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Chapter 1 

INTRODUCTION 

This workbook first outlines the procedure for collecting and analysing data for The Integrated Pre-Visit 
Communication (IPCM) Audit. Second, this workbook also provides the individual questionnaire for completion 
by the nominated respondents or audit participants. Finally, it provides IPCM data analysis worksheets and 
outlines how the data is to be integrated and analysed.  

Prior to undertaking the IPCM outlined in this workbook it is recommended that users read the associated 
IPCM user guide (www.crctourism.com.au) and the associated IPCM Microsoft Excel spreadsheet 
(www.crctourism.com.au).  The Microsoft Excel file also contains the questionnaire and the summary analysis 
sheets that automatically populate the tables and summarise the item ratings. These are located on the Tools and 
Products page of the website.  

The IPCM Process 
The following seven steps underpin the IPCM audit process. Nevertheless, managers are free to undertake the 
exercise as they see fit and as appropriate for their organisation. 

1. Determine who will answer the questionnaire. 

The participants should have significant involvement in the planning and implementation of 
marketing or pre-visit communication activities of the organisation. There could be anywhere from 
1–5 staff involved in completing the associated IPCM questionnaire. 

2. Print and distribute IPCM audit questionnaire.  

Sufficient copies should be printed or photocopied and distributed to participants. It is also 
advisable to download the associated IPCM Excel spreadsheet (also found on the STCRC website: 
www.crctourism.com.au). 

3. Provide a briefing on the aims of the exercise. 

All participants should be briefed as a group as to the aim of the IPCM audit. That is, the desire for 
a realistic ‘warts-and-all’ assessment of how well the organisation plans, resources and implements 
pre-visit communication and how satisfied managers and staff are with the outcomes of current 
communication strategies and actions. 

4. Each participant completes the questionnaire. 

Participants should be asked to reflect on pre-visit communication practices and management prior 
to answering the questionnaire and have sufficient time to adequately consider and answer each 
question—thus answering the questionnaire may take anywhere from 20 minutes to 2 days 
depending on the desired scope of the exercise. Each participant should have the same amount of 
time to answer the questionnaire. Each participant should be encouraged to review any 
documentation or marketing collateral they feel is appropriate in order to formulate responses—but 
should refrain at this stage from discussing their answers with others. 

5. The questionnaire submission should be confidential and no names should be ascribed to the responses 
provided by various participants.  

http://www.crctourism.com.au/�
http://www.crctourism.com.au/�
http://www.crctourism.com.au/�
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Discussion with and between participants about audit questionnaire responses should not be 
undertaken until all questionnaires have been completed and data entered. No participant should be 
forced to highlight their own individual responses unless willing to do so. 

6. Data for each question and set of questions should be tabulated and averaged.  

This can be undertaken using a simple pen, paper and calculator approach (using the worksheets). 
The data can also be entered into the Microsoft Excel file that accompanies this workbook 
(www.crctourism.com.au) and calculation and charting will take place automatically. 

7. Results should be discussed as a team and actions formulated and agreed on as a team. 

The auditor needs to provide a tabulated report for the team to use as a basis for discussion on 
critical issues regarding the management and implementation of pre-visit communication, and the 
determination of action priorities and subsequent actions to be undertaken (this can be printed from 
the accompanying IPCM Analysis Spreadsheet found at www.crctourism.com.au ). At least two 
meetings are required in order to consider and formulate responses: 

a. Meeting one should be based around tabulated responses—what seems to be working well and 
what needs addressing. This determination can be based on the overall average for each item or 
set of items. Another way of looking at the data that encourages attention to diversity is to 
focus on the range of scores. For example if one item has been rated 1 or 2 by some 
participants and 4 or 5 by others then this can be a point of discussion by the team. The 
outcome of this meeting is to highlight priority areas for further evaluation or for action. 
Remember to celebrate the areas where people feel pre-visit communication is functioning at a 
high level. 

b. The second meeting is where the team meets to finalise the desired actions and activities and to 
assign responsibility for completion of these. Obviously any further meetings can be scheduled 
as needed to address audit outcomes and actions. 

In summary, each selected participant should complete the questionnaire for submission to the person in 
charge of the audit. Participants should give each of the questions careful consideration and answer truthfully—
the aim of the audit questionnaire is to help identify those areas that are not performing as well as you would like 
them to and to consider ways to improve pre-visit communication management. Participants should also note 
any insights or comments regarding the performance of an area that will help explain ratings. 

http://www.crctourism.com.au/�
http://www.crctourism.com.au/�
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Chapter 2 

IPCM QUESTIONNAIRE 

Please print the following 9 pages (the questionnaire) and distribute to each participant. 

Overall Satisfaction with Previsit Communication 
Please score your level of satisfaction with the management and outcomes of pre-visit communication in your 
organisation. Please answer all questions even if they appear similar. 

1 = highly dissatisfied, 2 = dissatisfied, 3 =neither satisfied nor dissatisfied, 4 = satisfied, 5 = highly satisfied. 

 Items Score 

1 Overall satisfaction with visitor or customer responses to our pre-
visit communication activities? 1 2 3 4 5 

2 Overall satisfaction with communication stakeholder 
relationships? 1 2 3 4 5 

3 Overall satisfaction with the planning of pre-visit communication 
activities and strategy? 1 2 3 4 5 

4 Overall satisfaction with implementation of pre-visit 
communication activities and strategy? 1 2 3 4 5 

5 Overall satisfaction with resources allocated to pre-visit 
communication activities and strategy? 1 2 3 4 5 

Comment and insights (please explain the ratings above): 
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Phase 1 Questions: Strategy Foundations 

This section includes questions on the tasks of setting a vision and mission to help focus pre-visit communication 
and build linkages between internal and external stakeholders. 

Vision and Mission 
These questions relate to having a clear mission and vision statement that guides the pre-visit communication 
efforts of your organisation. Please answer all questions even if they appear similar. 
1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 = strongly agree. 
 

 Items Score 

1 We have a well articulated vision and mission statement related to 
promoting national parks and protected areas? 

1 2 3 4 5 

2 Our vision and mission statement balances conservation values 
with generating visitor demand? 

1 2 3 4 5 

3 Our vision and mission statement is a key consideration in pre-
visit communication planning? 

1 2 3 4 5 

4 Our vision and mission statement is actively promoted to internal 
stakeholders? 

1 2 3 4 5 

5 Our vision and mission statement is actively promoted to our 
other government stakeholders? 

1 2 3 4 5 

6 Our vision and mission statement is actively promoted to our 
industry stakeholders? 

1 2 3 4 5 

Comment and insights (please explain the ratings above): 
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Internal Stakeholder Integration 
These questions relate to the degree to which you work across many internal groups, in an integrated way, to 
effect integrated pre-visit communications. Please answer all questions even if they appear similar. 

1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 = strongly agree. 

 Items Score 

1 Senior management champions the importance of pre-visit 
communication throughout the whole organisation? 1 2 3 4 5 

2 There is a clear understanding of the need to coordinate messages 
to our key stakeholders about managing protected area visitation? 1 2 3 4 5 

3 
There is clear articulation of the roles and responsibilities of each 
person in relation to pre-visit communication strategy and 
activities? 

1 2 3 4 5 

4 
The planning of our pre-visit communication strategy, campaign, 
and activities involves people from many different parts of the 
organisation? 

1 2 3 4 5 

5 All people and groups involved in planning pre-visit 
communication strategy and campaigns work cooperatively? 1 2 3 4 5 

Comment and insights (please explain the ratings above): 
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External Stakeholder Integration 
These questions relate to the degree to which you work across many external groups, in an integrated way, to 
effect integrated pre-visit communications. Please answer all questions even if they appear similar. 

1 = strongly disagree, 2 = disagree, 3= neither agree nor disagree, 4 = agree, 5 =strongly agree. 

 Items Score 

1 There is clear alignment between state and regional tourism plans 
and our own marketing plans for protected areas? 1 2 3 4 5 

2 
We proactively manage relationships with all other protected area 
management stakeholders involved in pre-visit communication 
related activities? 

1 2 3 4 5 

3 
We proactively manage relationships with all state and regional 
government tourism stakeholders involved in pre-visit 
communication related activities? 

1 2 3 4 5 

4 
We proactively manage relationships with other nature-based 
tourism operators, involved in pre-visit communication related 
activities? 

1 2 3 4 5 

Comment and insights (please explain the ratings above): 
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Phase 2 Questions: Strategy Development  
This section includes questions on the activities related to understanding visitors or target visitor segments, 
setting goals and objectives, and undertaking the pre-visit communication planning process.  

Visitor Connectivity 
These questions relate to how well the voice of potential visitors and other key industry stakeholders, is heard in 
your organisation. Please answer all questions even if they appear similar. 

1= strongly disagree, 2 = disagree, 3= neither agree nor disagree, 4=agree, 5 = strongly agree. 

 Items Score 

1 We have excellent visitor segment profiles that provide clear 
direction for targeting communication to the different segments? 1 2 3 4 5 

2 We conduct our own primary research to understand the pre-visit 
decision-making process of our targeted visitor segments? 1 2 3 4 5 

3 
We conduct our own primary research to understand the needs and 
wants of our key industry stakeholders (e.g. media channels, tour 
operators). 

1 2 3 4 5 

4 
We have an excellent program in place to facilitate visitor 
segment feedback (e.g. complaints and compliments, desired 
experiences, needs and wants)? 

1 2 3 4 5 

5 
We actively seek and review market research insights about 
potential visitor segments, from our key industry stakeholders 
(e.g. media channels, tour operators, government agencies)? 

1 2 3 4 5 

6 We have influence over what research is done by our tourism-
related partners to improve our understanding of visitor segments. 1 2 3 4 5 

Comment and insights (please explain the ratings above): 
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Clarity of Objectives 
These questions relate to the clarity of objectives guiding pre-visit communication planning and activities. Please 
answer all questions even if they appear similar. 

1= strongly disagree, 2 = disagree, 3= neither agree nor disagree, 4=agree, 5 =strongly agree. 

 Items Score 

1 
We have a clear product portfolio strategy—we know which 
products (e.g. parks and experiences) will be promoted to different 
visitor segments? 

1 2 3 4 5 

2 We have clear long-term strategic objectives for the development 
and management of each visitor segment we target? 1 2 3 4 5 

3 
We have clear park related communication objectives for targeting 
different visitor segments (e.g. create awareness, increase 
visitation, demarketing)? 

1 2 3 4 5 

4 
The communication objectives we have set for each visitor 
segment about our parks and protected area products are realistic 
and achievable? 

1 2 3 4 5 

5 

We have clear performance indicators for every individual 
communication campaign we implement (e.g. specific product, 
park, or issue awareness, number of bookings, % increase in 
visitor numbers)? 

1 2 3 4 5 

6 We can easily determine the response by a targeted visitor 
segment to our total communication efforts with them? 1 2 3 4 5 

7 
We can determine the effectiveness of the different 
communication tools (e.g. brochure, website) we employ in a 
campaign targeted to a particular visitor segment? 

1 2 3 4 5 

Comment and insights (please explain the ratings above): 
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Planning Process 
These questions relate to the pre-visit campaign planning process for visitor segments. Please answer all 
questions even if they appear similar. 

1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 = strongly agree 

 Items Score 

1 We have a written marketing plan that strategically guides our 
pre-visit communication activities? 1 2 3 4 5 

2 
Our current pre-visit communication strategy is based on a 
realistic assessment of what we need to achieve and not just what 
we did in the previous year? 

1 2 3 4 5 

3 

Our pre-visit communication planning strategically balances 
communicating with visitor segments and communicating with 
other stakeholders who carry messages on our behalf (e.g. media, 
operators, state tourism organisations)? 

1 2 3 4 5 

4 
We conduct a SWOT analysis as part of our pre-visit strategy 
planning to help determine communication strategy and tactics for 
each visitor segment? 

1 2 3 4 5 

5 
Our pre-visit communication strategy planning always evaluates 
how we might use all of the different communications tools (e.g. 
advertising, events, Internet, PR, SMS, email, RSS)? 

1 2 3 4 5 

6 
Our pre-visit communication strategy is flexible, and enables us to 
take advantage of ad hoc opportunities to communicate with 
visitor segments? 

1 2 3 4 5 

7 
We revisit our pre-visit communication strategy and 
implementation plan several times during the year, to see whether 
it is still relevant? 

1 2 3 4 5 

Comment and insights (please explain the ratings above): 
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Phase 3 Questions: Strategy Implementation 
This section includes questions related to ensuring the strategic consistency of messages and facilitating resource 
allocation for pre-visit communication activities and programs. 

Strategic Consistency 
These questions relate to the strategic consistency of the messages targeted to visitor segments. Please answer all 
questions even if they appear similar. 

1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 = strongly agree 

 Items Score 

1 

The messages delivered through our marketing tools and collateral 
are strategically consistent. They have a consistent underlying 
theme that reinforces our values to the visitor segment being 
targeted? 

1 2 3 4 5 

2 
The messages we deliver to visitor segments carefully balance 
experience values (e.g. nature, activity, fun and excitement) with 
sustainability and conservation? 

1 2 3 4 5 

3 We have established clear visual standards across all our 
marketing collateral (e.g. print and electronic formats)? 1 2 3 4 5 

4 We strictly enforce out visual standards across all of our 
communication channels and industry stakeholders? 1 2 3 4 5 

5 
We ensure that all messages delivered on our behalf by tourism 
stakeholders and media channels are strategically consistent with 
our values? 

1 2 3 4 5 

6 We ensure that our marketing collateral and web content is 
constantly refreshed and updated? 1 2 3 4 5 

7 
We ensure that the marketing collateral and web content used by 
industry stakeholders accurately reflects our desired product 
messages? 

1 2 3 4 5 

Comment and insights (please explain the ratings above): 

 

 

 

 

 



THE INTEGRATED PRE-VISIT COMMUNICATION AUDIT 
 

 11

 

Resource Commitment for IMC  
These questions relate to resources allocated to managing and implementing pre-visit communication activities. 
Please answer all questions even if they appear similar. 

1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 = strongly agree 

 Items Score 

1 Top management understands that pre-visit communication with 
visitor segments is an investment and not a cost? 1 2 3 4 5 

2 Top management commits to maintaining highly skilled personnel 
to plan and implement our pre-visit communication campaigns? 1 2 3 4 5 

3 
We have regular training on the use and application of all 
mainstream communication tools (e.g. print, TV, radio, internet, 
PR)? 

1 2 3 4 5 

4 
We have training on the use and application of emerging 
electronic communications tools (email, SMS, MMS, podcast, 
blog, etc)? 

1 2 3 4 5 

5 We have an appropriate level of funding available to achieve the 
communication objectives we have set for each visitor segment? 1 2 3 4 5 

6 
The budget available for each of our campaigns is based on the 
objectives we need to achieve for each visitor segment rather than 
a specified amount? 

1 2 3 4 5 

7 Extra funds can be easily made available to take advantage of ad 
hoc communication opportunities? 1 2 3 4 5 

8 Adequate time is made available to plan and implement pre-visit 
communication campaigns? 1 2 3 4 5 

Comment and insights (please explain the ratings above): 

 

 

 

 

Please now submit your completed questionnaire to the person responsible for coordinating data entry 
and analysis. Or, enter the data as required into associated worksheet or Excel file. 
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Chapter 3 

IPCM SUMMARY TABLES 

Once each participant has completed their questionnaire the data should be entered into the following tables or 
into the tables in the Microsoft Excel file. By using the Excel file the tables and exhibits displaying results will 
populate automatically. The resulting information is then used as the basis for the development of a workshop on 
improving pre-visit communication. Finally, the qualitative comments provided by each participant should be 
aggregated and summarised. 

 
This worksheet provides an example of how data collected through the preceding questionnaire should be 

entered and analysed.  
 

Please enter your individual ratings (out of 5) for each IPCM question  

Ratings are from  
1= strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, 5 = strongly agree 

Items 
Person  

1 

Person 
2 

Person 
3 

Person 
4 

Person 
5 

Average Item 
Score  

1 Question1 

Enter each 
participants 
data in an 
assigned 
column 5 

4 3 5 4 

Sum scores in 
this row and 
divide by 
number of 
participants = 
4.2 

2 Question 2 5 4 3 3 4 3.8 

3 Question 3 5 2 3 5 4 3.8 

4 Question 4 5 4 4 5 4 4.4 

5 Question 5 3 3 3 2 4 3 

Overall Averaged Item Score 

Sum scores in 
this column 
and divide by 
number of 
items i.e. five 
(5) = (3.84) 
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Overall Satisfaction with IPCM 
Prior to answering questions specifically about IPCM activities and behaviours it is important to reflect on the 
process over the last planning period. It is important to be critical of both performance and behaviours. 

 

Please enter individual satisfaction ratings (out of 5) for each IPCM question  

Person Person Person Person Person 
Items 

1 2 3 4 5 

Ave 
Item 
Score  

1 
Overall satisfaction with visitor or 
customer responses to our pre-visit 
communication activities? 

      

2 
Overall satisfaction with 
communication stakeholder 
relationships? 

      

3 
Overall satisfaction with the planning 
of pre-visit communication activities 
and strategy? 

      

4 

Overall satisfaction with 
implementation of pre-visit 
communication activities and 
strategy? 

      

5 
Overall satisfaction with resources 
allocated to pre-visit communication 
activities and strategy? 

      

Overall averaged Item Score 
 

 
Summary of insights and comments: 
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Actions Arising: Satisfaction with IPCM Outcomes 
 

State the actions to be undertaken to improve 
or reinforce this aspect of IPCM 

Person 
Responsible

Date 
Due 

Key Performance 
Indicators 

Action 1      

Action 2      

Action 3      

Action 4      
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Phase 1: Strategy Foundations 

Vision and Mission  
Having a vision and mission statement to help focus, guide and legitimise how integrated pre-visit 
communications fits into the organisation is central to shaping satisfactory outcomes. 

 

Please enter individual vision and mission ratings (out of 5) for each IPCM question  

Person Person Person Person Person 
Items 

1 2 3 4 5 

Ave 
Item 
Score 

1 

We have a well articulated vision and 
mission statement related to 
promoting national parks and 
protected areas? 

      

2 
Our vision and mission statement 
balances conservation values with 
generating visitor demand? 

      

3 
Our vision and mission statement is a 
key consideration in pre-visit 
communication planning? 

      

4 
Our vision and mission statement is 
actively promoted to internal 
stakeholders? 

      

5 
Our vision and mission statement is 
actively promoted to our other 
government stakeholders? 

      

6 
Our vision and mission statement is 
actively promoted to our industry 
stakeholders? 

      

Overall averaged Item Score 

 
 
 
 

Summary of insights and comments: 
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Actions Arising: Vision and Mission 
 

State the actions to be undertaken to improve 
or reinforce this aspect of IPCM 

Person 
Responsible

Date 
Due 

Key Performance 
Indicators 

Action 1          

Action 2          

Action 3          

Action 4          
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Internal Integration 
Internal integration including both vertical (different levels of management and staff) and horizontal 
communication and cooperation (across different organisational areas) is essential for ensuring that consistent 
and coordinated pre-visit messages about protected area visitation are promoted. 

 

Please enter individual internal integration ratings (out of 5) for each IPCM question  

Person Person Person Person Person 
Items 

1 2 3 4 5 

Ave 
Item 
Score 

1 
Senior management champions the 
importance of pre-visit communication 
throughout the whole organisation? 

      

2 

There is a clear understanding of the 
need to coordinate messages to our key 
stakeholders about managing protected 
area visitation? 

      

3 

There is clear articulation of the roles 
and responsibilities of each person in 
relation to pre-visit communications 
strategy and activities? 

      

4 

The planning of our pre-visit 
communication strategy, campaigns, 
and activities involves people from 
many different parts of the 
organisation? 

      

5 

All people and groups involved in 
planning pre-visit communication 
strategy and campaigns work 
cooperatively? 

      

Overall averaged Item Score 
 

 
Summary of insights and comments: 
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Actions Arising: Internal Integration 
 

State the actions to be undertaken to improve 
or reinforce this aspect of IPCM 

Person 
Responsible 

Date 
Due 

Key Performance 
Indicators 

Action 1          

Action 2          

Action 3          

Action 4          
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External Integration 
External stakeholder integration calls for proactive management of the relationships between other organisations 
that national park and protected area managers must deal with and who are also involved in delivering pre-visit 
messages to potential visitors. Strengths in cross-organisation integration help achieve consistent messages, 
enable leveraging of media channels, and enable insights to be shared about how best to target particular groups 
of visitors.  

 

Please enter individual external integration ratings (out of 5) for each IPCM question  

Person Person Person Person Person 
Items 

1 2 3 4 5 

Ave 
Item 
Score  

1 

There is clear alignment between state 
and regional tourism plans and our 
own marketing plans for protected 
areas? 

      

2 

We proactively manage relationships 
with all other protected area 
management stakeholders involved in 
pre-visit communication related 
activities? 

      

3 

We proactively manage relationships 
with all state and regional government 
tourism stakeholders involved in pre-
visit communication related activities? 

      

4 

We proactively manage relationships 
with other nature-based tourism 
operators, involved in pre-visit 
communication related activities? 

      

Overall averaged Item Score 
 

 
Summary of insights and comments: 
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Actions Arising: External Integration 
 

State the actions to be undertaken to improve 
or reinforce this aspect of IPCM 

Person 
Responsible 

Date 

Due 

Key Performance 
Indicators 

Action 1          

Action 2          

Action 3          

Action 4          

 

Phase 2: Strategy Development 

Visitor Connectivity 
Visitor connectivity relates the activities that aid the organisation in hearing the voice of the customer or visitor 
to help direct pre-visit communication activities. Importantly, this construct extends to incorporating the ability 
to develop a dialogue between the organisation and visitors or potential visitors. 
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Please enter individual visitor connectivity ratings (out of 5) for each IPCM question  

Person Person Person Person Person 
Items 

1 2 3 4 5 

Ave 
Item 
Score  

1 

We have excellent visitor segment 
profiles that provide clear direction 
in targeting communication to the 
different segments? 

      

2 

We conduct high quality primary 
research to understand the pre-visit 
decision-making process of our 
targeted visitor segments? 

      

3 

We conduct our own primary 
research to understand the needs and 
wants of our key industry 
stakeholders (e.g. media channels, 
tour operators)? 

      

4 

We have an excellent program in 
place to facilitate visitor segment 
feedback (e.g. complaints and 
compliments, desired experiences, 
needs and wants)? 

      

5 

We actively seek and review market 
research insights about potential 
visitor segments from our key 
industry stakeholders (e.g. media 
channels, tour operators, government 
agencies)? 

      

6 

We have influence over what 
research is done by our tourism-
related partners to improve our 
understanding of visitor segments? 

      

Overall averaged Item Score 
 

 
Summary of insights and comments: 
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Actions Arising: Visitor Connectivity 
 

State the actions to be undertaken to improve or 
reinforce this aspect of IPCM 

Person 
Responsible 

Date 
Due 

Key Performance 
Indicators 

Action 1          

Action 2          

Action 3          

Action 4          

Clarity of Objectives 
Development of pre-visit communication strategy is predicated on having clear objectives related to visitor 
segments to target, products to market (protected areas, national parks and their associated experience value), 
and marketing objectives associated with each product, for example, increasing visitation, adjusting knowledge 
of experiences available etc. Associated with this is the explicit identification of what will be measured to 
determine how well communication activities have influenced target visitor segments’ behaviours and 
perceptions.  
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Please enter individual clarity of objectives ratings (out of 5) for each IPCM question  

Person Person Person Person Person 
Items 

1 2 3 4 5 

Ave 
Item 
Score  

1 

We have a clear product portfolio strategy—
we know which products (e.g. parks and 
experiences) will be promoted to different 
visitor segments? 

      

2 
We have clear long-term strategic objectives 
for the development and management of 
each visitor segment we target? 

      

3 

We have clear park related communication 
objectives for targeting different visitor 
segments (e.g. create awareness, increase 
visitation)? 

      

4 

The communication objectives we have set 
for each visitor segment about our parks and 
protected area products are realistic and 
achievable? 

      

5 

We have clear performance indicators for 
every individual communication campaign 
we implement (e.g. specific product, park, 
or issue awareness, number of bookings, % 
increase in visitor numbers)? 

      

6 
We can easily determine the response by a 
targeted visitor segment to our total 
communication efforts with them? 

      

7 

We can determine the effectiveness of the 
different communication tools (e.g. 
brochure, website) we employ in a 
campaign targeted to a particular visitor 
segment? 

      

Overall averaged Item Score  

Summary of insights and comments: 
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Actions Arising: Clarity of Objectives 
 

State the actions to be undertaken to improve or 
reinforce this aspect of IPCM 

Person 
Responsible 

Date 
Due 

Key Performance 
Indicators 

Action 1          

Action 2          

Action 3          

Action 4          
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Planning Process 
Development of pre-visit communication strategy requires that organisations commit their plan to paper. Having 
a written guide that directs activities is important as is the use of SWOT analysis to ensure that annual planning 
reflects market conditions rather than purely management supposition. Plans must be flexible however in order 
to take advantage of ad hoc communication opportunities. 

 

Please enter individual planning process ratings (out of 5) for each IPCM question  

Person Person Person Person Person Items 
1 2 3 4 5 

Ave 
Item 
Score  

1 
We have a written marketing plan that 
strategically guides our pre-visit 
communication activities? 

      

2 

Our current pre-visit communication 
strategy is based on a realistic assessment of 
what we need to achieve and not just what 
we did in the previous year? 

      

3 

Our pre-visit communication planning 
strategically balances communicating with 
visitor segments and communicating with 
other stakeholders (e.g. media, operators, 
state tourism organsiation/s) who carry 
messages on our behalf? 

      

4 

We conduct a SWOT analysis as part of our 
pre-visit strategy planning to help determine 
communication strategy and tactics for each 
visitor segment? 

      

5 

Our pre-visit communication strategy 
planning always evaluates how we might 
use all of the different communications tools 
(e.g. advertising, events, Internet, PR, SMS, 
email, RSS)? 

      

6 

Our pre-visit communication strategy is 
flexible, and enables us to take advantage of 
ad hoc opportunities to communicate with 
visitor segments? 

      

7 

We revisit our pre-visit communication 
strategy and implementation plan several 
times during the year, to see whether it is 
still relevant? 

      

Overall averaged Item Score 
 

 
Summary of insights and comments: 
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Actions Arising: Planning Process 
 

State the actions to be undertaken to improve 
or reinforce this aspect of IPCM 

Person 
Responsible 

Date 
Due 

Key Performance 
Indicators 

Action 1          

Action 2          

Action 3          

Action 4          

 

Phase 3: Strategy Implementation 

Strategic Consistency 
Strategic consistency reflects the planned coordination by a particular entity of all pre-visit messages they send 
related to their offer, regardless of what media channels (controllable or leveraged) they employ. 
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Please enter individual strategic consistency ratings (out of 5) for each IPCM question  

Person Person Person Person Person 
Items 

1 2 3 4 5 

Ave 
Item 
Score  

1 

The messages delivered through our 
marketing tools and collateral are 
strategically consistent. They have a 
consistent underlying theme that 
reinforces our values to the visitor 
segment being targeted? 

      

2 

The messages we deliver to visitor 
segments carefully balance experience 
values (e.g. nature, activity, fun and 
excitement) with sustainability and 
conservation? 

      

3 

We have established clear visual 
standards across all our marketing 
collateral (e.g. print and electronic 
formats)? 

      

4 
We strictly enforce out visual standards 
across all of our communication channels 
and industry stakeholders? 

      

5 

We ensure that all messages delivered, on 
our behalf by tourism stakeholders and 
media channels are strategically 
consistent with our values? 

      

6 
We ensure that our marketing collateral 
and web content is constantly refreshed 
and updated? 

      

7 

We ensure that the marketing collateral 
and web content used by industry 
stakeholders accurately reflects our 
desired product messages? 

      

Overall averaged Item Score 
 

 
 
Summary of insights and comments: 
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Actions Arising: Strategic Consistency 
 

State the actions to be undertaken to improve 
or reinforce this aspect of IPCM 

Person 
Responsible 

Date 
Due 

Key Performance 
Indicators 

Action 1          

Action 2          

Action 3          

Action 4          

 

 

Resource Commitment for IMC  
Availability of resources is a significant issue in undertaking pre-visit communication. Resourcing relates to the 
availability of adequate resources for the pre-visit communication tasks asked of the entity, for example, 
provision of time, skilled and knowledgeable staff, and sufficient funding. 
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Please enter individual resource commitment ratings (out of 5) for each IPCM question  

Person Person Person Person Person 
Items 

1 2 3 4 5 

Ave 
Item 
Score 

1 
Top management understands that pre-visit 
communication with visitor segments is an 
investment and not a cost? 

      

2 

Top management commits to maintaining 
highly skilled personnel to plan and 
implement our pre-visit communication 
campaigns? 

      

3 
We have regular training on the use and 
application of all mainstream communication 
tools (e.g. print, TV, radio, internet, PR)? 

      

4 
We have training on the use and application of 
emerging electronic communications tools 
(email, SMS, MMS, podcast, blog, etc)? 

      

5 

We have an appropriate level of funding 
available to achieve the communication 
objectives we have set for each visitor 
segment? 

      

6 

The budget available for each of our 
campaigns is based on the objectives we need 
to achieve for each visitor segment rather than 
a specified amount? 

      

7 
Extra funds can be easily made available to 
take advantage of ad hoc communication 
opportunities? 

      

8 
Adequate time is made available to plan and 
implement pre-visit communication 
campaigns? 

      

Overall averaged Item Score 
 

 
 

Summary of insights and comments: 
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Actions Arising: Resource Commitment for IMC  
 

State the actions to be undertaken to improve 
or reinforce this aspect of IPCM 

Person 
Responsible 

Date 

Due 

Key Performance 
Indicators 

Action 1          

Action 2          

Action 3          

Action 4          
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The Integrated Pre-Visit
Communication Audit: workbook

As a result of the increasing influence of tourism, natural and protected area 

management continues to evolve from management primarily focused around on-site 

management and conservation to one that more broadly encompasses a greater range 

of holistic recreation and tourism experiences. In dealing with this evolution national 

parks and protected area managers are now required to balance on-site interpretation 

activities with pre-visit marketing and demand management activities. 

NationalNational parks and protected area managers are now challenged to be more strategic 

and integrated in their pre-visit communications efforts. Pre-visit communication 

activities must add up to more than a series of isolated events such as the dissemination 

of an occasional publication, press release or online message. Being strategic requires 

managers to be more deliberate, innovative, proactive, and less reactive in their 

communications practices. 

AsAs a result of this change, managers need to better understand the concept of integrated 

pre-visit communication and how to evaluate their capacity to develop, implement and 

monitor this aspect of their business. The Integrated Pre-Visit Communication audit 

(IPCM) is a tool that can be used to help meet this need. The IPCM audit does not focus 

on the results or outcomes of an organisation’s communication practices after they are 

implemented. Nor does it focus on the target audiences. Rather, it focuses on the 

organisation itself, its practices and its capacity to undertake effective pre-visit 

communication. communication. 




