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SUMMARY 
This report provides the key findings from a series of surveys carried out in three national parks—Hasting Caves 
State Reserve in Tasmania, Blue Mountains National Park in New South Wales and the Grampians-Gariwerd 
National Park in Western Victoria. The surveys were carried out over a number of days during the period from 
September 2006 to October 2007. They collected data about visitor profiles as well as visitor satisfaction with 
interpretation services and variables.  

 
While the importance of interpretation is reflected in organisational mission and vision statements for many 

park and protected area agencies, much interpretation to date has been undertaken in an ad hoc and disorganised 
manner. From the data obtained in this study, a process and framework has been suggested which enables 
initiatives in interpretation to be developed that will deliver effective messages to targeted visitor segments in 
specific settings. This is done by isolating interpretive variables and visitor variables associated with visitor 
satisfaction levels. 

Objectives of Study 
The project sought to: 

• review the role of interpretation in national parks and the links between effective interpretation and 
visitor satisfaction 

• investigate the levels of satisfaction and the different impacts they have on visitors understanding of the 
setting and meaning of the experience 

• consult parks agencies so that their needs can be reflected 
• identify interpretation variables that could be used in a satisfaction survey and applied to various 

interpretation programmes 
• provide an ‘industry friendly’ process that will enable agencies to deliver conservation messages to 

targeted audiences whilst increasing visitor satisfaction levels. 

Methodology 
For these objectives to be reached, a number of key tasks were undertaken. Initially discussions were undertaken 
with key park authorities and natural area managers to determine what information was required by management 
and where there were current ‘gaps’ in data collection. These discussions are aimed at identifying existing 
effective interpretation programs as well as those that were not seen to be achieving their identified management 
goals. Managers where also asked to outline existing constraints which are inhibiting interpretation 
implementation. 

 
To further develop an understanding of existing issues and goals of interpretation a detailed literature review 

was undertaken. As Veal (1997) identifies, this is considered a legitimate research technique that ensures that 
there is no unnecessary repetition within research. This study reviewed the literature to identify variables within 
interpretative presentations, guided activities and displays and measures visitor satisfaction with each of these 
variables. The study also reviewed visitor profiles from previous research to form market segments that can be 
cross tabulated with satisfaction scores. Connections visitors make between themselves and place and what 
impact this has on the interpretive experience is also explored in the literature to see what links can be made with 
visitor satisfaction.  

 
Using the information collected from discussions with natural area managers and a review of the existing 

literature the survey was developed. The survey obtained information on: 
 satisfaction with each interpretation variable 
 reasons people visited the park 
 the extent to which the interpretation stimulated visitors to think about issues presented and develop 

deeper meaningful connections with the park 
 number of visits to the national park 
 sources of pre-visit information that were obtained 
 general visitor profile. 

 
The survey was designed with three main sections. The individual sections attempted to measure the visitor 

satisfaction with the various components of the interpretation provided, why people visit national parks as well 
as basic demographic information. In addition the survey aimed to measure the amount of elaboration that 
occurred for each visitor. 
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The first section of the survey was discussed extensively with the independent review group (IRG) before the 

final breakdowns of interpretation were listed for the survey. The remainder of the survey was based on 
previously tested surveys and adapted for the context of this study. Therefore no pilot was carried out for this 
survey.   

 
The surveys were interviewer completed or, where staff handed out the surveys, they remained with the 

visitors while they completed it. The surveys were handed out once the visitor had been through the exhibit and 
exited the site. Once the survey had been competed it was immediately collected by the interviewer.  

Key Findings 
This study drew on the Mindfulness Model (of Moscardo 1996) and the EROT model of interpretive 
communication of Ham (2003). From these models eleven variables were identified that contributed to an 
effective interpretive experience. Satisfaction as a concept was also reviewed to distinguish what satisfaction 
means to each visitor.  

 
Although many visitors surveyed indicated that they were very satisfied with certain variables, measuring 

what effect the high satisfaction rating had on the capacity of visitors to make important connections between 
themselves and the place was achieved using the Elaboration Likelihood Model (ELM) (Petty & Cacioppo 
1986). The study used questions from Interpretation Evaluation Tool Kit (Ham & Weiler 2005). These results 
were able to support the inference that high satisfaction scores for some visitors did relate to their depth of 
thought about issues, and consequently may influence their attitudes and behaviour. 

 
Market segments were also developed from the visitor profile data. This then enabled corresponding high 

satisfaction scores to be viewed in relation to each group. Three market groups were formed and included the 
International Tourists, Domestic Visitor Frequent User and Domestic Visitor Infrequent User. Their preferred 
interpretation variables showed variables that received a ‘satisfied’ or ‘very satisfied’ rating by more than half of 
their group.  

 
A table was designed using the data where park managers are able to select relevant demographic profiles 

that correspond with their target markets specific to their setting. From this, recommendations can be made on 
what interpretation variables to apply whilst also increasing the satisfaction level of visitors. 

Limitations 
This report identifies the relationship between satisfaction of visitors with interpretation and its ability to 
influence visitor behaviour and attitudes to natural and cultural resources.  

 
There were various limitations with this study that would need to be addressed if this area was to be further 

researched. Combined results were used for this study and the interpretive settings for the three parks were very 
different from each other, meaning that it was possible that one park may have influenced results on any 
variable. Surveying three very different parks did reveal that visitors attend parks for different reasons and have 
different expectations from certain aspects of the interpretation. For this reason, satisfaction with certain 
variables would not be consistent across all parks as the type of interpretive display was different (cave tour, 
static display). When breaking down each interpretive experience into various components, there will always be 
some level of difficulty in isolating the components and making them available for comments in a way that is 
consistent across all forms of interpretation. 
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Chapter 1 

INTRODUCTION 

The importance of interpretation is reflected in organisational mission and vision statements of many 
park and protected area agencies with most agencies having a clear understanding of the benefits of 
interpretation throughout their organisation, at all levels of management (Wearing, Archer, Moscardo 
& Schweinsberg 2006). However much of the provision of interpretative services in protected areas is 
driven by ad hoc approaches with little reference to a systematic theoretical context and/or theory based 
research. From the data obtained in this study, a framework will be developed that will enable 
initiatives in interpretation to be developed, which then deliver effective messages to targeted visitor 
segments that enable the development of interpretation in specific settings for those visitor segments. 
This will be done by isolating interpretation variables and visitor variables associated with visitor 
satisfaction levels. 

 
This study therefore focuses on producing a survey that identifies variables within interpretive 

presentations, guided activities and displays and measures visitor satisfaction with these variables. 
Previous visitor satisfaction studies have focused on general experiences and specific features of a 
national park (Griffin & Archer 2005). This study reviews the literature to create a survey that 
identifies variables within interpretative presentations, guided activities and displays and measures 
visitor satisfaction with each of these variables. Visitor profiles are reviewed from previous research to 
form likely market segments for this study. Basic demographic and social demographic data is to be 
used from the survey to form similar market segments that can be cross tabulated with satisfaction 
scores. The survey also aims to explore how visitor satisfaction levels can be further measured and the 
significance of the connections visitors make between themselves and place. The survey attempts to 
obtain data that reveals the impact this has on satisfaction levels and the interpretive experience.  

  
The results of the survey are used to form the basis of this study in an effort to examine influencing 

factors that enhance visitor experience through interpretation. This report presents the results from 
surveys carried out in three national parks in Tasmania, Victoria and New South Wales. The surveys 
were carried out over a period from September 2006 to October 2007 and provided data on visitor 
profiles and visitor satisfaction with interpretation variables. 

 
The three parks were selected in consultation with relevant park managers and rangers from 

Tasmania, Victoria and New South Wales. Newdegate Caves, Hastings Caves State Reserve was the 
site selected in Tasmania, the Brambuk Cultural Centre, Grampians-Gariwerd in Victoria and The Blue 
Mountains Heritage Centre, Blue Mountains National Park in New South Wales. 
  

The study was carried out by a team of researchers from The University of Technology, Sydney, 
Victoria University and La Trobe University in collaboration with Sustainable Tourism Cooperative 
Research Centre (STCRC). 

Purpose  
Currently there is no systematic or consistent method that exists to identify the nature of interpretative 
content that should be provided for different market segments that visit Australian national parks. To 
do this, it is essential to develop a means of evaluation that will measure the type of information that 
can be transmitted to these market segments, how it can be packaged and a means to assess how 
satisfied the market segments are with the interpretation.  
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The outcomes of this research project aim to: 
 develop a process and test it in order to develop principles and instruments to enable change in 

current practices in interpretation in a strategic way 
 enhance the ability of agencies to deliver conservation messages whilst also increasing the 

satisfaction level of visitors. 

Study Objectives 
Overall, this study focused on breaking down interpretive programmes so that interpretation variables 
can be identified and visitor satisfaction with these variables can be measured with the use of a survey. 
The project sought to: 

 review the role of interpretation in national parks and the links between effective interpretation 
and visitor satisfaction 

 investigate the levels of satisfaction and the different impacts this has on visitors 
understanding of the setting and meaning of the experience 

 consult parks agencies so that their needs can be reflected 
 identify interpretation variables that could be used in a satisfaction survey and applied to 

various interpretation programmes 
 provide an ‘industry friendly’ process that will enable agencies to deliver conservation 

messages to targeted audiences whilst increasing visitor satisfaction levels. 
 

For these objectives to be reached, a number of key tasks were undertaken. Initially discussions 
were undertaken with key park authorities and natural area managers to determine what information 
was required by management and where there were current ‘gaps’ in data collection. These discussions 
aimed at identifying existing effective interpretation programs and those that were not seen to be 
achieving their identified management goals. Managers also outlined existing constraints with 
interpretation implementation. 

 
To further develop an understanding of existing issues and goals of interpretation a detailed 

literature review was undertaken. As Veal (1997) identifies, this is considered a legitimate research 
technique that ensures that there is no unnecessary repetition within research. This study reviewed the 
literature to both identify variables associated with interpretation as well as measure visitor satisfaction 
with each of these variables. Visitor profiles were also developed using previous research to form 
market segments that can be cross tabulated with satisfaction scores. Connections visitors make 
between themselves and place, and what impact this has on the interpretive experience is also explored 
in the literature to see what links can be made with visitor satisfaction.  

 
Using the information collected from discussions with natural area managers and a review of the 

existing literature the survey was developed. The survey obtained information on: 
 satisfaction with each interpretation variable 
 reasons people visited the park 
 the extent to which the interpretation stimulated visitors to think about issues presented and 

develop deeper meaningful connections with the park 
 number of visits to the national park 
 sources of pre-visit information that were obtained 
 general visitor profile. 
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Chapter 2 

LITERATURE REVIEW 

Interpretation Defined 
Interpretation is a communication tool that is used to facilitate the way visitors engage with the places 
they visit. It has been described as ‘an educational activity’ (Tilden 1977), ‘a communication process’ 
(MacFarlane 1987), ‘a management tool’ (Sharpe 1982) and ‘a process of stimulating and encouraging 
appreciation’ (Carter in Wearing & Neil 1999). As a communication tool it focuses on building 
awareness and developing appropriate attitudes and behaviour. To achieve this it draws on a range of 
disciplines including education psychology, sociology and philosophy to inform its practice. A 
characteristic of interpretation in protected areas is that it is done on site; a factor that potentially 
increases the capacity of visitors to make connections, and form attachments to, that particular park.    

 
Knudson, Cable and Beck (1995, p. 13) list six objectives for interpretation, indicating the wide 

scope of activity inherent in the concept: 
1. to increase the visitor’s understanding, awareness and appreciation of nature, of heritage, and 

of site resource 
2. to communicate messages relating to nature and culture, including natural and historical 

processes, ecological relationships, and human roles in the environment 
3. to involve people in nature and history through first hand (personal) experience with the 

natural and cultural environment 
4. to affect the behaviour and attitudes of the public concerning the wise use of natural resources, 

the preservation of cultural and natural heritage, and the respect and concern for the natural 
and cultural environment 

5. to provide an enjoyable and meaningful experience 
6. to increase the public understanding and support for an agency’s role, its management 

objectives and its policies.   
 

The first two objectives reflect park agency management objectives related in particular to 
protection of both the park and the visitor. The last four reflect visitor experience objectives related to 
the understanding, awareness and appreciation of the park. Even though there is some degree of 
overlap between the two types of objectives, this study focuses on the role interpretation plays in visitor 
experience objectives. 

Role of Interpretation in National Parks 
In 1999 The Department of Natural Resources and Environment (Victoria) appointed a consortium on 
behalf of the Australian and New Zealand Environment and Conservation Council (ANZECC) group of 
agencies to conduct a best practice and benchmarking evaluation of park and cultural site interpretation 
and education services. Most organisations reported that there was a clear understanding of the benefits 
of interpretation and education throughout their organisation. The number and diversity of programs 
cited also indicated that interpretation and education is a vigorous and creative area of park 
management activity for most agencies (Department of Natural Resources & Environment Victoria 
1999). 

 
The importance of interpretation is reflected in organisational mission and vision statements on 

many park and protected area agencies with most agencies having a clear understanding of the benefits 
of interpretation throughout their organisation, at all levels of management (Wearing et al. 2006).  
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Every agency has a message to convey and, if well-done, interpretation can enhance the image of 
the   agency. However if overdone the message will be labelled as propaganda rather than as 
interpretive or as public information (Sharpe et al. 1994). Wearing and Neil (1999) also warn how 
inappropriate interpretive facilities and services can in fact diminish the natural resources of an area as, 
for example, no-one who visits a wilderness area or marine reserve known for its natural beauty wishes 
to be confronted with a series of unattractive and overpowering concrete signs conveying information 
about the area. 

 
The promotion and expansion of the tourism function of parks has further emphasised the role of 

interpretation in contributing to visitor experiences. For example, the Tasmanian Tourism Strategy 
(Tourism Tasmania 2002) states that unforgettable holiday experiences engage visitors with a 
combination of place, infrastructure, service and interpretation. Interpretation can come in many forms, 
and provides the engagement that turns a holiday into a memorable experience. 

 Visitor Satisfaction in Parks  
Wearing et al. (2006) state that one of the main roles that interpretation can play in the management of 
sustainable tourism in natural heritage areas is enhancing tourists’ experiences and satisfaction. There 
are clear links between enjoyment of an interpretive program and learning and attitude change 
(Moscardo 1999), with evidence to suggest that when visitors to national parks obtain a satisfying 
experience, often they will come closer to supporting the underlying philosophy of park management 
(McArthur 1994). Quality interpretation can enhance tourist satisfaction and through this can contribute 
to the commercial viability of tourist operations (Wearing et al. 2006). 

 
Visitors come to parks for a variety of reasons and can undertake a range of activities in a park 

without engaging with the visitor centre, ranger guided walks or other forms of interpretation. The 
range of facilities and infrastructure that a visitor engages within a park has been termed by Wearing et 
al. (2006) as ‘the setting’ and includes all the services provided to facilitate visitor interaction with a 
park, such as base information from brochures or websites, direction signage, car parks, camping areas, 
toilets, food and interpretation, together with the more serendipitous influences such as other visitor 
behaviour, numbers of visitors, weather and staff attitudes.  

 
Studies of visitor satisfaction in parks and protected areas have focused on satisfaction with the park 

setting, of which interpretation can be a component (Archer & Griffin 2003). This has provided some 
valuable insights into the role interpretation plays in visitor experiences although it does not provide 
any indication of how specific types of interpretation may be linked to visitor experiences or whether it 
influences their attitudes or behaviour towards issues being interpreted. A study of visitor satisfaction 
at Barrington Tops National Park (Archer & Griffin 2003) indicated that anti-social behaviour by other 
visitors has the greatest influence on visitor enjoyment. The study revealed how the unruly behaviour 
of other visitors, presence of rubbish/litter, and noisy people or activities received the three highest 
average importance ratings. Other important factors were dirty toilets and crowding issues. 

 
Attributes in which respondents were satisfied were amount of (minimal) rubbish and peace and 

quiet; range of easy walking tracks, conditions of walking tracks, numbers of other visitors and 
sightings of native wildlife. There was a relatively low rating given to attributes relating to information 
and interpretation provision. This finding, when viewed together with the high importance placed by 
visitors on having adequate provision of on-site directional signs and maps, should be of some concern 
to managers, although it could reflect the range of other activities visitors are engaged with when in a 
park. 

 
The study also revealed that satisfaction was influenced by the number of times the park had been 

visited. First time visitors were less satisfied with the provision of interpretation and information than 
repeat visitors. This included directional signs and maps and information on plants, animals and 
cultural history of the area (Archer & Griffin 2003). This study has indicated the high level of 
information provision required by first time visitors which clearly diminishes as visitors become more 
familiar with the park.  Therefore it is important that where interpretation is provided it is effective and 
addresses both visitor expectations and management objectives. 
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Effective Interpretation and Interpretation Models 
Effective interpretation enables visitors to make connections between the information being given and 
their own knowledge and experience. Effective interpretation can have positive impacts in parks such 
as relieving crowding and congestion, altering behaviour through fostering visitor appreciation of a site 
and creating public support for heritage issues through positive visitor experiences (Moscardo 1996). 
Ballantyne and Packer (2005) propose that, it is necessary to employ a range of strategies that address 
the person’s knowledge, attitudes, values and behavioural orientations as an integrated approach in 
order to accomplish lasting, meaningful and effective change in environmental conceptions. Their 
suggestion is not unique and there have been a number of authors who have provided conceptual 
models for effective interpretation. Based on observation of interpretive programs in National Parks in 
the USA in the 1950s Freeman Tilden (1977) proposed six principles that led to effective interpretation 
produced in his classic Interpreting Our Heritage. Tilden emphasised the role of the guide and 
particularly the need for addressing visitor’s emotions. The empirical nature of his work and its 
reference to park interpretation makes this study still relevant even though it is 50 years old, with 
elements of his original principles becoming incorporated in later models.  

 
Sam Ham (1992) developed a model that focuses on the style of interpretation and its content. The 

model states that, in order to be effective, interpretation needs to address four components. Firstly, it 
needs to be enjoyable so that people need to be motivated to engage with the interpretation. Secondly, 
it needs to be relevant to visitors; that is providing stories and concepts so that people can connect to 
the park through their own experience. The role of stories and metaphors is critical here. Thirdly, it 
needs to be organised and provide a clear structure to guide visitors through the program. Finally, 
interpretation needs to be thematic and provide a message that visitors will remember following their 
visit. The model has been termed the EROT model. Ham (2003) argues that the first three components 
are applicable to any form of entertainment and that, if the aim of interpretation is to influence visitor’s 
attitudes towards the role of protection agencies, or to form personal connections to the park then it is 
through the thematic component that park managers must work. Development of a theme is therefore 
critical to effective interpretation and the process is now termed thematic interpretation. The use of 
thematic interpretation has been adopted at a strategic level by Tourism Tasmania and Parks Victoria 
and will be addressed in more detail in the next section. 

 
Gianna Moscardo (1999) developed a model from the field of psychology drawing on the work by 

Langer (cited in Moscardo 1999) on mindfulness. She argued that visitors would only engage with and 
respond to interpretive messages if they were mindful; that is, interested, alert and willing to think 
about the interpretation provided. A key feature of her study was that she separated the interpretive 
experiences into three components; the style of interpretation (communication factors), the physical 
environment (physical factors) and personal factors relating to the visitor’s expectations, interests and 
mood (visitor factors).  When park managers provide interpretation that appeals to a range of learning 
styles, in a physical setting that visitors feel comfortable in, it is more likely that visitors will become 
alert and interested in the interpretation and ultimately have a positive memorable experience in the 
park. This model exemplifies that the complexity and uncertainty of how and when visitors interact 
with interpretation in a park poses challenges for park managers. It is therefore important that any 
interpretation that is provided is effective. It is also important because of the focus on both the setting, 
specifically including the interpretation, and the visitor. 

Thematic Interpretation and the Concept of Meaning Making 
While the models described above provide insights into what makes effective interpretation, a 
challenge to park managers and researchers is to understand whether the interpretation provided in a 
park is actually meeting their organisational goals. Thematic interpretation as defined by Ham (1992) 
centres around the provision of messages. The way these messages are provided and the 
communication outcomes will have different emphasis depending on the park aims that are being 
addressed; either management aims or visitor experience aims. Interpretation that addresses 
management aims that may be related to visitor safety or protection of the park have clear outcomes 
associated with the message provided. For example, park managers do not want visitors to litter, want 
visitors to be mindful of their behaviour, want visitors to stay on tracks etcetera. Whether these aims 
are met or not is relatively easy for park managers to monitor. In addressing visitor experience aims, 
interpretation should be viewed as a mechanism for producing meanings that allow visitors to put a 
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place, or thing, or time period, or concept into some sort of personal perspective and to identify with it 
in a significant way (Ham 2003). The emphasis of interpretation to enhance visitors experience has 
been termed ‘meaning making’ (Ballantyne & Packer 2005) and emphasises the way people construct 
their own knowledge (make their own meaning) based on their past and present experiences. This may 
also mean that messages provided by park managers may not always be interpreted by visitors in the 
same way or the way that the manager intends. Visitor experience aims are less tangible than the 
management aims and it is difficult to gauge the outcome that may not occur until after the visit. It is 
also difficult to gauge the role that interpretation plays in the connections visitors make given the range 
of activities that visitors can undertake in a park. Serendipitous events such as a spectacular landscape 
seen in the evening glow or sighting of a sugar glider flying between the trees may be of much greater 
significance in terms of their appreciation of the park and far more memorable than following a self-
guided tour through the park or attending a guided tour.   

 
In spite of these limitations effective themes enable visitors to make important connections between 

their experiences and the feature being interpreted (Ham 1992) and when a theme matters and provokes 
the mind to thought it stimulates a mental process of thinking, wondering and meaning making (Ham 
2003). Each person comes to a destination with a variety of influences where their knowledge of an 
area and previous travel experience can influence their interpretations of their experience (Jennings & 
Nickerson 2006). Taking this into account, it is important to note that not all themes are equally 
capable of stimulating visitors to think as some themes simply do not matter to some, while others 
matter so much that people are provoked to think and ponder on new ideas never before considered 
(Ham 2003). What must not be forgotten from this discussion too is that developing themes is just one 
part of the visitor experience that must be considered in the light of different contexts that may make a 
visitor mindful as described earlier in Moscardo’s model. 

 
It is important, that park managers have some indication of the effectiveness of their interpretation 

in addressing their visitor experience goals. Does the interpretation provided stimulate visitors to think 
and reflect on the issues presented? Can this be measured? One way of addressing this is through the 
use of persuasive communication models, developed in social psychology to address attitude and 
behaviour change. 

Thematic Interpretation and Persuasive Communication 
Ham (2003) believes that if interpretation is to enhance visitor experiences the first thing that must be 
accomplished is provoking the visitors to think about whatever is being interpreted. He draws on 
persuasive communication models developed in social psychology. Persuasive communication is about 
influencing the attitudes and behaviour of park visitors. In the case of visitor management aims, this is 
straightforward. Visitors must be persuaded to behave in a way acceptable to park managers, to adopt 
safe practices and to minimise their impact on both the park and other visitors. Persuasive 
communication theory has been adapted to these issues arising in recreation management (Ajzen & 
Driver 1992). In the case of visitor experiences the aim is to persuade visitors to think about what is 
being interpreted and, while it is hoped that the visitor will consider the interpretation from the 
perspective of the park interpreter, there is no guarantee how that information will be used. It can only 
be hoped that, by stimulating visitors to think deeply about topics that park managers believe to be 
important, positive attitudes about heritage issues will ensue.   

 
The Elaboration Likelihood Model (ELM) addresses how visitors’ attitudes and behaviours may be 

formed and was developed by Petty and Cacioppo (1986). The term ‘elaboration likelihood’ refers to 
the degree of thought processes and ranges from high elaboration (deep thought processes) to low 
elaboration (superficial thought processes). Petty and Cacioppo (1986) identified two main ways in 
which thoughts are processed; the central route and the peripheral route.  

The central route requires a visitor to think hard (deeply), drawing on prior experience and 
knowledge, in order to consider arguments in the presentation, evaluate them and use this to influence 
their own pre-existing beliefs. This may result in reaffirming and strengthening, or challenging existing 
beliefs. For the central route to persuasion to occur, the person must be able to process the information 
provided and be motivated to do so (Petty et al. 1992). Attitudes influenced by the central route tend to 
be based on thought processes resulting in well-integrated cognitive structures (Roggenbuck 1992) and 
can produce long lasting attitudes with behavioural consequences (Petty et al. 1992).  

 



ENHANCING VISITOR EXPERIENCE THROUGH INTERPRETATION 
 

 7

In contrast to the central route of persuasion, persuasion via the peripheral route occurs when a 
person’s motivation or ability to process the issue related information is low, and simple cues influence 
attitudes (Petty et al. 1992). With the peripheral cue approach to learning, the source and appearance of 
the message becomes the focus. Ideas and actions are accepted based on how expert, attractive or 
powerful the source is (Roggenbuck 1992). For example, implicit trust in the ‘expertise’ of park 
personnel, entertaining appearance of interpretation or impact of a slogan is more influential to visitor’s 
attitudes than their thought processes. Peripheral approaches can be quite effective in the short term, 
however because this approach does not consider issue relevant reasons for behaviour it cannot produce 
long term behaviour change (Roggenbuck 1992). 

Roles of Persuasive Communication in Interpretation  

As described earlier, the capacity of the content of an interpretive presentation (either face-to-face or 
written) to influence the way visitors critically think about the issues presented by the park managers 
depends on both the ability and motivation to process information presented, that may be influenced by 
a number of characteristics: 

 recipient characteristics—personal involvement with park, prior experience, prior knowledge 
and the amount  of personal responsibility for actions in the park 

 message characteristics—personal relevance of content, strength of argument, message 
complexity and message repetition 

 message transfer—written word, audio or visual presentations 
 situational—timing of message transfer and distractions of the communication setting 

(Roggenbuck 1992). 
 

 There are clear links between this and the various characteristics for effective interpretation 
described earlier in the interpretation models of Tilden (1977), Ham (1992) and Moscardo (1999) and 
other factors that influence a visitors experience (Falk & Dierking 1992; Moscardo 1999). According to 
Roggenbuck (1992), two critically important variables that are often ignored by park managers are the 
strength of the message content (how well the theme is developed) and the recipient’s prior knowledge 
and experience. When perceived personal relevance and knowledge is high, the message is easy to 
understand and there are no distractions (elaboration likelihood is high), people typically will evaluate 
the merits of the argument (Petty et al. 1992). If arguments are weak, the message will be rejected and 
pre-existing beliefs will be reinforced (Roggenbuck 1992). This is important for first time visitors 
where their knowledge and awareness of the park is low as demonstrated in the study by Archer and 
Wearing (2004). 

 
While it is stated that the central route to persuasion is the ideal kind of persuasive learning for the 

park visitor (Roggenbuck 1992), smart interpretation provides both central and peripheral cues that 
allow an impact to occur regardless of whether the person opts for the central or peripheral route (Ham 
2003). Even if people are motivated to think about the messages, it is likely that different types of 
information will evoke favourable responses from different segments of the population (Petty et al. 
1992). 

Market Segmentation 
According to Markwell (1986), interpreters would need to take a much greater account of visitors’ 
characteristics, including their ability to learn and their individual recreational needs, in the design and 
implementation of interpretive programs. Middleton (2001) states that segmentation takes on growing 
significance as consumers seek to express their individuality, as markets grow in total volume and 
subgroups are identified. This is supported by Wearing and Archer (2003), who note that the increasing 
emphasis placed by natural resource agencies on ensuring visitor satisfaction adds even greater 
importance to the provision of targeted interpretation programs. 

 
Visitor satisfaction is used as a key indicator of management performance in delivering quality 

services and programs. People bring with them various expectations, experiences, needs and 
motivations for visiting a national park. Likewise, their own personal values and attitudes to national 
parks also play a key role in their level of satisfaction (Wearing et al. 2006). 
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While this project aims to isolate interpretation and audience variables associated with visitor 
satisfaction levels, recent studies in national parks in NSW have identified market segments that may 
be used as a basis for forming segments with data received on visitor profiles from the survey.  

Who Visits Parks? 
A recent report commissioned by the Tourism and Transport Forum Australia (TTF) by Griffin and 
Vacaflores (2004, p14) noted the trends in visitation to national parks and protected areas across 
Australia: 

 saw the bulk of visitors as being domestic tourists (i.e. Australian residents)  
 that a high proportion of international visitors included national parks on their travel itinerary 

in Australia—but there is evidence that this proportion has dropped from 47% in 1998 to 
around 41% in 2002 

 different parks have different visitor profiles 
 parks that offer an iconic experience have the greatest ability to draw international and 

interstate visitors.  

International Tourists 
The study by Griffin and Vacaflores (2004) found generally that the main factors influencing 
international tourists’ decisions to visit Australia are to experience Australia’s nature, landscape and 
wildlife (46%) and to experience Australia’s coastline and beaches (40%). Passive enjoyment of the 
natural environment seems to be far more significant than active enjoyment. Close to one in five (18%) 
international visitors indicated that experiencing a nature-based outdoor activity was influential. 
Generally, nature-based factors seem to be far more influential than cultural factors, with only 7% 
indicating that the opportunity to ‘experience Aboriginal culture’ was influential (Griffin & Vacaflores 
2004). 

Domestic Tourists 
In their TTF Australia commissioned report, Griffin and Vacaflores (2004) noted that all domestic 
visitors to national parks engaged in sightseeing and 76% undertook outdoor activities during their last 
trip. Active recreation was most prominent in urban and near urban parks. Only 1% visited a national 
park as part of a tour group.   

 
Some park visitors are repeat visitors to national parks. For national parks where international 

visitation is low, such as the northern NSW parks, Victorian country parks, Victorian urban fringe 
parks and Western Australian parks, repeat visitation is high, 50%, 51%, 74% and 38% respectively 
(Griffin & Vacaflores 2004). These visitors could be important, acting as advocates for any marketing 
message. 
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Further Breakdown of Market Segments 
Promotional campaigns have further divisions of audiences that include ‘trip planners’ and ‘visitors 
who just turn up’ (Wearing & Nelson 2004). 

Trip planners 
Trip planners can undertake considerable pre-visit research and may be looking for quite detailed 
information on national parks and other protected areas. International tourists are more likely to plan 
their trips in detail. Wearing and Nelson (2004) list the three general market segments that nature based 
tour participants fall into:  

 those with general interest in nature based tourism 
 those strongly attracted by many aspects of nature-based tourism (the largest group) 
 those more interested in rest and relaxation in a natural setting. 

Visitors who just turn up 
This market segment tends to make ad-hoc plans and does not dedicate much time to an information 
search process on national parks (Wearing & Nelson 2004). Most effective forms of promotion to these 
visitors would probably be brochures and visitor centres. 

Visitor Profiles 
The following visitor profiles were formed by Griffin and Archer (2001) from a visitor study in 
Northern NSW national parks. Overall, respondents to the survey were broadly similar in terms of 
gender, age, employment status, education, occupation and income in each of the subject parks. The 
findings confirm numerous other studies, both in Australia and overseas, that show that park visitors 
are generally well educated with higher status occupations compared to the general population (Griffin 
& Archer 2001). 
 

A summary of the findings shows: 
 49% employed full-time 
 13% part-time 
 equally divided males/females 
 females aged 20−39 (24%); females aged 40−59 (23%) 
 males aged 20−39 (17%); males aged 40−59 (25%) 
 high level of post secondary qualifications with University (55%) & TAFE (19%) 
 occupations revealed professionals (37%), clerical, sales & service (22%) and associate 

professionals (12%) 
 origin of visitors were intrastate (55%), interstate (38%), overseas (7%). 

Framework for Identifying Market Segments, Interpretation and 
Audience Variables Associated with Satisfaction Levels 
This framework shows the general order of actions required to determine the most suitable type of 
interpretation for a setting. It sets out to identify certain variables that are consistent with particular 
settings that relate to visitor satisfaction. Once these variables have been identified and aligned with 
market segments, then effective interpretation may be presented to enhance the visitor experience for 
that setting. The setting for this project would include factors from the mindfulness model (contains 
exhibits or features that are dynamic, interactive or participatory) and within a context that satisfies 
visitors experiences (no anti-social behaviour, no rubbish/litter, clean facilities). 
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Each setting may have unique or similar attractions that draw in particular market segments. Once 
these market segments have been identified, satisfaction with various factors from the mindfulness 
model and the EROT model may also be identified. For some visitor groups this may be as far as they 
go and only require interpretation that provides short term impacts. Other groups who actually make 
meaning from the experience and have a more profound experience with longer lasting satisfaction 
from the tour also need to be identified. Once both of these experiences have been identified and linked 
to particular market segments, then interpretation may be planned for a setting if the attending group of 
visitors (market segment) can be identified. Figure 1 shows the order or process required to be taken. 

 

 
Figure 1 Order of actions for identifying audience and interpretation variables 

Identifying Satisfaction Indicators for Interpretation 
Figure 2 shows how data from the survey would be processed to decide upon the most suitable form of 
interpretation for a particular setting. Initially the visitor profile would be identified in order to form 
market segments. Correlations between different market segments and satisfaction with interpretation 
factors could then be made to recommend interpretive techniques for short term changes. Correlations 
could also be made between market segments and those that were able to make meaning from the 
experience.  
 

 Setting 
 

- Facilities, no litter, clean areas 
- Guides, exhibits (dynamic) 

 

Market Segment 
 
- International 
- Domestic Frequent User 
- Domestic Infrequent User 

Interpretation  
Interpretation that suits the 
setting, targets the type of 
visitor, focuses on 
satisfaction indicators and 
presented in effective way 

Satisfaction Factors 
- With various factors of 
interpretation (peripheral route) 
- Make meaning for the visitor 
 Did ‘provocation’ occur 
(central route?) 
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Figure 2 Identifying Satisfaction Indicators for Interpretation 

 
Figure 2 also shows that visitors may not always experience meaning making or make connections 

with their own experience, beliefs and place. Satisfaction may come from simple cues, or the 
entertainment provided by the guide and they may not be motivated or capable of making any further 
connections. Both forms need to be identified and incorporated into the final model. 

 
 
 
 
 
 
 
 

Visitor Profile 

Satisfaction with 
interpretation factors/ 
Components of 
interpretation from 
Moscardo's Mindfulness 
model and EROT 
 

Meaning making/themes 
Was the visitor ‘provoked’ 
to thought make 
connections betweens topic 
and what they already 
know—ELM central route 
 

Interpretation for 
short term changes 

Interpretation for 
long lasting changes 

Interpretation 
messages to target 
visitor segments 



An Examination of Influencing Factors 
 

 12

Chapter 3 

METHODOLOGY 

Selection of Market Segments for Survey 
For this study, three distinct market segments were formed. Within each market segment there are 
possibilities to form further segments (such as intrastate or interstate visitor), however for this stage the 
three main segments are: International Tourists, Domestic Visitor Frequent User and Domestic Visitor 
Infrequent User. 
 

Table 1 Market segments who visit national parks 

Type of Visitor Description Code 
International Tourists International tourist who visited Australia with 

intention of visiting a national park. More than 
likely have planned for trip with considerable pre-
visit research 
 

International 
Visitor 

Domestic Visitor Frequent User Domestic Visitor who visits a national park more 
than four times a year. Likely to engage in pre visit 
research (either formally or informally) or may just 
turn up 
 

Domestic 
Frequent 

Domestic Visitor Infrequent 
User 

Domestic Visitor who visits a national park between 
1−4 times per year. May be people that just turn up 
to national park with little or no pre visit 
information 
 

Domestic 
Infrequent 

 
The research suggests that the demographic and socio-demographic profiles of all visitors to 

national parks are mostly: 
 employed full-time 
 equally divided males/females 
 two main groups were females aged 20−39 and females aged 40−59  
 two main groups were males aged 20−39 and males aged 40−59  
 high level of post secondary qualifications with University & TAFE 
 occupations revealed professionals, clerical, sales & service and associate professionals.  

Selection of Interpretation Variables for Survey 
The survey consists of three sections that address the experience of the visitor, how the visitor felt 
about their experience and profiles of the visitors.  

 
The first section of the survey has been designed to find out how satisfied the visitor was with the 

interpretation and was based on Moscardo’s Mindfulness Model and Ham’s EROT model. This section 
presented many challenges in deciding what questions should be asked to measure how satisfied the 
visitor was with certain aspects of the interpretation. From this section cross tabulations can be done 
with the third section (socio-demographic data), to see if there are significant links between visitor 
profile and preferences for interpretation.  

 
The second section contains questions from Interpretation Evaluation Tool Kit (Ham & Weiler 

2005) that relate to the Elaboration Likelihood Model (using all recommended sub-indicators for 
validation purposes). These questions aim to establish to what degree the visitor was provoked to think. 
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Again, the overall results from this section may be linked with the other sections to see how effective 
the interpretive tour was for different groups. 

 
The key findings from the relevant models and theory that have been used in the survey are 

summarised in Table 2.  
 

Table 2 Models and theoretical components 

 
The three sections in the survey provide information on how satisfied visitors were with the 

interpretation, what particular parts or components of the interpretation visitors were most satisfied 
with, the connections and meaning made from the experience, and the profiles of each visitor. 
Combining this information provides opportunities to identify effective interpretation based on visitor 
satisfaction and then link this to specific visitors or market groups.  

Theory  Description 
Mindfulness model Varied media, novelty/conflict/surprise, use of questions, visitor 

control/interactive exhibits, dynamic exhibits, physical/cognitive 
orientation, topic/content area and presence of guides along with 
important visitor factors lead to more learning, high satisfaction and 
greater understanding. 

EROT model of interpretive 
communication 

Interpretation needs to be ENJOYABLE, RELEVANT and 
ORGANISED  
THEMATIC—is a whole idea, a belief, an inference or connection 
the mind makes. 

Elaboration likelihood model Comprises of two routes to persuasion: 
Central Route 
Cognitive activity (enables visitor to think, process & evaluate the 
argument). 
Is dependant on message strength, message relevance & previous 
knowledge.  
Is when visitor is motivated and capable of processing the issue.  
Have been linked to long term attitude impact. 
 
Peripheral Route 
Does not require effortful evaluation of message or arguments. The 
visitor is unmotivated or incapable of processing logical argument. 
May occur because of cues such as attractiveness of message, with no 
processing of the information in the message. Sufficient for short 
term impact. 
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Rationale for Park Selection 
The surveys were conducted in national parks from Tasmania, Victoria and New South Wales. 
Consultation with national park managers and rangers from each state was necessary for the selection 
of suitable parks for this project. This project focused on identifying satisfaction and interpretation 
variables not interpretative programs as a whole, therefore it was necessary to focus on locations that 
included interpretive programs that included the majority of the interpretative variables listed below 
under Survey Design. Therefore the interpretive site had to be one of the following:  

 Short guided tour: no longer than 30 minutes, must contain elements from question one 
(interaction, props, sounds/music, diagrams/illustrations, novelty) 

 Presented theme sites: where guide presents to visitor group from one location, must contain 
elements from question one (interaction, props, sounds/music, diagrams/illustrations, displays, 
audio, music, novelty) 

 Introductory walk through area: this may be a part of a visitor centre or free standing 
exhibit. Must contain elements from question one (choice, interaction, props, sounds/music, 
diagrams/illustrations, displays, audio, music, novelty, brochures, staff) 

 Free standing display: The free standing display must contain at least three panels that have 
elements from question one (choice, sounds/music, diagrams/illustrations, information, audio, 
music, novelty). 

Hastings Caves State Reserve, Tasmania 
Hastings Caves State Reserve is situated 125 kilometres south of Hobart and is managed by the Parks 
and Wildlife Service. The main attractions to the park are the thermal pools and Newdegate Caves. 
Newdegate Caves (Photograph 1) is one of only two dolomite caves in Australia open for public 
viewing and one of the oldest show caves in the Southern Hemisphere. The formation of the caves 
started tens of millions of years ago (Parks and Wildlife Service Tasmania 2007). This study focused 
on those visiting the caves only. 
 

 
Photograph 1 Newdegate Caves  

(Parks and Wildlife Service Tasmania 2007) 
 

Vehicle access to the caves is by a gravel road a further 5 kilometres past the visitor information 
centre to the car park. From the car park it is a five minute walk to the cave entrance. Toilets are 
provided at the car park and the walk to the caves is a scenic walk through rainforest with some 
interpretative signs along the way. Visitors enter and exit from the same point of the caves which is 
also undercover with seating. Guided tours run for approximately 45 minutes and include information 
on the history, geology, wildlife and special features of the caves.   

http://www.parks.tas.gov.au/reserves/hastings/cave.html�
http://www.parks.tas.gov.au/reserves/hastings/cave.html�
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Blackheath Visitor Centre, New South Wales 
The Blue Mountains Heritage Centre provides information on Blue Mountains National Park and 
surrounding areas. The centre has an interactive educational display, which comprises of two distinct 
areas where visitors can enter and walk through the interpretive displays. The centre is located at the 
entrance to Govett’s Leap, Blackheath, which has spectacular views of the Grose Valley (Photograph 
2). The centre also has video screenings and a gallery (NSW National Parks and Wildlife Service 
2007). 
 

 

Photograph 2 Grose Valley 

(NSW National Parks and Wildlife Service 2007) 
 

The car park is situated at the front of the visitor centre with toilets available once inside. There are 
two entrances to the centre which include the main entrance and the side entrance which also leads onto 
a self guided walking track. 

Brambuk Cultural Centre, Grampians-Gariwerd, Victoria 
Brambuk National Park and Cultural Centre (Photograph 3) is located on the outskirts of Halls Gap in 
the Grampians-Gariwerd National Park in Western Victoria. The survey was undertaken at the 
Aboriginal Cultural Centre, a spectacular award-winning building designed by and for the five 
Aboriginal communities that have links to the national park. The Centre is a resource centre for the 
Aboriginal communities and provides interpretation for visitors. The building includes a theatre with 
regular screenings of the Dreamtime stories and static displays on two levels. During school holidays 
workshops are provided that involve visitors in a range of activities including basket weaving, 
boomerang painting and throwing and face painting.  
 

 
Photograph 3 Brambuk National Park and Cultural Centre  

(Parks Victoria 2008) 
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Survey Design 
The survey was designed with three main sections (see Appendix A). The first section attempts to 
measure the visitor satisfaction with the various components of the interpretation provided. These 
components were derived from the literature, as discussed in Chapter 2. It also measures the 
importance of why people visit national parks. The final section provides basic demographic 
information. Both of these sections were based on previous surveys conducted by authors who had 
conducted studies on visitors to national parks within New South Wales (Griffin & Archer 2005; 
Archer & Griffin 2003). The third section measured the amount of elaboration that occurred within 
each visitor. This section (Question 4) contained five reliable sub-indicators from the Interpretation 
Evaluation Tool Kit (Ham & Weiler 2005) which had already been validated. This meant that the 
questions were worded and presented the same way as by Ham & Weiler (2005).  

 
The first section of the survey was discussed extensively with the independent review group (IRG) 

before the final breakdowns of interpretation were listed for the survey. The remainder of the survey 
was based on previously tested surveys and adapted for the context of this study therefore no pilot was 
carried out for this survey.   

 
The surveys were interviewer completed or where staff handed out the surveys and remained with 

the visitors while they completed it. The surveys were handed out once the visitor had been through the 
exhibit and exited the site. Once the survey had been competed it was immediately collected by the 
interviewer. The following information was obtained from visitors in relation to the interpretive 
program they had just experienced: 

 satisfaction with: 
o the amount of interaction available 
o the use of props or objects that were shown 
o the use of diagrams 
o the size of displays 
o how the information was worded or explained 
o the audio/video displays 
o the audio displays 
o the sounds or music used 
o the novelty of exhibit 
o the brochures available 
o the assistance from guides 
o the importance  
o general comments on interpretation 

 
 the level of importance to: 

o rest and relax 
o see the sights 
o be with family and friends 
o be close to nature 
o be physically alone 
o engage in recreational activities 
o enjoy nature and the outdoors 
o learn about the native animals and plants 
o learn about the cultural history of the area 

 
 the amount of elaboration that occurred 
 previous visits to the national park 
 the frequency of visits to national parks in general 
 how they obtained pre visit information 
 general comments on quality of information 
 their involvement with any environmental groups 
 the last level of education completed 
 place of residence 
 gender 
 age 
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 employment. 

Survey Administration 
The surveys were administered in all three parks between November 2006 and September 2007. The 
scheduling did not focus on one particular time period and ran across school holidays, weekends and 
normal weekdays. A total of 289 surveys were completed from the three sites. A breakdown of these 
can be seen in Table 3. 

Table 3 Number of surveys for each park 

Park Number of surveys Date 
Hastings Caves 31 Tuesday 8/11/06 
Hastings Caves 32 Wednesday 9/11/06 
Hastings Caves 31 Thursday 10/11/06 
Blackheath 17 Friday 6/7/07 
Blackheath 20 Saturday 7/7/07 
Blackheath 17 Saturday 1/9/07 
Blackheath 21 Sunday 2/9/07 
Blackheath 23 Saturday 11/8/07 
Brambuk National Park 33 Tuesday 10/4/07 
Brambuk National Park 42 Wednesday 11/4/07 
Brambuk National Park 24 Thursday 12/4/07 

 
The layout of Hastings Caves was ideal for administering surveys where each visitor could be 

approached as the exited the cave. The exit point was very comfortable for visitors, under cover and 
had ample seating. Each guide also assisted by asking the visitors if they could please complete the 
survey just before they exited the cave. As a result only six people refused to complete a survey. 

 
The visitor centre at Blackheath had a side exit which leads onto a bush walk. Although this exit 

was not the main exit, some people did use this making it difficult to approach all of the visitors. Many 
visitors also entered the visitor centre, but did not choose to view the exhibit. The weather at 
Blackheath was also very cold and windy on some of the days possibly reducing the number of visitors 
for the area. With some visitors entering and exiting from the rear door it was difficult to obtain exact 
numbers of people that entered the centre. Over the five days, approximately 322 visitors entered the 
visitor centre, with 211 people not choosing to view the exhibit, 98 people completing the survey and 
13 people refusing to complete a survey. 

 
Visitors to the Brambuk Aboriginal Cultural Centre were surveyed over three days of the Easter 

school holiday period in Victoria. While there were two entrances/exits to the centre the majority of 
visitors entered/exited through one main door, adjacent to the path from the information centre, café 
and car park. It is possible that a few visitors were missed because of this. Visitors were approached to 
fill in the survey as they exited the building. It was not possible to tell which sections of the Aboriginal 
Cultural Centre individual visitors spent most of their time. The weather was fine and sunny so visitors 
were happy to sit at tables outside to complete the survey. A total of 99 surveys were completed. Four 
visitors refused to complete the survey. Three visitors took surveys to complete before they left the 
Park but only two of these were returned.  

Data Analysis 
The data provided by respondents were coded for entry into the Statistical Package for Social Sciences 
(SPSS). Methods of analysis used to interpret the data included frequencies, cross-tabulations, and 
descriptive information including mean and median. 
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Chapter 4 

RESULTS 

Visitor Profile 
To form market segments within visitor groups, socio-demographic data from respondents was 
obtained and included gender, age, level of education, place of residence and employment. Visitation 
levels from respondents to determine how frequently they visited national parks and reasons people 
visited parks were also obtained. 

Socio-Demographic Profile 
Of the 289 respondents, 44% were males and 52% were females (with 4% not responding). When 
combined, the most common age group recorded was the 45−54 age group (23%). 

Table 4 Age of respondents 

National Park Age Group 
Hastings Caves 

% 
Grampians-
Gariwerd % 

Blackheath % 
 

Combined % 

15−24 8.5 13.4 3.1 8.3 

25−34 18.1 17.5 21.4 19.0 

35−44 20.2 20.6 16.3 19.0 

45−54 22.3 23.7 21.4 22.5 

55−64 17.0 13.4 23.5 18.0 

65−74 13.8 9.3 10.2 11.1 
75+ 0 0 1.0 0.3 
No response 0 2.1 3.1 1.7 
Total 100.0 100.0 100.0 100.0 
 

Combined education levels of respondents showed that nearly three quarters (73%) had obtained 
tertiary qualifications (TAFE, Bachelor degree/diploma or postgraduate) with 36% obtaining a bachelor 
degree/diploma and 20% having a postgraduate qualification as being their highest level of education. 
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Table 5 Highest level of education 

National Park  Level of Education 

Hastings Caves 
% 

Grampians-
Gariwerd % 

Blackheath % Combined % 

Did not answer  1.1 3.1 1.0 2.1 
Primary School 2.1 2.1 0 1.4 
Secondary School 26.6 14.4 11.2 17.3 
Trade Certificate 12.8 3.1 4.1 6.6 
TAFE 18.1 15.5 15.3 16.3 
Bach degree/diploma 27.7 41.2 38.8 36.0 
Postgraduate 10.6 20.6 29.6 20.4 
Total 100.0 100.0 100.0 100.0 
 

Respondents residing overseas accounted for 17% of the total with majority (83%) residing in 
Australia. The highest percentage of overseas tourists was found at The Grampians-Gariwerd National 
Park with 24% residing overseas.  

Table 6 Country of residence 

National Park  Country 
Hastings Caves % Grampians-

Gariwerd % 
Blackheath % Combined % 

Australia 81.9 75.3 89.8 82.7 
Overseas 17.0 23.7 9.2 16.6 
Did not answer 1.1 1.0 1.0 0.7 
Total 100.0 100.0 100.0 100.0 
 

Of the Australian residents, both Grampians-Gariwerd and Blackheath had 87% of respondents 
residing within the state of the park. Only Hastings Cave had higher responses from interstate residents 
with 36% residing in Victoria and 21% residing in New South Wales.  

Table 7 Place of residence within Australia 

National Park State/Territory 
Hastings Caves 

% 
Grampians-
Gariwerd % 

Blackheath % Combined % 

Victoria 36.4 86.5 0 38.3 
South Australia 13.0 1.4 6.7 7.1 
New South Wales 20.8 5.4 86.5 40.4 
Queensland 16.9 4.1 0 6.7 
Tasmania 7.8 0 1.1 2.9 
ACT 1.3 0 2.2 1.3 
Western Australia 3.9 1.4 2.2 2.5 
Did not answer 0 1.4 1.1 0.8 
Total 100.0 100.0 100.00 100.0 
 

Of the total respondents 68% were currently employed in either full time or part time work, with 
more than half (51%) indicating that they were in full time employment. A significant amount of 
respondents (17%) indicated that they were retired. 

Table 8 Current employment status 

Employment National Park 
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Status Hastings Caves 
% 

Grampians-
Gariwerd % 

Blackheath % Combined % 

Home duties 2.1 7.2 3.1 4.2 
Student 4.3 14.4 1.0 6.6 
Full-time work 56.4 41.2 56.1 51.2 
Part-time work 16.0 13.4 20.4 16.6 
Unemployed 1.1 0.0 1.0 0.7 
Retired 18.1 13.4 13.3 14.9 
Other 2.1 7.3 2.0 3.8 
Did not Answer 0.0 3.1 3.1 2.1 
Total 100.0 100.0 100.0 100.0 

 
When asked if this was their first visit to that national park, the majority (64%) answered yes. 

Visitors who have visited any national park more than four times in the past year accounted for 39%. 
Those that visited a national park less than four times in the past year accounted for 58%. 

Table 9 How many visits in past 12 months 

National Park  Amount of Visits 
Hastings Caves % Grampians-

Gariwerd % 
Blackheath % Combined % 

Did not answer 4.3 2.1 1.0 3.1 
Once 30.9 27.8 21.6 26.6 

2−3 times 27.7 32.0 35.1 31.5 

4−5 times 18.1 20.8 16.5 18.3 

6−10 times 8.5 10.4 14.4 11.1 
11+ times 10.6 6.3 11.3 9.3 
Total 100.0 100.0 100.0 100.0 

Reasons for Visit 
To identify motivations for visiting the park, visitors were asked to read a list of reasons and rate how 
important they were for them to visit. Not surprisingly, 82% rated seeing the sights as either very 
important or extremely important. Enjoying nature and the outdoors and to be close to nature also saw 
77% and 74% respectively rate it as either a very important reason or extremely important reason for 
visiting the park.   
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Table 10 Reason for visiting park—combined results 

 *percentage of respondents for category Reason for visit 

n Mean 1 2 3 4 5 
To rest and  relax 274 3.1 13.1 12.8 31.0 34.7 8.4 
To see the sights 281 4.0 0.7 1.4 15.7 61.6 20.6 
To be with family & friends 270 3.2 15.9 7.0 27.4 36.3 13.3 

To be close to nature 280 3.8 2.5 3.2 20.0 52.9 21.4 
To be physically active 281 3.4 6.0 10.7 32.0 39.1 12.1 
To be alone 271 1.8 49.4 28.0 16.6 4.8 1.1 
To engage in recreation 280 3.5 4.3 9.3 31.8 42.1 12.5 
To enjoy nature & outdoors 283 4.0 0.4 1.4 21.2 50.9 26.1 
To learn native animals & plants 279 3.5 3.9 10.4 36.2 34.1 15.4 
To learn cultural history of area 282 3.6 2.5 7.8 34.8 37.2 17.7 
 
*1=Not important, 2=Of little importance, 3=Somewhat important, 4=Very important, 5=Extremely 
important 

Sources of Park Information 
Of the 289 respondents 24% obtained information from friends or relatives, 23% from a tourist 
information centre. A significant percentage of people (23%) did not obtain any information in 
preparation for their visit. The least used information sources were motoring groups (4%) and 
radio/TV/media (3%). 

Table 11 Preparation for visit 

All Respondents  Sources of Information 
  n  
Friends or relatives 70 24.2% 

Tourist information centre 65 22.5% 

No information 65 22.5% 

Brochure/guidebook 52 18.0% 

NP/tourist guidebook 41 14.2% 

NPWS visitor centre 39 13.5% 

NPWS internet 35 12.1% 

Other reasons for 
preparation 

30 10.4% 

Motoring organisation  11 3.8% 

Radio/TV/media 10 3.5% 

Member of Environmental Organisation 
Respondents were asked if they were a member of any environmental, conservation or outdoor 
recreation group. Only 14% answered yes with 85% answering no. 
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Comments 
The comments were placed into categories for analysis (a full list of comments can be seen in 
Appendix B). Comments on satisfaction with interpretation were generally good with around 60% of 
comments being positive. A significant number (26%) of negative comments were also received, which 
mainly reflected visitor disappointment with the interpretation. 

 
There were no negative comments when commenting on the quality of information, with 63% of 

comments falling into the ‘good’ and ‘easily available’ category.  

Visitor Profile Summary 
The general profiles of visitors were similar to that of other visitor studies in national parks discussed 
in Chapter 4: 

 roughly equal division between males/females (44% males/52% females) 
 most common age group being 45−54 (23%) 
 high level of post secondary qualifications with University & TAFE (73%) 
 mostly Australian residents (83%) 
 either employed in full-time or part-time work (68%) with 51% in full-time work 
 was their first visit to the specified national park (64%) 
 had visited a park less than 4 times in the past year (58%) 
 had obtained pre-visit information from friends (23%), tourist information centre (23%) 
 did not obtain pre visit information (23%) 
 were not members of conservation, environmental or outdoor groups (85%) 

Satisfaction with Interpretation Variables 
Previous studies in Barrington Tops (Archer & Griffin, 2003) and Northern NSW National Parks 
(Griffin & Archer 2001) have investigated if visitors firstly used or sourced park information and if 
they were satisfied with the interpretation or information. This study attempted to break down and 
identify what aspects of the interpretive experience the visitors were most satisfied with. Respondents 
were asked how satisfied they were with each aspect of the tour or exhibition in relation to the type and 
the amount of variety in the interpretive experience. It should be noted that between each of the three 
sites chosen, the material and quality of displays and tours would be expected to vary. This is a 
limitation of the study and needs to be noted especially when combined results are viewed as 
satisfaction levels with different components of interpretation varying from park to park. For this study, 
results are shown at each individual park but conclusions are drawn from combined results. 

 
The percentages in each category were calculated on the number of visitors who responded to that 

question as indicated in the number (N) column, as a result presenting higher mean scores. This method 
was selected because the aim of this project is to focus on the variables that received  high satisfaction 
ratings and then identify corresponding market segments rather than just noting the satisfaction rating 
for respondents overall.  

 
Table 13 lists the results for the Hastings Caves tour. Assistance from guides, the amount of 

interaction available and the wording of the information received the highest percentage of very 
satisfied responses with 83.9%, 80.9% and 80.4% respectively. The novelty of the tour also received a 
high response rate (85) with 56.5% saying they were very satisfied. 
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Table 12 Satisfaction with interpretation variables—Hastings Caves 

 *percentage of respondents for category Aspect of interpretation 

n Mean 1 2 3 4 5 
Amount of interaction available 
(i.e. getting involved, choice, 
asking questions, participating) 

94 4.8 0 0 2.1 17.0 80.9 

Use of props or objects 88 4.6 0 0 1.1 34.1 64.8 
Use of diagrams/pictures 43 4.0 0 0 27.9 41.9 30.2 
Size of displays 82 4.7 0 0 2.4 23.2 74.4 
How the information was 
worded or presented 

92 4.7 0 1.1 4.3 14.1 80.4 

The audio/video displays 19 3.9 0 0 42.1 21.1 36.8 
The audio displays 19 4.1 0 0 31.6 31.6 36.8 
Sounds or music used 14 3.9 0 7.1 35.7 21.4 35.7 
Novelty of exhibit/tour 
(different, unusual or 
unexpected) 

85 4.4 0 2.4 9.4 31.8 56.5 

Brochures available 54 3.9 1.9 5.6 22.2 40.7 29.6 
Assistance from guides on 
providing further information 

87 4.8 0 0 3.4 12.6 83.9 

 
*5 point scale where 1=very dissatisfied, 5=very satisfied 
 

Table 14 lists the results for the Grampians/Gariwerd interpretation. It shows the variables that 
received the highest response rates also received the highest satisfaction ratings with the use of 
diagrams/pictures receiving 97 responses, size of displays receiving 96 responses and how the 
information was worded receiving 97 responses. These three variables also received high satisfaction 
ratings as can be seen in table 16. 
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Table 13 Satisfaction with interpretation variables—Grampians-Gariwerd 

 *percentage of respondents for category Aspect of interpretation 

n Mean 1 2 3 4 5 
Amount of interaction available 
(i.e. getting involved, choice, 
asking questions, participating) 

81 3.8 0 7.4 24.7 44.4 23.5 

Use of props or objects 93 4.4 0 1.1 9.7 36.6 52.7 
Use of diagrams/pictures 97 4.6 0 1.0 4.1 27.8 67 
Size of displays 96 4.5 0 0 5.2 35.4 59.4 
How the information was 
worded or presented 

97 4.5 0 1.0 5.2 36.1 57.7 

The audio/video displays 77 4.1 1.3 3.9 16.9 35.1 42.9 
The audio displays 71 4.1 0 1.4 22.5 43.7 32.4 
Sounds or music used 89 4.2 0 2.2 15.7 38.2 43.8 
Novelty of exhibit/tour 
(different, unusual or 
unexpected) 

89 4.2 0 2.2 14.6 47.2 36.0 

Brochures available 70 3.9 0 4.3 27.1 47.1 21.4 
Assistance from guides on 
providing further information 

66 3.7 0 10.6 30.3 37.9 21.2 

 
*5 point scale where 1= very dissatisfied, 5=very satisfied 
 

Table 15 lists the results for Blackheath. Six of the eleven variables shown received high response 
rates with 97 visitors responding to how the information was worded, 96 responding to the size of 
displays and 95 responding the use of diagrams/pictures. Although the mean scores for these variables 
were also over four, the very satisfied categories (39%, 34% and 44% respectively) did not score as 
highly as the satisfied category (52%, 49% and 45% respectively).  
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Table 14 Satisfaction with interpretation variables—Blackheath 

 *percentage of respondents for category Aspect of interpretation 

N Mean 1 2 3 4 5 
Amount of interaction available 
(i.e. getting involved, choice, 
asking questions, participating) 

91 4.0 0 7.7 14.3 50.5 27.5 

Use of props or objects 92 4.2 0 8.7 2.2 54.3 34.8 
Use of diagrams/pictures 95 4.3 0 5.3 5.3 45.3 44.2 
Size of displays 96 4.1 0 8.3 8.3 49.0 34.4 
How the information was 
worded or presented 

97 4.3 0 2.1 7.2 51.5 39.2 

The audio/video displays 18 3.8 0 11.1 16.7 55.6 16.7 
The audio displays 15 3.6 0 20.0 13.3 53.3 13.3 
Sounds or music used 16 3.5 0 18.8 31.3 31.3 18.8 
Novelty of exhibit/tour 
(different, unusual or 
unexpected) 

90 3.7 1.1 7.8 24.4 51.1 15.6 

Brochures available 93 4.1 0 2.2 11.8 57.0 29.0 
Assistance from guides on 
providing further information 

79 4.2 0 1.3 19.0 36.7 43.0 

 
*5 point scale where 1=very dissatisfied, 5=very satisfied. 
 

Table 16 that combines results for the three parks, shows most of the variables received high 
response rates with all having mean scores over 4.0. Although the majority of responses were in either 
the satisfied or very satisfied category, when only the very satisfied category is considered, only five of 
the variables had more than half of their responses in this category. These include how the information 
was worded (59%), size of the display (55%), assistance from guides (52%), use of pictures/diagrams 
(51%) and use of props (50%). 
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Table 15 Satisfaction with interpretation variables—combined parks 

 *percentage of respondents for category Aspect of interpretation 

n Mean 1 2 3 4 5 
Amount of interaction available 
(i.e. getting involved, choice, 
asking questions, participating) 

266 4.2 0 4.9 13.2 36.8 45.1 

Use of props or objects 273 4.4 0 3.3 4.4 41.9 50.4 
Use of diagrams/pictures 235 4.4 0 2.6 9.0 37.8 50.6 
Size of displays 274 4.4 0 2.9 5.5 36.8 54.8 
How the information was 
worded or presented 

286 4.5 0 1.4 5.6 34.4 58.6 

The audio/video displays 114 4.1 0.9 4.4 21.1 36.0 37.7 
The audio displays 105 4.0 0 3.8 22.9 42.9 30.5 
Sounds or music used 119 4.1 0 5.0 20.2 35.3 39.5 
Novelty of exhibit/tour 
(different, unusual or 
unexpected) 

264 4.1 0.4 4.2 16.3 43.7 35.4 

Brochures available 217 4.0 0.5 3.7 19.4 50.0 26.4 
Assistance from guides on 
providing further information 

232 4.3 0 3.5 16.5 28.1 51.9 

 
*5 point scale where 1= very dissatisfied, 5=very satisfied. 

Making Connections and Provoking New Thoughts  
To measure the amount of ‘elaboration’ (thought) that occurred during the interpretive experience, five 
separate statements were given to each visitor in the survey (see Appendix A). Visitors were asked to 
mark out their level of belief next to each statement with 1 being the lowest score and 7 being the 
highest score for each statement. To measure if elaboration occurred, all five scores were added to give 
a final score making 5 the lowest possible score and 35 the highest possible score. Calculating the 
results by adding up the scores is the method given in the Interpretation Evaluation Tool Kit (Ham & 
Weiler 2005).  

  
To make the results easier to read, they have been placed in groupings with the lowest grouping 

being 5−10, where elaboration was low, to the highest grouping of 31−35, where elaboration was high 
amongst respondents. It is only the extreme values that are of interest (low groupings and high 
groupings) as the intermediate values have no specific meaning other than they indicate level of 
elaboration relative to one another (Ham & Weiler 2005).  

 
Around half (46%) of the respondents scored in between 26−35, with only 19% scoring in the 

highest grouping of 31−35, suggesting that elaboration had occurred where the visitor had been 
provoked by the interpretation to think critically about the issues being presented and potentially make 
lasting connections. 
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Figure 3 Percentage of groupings for elaboration  

 
Although 46% of respondents scored between 26 and 35, it is not possible to link these findings 

with any specific interpretation variable since each visitor was asked to complete this section of the 
survey in relation to the interpretation experience as a whole. It does indicate however, that visitors 
may have different experiences from interpretation even though they share the same satisfaction scores.  

Market Segments and Satisfaction with Interpretation 

Market segments and high satisfaction scores 
While this project aims to isolate interpretation and audience variables associated with visitor 
satisfaction levels, the results enable market segments to be formed and a detailed breakdown of the 
responses to the interpretation variables to identify more specific market segments. Therefore this 
chapter will include two distinct sections; the first showing three defined market groups based on the 
literature and previous studies and the second section will explore each interpretation variable linked 
with high satisfaction scores and identify corresponding market segments. 

Forming market segments 
As identified in Chapter 2, visitors to parks fall into three major market segments: the International 
Visitor; Domestic Visitor Frequent User; and the Domestic Visitor Infrequent User. These market 
segments are further described below and have been cross-tabulated with the interpretation variables to 
show how each market segment performed with satisfaction scores. The amount of elaboration that 
occurred for each group has also been measured and presented accordingly. 
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General visitor profile 
In general the visitor profile for this study was similar to that of other parks with: 

 fairly equally divided gender with 44% male and 52% female 
 two main age groups being 25−44 (38%) and 45−64 (41%) 
 fairly high education level with 73% having tertiary education and 17% secondary school 
 51% being employed full-time 
 domestic visitors 83% and international visitors 17% 
 frequent users (more than 4 times past 12 months) 39% 
 infrequent users (less than 4 times past 12 months) 58% 
 first time visitor to that Park 64%. 

Breakdown of market segments 
The three markets segments have been further broken down to display a more detailed profile. Only 
characteristics that were consistent with 50% or more of the group were included. The reasons why 
people visit national parks is also relevant and can provide further insight into the market group. 
Respondent’s reasons that were selected had scored either very important or extremely important, and 
were consistent with 50% or more of the group, as shown in Table 18. 

 
The Domestic Visitor Infrequent User (Domestic Infrequent) accounted for the largest group with 

142 respondents, followed by the Domestic Visitor Frequent User (Domestic Frequent) with 93 
respondents and the International Visitor (International) with 48 respondents. The only shared 
demographic trait among all three groups was the highest level of education being at tertiary level. 
Shared reasons for visiting included: to see the sights; to be close to nature; and enjoy nature and the 
outdoors. 

 

Table 16 Market segment profile 

 Market 
Segment 

Domestic User Infrequent 
User  

Domestic User  
Frequent User 

International  
Visitor 

Tertiary Education   66.9% Tertiary Education   80.7% Tertiary Education 77.0% 

25−54 age group 65.5% 35−64 age group 66.7% 15−44 age group 58.3% 
Full-time 

employment  
55.6% Have visited park 

before 
54.8% 25−54 age group 58.3% 

First time visit to 
NP 

66.9%   Full-time 
employment 

52.1% 

D
em

og
ra

ph
ic

 
 

    First time visit to 
NP 

87.5% 

To see the sights  81.7% To see the sights  75.3% To see the sights  87.5% 

To be with 
family/friends      

53.5% To be close to 
nature     

71.0% To be close to 
nature  

89.6% 

To be close to 
nature  

67.6% Enjoy nature and 
the outdoors 

73.2% To be physically 
active 

60.4% 

Engage in 
recreational 

activities 

52.9%   Engage in 
recreational 

activities 

62.5% 

Enjoy nature and 
the outdoors  

75.3%   Enjoy nature and 
the outdoors  

81.3% 

Learn about 
cultural history  

56.4%   Learn about native 
plants & animals 

68.8% 

R
ea

so
ns

 fo
r 

vi
si

t 

    Learn about 
cultural history 

66.7% 
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Elaboration scores for market segments 
Respondents were asked about how they felt about their experiences overall. Respondents were asked 
if they felt that the interpretive experience made them curious, made them think, made them want to 
talk about what they heard, made them want to know more and/or intrigued them. While this sets out to 
measure the amount of elaboration that has occurred, which indicates if connections were made 
between the topic being interpreted and what they already knew and felt, it can only show how the 
respondents felt overall. For this study, identifying which components of interpretation market 
segments are more satisfied with is not based on elaboration scores, rather elaboration scores are used 
to support findings where satisfaction levels were significant and to measure the overall experience.  

 
Of the three market groups, the International had the largest percentage of its group (58%) scoring 

between 26−35. The Domestic Frequent also had just over half (51%) scoring in the 26−35 range. The 
largest group, Domestic Infrequent, had less than half (41%) score in the 26−35 range. 

  

Table 17 Elaboration scores amongst market segments 

Market Segment ELM Score 
Domestic 

Infrequent  
Domestic 
Frequent 

International 
Visitor 

No score 3.5% 9.7% 6.3% 

5−15 2.1% 3.3% 0.0% 

16−20 21.8% 8.6% 10.4% 

21−25 31.7% 28.0% 25% 

26−35 40.8% 50.5% 58.3% 

 

Market segments and satisfaction levels  
For each component of interpretation the number of responses and mean score for satisfaction rating 
are given, with 1=very dissatisfied and 5=very satisfied. A percentage for each response is also 
provided in each table. 

Domestic visitor infrequent user  
The Domestic Infrequent User recorded high satisfaction ratings for a number of interpretation 
variables. 58% of respondents in this group were very satisfied with the size of the displays, 56% were 
very satisfied with how the information was worded, 52% were very satisfied with the assistance from 
guides and 51% were very satisfied with the use of props or objects.  
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Table 18 Domestic Visitor Infrequent User satisfaction ratings 

*percentage of respondents for category Interpretation  
variable 

N Mean 1 2 3 4 5 
Amount of 
interaction available 

130 4.2 0 4.6 12.3 39.2 43.8 

Use of props or 
objects 

137 4.4 0 3.6 3.6 41.6 51.1 

Use of diagrams or 
pictures  

118 4.3 0 4.2 8.5 39.0 48.3 

Size of displays 139 4.5 0 3.6 4.3 33.8 58.3 
How the information 
was worded/ 
explained 

142 4.5 0 1.4 3.5 38.7 56.3 

Audio/video displays 58 3.8 1.7 6.9 20.7 46.6 24.1 
Audio displays 57 3.9 0 5.3 22.8 49.1 22.8 
Sounds or music 58 4.0 0 6.9 19.0 41.4 32.8 
The novelty  130 4.0 0 6.9 15.4 48.5 29.2 
Brochures available 113 4.0 0 3.5 16.8 54.0 25.7 
Assistance from 
guides 

120 4.2 0 4.2 21.7 22.5 51.7 

 
*5 point scale where 1= very dissatisfied, 5=very satisfied 

Domestic visitor frequent user 
The Domestic Frequent User recorded significant high satisfaction ratings for some of the 
interpretation variables. This group had a total of 93 respondents, and while the satisfaction ratings 
were high for the audio/visual and sounds/music variables, the response rate was low (less than 35%); 
therefore any satisfaction ratings are less likely to be a true indication of response trends for those 
variables. Good response rates were given to the remainder of the variables where 63% were very 
satisfied with how the information was worded/presented, 60% were very satisfied with the assistance 
from the guides, and 58% were very satisfied with the use of diagrams or pictures 
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Table 19 Domestic Visitor Frequent User satisfaction ratings 

*percentage of respondents for category Interpretation  
variable 

N Mean 1 2 3 4 5 
Amount of 
interaction available 

87 4.3 0 8.0 8.0 29.9 54.0 

Use of props or 
objects 

83 4.4 0 3.6 2.4 44.6 49.4 

Use of diagrams or 
pictures  

73 4.4 0 1.4 11.0 30.1 57.5 

Size of displays 83 4.4 0 2.4 7.2 36.1 54.2 
How the information 
was worded/ 
explained 

90 4.6 0 1.1 3.3 32.2 63.3 

Audio/video displays 28 4.4 0 3.6 17.9 14.3 64.3 
Audio displays 27 4.3 0 3.7 14.8 33.3 48.1 
Sounds or music 33 4.3 0 3.0 18.2 21.2 57.6 
The novelty  85 4.3 1.2 1.2 11.8 41.2 44.7 
Brochures available 70 4.0 1.4 2.9 20.0 48.6 27.1 
Assistance from 
guides 

73 4.5 0 1.4 6.8 31.5 60.3 

 
*5 point scale where 1= very dissatisfied, 5=very satisfied 

International visitor 
The International Visitor had only 48 respondents but had a high response rate to all interpretation 
variables except for the audio/video and sounds/music variables. Sixty per cent were very satisfied with 
how the information was worded/explained, 51% were very satisfied the use of props or objects and 
47% were very satisfied with the use of diagrams/pictures. 
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Table 20 International Visitor satisfaction ratings 

*percentage of respondents for category Interpretation  
variable 

N Mean 1 2 3 4 5 
Amount of 
interaction available 

43 4.1 0 0 25.6 39.5 34.9 

Use of props or 
objects 

47 4.4 0 2.1 8.5 38.3 51.1 

Use of diagrams or 
pictures  

38 4.4 0 0 7.9 44.7 47.4 

Size of displays 45 4.4 0 2.2 6.7 44.4 46.7 
How the information 
was worded/ 
explained 

47 4.4 0 2.1 14.9 23.4 59.6 

Audio/video displays 23 4.1 0 0 26.1 34.8 39.1 
Audio displays 19 3.8 0 0 36.8 42.1 21.1 
Sounds or music 25 4.0 0 4.0 28.0 36.0 32.0 
The novelty  43 4.0 0 2.3 27.9 32.6 37.3 
Brochures available 28 3.9 0 7.1 28.6 35.7 28.6 
Assistance from 
guides 

35 4.1 0 5.7 20.0 34.3 40.0 

 
*5 point scale where 1= very dissatisfied, 5=very satisfied 

Summary of Market Segments and Satisfaction Scores 
Figure 4 shows each market group with the general make up of each group, the preferred interpretation 
variables that were rated as ‘very satisfied’ by the respondent and the elaboration score. All of the 
characteristics included had been selected by more than half of the group. The elaboration score 
suggests that, the International and Domestic Frequent were more likely to make connections with the 
topic being interpreted and what they already knew and felt, than the Domestic Infrequent. 
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Figure 4 Summary of market segments 

 

Interpretation Variables, High Satisfaction Scores and Market 
Segments 
In this section each interpretation variable is considered and demographic data, reasons for visits and 
pre-visit information identified which corresponds with high satisfaction scores. These results are based 
on only the ‘satisfied’ and ‘very satisfied’ responses of each interpretation variable and each 

Domestic Infrequent User 
• tertiary education 
• 25−54 
• employed fulltime 
• first time visitor 

Reasons for visit: 
• see the sights 
• enjoy nature/outdoors 
• to be close to nature 
• learn cultural history 
• recreational activities 

Preferred interpretation variables 
• size of displays 
• wording & explanation 
• assistance from guides 
• use of props/objects 

Elaboration/Meaning Making: 
• had less than half 

(40.8%) scored in the  
26−35 range 

Domestic Frequent User 
• tertiary education 
• 36−64 
• Repeat visitor 

Reasons for visit: 
• see the sights 
• enjoy nature/outdoors 
• to be close to nature 

Preferred interpretation variables 
• wording & explanation 
• assistance from guides 
• use of props/objects 

 
Elaboration/Meaning Making: 

• just over half (50.5%) 
scoring in the 26−35 
range 

International Visitor 
• tertiary education 
• 15−54 
• employed fulltime 
• first time visitor 

Reasons for visit: 
• see the sights 
• enjoy nature/outdoors 
• to be close to nature 
• learn cultural history 
• recreational activities 
• learn native flora/fauna

Preferred interpretation variables 
• wording & explanation 
• use of props/objects 
• pictures/diagrams 

 
Elaboration/Meaning Making: 

•  over half of group 
(58.3%) scoring between 
26−35. 
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characteristic listed represents more than half of the group. Therefore the results show that at least half 
the group presented with a particular characteristic that responded with either a ‘satisfied’ or ‘very 
satisfied’ to a particular interpretation variable.  

 
Visitors were asked to rate how important particular reasons were for visiting on a scale from ‘not 

important’ to ‘extremely important’. Percentages for reasons given in the tables below include the 
combined responses of ‘very important’ and ‘extremely important’.     
  

 
Three interpretation variables were not included in this section because of their low response rate 

compared to the rest, these include: the audio visual variable (84 responses), the audio variable (77 
responses) and the music variable (89 responses). 

Amount of interaction 
A total of 218 visitors responded to this question with a ‘satisfied’ or ‘very satisfied’. Of the 218 
responses 71% had obtained a tertiary education, 66% were first time visitors and 62% were aged 
between 25−54. The reason allocated most importance for visiting was to see the sights (81%), to enjoy 
the outdoors (76%) and to be close to nature (73%). 

 
Gender was fairly equally divided with 45% of respondents male and 53% female with the majority 

of respondents engaging in some pre-visit information (only 19% did not obtain any pre-visit 
information). 

Table 21 Amount of interaction 

Demographic Reason/motivation 
Description % Description % 

tertiary qualification 71.0%% see the sights 81.2% 
25−54 61.5% enjoy outdoors 75.7% 
first time visitors  66.1% close to nature 73% 
full-time employed 52.3% learn cultural history 54.2% 
infrequent users 50.7% recreational activities 53.7% 
  learn about native 

animals & plants 
50% 

Use of props or objects 
A total of 251 visitors responded to this question with a ‘satisfied’ or ‘very satisfied’. Of the 251 
responses 72% had obtained a tertiary education, 63% were first time visitors and 61% were aged 
between 25−54. The reason allocated most importance for visiting was to see the sights (82%), to enjoy 
the outdoors (73%) and to be close to nature (72%). 

 
Gender was fairly equally divided with 43% of respondents male and 53% female with the majority 

of respondents engaging in some pre-visit information (only 22% did not obtain any pre-visit 
information). 
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Table 22 Use of props or objects 

Demographic Reason/motivation 
Description % Description % 

tertiary  71.7% see the sights 82.1% 
first time visitors  63.3% enjoy outdoors 73.3% 
25−54 61.3% close to nature 72.1% 
full-time employed 51.0% learn cultural history 53.8% 
infrequent users 52.5% recreational activities 53% 

The use of diagrams, illustrations or pictures 
A total of 206 visitors responded to this question with a ‘satisfied’ or ‘very satisfied’. Of the 206 
responses 78% had obtained a tertiary education, 59% were aged between 25−54 and 54% were first 
time visitors. The reason allocated most importance for visiting was to see the sights (79%), to enjoy 
the outdoors (72%) and to be close to nature (71%). 

 
Gender was fairly equally divided with 42% of respondents male and 52% female with the majority 

of respondents engaging in some pre-visit information (only 26% did not obtain any pre-visit 
information). 

Table 23 Use diagrams, illustrations or pictures 

Demographic Reason/motivation 
Description % Description % 

tertiary  77.1% see the sights 78.7% 
25−54 59.2% enjoy outdoors 71.9% 
first time visitors  53.9% close to nature 70.9% 
infrequent users 51.0% recreational activities 55.8% 
  learn cultural history 53.8% 

The size of displays 
A total of 249 visitors responded to this question with a ‘satisfied’ or ‘very satisfied’. Of the 249 
responses 72% had obtained a tertiary education, 64% were first time visitors, 62% were infrequent 
users and 62% were aged between 25−54. The reason allocated most importance for visiting was to see 
the sights (81%), to enjoy the outdoors (75%) and to be close to nature (62%). 

 
Gender was fairly equally divided with 41% of respondents male and 55% female with the majority 

of respondents engaging in some pre-visit information (only 20% did not obtain any pre-visit 
information). 

Table 24 Size of displays 

Demographic Reason /motivation 
Description % Description % 

tertiary  71.5% see the sights 81.1% 
first time visitors 63.9% enjoy outdoors 75.1% 
25−54 61.5% close to nature 62.3% 
infrequent users 52.5% learn cultural history 56.6% 
Full time employment 51.8% recreational activities 54.3% 
  physically active 50.6% 
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Wording of information 
A total of 265 visitors responded to this question with a ‘satisfied’ or ‘very satisfied’. Of the 265 
responses 73% had obtained a tertiary education, 63% were first time visitors and 62% were aged 
between 25−54. The reason allocated most importance for visiting was to see the sights (80%), to enjoy 
the outdoors (75%) and to be close to nature (72%). 

 
Gender was fairly equally divided with 43% of respondents male and 53% female with the majority 

of respondents engaging in some pre-visit information (only 22% did not obtain any pre-visit 
information). 

Table 25 Wording of information 

Demographic Reason/motivation 
Description % description % 

tertiary  72.8% see the sights 80.4% 
first time visitors 63.4% enjoy outdoors 75.1% 
25−54 61.9% close to nature 72.1% 
infrequent users 51.9% learn cultural history 55.1% 
  recreational activities 54.0% 

The novelty 
A total of 208 visitors responded to this question with a ‘satisfied’ or ‘very satisfied’. Of the 208 
responses 70% had obtained a tertiary education, 63% were first time visitors and 60% were aged 
between 35−64. The reason allocated most importance for visiting was to see the sights (81%), to enjoy 
the outdoors (76%) and to be close to nature (72%). To learn the cultural history (58%) and to learn 
about native animals and plants (51%) were also listed. 

 
Gender was fairly equally divided with 42% of respondents male and 53% female with the majority 

of respondents engaging in some pre-visit information (only 19% did not obtain any pre-visit 
information). 

Table 26 Novelty 

Demographic Reason/motivation 
Description % description % 

tertiary  69.8% see the sights 81.3% 
first time visitors 63.3% enjoy outdoors 75.5% 
35−64 59.6% close to nature 71.6% 
full-time employment 51.3% learn cultural history 58.2% 
  recreational activities 51.4% 
  learn native animals & 

plants 
50.4% 

Brochures available 
A total of 165 visitors responded to this question with a ‘satisfied’ or ‘very satisfied’. Of the 165 
responses 81% had obtained a tertiary education, 64% were aged between 35−64 and 59% were first 
time visitors. The reason allocated most importance for visiting was to see the sights (81%), to enjoy 
the outdoors (76%) and to be close to nature (72%). 

 
Gender was fairly equally divided with 44% of respondents male and 53% female with the majority 

of respondents engaging in some pre-visit information (only 24% did not obtain any pre-visit 
information). 
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Table 27 Brochures available 

Demographic Reason/motivation 
Description % Description % 

tertiary  80.6% see the sights 81.3% 
35-64 64.2% enjoy outdoors 75.5% 
first time visitors 59.4% close to nature 71.6% 
infrequent users 55.9% recreational activities 51.4% 
full-time employment 51.5% learn native animals & 

plants 
50.4% 

  learn cultural history 58.2% 

Assistance from guides 
A total of 185 visitors responded to this question with a ‘satisfied’ or ‘very satisfied’. Of the 185 
responses 73% had obtained a tertiary education, 69% were first time visitors and 63% were aged 
between 25−54. The reason allocated most importance for visiting was to see the sights (82%), to enjoy 
the outdoors (74%) and to be close to nature (72%). To learn the cultural history (58%) and to learn 
about native animals and plants (51%) were also listed. 

 
Gender was fairly equally divided with 44% of respondents male and 54% female with the majority 

of respondents engaging in some pre-visit information (only 19% did not obtain any pre-visit 
information). 

Table 28 Assistance from guides 

Demographic Reason/motivation 
Description % Description % 

tertiary  73.1% see the sights 82.2% 
first time visitors 68.6% enjoy outdoors 74.1% 
25−54 63.2% close to nature 72.4% 
full-time employment 54.1% learn cultural history 54.6% 
  recreational activities 51.3% 

Summary of Interpretation Variables, High Satisfaction and Market 
Segments 

After sorting all the interpretation variables based on their given satisfaction rating (‘satisfied’ and 
‘very satisfied’), characteristics of respondents were able to be identified. As stated at the beginning of 
these results, only characteristics that were held by equal to or more than 50% of the group were listed. 

 
Overall the demographics of the respondents were fairly similar, with all interpretation variables 

receiving high responses from people that had a tertiary education and were first time visitors. 
Differences were in age brackets and the percentage of the group that shared a characteristic. For 
example, when comparing the interpretation variables ‘use of diagrams/pictures’ and ‘size of displays’ 
both had ‘infrequent users’ as a characteristic, but the first interpretation variable had only 50% of its 
respondents as infrequent users compared to 62% of the other interpretation variable.  

 
The three main reasons why people visited national parks were the same for all the interpretation 

variables. These were to ‘see the sights’, ‘enjoy the outdoors’ and ‘to be close to nature’. Reasons that 
were not consistent with all groups were to ‘engage in recreational activities’, ‘be physically active’ 
and ‘learn about the native animals and plants’. 
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This method of viewing all the interpretation variables first and then identifying corresponding 

characteristics does not enable the formation of defined market groups that differ greatly from one 
another. However it does identify characteristics that are significant in each group and highlight the 
need for further investigation to see how they may be further broken down and what connections, if 
any, can be made between these personal factors and satisfaction with interpretation.  
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Chapter 5 

DISCUSSION 

Visitor Profile  
The respondents of the survey conducted in this study had similarities with other surveys carried out in 
national parks. As previously discussed, Griffin and Archer (2001) found that males and females were 
equally divided in their research, with 49% of people working full-time and 13% part-time. They found 
a high level of post secondary qualifications with the majority of visitors originating from within the 
state. Their findings were noted as confirming other studies in Australia that show park visitors as 
being generally well educated with higher status occupations compared to the general population 
(Griffin & Archer 2001). 

 
The results of this survey also showed fairly equally gender ratios (52% males and 44% females) 

and high levels of post secondary qualifications with 73% obtaining tertiary qualifications. The 
percentage of all respondents who worked full-time was 51% and part-time accounting for 17% which 
was very close to Griffin and Archer’s (2001) findings. Visitors from intrastate were very high for the 
parks within Victoria and NSW (87% each of visitors) while the park within Tasmania was very low 
(only 8% of visitors). This may be due to the difference in population sizes each state and the 
marketing strategies, such as that outlined by Tasmanian Tourism Strategy (Tourism Tasmania 2002), 
where they describe target groups as being international holiday makers, visitors who tour the state and 
those taking short breaks.  

 
Research conducted by Griffin and Vacaflores (2004) found that trends in visitation to national 

parks saw the bulk of visitors being domestic tourists. This was also the case with the survey in this 
study with 83% of visitors residing in Australia. Griffin and Vacaflores also found that parks that offer 
an iconic experience have the greatest ability to draw international and interstate visitors. Each of the 
three parks would not be considered as offering an iconic experience; however findings from the 
survey showed that 82% rated seeing the sights as either very important or extremely important as a 
reason for visiting. This may suggest that visitor’s experiences and expectations are centered on the 
scenery and views. 

Satisfaction with Interpretation 

Archer and Griffin (2003) conducted a study of visitor satisfaction at Barrington Tops National Park 
that included satisfaction with the park setting, of which interpretation can be a component. While it 
showed satisfaction ratings with information and interpretation provisions as being low, it did not 
provide any indication of how specific types of interpretation may be linked to visitor experiences. The 
survey in this study did attempt to break down the components of interpretation and measure 
satisfaction scores for each. When combined the results did not clearly show any significant scores with 
most variables receiving high responses. This is probably because the interpretive experiences were 
quite different at each setting. When viewing the results from each park it was not surprising that 
Hastings Cave had 84% of visitors rating a ‘very satisfied’ response with the assistance from guides 
and the Grampians-Gariwerd as having 60% of visitors rating a ‘very satisfied’ with the size of the 
displays. The visitor centre at Blackheath did not receive as many positive responses with the highest 
percentage for a ‘very satisfied’ response being only 44% when responding to use of diagrams and 
pictures. The differences in responses to each setting mean that combined results may not accurately 
show which interpretation variables visitors are most satisfied with unless the setting is defined.  

Making Connections and Provoking New Thoughts  
The results for the elaboration scores suggested that just under half of the visitors (46%) were likely to 
have been provoked by the interpretation to think about the issues being presented and potentially make 
lasting connections. A much smaller amount (19%) of visitors scored in the highest range for 
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elaboration and would be considered as very likely to have made lasting connections. While these 
results are not linked to any specific interpretation variable, they do suggest that visitors can obtain a 
high level of satisfaction by going through different thought processes, such as the central route or 
peripheral route. 
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Chapter 6 

APPLICATIONS FOR INDUSTRY 

With market segments or market groups for each national park varying, depending on the location of 
park, time of year and main attractions to the park, one standardised market segment (such as 
Infrequent Domestic User) may not apply to all parks. Presenting a table that lists market segments and 
corresponding interpretation variables that are linked to high satisfaction ratings may be extremely 
useful for park managers in deciding what interpretation variables to incorporate in their programs for 
their own market segments.  

 
By analysing the interpretation variables based on satisfaction ratings means that corresponding 

demographic traits can be identified. As previously stated though, some demographic traits may have 
stronger links to interpretation variables than others. In an attempt to incorporate this into a useable 
table, multiple symbols ( ) have been placed to show the weighting behind each response. For 
example, of the respondents who indicated high satisfaction scores for the variable ‘the use of pictures 
or diagrams’, 50% were ‘infrequent users’, so this demographic would receive one symbol ( ), where 
as 77% had tertiary qualifications hence receiving three symbols ( ). 

 
Table 29 lists all the demographic traits and what interpretation variables they were satisfied with 

(combined ratings of ‘satisfied’ and ‘very satisfied’) that have been summarised from the above tables. 
This table is designed for park managers to select relevant demographic profiles that correspond with 
their market groups and give recommendations on what interpretation variables to apply.  



An Examination of Influencing Factors 
 

 42

Table 29 Interpretation recommendation 

Interpretation Variable* 

Demographic Interaction Props or 
objects 

Pictures 
diagram 

Size  Words  Novelty Brochure Guides 

25−54 age         

Tertiary  
qualified 

        

1st time  
visitor 

        

Full-time  
employed 

        

Infrequent  
user 

        

Reason for 
visit 

        

See the  
sights 

        

Enjoy  
outdoors 

        

Be close 
 to nature 

        

Learn cultural 
history 

        

Engage 
recreation 

        

Learn plants  
& animals 

        

Be physically 
active 

        

 
= 50%−59% of respondents, =60%−69% of respondents, =70%−79% of respondents, 

=80%−89% of respondents, =90%−100% of respondents. 
 

The more symbols shown represent the larger response rates for that demographic to the 
interpretation variable. For example, visitors with tertiary qualifications had more responses with high 
satisfaction scores with brochures and guides compared to the novelty.   

 
This table provides park managers to match a particular market segment or segments to a preferred 

type or component of interpretation. Of course this table is only based on combined results from three 
parks with very different environments and locations. With such a diverse range of parks in Australia, 
further studies would need to be conducted that obtain data from large amounts of visitors across 
various settings.  

Conclusion  
This study has aimed to develop a process and framework that will enable initiatives in interpretation to 
deliver effective messages to targeted visitor segments in specific settings (protected areas or parks or 
national parks) by isolating interpretation and visitor variables associated with visitor satisfaction 
levels. A review of the literature provided evidence of links between satisfying experiences with 
interpretation and attitude changes that support the underlying philosophies of the park management 
(McArthur 1994; Moscardo 1999; Wearing et al. 2006).  
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Previous satisfaction studies have mainly focused on satisfaction with interpretation provisions as a 
whole and on setting factors within a park. This study identified variables within the interpretive 
presentations, guided activities or displays, and associated satisfaction ratings by park visitors. To 
isolate interpretation variables, this study drew on the Mindfulness Model (of Moscardo 1996) and the 
EROT model of interpretive communication of Ham (2003). From these models eleven variables were 
identified that contributed to an effective interpretive experience. Satisfaction as a concept was also 
reviewed to distinguish what satisfaction means to each visitor. Although many visitors indicated that 
they were very satisfied with certain variables, measuring what effect the high satisfaction rating had 
on the capacity of visitors to make important connections between themselves and the place was 
achieved using the Elaboration Likelihood Model (ELM) (Petty and Capoccio 1992). The study used 
questions from Interpretation Evaluation Tool Kit (Ham & Weiler 2005). These results were able to 
support the inference that high satisfaction scores for some visitors did relate to their depth of thought 
about issues, and consequently may influence their attitudes and behaviour. 

 
The three parks selected provided a variety of interpretive experiences that contained all or most of 

the interpretation variables listed in the survey. Newdegate Caves in Tasmania provided guided tours 
through the cave lasting for about 45 minutes. The Blue Mountains Heritage Centre had a walk through 
display that was informative and interactive, but required updating and improvements. The Brambuk 
Cultural Centre, Victoria offered interpretive exhibitions and displays in a newly furbished setting. 

 
The survey set out to obtain information on visitor profiles and their satisfaction with interpretation 

variables. Visitor profiles were similar to that of other findings with gender being roughly equally 
divided (44% males and 52% females), most residing in Australia residents (83%), employed in full-
time work (51%), majority being highly educated and had visited a park less than four times in the past 
twelve months (58%). Response rates on satisfaction with interpretation variables were high for most 
of the variables with all receiving means scores over 4.0. Variables that received the highest 
satisfaction scores were ‘how the information was worded’ (59%), ‘size of the display’ (55%), 
‘assistance from guides’ (52%), ‘use of pictures/diagrams’ (51%) and ‘use of props’ (50%).  

 
Forming market segments from the visitor profile data was possible and enabled corresponding high 

satisfaction scores to be viewed in relation to each group. Three market groups were formed and 
included the International Tourists, Domestic Visitor Frequent User and Domestic Visitor Infrequent 
User. Their preferred interpretation variables showed variables that received a ‘satisfied’ or ‘very 
satisfied’ rating by more than half of their group. While this data is useful for parks that have these 
market groups, a different format was required to present the data so the findings could be applied to 
more specific target groups. A table was designed using the data where park managers are able to select 
relevant demographic profiles that correspond with their target markets specific to their setting. From 
this, recommendations can be made on what interpretation variables to apply whilst also increasing the 
satisfaction level of visitors.  

 
There were various limitations with this study that would need to be addressed if this area was to be 

further researched. Combined results were used for this study and the interpretive settings for the three 
parks were very different from each other meaning that it was possible that one park may have 
influenced results on any variable. Surveying three very different parks did reveal that visitors attend 
parks for different reasons and have different expectations from certain aspects of the interpretation. 
For this reason, satisfaction with certain variables would not be consistent across all parks as the type 
of interpretive display was different (cave tour, static display). When breaking down each interpretive 
experience into various components, there will always be some level of difficulty in isolating the 
components and making them available for comment in a way that is consistent across all forms of 
interpretation.   



An Examination of Influencing Factors 
 

 44

APPENDIX A: SURVEY 

The survey used was designed with three main sections. The first section attempts to measure the 
visitor satisfaction with the various components of the interpretation provided and why people visit 
national parks. The final section provides basic demographic information. Both of these sections were 
based on previous surveys conducted by authors who had conducted studies on visitors to national 
parks within New South Wales (Griffin & Archer 2005; Archer & Griffin 2003). The second section 
measured the amount of elaboration that occurred with each visitor. This section (Question 4) 
contained five reliable sub-indicators from the Interpretation Evaluation Tool Kit (Ham & Weiler 
2005) which had already been validated. This meant that the questions were worded and presented the 
same way as by Ham and Weiler (2005).  
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The University of Technology, Sydney on behalf of the Sustainable 
Tourism CRC is undertaking a survey of visitors experience and 
satisfaction with interpretation facilities in parks. This will assist us 
in our efforts to better manage parks and to serve you, the visitor. 
 
Everyone in the group (over 14 years of age) is welcome to 
complete the form but please answer the questions for yourself 
unless asked otherwise. The survey is strictly anonymous and 
confidential and should only take about 15 minutes of your time. 
 
Please complete this questionnaire and return to the ranger. Or if 
you prefer complete after you leave the park and mail it to us c/-  
Dr Stephen Wearing,  
University of Technology Sydney, 
PO Box 222 
Lindfield NSW 2070 
 
If you choose to mail, please return to us by 21st July to ensure 
your feedback is included. Thankyou. 
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Your Experience 
 
1. We are interested in knowing how satisfied you were with the type and 
amount of variety in the exhibit/tour. Using the scale below, how 
satisfied were you with each aspect of the presentation or guided 
activities. Please circle (3) appropriate letters for each attribute. 
 
How satisfied were you with: 

 

Variety 
Very 

dissatisfied 
Dissatisfied Neither 

satisfied nor 
dissatisfied 

Satisfied Very 
satisfied 

Not 
applicable/ 
Didn’t use 

office 
use only 

 
the amount of interaction 
available (i.e. getting 
involved,  choice, asking 
questions, participating) 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
inter____ 

 
the use of props or objects 
that were shown 
 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
props____ 

 
the use of diagrams, 
illustrations or pictures 
 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
pict____ 

 
the size of the displays 
 
 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
disp____ 

 
how the information was 
worded or explained 
 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
word____ 

 
the audio/video displays 
 
  

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
audvis___ 

 
the audio displays 
 
 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
audio____ 

 
the sounds or music used  
 
 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
music___ 

 
the novelty of the exhibit/tour 
(different, unusual or 
unexpected) 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
nov___ 

 
the brochures available 
 
 

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
broch___ 

 
assistance from 
guides/staff/volunteers on 
providing further information 
  

 
VD 

 
D 

 
N 

 
S 

 
VS 

 
NA 

 
assist____ 

2. Any further comments 
……………………………………………………………… 
…………………………........................................................................................
............................................................................................................................
............................................................................................................................
............... 
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3. People visit parks for many reasons. On this visit, how important to 
you were the following reasons for visiting? Please circle one answer for 
each reason 
 

Reason for Visit 
Not 

important  
Of Little 

importance 
Somewhat 
important 

Very 
important 

Extremely 
important 

office 
use only 

 
To rest and relax 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
rest_____ 

 
To see the sights 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
sights_____ 

 
To be with family or friends 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
family_____ 

 
To be close to nature 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
nature_____ 

 
To be physically active e.g. exercise 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
active_____ 

 
 
To be alone 
 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
alone_____ 

 
To engage in recreational activities e.g. 
walking 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
rec_____ 

 
To enjoy nature and the outdoors 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
outdoor_____ 

 
 
To lean about the native animals and 
plants 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
native_____ 

 
To learn about the cultural history of 
the area 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 

 
culture_____ 

 
Other (please specify) 
 
 

 
NI 

 
LI 

 
SI 

 
VI 

 
EI 
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How you felt about your experience 
 
For each question place an “X” on the line that best shows how you feel 
about the presentations and guided activity you attended today. 
 
Example 1: if you believe that the presentations and guided activities were 
extremely long, you would place an “X” as follows: 
Overall, the presentations and guided activities I attended today: 
 
         Were long __X_ : ____ : ____ : ____ : ____ : ____ : ____  were short 
        
Example 2: if you believe that the presentations and guided activities were 
neither long nor short, you place an “X” as follows: 
 

Were long ____ : ____ :____ : __X_ : ____ : ____ : ____  were short 
 
Question 4: 
Overall, the presentations and guided activities I attended today… 
 

A)   made me 
curious 

did not make 
me curious 

Office 
use only 

 
curious_____ 

B)      did not 
make 

me think 

 
made me think 

 
 
 

think_____ 

C)   made me 
want to talk 

about what I 
heard 

did not make 
me want to 
talk about 
what I heard 

 
talk_____ 

D)      did not 
make me  

want to know 
more 

 
 
made me want 
to know more 
 
 

 
 
 

know_____ 

E)   intrigued 
me 

 
 _____ : _____ : _____ : _____ : _____ : _____ : _____ 
  
 
 
 
_____ : _____ : _____ : _____ : _____ : _____ : _____ 
 
 
 
 
 
_____ : _____ : _____ : _____ : _____ : _____ : _____ 
 
 
 
 
_____ : _____ : _____ : _____ : _____ : _____ : _____ 
 
 
 
_____ : _____ : _____ : _____ : _____ : _____ : _____ did not 

intrigue me 
 

 
 

intrigued_____ 
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About You 
 
5. Is this your first visit to this NP? Please tick one box 

 
 Yes 

  No 

 
6. Including this visit, how many times have you visited   ANY NP in the last 12 

months? Please tick one box 

 Once   6−10 times 

 2−3 times  11+ times 

 4−5 times    
 

7. In preparation for this visit, where did you obtain information about 
this NP? Please tick all that apply 

 
 Did not obtain any information   Friends or relatives 

 NPWS visitor centre/office  Radio/television/newspaper/magazine 

 NPWS brochure/guidebook  Tourist information centre 

 NPWS internet site  National Park/Tourist guidebook 

 

State Motoring Organisation  
(e.g. NRMA)   

Other (please 
specify)_______________ 

Any comments on the quality of information? 

 
 

 
8. Are you a member of any environmental, conservation or outdoor 
recreation organisation? 
 
Yes  

 

No   

 

If yes, please specify 

 

 
 
9. What was the last level of formal education you completed? 
 

 Primary school  TAFE certificate/diploma 

Office use 
only 

 
 

gender____ 
 
 
 
 
 
 
 
 
 
 

visit_____ 
 
 
 
 
 

 

noinfo____ 

office_____ 

broch____ 

internet___ 

motor____ 

rel_____ 

radio_____ 

tic_____ 

NP______ 

 
 
 
 
 
 
 
 
 
 
 
 

org_____ 
 

Office use 
only 

 
 
 

edu____ 
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 Secondary school   University - bachelors degree/diploma 

 Trade/technical certificate  University - postgraduate 
 
 
10. What is your usual place of residence? 
 
Town/City: _________________________________ 
Postcode: ________ 
Country (if overseas): ________________________ 

 
11. Could you please indicate your gender 
 
 Male 
 Female 

 
12. Could you please indicate which age bracket you fall into 
 

 <15  45−54 
 15−24  55−64 
 25−34  65−74 
 35−44  75+ 

 
13. Which of the following best describes your current employment 
status? Please tick one box 
 

 Home or family duties  Unemployed, looking for work 

 Student   Retired, not looking for work  

 Full-time paid work  Volunteer work 

 Part-time/casual paid work   Other (please specify): 
_____________________________ 

 
 
 
Thank you for your assistance in completing this survey. If you would 
like information about the results of this research please provide as 
email address and we can keep you informed. 
 
Email: _______________________________________ 
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Staff Use Only: 

Name of Park:  

What segment does person fit within:  

Specific interpretation element being dealt
with (guided tour, single standing static 

exhibition, visitor centre):

 

 
 
 
The Sustainable Tourism Cooperative Research Centre was established 
under the Australian Government's Cooperative Research Centres Program 
to underpin the development of a dynamic, internationally competitive and 
sustainable tourism industry. 
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APPENDIX B: GENERAL COMMENTS RECEIVED FROM 
VISITORS WITH SURVEYS 

As part of the survey visitors were asked for general comments about interpretation. The comments 
were placed into categories for analysis. A full list of comments is shown below. 
 
Hastings Caves State Reserve 

1. Very informative and enjoyable. 
2. Excellent tour and presentation. 
3. Thanks for the experience. 
4. Avery good guide, very helpful. 
5. A good guide makes all the difference. 
6. Less unfunny jokes would have made it more convenient. 
7. I thought it was so good I want to go through it again, thank you Em and Karyn Jarvie. 
8. Would like more lighting. 
9. People should be asked not to take flash photos when complete blackout is being 

demonstrated. 
10. The guide really knew his stuff and really enjoys his job. 
11. Keep the display of the natural exhibit the way it is. 

 
Brambuk Cultural Centre 

12. More indigenous information of early explorers/new info. 
13. Friendly, helpful. 
14. Focused on area. 
15. Correct spelling. 
16. Would like to see more geology. 
17. Unable to find interpretive brochure. Not approached by any staff. When asked staff at shop 

unable to answer question. 
18. Not happy about gap between films. 
19. Was very satisfied with the basket weaving and the opportunity to be taught by indigenous 

Australians. 
20. I thought we may have seen a few more examples of rock art, not just the one of Bunjill. 
21. Announcements of activities. 
22. Overall a very informative and interesting exhibit. 
23. Would like to see more ‘tactile’ interactive displays for those who do not attend the 

workshops. Would also like to see a sacred bush temple space for individual worship. 
24. Especially the movies in the theatre were really good. 
25. Quality of displays, signed walks and facilities for tourists have improved greatly.  
26. This is a brilliant information venue. It is top information in a brilliant environment. Yay. 
27. Loved it. A lovely surprise. 
28. Did not attend any of the audio/video displays. No-one came up to explain anything about the 

exhibits. 
29. No tour was undertaken by me, so unable to really comment on some of these points. 
30. Some of the labelling too small and obscured. 
31. Some of the displays, the writing (font size) was on the small side. 
32. I found the experience informative. 
33. The video with interview etc was very helpful with understanding Koori perspective(s). 
34. Very helpful friendly staff. You can make as much or as little of it as you wish. 
35. Not much interaction for children. 
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Blue Mountains Heritage Centre 

36. Some expert advice needed on some aspects—some interesting information not available, e.g. 
Kalong Falls rescue etc. 

37. Great idea but needs updating. 
38. Compared with say the Kangaroo Island interpretive centre this is dated (and dare I say it 

boring). 
39. Good basis, but too crowded, needs some interactive displays. Current display is dated, faded 

and lack appeal. 
40. Good historical overview of region and its development. 
41. I always consider NPWS displays to be informative and inspiring. 
42. Very helpful stalls. 
43. Nothing to involve children. No colours. No lighting. No activity. Great that it is there but not 

effective need sound. 
44. A lot of very interesting information. 
45. A number of the exhibits are getting old and dilapidated, need upkeep/renewal. 
46. Just to look and didn’t come in seeking extra assistance for info or expecting it. 
47. Needs to be updated. 
48. Shame some pieces of the exhibit were missing and photos faded. 
49. I didn’t ask for further info but feel quite sure it would have been available. 
50. Out of date. 
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• Travel and tourism industry
• Academic researchers
• Government policy makers

• New products, services and technologies
• Uptake of research finding by business, 
  government and academe
• Improved business productivity
• Industry-ready post-graduate students
• Public good benefits for tourism destinations
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business services both nationally and internationally.
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The Sustainable Tourism Cooperative Research Centre 

(STCRC) is established under the Australian Government’s 

Cooperative Research Centres Program. STCRC is the 

world’s leading scientific institution delivering research to 

support the sustainability of travel and tourism – one of 

the world’s largest and fastest growing industries.

Introduction 

The STCRC has grown to be the largest, dedicated tourism 

research organisation in the world, with $187 million 

invested in tourism research programs, commercialisation 

and education since 1997.

The STCRC was established in July 2003 under the 

Commonwealth Government’s CRC program and is an 

extension of the previous Tourism CRC, which operated 

from 1997 to 2003.

Role and responsibilities 

The Commonwealth CRC program aims to turn research 

outcomes into successful new products, services and 

technologies. This enables Australian industries to be more 

efficient, productive and competitive.

The program emphasises collaboration between businesses 

and researchers to maximise the benefits of research 

through utilisation, commercialisation and technology 

transfer.  

An education component focuses on producing graduates 

with skills relevant to industry needs.

STCRC’s objectives are to enhance:

•	 the contribution of long-term scientific  

and technological research and innovation  

to Australia’s sustainable economic and social 

development;

•	 the	transfer	of	research	outputs	into	outcomes	of	

economic, environmental or social benefit to Australia;

•	 the	value	of	graduate	researchers	to	Australia;

•	 collaboration	among	researchers,	between	researchers	

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

intellectual and other research outcomes.




