
members/ customers 

0 0 5 31.2 0 0 

Easy to distribute information  1 3.6 1 6.2 0 0 
Assists with marketing activities 0 0 0 0 1 1.0 
No Response 17 60.7 5 31.2 45 46.4 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
As can be seen in Table A37 the benefits of an organisation conducting research were cross-tabulated by the 
private sector organisations surveyed. Respondents from the accommodation and tour operator sector cited the 
benefits of conducting own research as: the information is of a higher quality and it improves business 
performance. Attraction/ theme park respondents also cited a benefit of conducting own research as its 
inexpensive and cost effective nature.  
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Table A37: Benefits of Organisation Conducting Own Research by Private Sector Organisation 

n=76 Accommodation 
(n-47) 

Tour 
Operators 

(n-8) 

Attract/ Theme 
Parks (n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Information is 
of a higher 
quality 

8 17.0 1 12.5 4 21.0 0 0 0 0 

Improve 
business 
performance 

5 10.6 1 12.5 4 21.0 0 0 0 0 

Narrower 
focus 

3 6.4 1 12.5 4 21.0 0 0 0 0 

Inexpensive/ 
cost effective 

4 8.5 0 0 5 26.3 0 0 0  0 

Privacy/ 
confidentiality 
for members/ 
customers 

0 0 0 0 0 0 1 100.0 0 0 

Easy to 
distribute 
information  

0 0 0 0 0 0 0 0 0 0 

Assists with 
marketing 
activities 

1 2.1 0 0 0 0 1 100.0 0 0 

No Response 30 42.5 5 62.5 9 47.4 0 0 1 100.0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Despite the size of organisation, the benefits of the organisation conducting its own research were found to be: 
the information is of a higher quality and it improves business performance. The narrower focus and 
inexpensive/ cost effective nature of conducting their own research were also cited by organisations with more 
than 100 staff. 
 
Table A38: Benefits of Organisation Conducting Own Research by Size of Organisation 

n=111 Less than 5 
(n-28) 

5-10 
(n-19) 

11-20 
(n-11) 

21-50 
(n-23) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Information is 
of a higher 
quality 

5 17.8 1 5.3 3 27.3 3 13.0 3 25.0 3 16.7 

Improve 
business 
performance 

5 17.8 2 10.5 1 9.1 5 21.7 0 0 4 22.2 

Narrower focus 1 3.6 0 0 4 36.4 2 8.7 1 8.3 5 27.8 
Inexpensive/ 
cost effective 

1 3.6 1 5.3 1 9.1 2 8.7 3 25.0 3 16.7 

Privacy/ 
confidentiality 
for members/ 
customers 

2 7.1 0 0 0 0 0 0 0 0 0 0 

Easy to 
distribute 
information  

1 3.6 0 0 1 9.1 0 0 0 0 0 0 

Assists with 
marketing 
activities 

0 0 1 5.3 0 0 0 0 0 0 0 0 

No Response 17 60.7 14 73.7 4 36.4 14 60.9 6 50.0 9 50.0 
* Totals may not add to 100% as respondents were permitted multiple responses 
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Issues associated with organisation conducting own research 
Respondents who conducted their own research were also asked to identify any issues or problems associated 
with conducting their own research (refer to Appendix B for the specific items included within each of these 
categories). A lack of resources and issues associated with staff in the organisation were cited as can be seen in 
Table A39. 
 
Table A39: Issues Associated With Organisation Conducting Own Research 

n=111 Frequency Percentage 
Lack of resources 15 10.6 
Issues associated with staff in the organisation 10 7.1 
General surveying issues 8 5.7 
Poor quality 2 1.4 
No Response 87 61.7 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Issues associated with organisation conducting own research cross-tabulated by 
organisational category, private sector organisation and size of organisation 
The issues associated with conducting own research cross-tabulated by organisation type are presented in Table 
A40. For industry associations and the private sector the lack of resources and issues associated with staff in the 
organisation were cited as the main issues with conducting own research. 
 
Table A40: Issues Associated With Organisation Conducting Own Research by Organisational Category 

n=111 Regional Tourism 
Organisation (n-21) 

Industry Association (n-
16) 

Private Sector 
(n-76) 

 Total % Total % Total % 
Lack of resources 0 0 5 31.2 10 13.1 
Staff 2 9.5 2 12.5 6 7.9 
Surveying issues 0 0 0 0 8 10.5 
Poor quality 1 4.8 0 0 1 1.3 
No Response 19 90.5 11 68.7 57 75.0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Private sector responses to this question were also cross-tabulated as can be seen in Table A41. Lack of 
resources and staffing issues were identified for the accommodation sector, while the attractions/ theme parks 
sector identified surveying issues. 
 
Table A41: Issues Associated With Organisation Conducting Own Research by Private Sector 
Organisation 
n=76 Accommodation 

(n-47) 
Tour 

Operators 
(n-8) 

Attract/ Theme 
Parks (n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Lack of 
resources 

7 14.9 1 12.5 2 10.5 0 0 0 0 

Staff 4 8.5 0 0 2 10.5 0 0 0 0 
Surveying 
issues 

2 4.2 0 0 6 31.6 0 0 0 0 

Poor quality 1 2.1 0 0 0 0 0 0 0 0 
No Response 38 80.8 7 87.5 11 57.9 1 100.0 1 100.0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
The issues associated with conducting own research cross-tabulated by the size of the organisation are presented 
in Table A42. A lack of resources and staffing issues were the most frequently cited issues for organisations with 
less than 5 staff, while a lack of resources were also cited by respondents with 51-100 staff.  
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Table A42: Issues Associated With Organisation Conducting Own Research by Size of Organisation 

n=111 Less than 5 
(n-28) 

5-10 
(n-19) 

11-20 
(n-11) 

21-50 
(n-23) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Lack of 
resources 

5 17.8 0 0 1 9.1 3 13.0 3 25.0 1 5.5 

Staff 6 21.4 1 5.3 1 9.1 1 4.3 0 0 1 5.5 
Surveying 
issues 

0 0 1 5.3 2 18.2 2 8.7 1 8.3 2 11.1 

Poor quality 1 3.6 0 0 0 0 0 0 1 8.3 0 0 
No Response 19 67.8 16 84.2 8 72.7 17 73.9 8 66.6 14 77.8 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
How research conducted by the organisation is communicated (for regional tourism 
associations and industry associations) 
Respondents from regional tourism organisations and industry associations were asked to describe how the 
research they conduct is communicated/ disseminated to their members/ customers. Several respondents stated 
that their research is distributed to industry via email updates, or to industry via hard copy. 
 
Table A43: How Research Conducted by the Organisation is Communicated 

n=37 Frequency Percentage 
Distributed to industry via email updates 4 3.6 
Distributed to industry via hard copy 3 2.7 
Distributed back to members 2 1.8 
Distributed to industry from organisation’s website 1 0.9 
Distributed to industry through member newsletter 1 0.9 
Distributed to industry through presentations 1 0.9 
Distributed to industry via local convention bureau 1 0.9 
Distributed monthly to trade and media contacts 1 0.9 
Distributed via articles in local paper 1 0.9 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Collaborative Arrangements 
Survey participants were asked whether their organisation is involved in any form of collaborative arrangement 
for research or information sharing purposes. As can be seen in Table A44, 81 respondents stated that their 
organisation was involved in a collaborative arrangement of some form. 
 

Table A44: Is the Organisation Involved in Collaborative Arrangements?  

n=141 Frequency Percent 
Yes 81 57.4 
No 58 41.4 
Not Identified 2 1.4 
 
Table A45 details the nature of the collaborative arrangements that respondent’s organisations are involved in 
(refer to Appendix B for the specific items included within each of these response categories). The majority of 
collaborative arrangements were partnerships with government organisations or state tourism organisations.  

 
Table A45: Nature of Collaborative Arrangements that the Organisation is Involved in 

n=81 Frequency Percent 
Partnership with government organisation 31 22.0 
Partnership with State Tourism Organisation 24 17.0 
Partnership with industry 22 15.6 
Partnership with industry body 19 13.5 
General partnerships 18 12.8 
Partnership with research centre 16 11.3 
* Totals may not add to 100% as respondents were permitted multiple responses 
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Nature of collaborative arrangements cross-tabulated by organisational category, private 
sector organisation and size of organisation 
The nature of collaborative arrangements was cross-tabulated by organisation type as can be seen in Table A46. 
For regional tourism organisation respondents, partnerships with government organisations and state tourism 
organisations were cited as the types of collaborative arrangements their organisation is involved in. Industry 
association respondents cited partnerships with research centres as the primary type of collaborative arrangement 
they are involved in. 
 
Table A46: Nature of Collaborative Arrangements by Organisational Category 

n=81 Regional Tourism 
Organisation  

(n-21) 

Industry Association 
(n-9) 

Private Sector 
(n-51) 

 Total % Total % Total % 
Partnership with government 
organisation 

16 76.2 4 44.4 11 21.6 

Partnership with state tourism 
organisation 

15 71.4 2 22.2 7 13.7 

Partnership with industry 7 33.3 1 11.1 14 27.4 
Partnership with industry body 0 0 3 33.3 16 31.4 
Partnership with research centre 5 23.8 9 100.0 2 3.9 
General partnerships 0 0 0 0 18 35.3 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
The nature of collaborative arrangements was further cross-tabulated by each of the private sector organisations 
surveyed. As can be seen in Table A47, respondents from the accommodation sector cited partnerships with 
industry bodies or industry generally as the main type of collaborative arrangement they are involved in, while 
attraction/ theme parks respondents cited partnerships with government organisations.  
 
Table A47: Nature of Collaborative Arrangements by Private Sector Organisation 

n=51 Accommodation 
(n-31) 

Tour 
Operators 

(n-5) 

Attract/ Theme 
Parks (n-14) 

Conventions 
(n-1) 

Restaurants 
(n-0) 

 Total % Total % Total % Total % Total % 
Partnership 
with 
government 
organisation 

2 6.4 4 80.0 5 35.7 0 0 0 0 

Partnership 
with state 
tourism 
organisation 

4 12.9 1 20.0 2 14.3 0 0 0 0 

Partnership 
with industry 

10 32.2 1 20.0 3 21.4 0 0 0 0 

Partnership 
with industry 
body 

14 45.2 0 0 2 14.3 0 0 0 0 

General 
partnerships 

8 25.8 3 60.0 7 50.0 0 0 0 0 

Partnership 
with research 
centre 

0 0 0 0 2 14.3 0 0 0 0 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
The nature of collaborative arrangements was also cross-tabulated by size of organisation as can be seen in Table 
A48. For organisations with less than 5 staff the most frequently cited type of collaborative arrangement is 
partnerships with industry, while for organisations with 5-10 staff partnerships with government organisations 
were cited.  



INHIBITORS AND FACILITATORS TO RESEARCH ADOPTION IN THE TOURISM SECTOR 
 
 

 54

Table A48: Nature of Collaborative Arrangements by Size of Organisation 

n=81 Less than 5 
(n-29) 

5-10 
(n-11) 

11-20 
(n-8) 

21-50 
(n-17) 

51-100 
(n-7) 

More than 
100 (n-9) 

 Total % Total % Total % Total % Total % Total % 
Partnership with 
government 
organisation 

9 31.0 11 100.0 2 25.0 6 35.3 0 0 3 33.3 

Partnership with 
state tourism 
organisation 

8 27.6 7 63.6 3 37.5 3 17.6 1 14.3 1 11.1 

Partnership with 
industry 

11 37.9 2 18.2 3 37.5 2 11.8 0 0 4 44.4 

Partnership with 
industry body 

9 31.0 1 9.1 1 12.5 4 23.5 2 28.6 2 22.2 

General 
partnerships 

4 13.8 0 0 1 12.5 8 47.0 2 28.6 3 33.3 

Partnership with 
research centre 

7 24.1 1 9.1 1 12.5 2 11.8 1 14.3 2 22.2 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Benefits and Barriers of Using Academic Information 
Survey respondents were also asked whether their organisation used any type of academic information. The 
majority of respondents to this question stated that their organisation did not use academic information. 
 
Table A49: Does the Organisation Use Academic Information? 

n=141  Frequency Percent 
Yes 47 33.3 
No 84 59.6 
No Response 10 7.1 
 
Benefits of using academic information cross-tabulated by organisational category, private 
sector organisation and size of organisation 
Respondents whose organisation did use academic information were asked to identify the benefits of using 
academic information. This information was cross-tabulated by organisational type as can be seen in Table A50 
(refer to Appendix B for the specific items included within each of these response categories).  
 
Table A50: Benefits of Using Academic Information by Organisational Category 

n=47 Regional Tourism 
Organisation (n-9) 

Industry Association 
(n-9) 

Private Sector 
(n-29) 

 Total % Total % Total % 
Cost effective 2 22.2 0 0 2 6.9 
Relevant and useful 2 22.2 4 44.4 3 10.3 
Reliable and accurate 1 11.1 0 0 4 13.8 
Provides information that could 
not normally be obtained 

1 11.1 0 0 5 17.2 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
The identified benefits of using academic information were also cross-tabulated by private sector organisation. 
For the accommodation sector an identified benefit was that it provides information that could not normally be 
obtained, while both tour operators and restaurant sector respondents identified academic information as been 
cost effective. 
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Table A51: Benefits of Using Academic Information by Private Sector Organisation  

n=29 Accommodation 
(n-14) 

Tour 
Operators 

(n-3) 

Attract/ Theme 
Parks (n-10) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Cost effective 0 0 1 33.3 0 0 0 0 1 100.0 
Relevant and useful 2 14.3 0 0 1 10.0 0 0 0 0 
Reliable and accurate 1 7.1 0 0 3 33.3 0 0 0 0 
Provides information 
that could not normally 
be obtained 

5 35.7 0 0 0 0 0 0 0 0 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A52 presents the benefits of using academic information cross-tabulated by size of organisation. As can be 
seen a variety of responses were received.  
 
Table A52: Benefits of Using Academic Information by Size of Organisation 

n=47 Less than 5 
(n-10) 

5-10 
(n-7) 

11-20 
(n-3) 

21-50 
(n-12) 

51-100 
(n-5) 

More than 
100 (n-10) 

 Total % Total % Total % Total % Total % Total % 
Cost effective 1 10.0 1 14.3 1 33.3 0 0 0 0 1 10.0 
Relevant and useful 1 10.0 2 28.6 1 33.3 2 16.7 1 20.0 2 20.0 
Reliable and 
accurate 

1 10.0 1 14.3 0 0 2 16.7 0 0 1 10.0 

Provides 
information that 
could not normally 
be obtained 

0 0 1 14.3 1 33.3 1 8.3 1 20.0 
 

2 20.0 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Barriers associated with using academic information cross-tabulated by organisational 
category, private sector organisation and size of organisation 
Respondents who identified that they used academic information were asked to describe their perceptions on 
barriers or problems with using academic information (refer to Appendix B for the specific items included within 
each of these response categories). This was cross-tabulated by organisational type as can be seen in table 53. 
The difficulty in accessing academic information and the information not being relevant to industry were 
identified by all of the organisation types as barriers to using academic information. 
 
Table A53: Barriers Associated With Using Academic Information by Organisational Category 

n=47 Regional Tourism 
Organisation (n-9) 

Industry Association 
(n-9) 

Private Sector 
(n-29) 

 Total % Total % Total % 
Difficult to access information 14 155.5* 11 122.2* 29 100.0* 
Not relevant to industry 12 133.3* 5 55.5 10 34.5 
Expensive 3 33.3 0 0 3 10.3 
Unreliable and inaccurate 1 11.1 0 0 4 13.8 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A54 presents the barriers of using academic information cross-tabulated by private sector organisation. 
Respondents from the accommodation sector primarily identified the difficulty in accessing information. 
Respondents from the attractions and theme parks sector also identified the difficulty in accessing information as 
well as the information not been relevant to industry. 
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Table A54: Barriers associated with using academic information by private sector organisation 

n=29 Accommodation
(n-14) 

Tour 
Operators 

(n-3) 

Attract/ 
Theme 

Parks (n-10) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Difficult to access 
information 

22 157.1* 1 33.3 6 60.0 0 0 0 0 

Not relevant to industry 5 35.7 1 33.3 4 40.0 0 0 0 0 
Expensive 1 7.1 1 33.3 1 10.0 0 0 0 0 
Unreliable and inaccurate 1 7.1 2 66.6 1 10.0 0 0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
As can be seen in Table A55, despite the size of the organisation, the difficulty in accessing academic 
information was identified as the main barrier to using this type of information.  
 
Table A55: Barriers Associated With Using Academic Information by Size of Organisation 

n=47 Less than 5 
(n-10) 

5-10 
(n-7) 

11-20 
(n-3) 

21-50 
(n-12) 

51-100 
(n-5) 

More than 
100 (n-10) 

 Total % Total % Total % Total % Total % Total % 
Difficult to 
access 
information 

13 13.0.0* 13 185.7* 6 200.0* 10 83.3 5 100.0* 5 50.0 

Not 
relevant to 
industry 

5 50.0 9 128.6* 2 66.6 4 33.3 2 40.0 4 40.0 

Expensive 3 33.3 1 14.3 1 33.3 1 20.0 0 0 0 0 
Unreliable 
and 
inaccurate 

3 33.3 2 28.6 0 0 0 0 0 0 0 0 

* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A56 presents some of the qualitative comments received during the survey with regards to the use of 
academic information. 
 
Table A56: Comments on the Use of Academic Information  

Information from journals is hard to read 
Difficult to access talent of individuals within many universities. University should provide a person to liaise 
with industry. 
Not much academic information available. 
Occasionally utilise journal articles but don’t use academic information beyond this. 
There have been time lags in the information received by the CRC in recent years but this is currently being 
fixed. 
Universities are consulted for survey designs and their contribution is very positive. 
Using academics for simple data analysis is not an effective use of their expertise. Academics should be used for 
more visionary/ higher level work such as developing new models. 
 
Influential tourism organisations  
Respondents were asked to identify who they considered to be an influential organisation within the tourism 
sector in terms of information and research (refer to Appendix B for the specific items included within each of 
these response categories). State tourism organisations were considered the most influential organisations within 
the tourism sector by the majority of respondents. 
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Table A57: Organisations Considered Influential within the Tourism Sector 

n=141 Frequency Percent 
State Tourism Organisations 64 45.4 
Tourism operators/industry 30 21.3 
Government Bodies/ Public Sector 29 20.6 
Australian Tourism Council 23 16.3 
Industry Bodies 21 14.9 
Regional Tourism Organisations 21 14.9 
Research Centres 8 5.7 
Consultants 2 1.4 
No Response 25 17.7 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Organisations considered influential within the tourism sector cross-tabulated by 
organisational category, private sector organisation and size of organisation 
Organisations considered influential within the tourism sector were further cross-tabulated by organisational type 
as can be seen in Table A58. Regional tourism organisations and private sector respondents considered state 
tourism organisations as the most influential organisations in the tourism sector. 
 
Table A58: Organisations Considered Influential within the Tourism Sector by Organisational Category 

n=141 RTO (n-28) IA (n-16) PS (n-97) 
 Total % Total % Total % 
State tourism organisations 22 78.6 3 18.7 39 40.2 
Tourism operators/ industry 5 17.9 5 31.2 20 20.6 
Government bodies/ Public sector 9 32.1 6 37.5 14 14.4 
Australian Tourism Council 6 21.4 2 12.5 15 15.5 
Industry bodies 4 14.3 6 37.5 11 11.3 
Regional tourism organisations 2 7.1 0 0 19 19.6 
Research centres 4 14.3 3 18.7 1 1.0 
Consultants 0 0 0 0 2 2.1 
No Response 3 10.7 5 31.2 17 17.5 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
As can be seen in Table A59, respondents from the accommodation sector considered state tourism 
organisations, regional tourism organisations and the Australian Tourism Council as the influential 
organisations. Attractions and theme park respondents also considered state tourism organisations as the most 
influential organisations in the tourism sector.  
 

Table A59: Organisations Considered Influential within the Tourism Sector by Private Sector 
Organisation 
n=141 Accommodation 

(n-66) 
Tour 

Operators 
(n-10) 

Attract/ 
Theme 

Parks (n-20) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
State tourism 
organisations 

24 36.4 4 40.0 10 50.0 0 0 1 100.0 

Tourism operators/ 
industry 

11 16.7 3 30.0 6 30.0 0 0 0 0 

Government bodies/ 
Public sector 

8 12.1 4 40.0 2 10.0 0 0 0 0 

Australian Tourism 
Council 

12 18.2 1 10.0 2 10.0 1 100.0 0 0 

Industry bodies 9 13.6 1 10.0 1 5.0 1 100.0 0 0 
Regional tourism 
organisation 

15 22.7 3 30.0 1 5.0 0 0 0 0 

Research centres 0 0 0 0 1 5.0 0 0 0 0 
Consultants 0 0 0 0 2 10.0 0 0 0 0 
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No Response 15 22.7 0 0 2 10.0 0 0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
  
Table A60 presents a cross-tabulation of organisations considered influential by the size of the organisation. 
Generally, despite the size of the organisation, state tourism organisations were considered the most influential 
organisations within the tourism sector. 
 
Table A60: Organisations Considered Influential within the Tourism Sector by Size of Organisation 

n=141 Less than 5 
(n-45) 

5-10 
(n-22) 

11-20 
(n-12) 

21-50 
(n-26) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
State tourism 
organisation 

19 42.2 10 45.4 3 25.0 13 50.0 8 66.7 11 61.1 

Tourism operators/ 
industry 

12 26.7 5 22.7 2 16.7 2 7.7 4 33.3 4 22.2 

Government 
bodies/ Public 
sector 

8 17.8 8 36.4 2 16.7 6 23.1 1 8.3 1 5.5 

Australian Tourism 
Council 

0 0 2 9.1 5 41.7 5 19.2 4 33.3 6 33.3 

Industry bodies 3 6.7 5 22.7 4 33.3 6 23.1 1 8.3 1 5.5 
Regional tourism 
organisations 

6 13.3 3 13.6 1 8.3 5 19.2 2 16.7 4 22.2 

Research centres 3 6.7 1 4.5 1 8.3 2 7.7 0 0 0 0 
Consultants 2 4.4 0 0 0 0 0 0 0 0 0 0 
No Response 11 24.4 1 4.5 2 16.7 5 19.2 1 8.3 2 11.1 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Future Information Requirements 
In the final section of the questionnaire, respondents were asked to describe some of their future information 
requirements, both the type of information that is really required by the organisation or what information would 
be of most benefit to the organisation and how this information should be communicated to the organisation.  
 
Type of Information required by the organisation 
Table A61 details the type of information required by the surveyed organisations.  A number of responses were 
received and are detailed further in Appendix B. The most frequently cited type of information required by the 
organisation was general tourism information, more information on tourist demographics and tourism statistics. 
 
Table A61: Type of Information Required by the Organisation 

n=141 Frequency Percent 
General Tourism Information 40 28.4 
More information on tourist demographics 22 15.6 
Tourism statistics 18 12.8 
More accurate/ specific information 16 11.3 
Tourism trend information 16 11.3 
Information for small business operators 11 7.8 
General Business Information 11 7.8 
Tourist motivation 10 7.1 
Economic Value of Tourism 12 8.5 
Marketing Information 9 6.4 
General tourism research 8 5.7 
Events / conventions / conferences 7 4.9 
Visitor Satisfaction 6 4.2 
Transport/road information 5 3.5 
One source of information 2 1.4 
No gaps identified at this point 33 23.4 
* Totals may not add to 100% as respondents were permitted multiple responses 
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Type of information required cross-tabulated by organisational category, private sector 
organisation and size of organisation 
The type of information required was cross-tabulated by organisational type as can be seen in Table A62. 
Regional tourism organisation respondents cited general tourism information and more accurate/ specific 
information as the type of information required, while industry associations identified a need for more 
information for small business operators. 
 
Table A62: Type of Information Required by the Organisation by Organisational Category 
n=141 Regional Tourism 

Organisation (n-28) 
Industry Association 

(n-16) 
Private Sector 

(n-97) 
 Total % Total % Total % 
General tourism information 18 64.3 5 31.25 17 17.53 
Tourist demographics 7 25.0 1 6.25 14 14.43 
Tourism statistics 6 21.4 0 0 12 12.37 
More accurate/ specific 
information 

9 32.1 0 0 7 7.22 

Tourism trend information 1 3.6 1 6.25 14 14.43 
Information for small business 
operators 

0 0 8 50.0 3 3.09 

General business information 0 0 4 25.0 7 7.22 
Tourist motivation 3 10.7 1 6.25 6 6.19 
Economic value of tourism 4 14.3 4 25.0 4 4.12 
Marketing information 1 3.6 1 6.25 7 7.22 
General tourism research 3 10.7 3 18.75 2 2.06 
Events/ conferences 2 7.1 1 6.25 4 4.12 
Visitor satisfaction 3 10.7 2 12.5 1 1.03 
Transport/ road information 1 3.6 2 12.5 2 2.06 
One source of information 1 3.6 0 0 1 1.03 
No gaps identified       
* Totals may not add to 100% as respondents were permitted multiple responses 
 
The type of information required by the organisation was further cross-tabulated by private sector organisation. 
Respondents from the accommodation sector identified a need for tourism statistics, general tourism information 
and tourist demographics. Tour operators predominantly identified tourism trend information, while attractions/ 
theme park respondents identified a need for general tourism information and tourist demographics. 
 
Table A63: Type of Information Required by the Organisation by Private Sector Organisation 
n=141 Accommodation 

(n-66) 
Tour 

Operators 
(n-10) 

Attract/ 
Theme Parks 

(n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
General tourism 
information 

9 13.6 3 30.0 5 25.0 0 0 0 0 

Tourist demographics 8 12.1 0 0 5 25.0 0 0 1 100.0 
Tourism statistics 10 15.1 0 0 2 10.0 0 0 0 0 
More accurate information 5 7.6 1 10.0 1 5.0 0 0 0 0 
Tourism trend information 6 9.1 5 50.0 3 15.0 0 0 0 0 
Information for small 
business operators 

2 3.0 1 10.0 0 0 0 0 0 0 

General business 
information 

7 10.6 0 0 0 0 0 0 0 0 

Tourist motivation 3 4.5 1 10.0 2 10.0 0 0 0 0 
Economic value of tourism 1 1.5 0 0 3 15.0 0 0 0 0 
Marketing information 6 9.1 1 10.0 0 0 0 0 0 0 
General tourism research 1 1.5 0 0 1 5.0 0 0 0 0 
Events/ conferences 3 4.5 0 0 1 5.0 0 0 0 0 
Visitor satisfaction 0 0 0 0 1 5.0 0 0 0 0 
Transport/ road 
information 

1 1.5 1 10.0 0 0 0 0 0 0 

One source of information 0 0 1 10.0 0 0 0 0 0 0 
No gaps identified 23 34.8 1 10.0 3 15.0 1 100.0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
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Table A64 presents the type of information required cross-tabulated by the size of the organisation. All of the 
organisations, despite their size, identified a need for general tourism information. 
 

Table A64: Type of Information Required by the Organisation by Size of Organisation  

n=141 Less than 5 
(n-45) 

5-10 
(n-22) 

11-20 
(n-12) 

21-50 
(n-26) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
General tourism 
information 

8 17.8 12 54.5 4 33.3 8 30.8 5 41.7 2 11.1 

Tourist 
demographics 

8 17.8 2 9.2 2 16.7 7 26.9 0 0 2 11.1 

Tourism statistics 4 8.9 5 22.7 0 0 5 19.2 3 25.0 1 5.5 
More accurate/ 
specific information 

5 11.1 4 18.2 1 8.3 4 15.4 2 16.7 0 0 

Tourism trend 
information 

3 6.7 2 9.2 3 25.0 4 15.4 1 8.3 3 16.7 

Information for 
small business 
operators 

9 20.0 1 4.5 0 0 0 0 0 0 0 0 

General business 
information 

1 2.2 3 13.6 1 8.3 2 7.7 1 8.3 1 5.5 

Tourist motivation 4 8.9 2 9.1 0 0 3 11.5 0 0 1 5.5 
Economic value of 
tourism 

7 15.5 1 4.5 0 0 3 11.5 0 0 1 5.5 

Marketing 
information 

5 11.1 1 4.5 0 0 2 7.7 0 0 1 5.5 

General tourism 
research 

2 4.4 0 0 0 0 3 11.5 2 16.7 0 0 

Events/ conferences 1 2.2 0 0 1 8.3 2 7.7 1 8.3 1 5.5 
Visitor satisfaction 2 4.4 1 4.5 0 0 2 7.7 0 0 1 5.5 
Transport/ road 
information 

1 2.2 2 9.2 0 0 1 3.8 0 0 1 5.5 

One source of 
information 

2 4.4 0 0 0 0 0 0 0 0 0 0 

No gaps identified 12 26.7 3 13.6 3 25.0 3 11.5 3 25.0 8 44.4 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Preferred means of receiving information by the organisation 
Table A65 presents respondents preferred way of receiving information (refer to Appendix B for the specific 
items included within each of these response categories). As can be seen, the vast majority of respondents prefer 
to receive information electronically. 
 
Table A65: Preferred Means of Receiving Information by the Organisation 

n=141 Frequency Percent 
Electronically 123 87.2 
Hard copy format 28 19.9 
Seminar/workshop 10 7.1 
Through STO and state tourism body 2 1.4 
Telephone 2 1.4 
No Response 31 21.9 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Preferred means of receiving information cross-tabulated by organisational category, 
private sector organisation and size of organisation 
Respondents preferred means of receiving information was cross-tabulated by organisational category. All of the 
organisational types preferred to receive information electronically as can be seen in table 66. 
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Table A66: Preferred Means of Receiving Information by Organisational Category 

n=141 Regional Tourism 
Organisation (n-28) 

Industry Association 
(n-16) 

Private Sector 
(n-97) 

 Total % Total % Total % 
Electronically 33 117.9* 17 106.2* 73 75.3 
Hard copy format 5 17.9 4 25.0 19 19.6 
Seminar/ workshop 0 0 2 12.5 8 8.2 
Through STO 2 7.1 0 0 0 0 
Telephone 0 0 0 0 2 2.1 
No Response 3 10.7 3 18.7 25 25.8 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A67 presents the preferred means of receiving information cross-tabulated by private sector organisation. 
Each of the surveyed organisations preferred to receive information electronically, although a number of 
respondents from the accommodation sector also cited hard copy format and tour operators identified seminars/ 
workshops as a preferred means of receiving information.  
 
Table A67: Preferred Means of Receiving Information by Private Sector Organisation 

n=141 Accommodation
(n-66) 

Tour 
Operators 

(n-10) 

Attract/ 
Theme 

Parks (n-19) 

Conventions 
(n-1) 

Restaurants 
(n-1) 

 Total % Total % Total % Total % Total % 
Electronically 45 68.2 6 60.0 21 105.0 0 0 1 100.0 
Hard copy format 15 22.7 0 0 4 20.0 0 0 0 0 
Seminar/ workshop 5 7.6 3 30.0 0 0 0 0 0 0 
Through STO 0 0 0 0 0 0 0 0 0 0 
Telephone 1 1.5 0 0 1 5.0 0 0 0 0 
No Response 21 31.8 2 20.0 2 10.0 1 100.0 0 0 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
The preferred means of receiving information was also cross-tabulated by the size of the surveyed organisations. 
Despite the size of the organisation, once again the preferred means of receiving information was electronically 
as can be seen in Table A68. 
 
Table A68: Preferred Means of Receiving Information by Size of Organisation 

n=141 Less than 5 
(n-45) 

5-10 
(n-22) 

11-20 
(n-12) 

21-50 
(n-26) 

51-100 
(n-12) 

More than 
100 (n-18) 

 Total % Total % Total % Total % Total % Total % 
Electronically 34 75.5 22 100.0* 11 91.7 25 96.1 11 91.7 14 77.8 
Hard copy format 12 26.7 7 31.8 2 16.7 3 11.5 2 16.7 1 5.5 
Seminar/ 
workshop 

3 6.7 1 4.5 2 16.7 2 7.7 1 8.3 1 5.5 

Through STO 0 0 2 9.1 0 0 0 0 0 0 0 0 
Telephone 1 2.2 1 4.5 0 0 0 0 0 0 0 0 
No Response 11 24.4 3 13.6 1 8.3 6 23.1 2 16.7 6 33.3 
* Totals may not add to 100% as respondents were permitted multiple responses 
 
Table A69 presents some of the qualitative comments received during the survey with regards to the 
communication of information to the organisation. 
 
Table A69: Comments on the Communication of Information to the Organisation 
Needs to be one provider of all information. 
Too much information via email, needs a balance between email and internet. 
Needs to be confidential. 
Take into account the date that seminars/ workshops are held on as small organisations are not able to leave their 
businesses. 
Needs to be at a national level but this may not be possible. 
 



INHIBITORS AND FACILITATORS TO RESEARCH ADOPTION IN THE TOURISM SECTOR 
 
 

 62

APPENDIX B: SPECIFIC VARIABLES FOR SURVEY RESPONSES 
 
Type of Information Currently Used by the Organisation 

Tourism Statistics 
 
 
 
 

- Visitor Surveys (BTR National and International Visitor Survey) 
- Data provided by state tourism authority 
- Membership numbers 
- Airport data 
- ABS census and general data 

Tourist Demographics 
 

- Customer/ guest information 
- Socioeconomic information 

Marketing 
 
 

- Sales database 
- Potential markets 
- Market segments 

Tourism Trends 
 
 
 

- Modelling 
- Trends  
- Forecasts 
- Tourism industry development 

Tourism Information for an Area 
 
 
 
 
 
 
 
 

- General information on the industry 
- Events/ what’s happening in the industry 
- Regional profiles 
- Brochures from local tour operators 
- Tourism activities and perceptions while in region 
- New tourism initiatives for an area 
- General destination information 
- General information on sites/ places to visit 
- Cellar door/ winery research 

General Business Information 
 
 
 
 
 
 
 
 
 
 
 

- Occupancy rates 
- Demand information 
- Economic data 
- Salary condition information/ employee conditions/ public holidays 
- Benchmarking information 
- Product information 
- Employment statistics 
- Information on training issues/ training available 
- Information on writing grant submissions 
- Product upgrades 
- Accreditation programs available 
- Financial information  

Tourism/General Research 
 
 
 
 
 
 
 
 
 

- Leisure information 
- Information on the drive market 
- Backpackers 
- Market research on parks and attractions 
- Effects of tourism on the environment 
- Travel motivations 
- Hotel industry information 
- Overseas wholesale operator information 
- Park animals 
- News reports 

Event/Conference Information 
 
 
 

- Delegate bed nights 
- Delegate expenditure 
- Travel patterns/ pre and post conference travel 
- Corporate information  

Customer/Client Needs 
 

- Surveys completed by members to establish needs of operators 
- Feedback by clients 

Competition Information 
 
 

- Usage of other providers in the region 
- Monitoring competitors market yield/ share 
- Services provided by competitors 

Transportation and Road 
Information 

- Road information/ reports 
- Infrastructure needs 
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 - Mode of transport used by visitors 
Policy/Legislation Information 
 

- Federal government’s tourism green/ white paper 
- Changes in legislation 

 

Source of Information Currently Used by the Organisation  

Government bodies/ Public Sector 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

- Australian Tourist Commission 
- State Tourism Organisations 
- Regional Tourism Organisations 
- Bureau of Tourism Research 
- Australian Bureau of Statistics 
- Local Shire Council 
- Bureau of Transportation Statistics 
- Visitor Information Centres 
- Local Port Authority  
- Australian Tourism Export Council 
- Government Legislation 
- National Centre for Vocational Education Research 
- Parks and Wildlife Services 
- Local Tourism Organisations 
- Queensland Museum 

Own staff/research  
Industry Bodies 
 
 
 
 
 
 

- Association of Australian Convention Bureau 
- Meetings Industry Association of Australia 
- Clare Valley Wine Makers 
- Australian Automobile Association 
- Convention Bureaus 
- Australian Hotels Association 
- Hotel, Motel and Accommodation Association of Australia 

Trade Magazines/Journals  
Consultancies  
Cooperative Research Centres  
Operators 
 
 

- Professional convention organisers 
- Local airport authority 
- Competitors  

Own customers/clients/members - Contracts 
Universities  

Print Media/Information 
- Industry newsletters 
- Newspapers 

Conventions/conferences/seminars/
workshops 

 

Face to Face Communication  

Industry Professionals 
- Information groups 
- Membership on tourism boards 

Internet  
Head Office in Hotel/Motel Chain  
Sales Representatives  
 

Use of Current Information Within the Organisation  

To assist with marketing activities 
 
 
 
 

- Market segmentation 
- Potential sales leads 
- Marketing plans 
- Sales/ marketing 
- Target advertising  

To assist in business management 
 
 
 
 
 

- Strategic planning 
- Benchmarking performance 
- Determining who the competition is 
- Monitoring seasonality 
- To ensure the organisation meets industry standards 
- To assist with training and development needs 
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- To support projects been undertaken by the company 
- To identify hospitality/ tourism industry training requirements 
- Conference presentations  
- To improve facilities, services and products 
- Financial/ budgeting/ revenue  
- To improve service quality 
- Staff management and rosters 
- Establish a database 
- Networking information/ opportunities 
- Develop funding applications 
- Reporting requirements  

To assist in developing new 
products/packages 

- To gauge success/ failure of products in market 
- Product evaluation  

To promote the tourism industry 
 
 
 
 
 
 
 
 
 
 

- To pass information on to the industry 
- To pass information on to developers to promote investment in the 
region 
- To answer questions from potential tourism operators in the region 
- To answer queries on tourism in region from schools 
- To promote tourism to local communities and stakeholders 
- To educate the media on the value of tourism for the region 
- To inform tourists of attractions in the region 
- To offer unbiased information on tourism in region to other regions 
- To assist in lobbying for reforms for the industry  
- To obtain a general overview of the industry 

To establish tourism statistics 
 
 
 
 
 

- To gauge trends 
- To establish occupancy rates of accommodation  
- To measure the impact of events on the industry  
- To measure the impact of shocks to the industry 
- To monitor the industry 
- To research effects of tourism on region 

To assist with tourism profiling 
 
 

- Identify or establish how to fill current gaps in market 
- To develop new markets/ obtain an overview of market 
- Tourist demographics 

To assist members 
 
 
 

- To distribute information back to members 
- To inform members how to ensure customer service and satisfaction 
- To analyse and promote benefits back to members 
- To assist members in grant submission writing 

 
Benefits of Information Currently Used by the Organisation 

Easy to access/read/transfer 
 
 
 
 
 
 
 
 
 

- Easy to read/ understand 
- Convenient 
- Easy to manipulate the information received (especially via email) 
- Effective means of communicating 
- Information is transferable 
- Easy to access information on the internet 
- Information can be accessed immediately 
- Easy to organise 
- Quick feedback 
- Direct and instant 

Relevant  
Cost effective/free  
Assists with business activities  
 
 
 
 
 
 
 
 
 

- Allows coordination of marketing activities across region 
- Improvement of services 
- Tailor information to customer’s needs 
- Provides information necessary for marketing/ strategic plans 
- Assists in identifying positive/ negative areas of business 
- Assists with marketing activities 
- Assists with future planning 
- Allows organisation to compare with competitors 
- Allows operator to gain an idea of other parts of industry 
- Can address issues as they arise 



INHIBITORS AND FACILITATORS TO RESEARCH ADOPTION IN THE TOURISM SECTOR 
 
 

 65

 - Provides an overview of business position/ future needs 
Recent/current  
Wide cross section of information 
received 

 

Accurate  
More environmentally friendly 
(paperless environment) 

 

Overview of information is useful as 
it's time effective, while more 
detailed information offers some 
analysis 

- Newsletters with an overview at top are good as they save time 
- In-depth information is useful as it allows reader to expand on the 
overview 

 
Barriers Associated with Information Currently Used by the Organisation  

Unreliable/ inaccurate - Small sample size with own research  
- Figures from STO not accurate with high margin area 
- Some information not complete 
- Domestic data problems 
- Information from STO does not include many small business operators 
- Information from internet cannot always be verified 
- Information from ABS does not include smaller operators 
- Difficult to ascertain patterns due to many one-off events 
- Information not always accurate 
- Information received is subjective 
- Professionalism of method 
- Statistics can be manipulated and are unreliable 

Difficult to access - Emails too large/ website information takes too long to download 
- Too much information 
- Unsure where to access information from  
- Electronic information can be confusing/ unsure where its coming from 
- Spam and junk mail 
- Confidentiality makes some information difficult to obtain 
- Too much time required to search for information on the internet 
- Information has to be converted to Word (extra resources) 
- Amount of information available fluctuates 
- Difficulty obtaining participants to fill in surveys 
- Computer viruses 
- Hard to get face to face advise in regional areas 

Difficult to understand/ too 
academic 
 

- Some information is analysed too much 
- Aimed too high (academic) 
- Information available is sometimes difficult to understand 
- ABS data is difficult to read 

Irrelevant - Must be tailored to fit industry 
- Can be outdated 
- Not relevant on an individual level 
- Hard to translate economic value on local level 
- Time lag in getting information to operators 
- Information should be broken down further (into individual industries) 
- STCRC outputs not as good- need to be 100% industry led 
- Due to IP restrictions a lot of the research is repeated 
- Information is not specific enough 
- Unclear 

Lack of resources - Costly 
- Lack of resources to spend time/ money to analyse information  
- Large amount of information needed to complete small amount of 
analysis 

Lack of information - Never enough appropriate information 
- Not much information available on region 
- RTO only provides information on bed nights not day visitors 
- Not much information available 
- Lack of information sharing in industry 
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Web Based Information Sources Used by the Organisation 

State Tourism Organisation  
General Information Search 
 
 
 
 
 
 
 
 
 

- General searches 
- Searches for new international markets 
- Tour operators websites 
- Environmental websites 
- University websites 
- Competitor’s websites 
- Searches for potential customers 
- Conference information 
- Technical information 
- Online databases 

Government sites 
 
 
 

- Local Port Authority 
- Regional Tourism Organisation  
- Australian Tourism Data Warehouse 
- Local Tourism Organisation 

Bureau of Tourism Research (BTR)  
Australian Tourism Council (ATC)  
Industry bodies 
 

- Tourism associations 
- Convention bureau 

Australian Bureau of Statistics 
(ABS) 

 

CRC  
Electronic Newsletters  
Australian Tourism Export Council 
(ATEC) 

 

 
Type of Research Conducted by the Organisation  
Visitor/Customer/Tourist Surveys 
 
 

- Customer/ tourist satisfaction surveys 
- Member surveys to establish their need 
- Talking with guests/ listening to customer comments 

Demographics of Visitors 
 

- Demographics of delegates 
- Research into backpacker market for the local region 

Tourism/Customer/Member 
Statistics 

- B&B survey of operators in region 

Commission third party to undertake 
research work 

- Employ consultancies for research work 
- Employ universities for research work 

General Business Research 
 
 
 

- Benchmarking  
- Case studies to develop policies 
- Analysis of papers/ media for events that impact on business 
- Comparisons with competitors 

Marketing 
 
 
 

- Monitor advertising campaigns 
- Establish market trends, forecast problems and raise awareness 
- Market segmentation 
- Market surveys 

Event/conference research 
 
 

- Delegate spend research 
- Events in local region 
- Post conference surveys 

Product based research 
 

- Surveys to assess success of a product 
- Types of products liked by customers 

 

Benefits of Organisation Conducting Own Research 

Information collated is of a higher 
quality 
 
 
 
 

- Can change research to meet the needs of the organisation  
- Accurate 
- Timely 
- Provides unbiased information 
- Organisation has a greater understanding of the industry 
- Organisation can develop its own methodology which allows more 
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consistency  
- More up to date than other information available 
- Primary data rather than secondary data 
- Relevant 
- Greater understanding of own needs  

Allows organisation to improve 
business performance 
 
 
 
 
 
 
 
 

- Allows the organisation to own the research 
- Time effective 
- Allows organisation to use data for performance checks 
- Effective form of customer feedback 
- Allows organisation to meet member’s needs 
- Can’t access the information elsewhere 
- Can address issues as they arise 
- Provides quick feedback 
- Allows organisation to gain greater control 
- Provides a clear indication of what must be done to improve service 

Narrower Focus  
Inexpensive/cost effective  
Increased levels of 
privacy/confidentiality for 
members/customers 

 

Easy to distribute information  
Assists with marketing activities - Allows organisation to identify correct markets to target 
 
Issues Associated with Conducting Own Research 
Poor quality  
Lack of resources - Expensive 

- Lack of time results in data not been fully utilised 
- Don’t have analytical software which makes it difficult to analyse the 
data and therefore must rely on other organisations 

Staff - Variance in application of results by different managers 
- Lack of skills/ experience which results in lower quality research 
- Getting people to conduct and analyse the research  
- Unprofessional 
- Sometimes staff forget to record data 
- Requires appropriate training of staff 

Surveying issues - Obtain small amount of information 
- There may be an easier way of obtaining information 
- Too many variations and fluctuations in results 
- Low response rate 
- Inaccurate results 
- May be collecting information that has already been collected by larger 
organisations 

 
Nature of Collaborative Arrangements That the Organisation is Involved In 
Partnership with government 
organisation 
 
 
 
 
 
 

- Local governments  
- Regional bodies 
- Australian Tourist Commission 
- Port Authority 
- Visitor Information Centres 
- CSIRO 
- Parks and Wildlife Service 
- Local Tourism Authority 

Partnership with State Tourism 
Organisation 

 

Partnership with industry 
 
 
 
 
 
 

- Wine industry 
- Caravan industry 
- Visitor information networks 
- Airlines 
- Member businesses 
- Cultural institutions 
- Accommodation providers 
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- Theme parks 
- Local aboriginal group 

Partnership with industry body 
 

- Australian Hotels Association  
- Tourist organisations  

General partnerships 
 

- Other businesses in same company 
- Personal networks 

Partnership with research centre 
 
 

- Other CRCs 
- University/ university researchers 
- University students to conduct research 

 
Benefits of Using Academic Information 
Cost effective  
Relevant and useful - Easy to access 

- Offers an overview of what everyone else is doing 
Reliable and accurate - Research is conducted rigorously  

- Product supplied is better 
Provides information that could not 
normally be obtained 

- Scope of research 
- Academic information is useful for the bigger picture 
- Targeted to specific industries 
- Provides additional information that wouldn’t normally be accessed 
with own resources 
- In-depth information on past trends which allows the organisation to 
better predict future trends 

 

Barriers to Using Academic Information 

Difficulties associated with 
accessing the information 
 
 
 
 

- Too difficult to access 
- Not sure where to access/ lack of awareness 
- Not enough time to access or read academic information 
- Not presented well- difficult to read/ understand 
- Difficult to get permission to use data due to IP restrictions  
- Overwhelming as there are too many sources 

Not relevant to industry 
 
 
 
 
 
 
 

- Not commercial 
- Need to have partnerships between industry and universities 
- Generally produces information that operators already know 
- Generally specific to one area not to industry in general 
- Generally one-off/ need to see trends overtime 
- Often outdated by the time it reaches industry 
- Academic information is not applicable 
- Scope of research 

Expensive  
Academic information is unreliable 
and inaccurate 

- Objectives inadequately defined 

 
Organisations Considered Influential within the Tourism Sector 

State Tourism Organisations  
Tourism operators/industry 
 
 
 
 
 
 
 
 
 
 

- Operators 
- Wine industry 
- Caravan industry 
- Tour operators 
- Association members 
- Event providers 
- Major attractions (demonstrate good practice to others) 
- Key industry personnel 
- Industry sales people 
- Media 
- International travel agents 

Government Bodies/ Public Sector 
 
 

- Bureau of Tourism Research 
- Federal government 
- Local government authorities 
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- Office of Economic and Statistical Research 
- State government 
- Australian Tourism Export Council 
- Alliance for Sustainable Tourism 
- Tourism Industry Liaison group 
- Tourist commissions 
- Visitor information centres 
- Organisations involved with legal licensing 
- Australian Bureau of Statistics  

Australian Tourism Council  
Industry Bodies 
 
 
 
 
 
 
 

- International Congress and Convention Association of Australia 
- Victorian Tourism Operators Association 
- PATA 
- Australian Automobile Association 
- Australian Hotels Association 
- Convention Bureau 
- Hotel, Motel and Accommodation Association of Australia 
- Aboriginal Tourism Council  

Regional Tourism Organisations  
Research Centres 
 
 

- Universities 
- CRCs 
- CAUTHE Conference 

Consultants  
 
Type of Information Required by the Organisation  
Tourist motivation - More detailed information on motivation for travel 

- Motivations to choose mode of travel 
- International research on preferred destination/ products 
- Motivations for accommodation choices 

More accurate/ specific information - More up to date information 
- Data on smaller accommodation establishments 
- Statistics on small businesses 
- More reliable tourism forecasting 
- Accurate and reliable information on tourist demographics 
- More up to date information and statistics from ABS 

Tourism trend information - Tourism industry changes rapidly and all research must follow 
- Future travel intentions of tourists 
- Effects of market changes 
- Trends in area of tourist spending 
- Trends of the sector 

Tourist demographics - Characteristics of target markets 
- More information on VFR market 
- Tour group information 
- Business tourism 
- Visitor profiles and demographics 
- Changing market patterns in domestic market 
- Number and type of local tourists 
- International markets 
- Backpacker market and trends 
- Markets coming into the region 
- Market segmentation 

Events/ conferences - Central database for national convention information  
- More information on events 
- Number of international visitors coming for exhibitions 
- Types of exhibitions that people would like to see 
- More information on convention market (regional vs. CBD) 

Tourism statistics - More statistics on hotel occupancy in regional areas 
- More detailed information on visitor flows 
- IVS/ NVS for specific regions 
- International tourist demand 
- Number of visitors to region and type of accommodation required 
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- Monthly/ quarterly domestic/ international arrivals (not annual arrivals) 
- Number of visitors from city areas visiting regional areas 
- Occupancy rates for hotels in regional areas 
- Comparisons between different properties 

General tourism information - Destination awareness information 
- More information from venues/ operators 
- Benchmarking data for regional tourism organisations 
- Customer focused feedback rather than numbers driven 
- More specific information to regions 
- More information in general 
- Include tourism information at a local level not just a regional level 
- More destination specific information 
- Register of all operators by region and state 
- Purpose of visit listed on immigration card 
- Terrorism evaluations 
- International and domestic news 
- More user friendly information 
- Where tourists go for recreation 
- Tourism records for all of Australia 
- Products visitors are seeking 
- Airline cost and frequency of flights 
- Whether government goals are been met 
- Information specific to health retreats and spas 
- Guide that identifies tourism terminology 
- Networking within and between regions 
- Sector specific information 

 
Type of Information Required by the Organisation Continued 
Visitor satisfaction - More information on customer satisfaction 

- Whether tourism promotion/ marketing matches provision of service 
- Whether visitor expectations match the tour operators product 
- Information about the client’s experience 

General business information - Changes in legislation for salary conditions 
- More labour information  
- Benchmarking data 
- Information on competitors rates and service standards 
- Databases of potential guests to send information to 
- When further accommodation providers are approved by council 
- Information on e-commerce 
- Number of tourists who make own bookings (not through travel agent) 
- Owners/ management training 

Economic value of tourism - Spending habits of visitors 
- Assess the value of tourism to a particular town/ region 
- Economic contribution of tourism to regions 
- Number of jobs created in a region by tourism 
- Model to demonstrate the economic value of tourism to local 
government 
- Value of visitor information centres to local areas 
- Regional tourism information- local/ regional tourism performance 
- How to increase regional ability to benefit from tourism 
- Average prices in the industry 

Information for small business 
operators 

- More specific information on small business  
- Salary conditions for industry 
- Small business sustainability 
- Cost/ return associated with small operations 
- Information on how to operate small tourism businesses 

General tourism research - Qualitative research to establish consumer needs 
- More practical and less innovative research needed 
- STCRC has too many scooping projects 
- More qualitative and quantitative research 
- Sometimes the research needed for research projects isn’t available 
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- Public’s response before, during and after an event is held 
Marketing information - Research on how to target international markets 

- Names/ contacts of personnel in companies to market to 
- Developing branding 
- Information on web marketing/ advertising 
- Where to spend advertising dollars 
- Joint ventures for marketing 

Transport/ road information - Transport mode usage 
- Information on opportunities for transporting people in Australia 
- Infrastructure upgrades in region 

One source of information - One single source that brings all information together 
- One body that represents all members of the tourist industry 

 
Preferred Means of Communication 

Electronically 
 
 
 
 
 
 

- Newsletter via email 
- Internet 
- CD Rom 
- Email with link to website 
- Decipher 
- Electronically in PDF format 
- Through one specific website 

Hard copy format 
 
 
 

- Newsletter in hard copy 
- Mail out 
- Fax updates 
- Manuals/ kits 

Seminar/workshop - Seminars/ workshops with information kits to take home (CD Rom) 
Through STO and state tourism 
body 

 

Telephone  
 



INHIBITORS AND FACILITATORS TO RESEARCH ADOPTION IN THE TOURISM SECTOR 
 
 

 72

APPENDIX C: THE AUSTRALIAN TOURISM SECTOR 
 
The following section provides a brief overview (as stated on their respective websites) of the research and other 
industry communication tools utilised by the key national and state tourism organisations. 
  
Department of Industry, Tourism and Resources 
The Department promotes a high-quality tourism industry, provides the industry with research and statistics, and 
administers a number of assistance programs. The Department’s website includes an industry publication; 
‘Tourism on the Move’. Research and statistics available through website include summaries of domestic and 
international tourism statistics, research papers and fact sheets. 
 
Tourism Australia (formerly Australian Tourist Commission) 
Although TA’s objectives are to: increase the number of visitors to Australia from overseas; maximise the 
benefits to Australia from overseas visitors; and work with other relevant agencies to promote the principles of 
ecologically sustainable development and to seek to raise the awareness of the social and cultural impacts of 
international tourism in Australia; they also provide a range of information services and research statistics from 
the Australian Bureau of Statistics and Tourism Forecasting Council. This includes a corporate database 
(marketing information database), marketing advice, industry advisory panels, market briefings (changes in the 
marketplace, expectations for the next 12 months for all key tourism markets), market research toolkit 
(introductory guide to market research), news releases/ newsletters (via email database). Research and Statistics 
available through TA’s website includes research reports, fact sheets, international visitor profile, visitor arrivals 
data and market profiles.  
 
Tourism Research Australia (formerly Bureau of Tourism Research) 
Tourism Research Australia is a division of Tourism Australia. It is the former Bureau of Tourism Research 
(BTR) which was a relatively small research organisation, jointly funded by Commonwealth, State and Territory 
Governments and by sale of research services, statistical data and publications. TRA’s primary role is to provide 
tourism-related statistical and background information to the Australian tourism industry and government to 
allow our stakeholders to make good decisions regarding investment in tourism infrastructure, services and 
marketing. TRA’s stakeholders are the Commonwealth Government, the State and Territory Governments, the 
many businesses and organisations which are involved in the Australian tourism industry and the Australian 
community.  
 
The TRA conducts a variety of research activities including:  

• The design, administration, management and analysis of ongoing surveys of international and domestic 
tourists.  

• Design, administration, management and analysis of one-off surveys.  
• Publication and marketing of results of research on current and emerging issues in tourism.  
• Publication and marketing of survey data and other tourism related information.  
• Customised consultancy projects for a wide variety of government and private sector clients.  

 
Tourism Forecasting Committee 
The Tourism Forecasting Committee provides projected forecasts for Australian inbound, domestic and 
outbound travel. 
 
Tourism New South Wales 
Tourism New South Wales (NSW) through their information and research unit identifies market trends and 
provides specialised market analysis and material for strategic planning, management and marketing in the 
tourism industry. Further, through its website the following industry services are provided: market intelligence 
reports (ad hoc information releases through website and email database); international market updates; online 
marketing, the State Tourism Data Warehouse, Information resource Centre. Tourism NSW also provide 
research and statistics including: fact sheets, market profiles, state and regional statistics, trends and forecasts 
and research reports.  
 
Tourism NSW also offers business development services. These include: ‘Feel Free…to Start Smart’, an 
introductory guide to tourism for new business owners; tourism business information fact sheets (general 
business and tourism industry information to assist in development and management of business) and a farm and 
country holiday development kit (to ensure potential owners have considered the full range of opportunities and 
challenges). Also provided are industry development action plans, information on various market segments, 
niche market information, tourist attraction strategies and accommodation studies. Events and presentations 
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offered by Tourism NSW include tourism marketing and business development seminars, NSW tourism seminar, 
NSW Regional Tourism Forums and business support seminars.  
 
Tourism Queensland 
Tourism Queensland’s corporate website offers a range of tourism news, research and information on tourism 
planning and destination marketing and development, making it a central point for tourism operators and anyone 
interested in the business of tourism. Publications available include: Tourism Queensland News, a journal for the 
Queensland tourism industry and Tourism e-News. Research and statistics available include the regional tourism 
activity monitor (business survey), fact sheets for international markets, regions and special interest groups, and 
regional summary reports which include market profiles, trends, and an assessment of the economic significance 
of tourism to each region. Business development offering offered include fact sheets, data sheets, best practice 
guidelines, business internet guide and operator support kits.  
 
Tourism Victoria 
Tourism Victoria is the State Government authority responsible for developing and marketing Victoria as a 
premium tourist destination for Australian and international travellers. This site provides information on the 
services provided by Tourism Victoria, along with the latest news, research, publications and industry events. 
Industry information relates to accreditation, business development and industry events. Publications available 
include strategic plans, news bulletins, events program guidelines and the Tourism Victoria newsletter. Tourism 
Victoria’s website includes research on international and domestic visitors, visitor forecasts and market 
segmentation profiles.  
 
Tourism Tasmania 
Tourism Tasmania maintains an active Market Research Unit. One of its main activities is commissioning and 
interpreting information from surveys. Industry Publications include tourist studies, strategies and development 
plans and newsletters. Research includes the Tasmania visitor survey, market profiles and statistical reports. 
 
South Australia Tourist Commission 
Research information is vital in the decision making process of any organisation. At the South Australian Tourist 
Commission, the Research Unit provides strategic leadership to the agency by conducting research and collating 
and analysing statistical information about the tourism and travel industry in South Australia. This information is 
used to identify opportunities and drive development within the tourism industry.  
 
Research topics include visitation, market structure and demand at State and regional level; the economic value 
of the industry; trends in demand over time and analysis of specific product sectors such as wine tourism and 
market segments such as backpackers. Research provided includes fact sheets, regional profiles, tourism trends 
and a tourism index, a quarterly report of the SA Operators Survey. Other publications include a variety of 
industry oriented publications including surveys, market profiles and ‘how-to-guides’.  
 
Tourism Western Australia 
The corporate site of Tourism Western Australia (TWA) aims to inform industry about the latest marketing and 
investment opportunities, as well as up to date tourism research data, tourism news and information. TWA has 
an industry and partner centre which provides an industry newsletter, electronic discussion forums and an 
education resources kit. Publications provided include regional profiles and strategic plans and research available 
include research briefs on international and domestic visitor markets, visitor profiles and regional profiles. 
 
Northern Territory Tourism Commission 
The Northern Territory Tourism Commission (NTTC) aims to support the NT industry by providing industry 
information such as a cooperative marketing guide and ‘know how’ seminars. Research provided through the 
website includes selected tourism statistics, Northern Territory Travel Monitor, domestic marketing segments, 
visitation forecasts and fact sheets.  
 
Australian Capital Tourism  
Australian Capital Tourism provides market, product and industry information to assist the industry in its 
decision making. The research and statistics provided by Australian Capital Tourism include fact sheets of 
commonly asked questions, event reports conducted for Floriade and the Rally of Canberra each year, market 
research and other facts and data.  
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