
 

    

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

A RESEARCH KIT FOR VISITOR 

INFORMATION CENTRES 

ASSESSING YOUR CONTRIBUTION TO TOURISM YIELD 



 

    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Copyright © CRC for Sustainable Tourism Pty Ltd 2005 

All rights reserved. Apart from fair dealing for the purposes of study, research, criticism or review as 
permitted under the Copyright Act, no part of this kit may be reproduced by any process without written 
permission from the publisher. Any enquiries should be directed to Brad Cox, Communications Manager 
[brad@crctourism.com.au] or Vanessa Atkins, Assistant Marketing Coordinator 
[vanessa@crctourism.com.au]. 



 
VICkit Handbook   Assessing your contribution to Tourism Yield 

 1   

VICKIT HANDBOOK 
TABLE OF CONTENTS 

 
BACKGROUND .......................................................................................................................................................... 2 

 
THE HANDBOOK ......................................................................................................................................................... 2 

 
THE QUESTIONNAIRE.................................................................................................................................................. 2 

 
THE DATA ENTRY TOOL ............................................................................................................................................. 2 

 
THE EXCEL SPREADSHEET .......................................................................................................................................... 2 

 

GETTING STARTED -- LOADING THE KIT ONTO YOUR COMPUTER ...................................................... 3 

 

PRINTING VICKIT RESULT TABLES .................................................................................................................. 4 

 

TECHNICAL HELP.................................................................................................................................................... 4 
 

THE PROCESS............................................................................................................................................................ 5 

 
COLLECTING THE DATA.............................................................................................................................................. 5 

 
INTERVIEWING............................................................................................................................................................ 5 

 
WHO TO APPROACH.................................................................................................................................................... 6 

 
SAMPLE SIZE .............................................................................................................................................................. 6 

 
WHEN TO CONDUCT THE SURVEY............................................................................................................................... 6 

 
ENTERING THE DATA .................................................................................................................................................. 7 

 
ANALYSING THE RESULTS .......................................................................................................................................... 9 

 
Yield Influence (1) & Yield Influence (2) ............................................................................................................. 10 
Demographics and Travel Party Description ...................................................................................................... 16 
Past Behavior to the Region................................................................................................................................. 17 
Current Trip Behaviour........................................................................................................................................ 17 
VIC Satisfaction ................................................................................................................................................... 18 

 

MANAGING THE RESULTS.................................................................................................................................. 19 

 

EMERGING STRATEGIES..................................................................................................................................... 20 

 

IMPLEMENTING THE KIT – A QUICK GUIDE................................................................................................ 21 



 
VICkit Handbook   Assessing your contribution to Tourism Yield 
 

 2  

 
Background 
 
Tourism industry performance has tended to be measured according to visitor numbers.  
It is well recognised that this has led to profitless volume in the industry and there are 
now strong moves to focus on yield in order to deliver more substantial economic 
benefits.  Visitor Information Centres (VICs) can play an important role in increasing the 
yield of tourism within destinations. This kit allows VICs to assess their contribution to 
tourism yield and to identify strategies for increasing this contribution.  
 
The kit was designed to help understand how VICs contribute to increased tourism yield 
in their region.  The survey helps identify the role of the VIC in changing visitor 
behaviour in order to increase yield. Behaviour such as: increasing length of stay, 
increasing activities undertaken and increasing the likelihood of repeat visitation are all 
factors which contribute to tourism yield. 
 
Every time you conduct this study, you will be collecting and analysing data to determine 
the role of your VIC in enhancing tourism yield within your region.  You are also able to 
monitor aspects such as VIC service quality, tourism knowledge and the ability of staff to 
‘up-sell’ tourism facilities such as accommodation, attractions and tour opportunities.  
The data can be collected easily by either interviews conducted by volunteers or paid 
staff of the VIC, or via questionnaires which visitors self-complete. The kit consists of the 
handbook, the questionnaire and an excel spreadsheet containing the data entry tool 
and results tables.   
 
The Handbook 
The handbook utilises a case study to walk you through the research process and help 
familiarise you with the elements of the kit.  The case study will also help you interpret 
your generated results and provide you with hints as to how these results may become 
strategies for increasing tourist yield. 
 
The Questionnaire 
The questionnaire may be printed and photocopied to suit your needs.  It is suggested 
that at least 150 questionnaires are completed in order to provide a sound basis for 
utilising the results from the study. An optional survey cover sheet has been included to 
give your visitors a background to the survey & additional information on your region. 
 
The Data Entry Tool 
The data entry tool, located within the excel spreadsheet, appears as an electronic 
version of the questionnaire form.  The form simplifies the data entry process and helps 
to reduce errors.  Once data entry has been completed, you can click on the “update 
tables” button, and the result tables will be automatically updated. 
 
The Excel Spreadsheet 
This file contains the data entry tool, index, the raw data, a glossary of terms used 
throughout the kit and a series of results tables.  These results tables will automatically 
update with the most recent data entered with the simple click of a button. 
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When conducting a survey, it is useful to have a cover sheet explaining the purpose of 
the survey to participants.  If the questionnaires are to be completed by the respondents 
(visitors), then the cover sheet can be stapled to the front of each questionnaire.  If the 
survey is being conducted using interviews, a copy can be provided to the interviewer to 
prompt them to explain the details of the survey to the respondent (visitor).  It is also a 
good idea to have a few of these cover sheets spare in case the visitor wishes to take 
one with them for their records. A Microsoft Word version of a suggested cover sheet is 
included on your CD-ROM. 
 
Getting started -- Loading the kit onto your computer 
 
Minimum Requirements: 

- 60 MB Hard Drive Space 
- CD-ROM 
- Windows 98 or later 
- Microsoft Excel 2000 or later  
- The screen resolution must be set to a minimum 1024 x 768 pixels 
- You must have Macros Enabled in Excel.  

 
Note: A macro is a series of command functions that allow the automated functions of 
this kit to run. 
 

When opening the excel file, a pop-up box may appear reading: 
 
 
 

 
- We recommend setting your macro security to medium.  
- In Excel, click on the ‘tools’ command in the top menu, then ‘macro, then 

‘security’.  
- Set the security to Medium. 
- Each time you use the kit, a box will appear asking if you want to ‘enable 

macros’ 
- Select to enable macros. 

 
To install the kit on to your computer 

1) Insert the VICkit Installation CD into your CD-ROM 
2) On the disk you will have an Excel file named VICkit, a copy of this Handbook, 

and a copy of the survey. 
3) Open the excel file & ensure your security is set to medium and macros are 

enabled. 
4) Save the file by clicking on “File”, “Save As” Rename and save into a folder on 

your computer – it is a good idea to name the file with an indication of the time 
period in which you are conducting the survey.  This allows you to use the kit 
over and over again, conducting the research on an annual or biennial basis. 

Macros are disabled because the security level is set to high/very high. To run the 
macros, change the security level to a lower setting & verify the macros are signed & 
trusted. 
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5) Please note that due to the large size of the VICkit file, you may experience a 
delay of a few seconds when loading the kit onto your computer.  

 
Working through the process and case study will provide you with instructions for using 
the VICkit. Alternatively, the Quick Guide at the end of this handbook provides you with 
a quick reference tool. 
 
Printing VICkit Result Tables 

 
Due to the variant nature of the result tables dependent upon the data entered, some 
result tables will be of a different size than others. You may notice some blank grey 
areas within your result tables – these are merely due to the fact that not all possible 
answers may have been collected for that particular question. Once more data has been 
entered, these gaps may be filled and the tables made consequently larger.  
 
There are two ways in which you can print your results tables.  
 

1. Select the individual areas you wish to print  
• Highlight the area you want to print.  
• On the File menu, point to Print Area, and then click Set Print Area. 
• On the File menu, click print. In ‘print what’ box, click selection. 

To clear a print area: 

• On the File menu, point to Print Area, and click Clear Print Area 

OR 

2. Copy & Paste the tables into a word document to create your own report 
• Highlight the tables you wish to copy 
• In the Edit menu, click copy  

Open a blank word document and paste tables. 
 
 
 

Technical Help 
 

For technical help and further enquiries regarding the VICkit, 
Please contact: 

 
The VICkit Help Line 

Email: VICkit@crctourism.com.au 
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The Process  
 
To assist in walking you through the process of carrying out this study, the results and 
experiences of the Canberra and Region Visitor Centre (CRVC) have been used as a 
case study throughout this handbook.  Sections in italics refer to the CRVC experience. 
 
Collecting the Data 
 
Surveying took place at the Canberra and Region Visitor Centre (CRVC) over a 9 day 
period including two weekends. This time period allowed for different types of visitors to 
be surveyed as the weekday traffic at the CRVC tends to be different from those who 
visit the centre on weekends.  Staffing front of house (including the counter) in the 
centre is made up of 4 volunteers and 1 paid staff member.  Volunteers have an 
afternoon shift and a morning shift (total of 4 on at all times).  It was decided that visitors 
would complete the surveys themselves rather than have staff or volunteers 
interviewing. Visitors were asked to complete a survey either when they approached the 
counter to get information, or when they were seated and reading the material they had 
just collected.  Although surveying was conducted using a self completion method, an 
extra volunteer was rostered across the weekend to approach possible participants and 
to answer questions.  Volunteers conducting the survey enjoyed the opportunity to 
“mingle and greet” the visitors and perform a duty outside of their normal routine. 
 
Interviewing 
 
If collecting your survey using interviews, it is important that your researchers are fully 
briefed and trained.  The interviewer services as a link between the VIC and the visitor 
when conducting the survey, so it is important that they understand why the survey is 
being conducted and can interpret any feedback provided by the visitor.  In addition to 
understanding the purpose of the survey, the interviewer must also be VERY familiar 
with the questions.  It is a good idea to get interviewers to read the questions out loud, 
either at home by themselves, or to other interviewers being trained. 
 
Approaching visitors as potential respondents is often the most difficult part of 
interviewing. In order to provide both consistency and confidence it is a good idea to 
provide interviewers with a script that they can follow.  The optional survey cover sheet 
outlines an introduction to the survey. Conversely, the way an interview finished is also 
important, and interviewers should be reminded to always thank respondents for giving 
up their time to complete the interview.  Respondents should also have the option of 
being provided with contact details of the person conducting the survey in case they 
wish to get further information.  Once again the survey coversheet usually serves this 
purpose and it is a good idea to have a few copies of these on hand to provide to those 
who want this additional information. 
 
Here are a few tips to help interviewers conduct quality interviews: 
 

• Ask the questions exactly as they are worded 
• Ask the questions in the order that they appear 
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• Ask all of the questions – don’t assume answers to questions 
• Don’t rush the respondent 
• If the respondents offer open ended responses or comments, record them 
verbatim 
• Make sure you are speaking at a pace that is easy to understand and follow -- if 
you talk quickly, respondents will not be able to absorb the question you have asked 
them. 
• If a respondent seeks clarification about a question or does not understand what 
is being asked, try repeating the question.  If further explanation is needed, make 
sure that you don’t actually answer the question on the respondent’s behalf. 
• Thank the respondent for their time at the end of the interview. 

 
 
Who to approach 
 
To ensure that a random sample is collected, it is important that the same procedures 
are followed each time an interview is conducted or a visitor is approached to complete 
a questionnaire.  If you are just leaving the questionnaires for the visitor to pick up, make 
sure they are in a prominent place and that there is a clear place for completed surveys 
to be returned.  A common method is to place a box next to the uncompleted surveys for 
the completed surveys to be returned. 
 
The easiest way to conduct interviews is to have the interviewer remain stationary, with 
visitors walking past them.  Make sure the interview area has a good flow of people, but 
that you will not be in the way by conducting an interview.  As each interview is 
completed, interviewers should be instructed to check the completed questionnaire for 
completeness and legibility, and then approach the next person to pass them.  
Interviewers should be given strict instructions to be random in selecting respondents. 
Random selection means that all visitors have equal chance of being selected. 
Appropriate rules could be: 
 

• Asking the next person you see 
• Asking every tenth person through the door 
• Surveying on different days and time of the day 

 
The important point is that the same procedure is followed for every interview. 
 
Sample Size 
 
Unfortunately there is no simple answer to the question of sample size.  As the Visitor 
Information Centre survey is fairly simple and brief, a sample of 150 respondents was 
collected by the CRVC and deemed as acceptable.   
 
When to Conduct the Survey 
It is important to keep your target group in mind when deciding when and how to survey, 
making sure you capture a good cross section in your sample. You may decide to run 
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the survey a number of times throughout the year and analyse results separately for 
each survey time, and for all your results combined. 
 
 Also remember that your results will really only represent a snapshot in time, so if you 
conduct the survey during the school holidays, the demographic characteristics may 
only be representative of that time period. For example you may have a lot more family 
groups than school term times.  If you are conducting the survey each year, make sure 
you conduct it around the same time period each year so that the results are 
comparable. 
 
If you find that not many people are completing the survey you can try: 

• offering a small incentive to those that complete each survey such as a postcard 
or a sticker, or  

• Conducting the survey interview style - getting volunteers or staff to actually ask 
visitors the questions that are found on the questionnaire. 

 
Visitors were asked to place the completed questionnaires in a box provided by the door 
or hand back to a staff member or volunteer. 
 
As questionnaires are completed, keep in a safe place, making sure you keep track of 
how many are collected.  Once you have a sample size that you are happy with (the 
CRVC collected 150 over this period), you can begin entering the data. 
 
Entering the data 
 
Before entering the data, number each completed questionnaire in the top left hand 
corner.  This is the questionnaire’s ID number and if you enter the surveys in order, will 
allow you to go back and compare questionnaires and their corresponding entered data. 
 
When entering a survey, if a respondent has not answered a question, leave the field 
blank and proceed to the next question. If you make a mistake when entering your data, 
you can correct errors in the “Entered Data” section of spreadsheet.  It is important to 
take note of the survey ID number of the survey in which you made the mistake.   
 
In the “Entered Data” section, the ID column is the first column in the spreadsheet. The 
following columns are ordered according to the order of the questions (If you put your 
cursor over the red triangle in the top left hand corner of each column, a box will appear 
showing you what question each column relates to).  Find the questionnaire that you 
have entered incorrectly using the ID number, and go to the column that needs 
correcting.  Changing this spreadsheet will also change the tables once you click on the 
“Update Tables” button on the Introduction page. 
 
It is now time to use the electronic component of the VICkit.   
 
When you are opening the VICkit file, you will be prompted to enable or disable macros -

Make sure you allow macros to be enabled. 
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Each time you open the VICkit you will be directed to the “Introduction” page.  It is from 
here that you can enter data and update the tables in order to begin your analysis.   
 
A data entry tool has been provided in the excel spreadsheet in your kit. This tool has 
been designed to simplify the data entry process and to minimise errors. To access this 
data entry tool, click on the button, “Enter Survey Data” located on the Introduction page 
(Figure 1).  This will then bring up an electronic version of the questionnaire and 
includes drop down menus for your convenience.  Once you have finished entering a 
questionnaire, click on the “Add Record” button (Figure 2). This automatically enters the 
data into the excel spreadsheet. You can enter as many surveys at once as you wish.  
 
Tip:  Remember to always save your file before closing. 
 
Figure 1 – The introduction page 
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Figure 2 – The Data Entry Tool 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Analysing the Results 
 
Once you have finished entering all the completed questionnaires, it is time to analyse 
your results. Each result table will show the corresponding question it relates to in the 
survey in bold brackets (#) for your reference. 
 
If you are familiar with Microsoft Excel and wish to run further analysis, the raw data is 
also available within the excel file on the last sheet in the file, “Entered Data”. 
 
As previously mentioned, each time you open the VICkit you will be directed to the 
“Introduction” page.  It is here that you can update the tables with the most recently 
entered data, in order to begin your analysis.  Simply click on the “Update tables” button 
and all the tables within the file will be updated with all the data you have entered. 
 
You are able to navigate your way around the VICkit using either the tabs across the 
bottom of the screen, or via the “Index” page.  From the “Index” page, simply click on the 
title of the page or the specific table that you wish to view (Figure 3).  The menu on this 
page can be expanded or contracted using the + or – handles in the left hand column. 
 
Tip:  CTRL + Home will return you to the top of any page 
 

If the data entry tool appears too big 
for your screen, ensure the 
resolution is correct (see Getting 
Started-loading the kit onto your 
computer”. Or minimise your task 
bar to allow more screen space. 
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The results tables have been broken down into the following categories: 
 
 Yield Influence 
 Yield Influence (2) 
 Demographics 
 Travel Party Description 
 Past Behaviour to the Region 
 Current Trip Behaviour 
 VIC Satisfaction 

 
Note:  Sometimes when viewing your tables, a pivot table field list may appear - simply 
close this using the closer button   X   in the top right hand corner. 
Note: If your table columns are not wide enough for you to view either the data or the 
labels clearly, double-click the boundary to the right of the column heading for that table. 
 
Figure 3 – Navigating around the VICkit 
 

 

 

 

 

 

 

 

 

 

 

 

 

Yield Influence (1) & Yield Influence (2) 
The first two results pages, Yield Influence and Yield Influence (2), are where you will 
find the key results tables relating to yield issues.  Below is a summary of some of the 
results for the CRVC that fall within these categories. 

Use the + or – buttons to 
expand or contract the 
menu 

Double-click the 
boundary lines to expand 
the size of each cell to 
view entire cell contents 
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Results indicate that information provided by the CRVC influenced 37% of visitors to 
stay longer within the region (Table 1), varying from a few hours to 14 nights or more 
(Table 2).  Literature suggests that extended length of stay has a positive impact on 
tourism yield. 
 
             Table 1.                    Table 2. 
 
How many respondents were      How much more time than planned? (Q12a) 
influenced to stay longer as a  
result of visiting the Visitors Centre? (Q12b.) 
 
     
Infltime Total 
1. Less than 
Planned 

01.49% 

2. Same as 
Planned 

61.94% 

3. More than 
Planned 

36.57% 

Grand Total 100.00% 
    

 
Respondents indicated that the information they gained from the CRVC influenced them 
to participate in more activities (Table 3).  This is a significant indicator that the Centre is 
successful in promoting its regional products to customers.  
 
Tables are also provided that will show which activities visitors were interested in.  
 

Table 3. 
 

How many respondents were influenced to undertake more activities as a result of visiting the 
Visitors Centre? (Q12b) 

 
     
Inflactivities Total 
1.  Less 
Activities 

01.55%

2.  Same 
Activities 

43.41%

3.  Different 
Activities 

08.53%

4.  More 
Activities 

46.51%

Grand Total 100.00%

    

 

     
Moretime Total 
0. Couple of 
Hours 

26.09%

1. Day Trip 21.74%
2. Overnight 21.74%
3. 2-4 nights 08.70%
4. 5-14 nights 13.04%

5. 14 nights or 
more 

08.70%

Grand Total 100.00%
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Following access to staff knowledge and information from the CRVC, 39% of 
respondents were encouraged to visit regions surrounding Canberra (Table 4).  This 
provides an opportunity for the CRVC  to work collaboratively with regional areas to 
further improve tourism yield. 
 

Table 4. 
 

Can the information gained at the Visitor Centre influence respondents to visit surrounding 
regions? (Q14) 

 
     
Information Total 
No 60.74%
Yes 39.26%
Grand Total 100.00%
    

 
Also as a consequence of the high levels of satisfaction and information provision, 81% 
respondents stated that they would return to the region (Table 5).  With a large 
percentage of respondents indicating that this return visit would be between 2-4 nights in 
duration (Table 6). The CRVC has used this finding in planning a customer relationship 
management strategy which can follow up with visitors who indicated a desire to return. 
 
               Table 5.        Table 6. 
 
Can the information gained     How long may that return visit be? (Q13a) 
at the Visitor Centre influence 
a respondent's likelihood to  
return? (Q13) 

 
    
 
 
 
 
 
 
 

The Yield Influence (2) section is a series of Cross-Tabulation tables which enables you 
to examine the responses to one question relative to responses to one or more other 
questions.  These tables provide insights into patterns of behaviour, but do not detect if 
there are significant differences between groups of people.  On this page, the tables 
help to identify “After visiting the VIC, which groups of people are more likely to be 
influenced…?”  The following is an example of the result tables from the CRVC study. 
 
After visiting the CRVC, it was found that although the travel group that people belonged 
to seemed to have little effect on whether or not they spent more time in the region 
(Table 7), adult couples appeared to be the most likely of the travel party groups to 

     
LengthTrip Total 
1. Day Trip 11.90% 
2. Overnight 15.48% 
3. 2-4 nights 42.86% 
4. 5-14 nights 17.86% 
5. 14 nights or 
more 

11.90% 

Grand Total 100.00% 

    

     
InflReturn Total 
No 19.42% 
Yes 80.58% 
Grand Total 100.00% 
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undertake more activities than planned (Table 8). This information may help to 
encourage operators to allow short term / last minute bookings for activities appealing to 
this market. 
 

Table 7 
 
Which travel groups are more likely to be influenced to spend more time in the region? (Q4 + 12a) 

 
   Infltime       
TravelGrp 1. Less 

than 
Planned 

2. Same 
as 
Planned 

3. More 
than 
Planned 

Grand 
Total 

1. Travelling Alone   9 5 14 

2. Adult Couple 1 37 21 59 
3. Family Group 1 20 9 30 
4. Friends/Relatives 
with Children 

  7 3 10 

5. Friends/Relatives 
without Children 

  9 7 16 

6. Business Associates 
travelling with Family 

    1 1 

7. Business Associates 
travelling without Family 

  1 1 2 

8. 
School/College/Sporting 
Group or club 

    2 2 

Grand Total 2 83 49 134 
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Table 8 
 
Which travel groups are more likely to be influenced to do more activities whilst in the region? (Q4 + 12b) 
 

   Inflactivities         
TravelGrp 1.  Less 

Activities 
2.  
Same 
Activities

3.  
Different 
Activities

4.  More 
Activities 

Grand 
Total 

1. Travelling Alone   6 1 6 13 

2. Adult Couple   22 4 31 57 
3. Family Group 1 14 2 11 28 
4. Friends/Relatives 
with Children 

  4 1 5 10 

5. Friends/Relatives 
without Children 

1 9 1 6 17 

6. Business Associates 
travelling with Family 

      1 1 

7. Business Associates 
travelling without Family 

    2   2 

8. 
School/College/Sporting 
Group or club 

  1     1 

Grand Total 2 56 11 60 129 
            

*Read these tables by following across the rows to determine whether each group spent 
less time than planned, the same time as planned, or more time than planned etc.  
Beware of Row totals of less than 10 as there would not be enough respondents to 
reveal a pattern.   
 
Always start with the count figures and then convert into percentages if you wish once 
validity has been established.  You switch between count view and percentage view by 
clicking on the relevant button in the right hand column of the spreadsheet (see Figure 
4). 
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Figure 4.  Changing counts to percentages  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
After visiting the CRVC, it was found that even those who had made all their 
accommodation bookings before leaving home, were still able to be persuaded to spend 
more time in the region (Table 9).  This shows that even the markets that have done the 
majority of their trip planning before leaving home, need to be encouraged to visit the 
CRVC.  The information could also be used to facilitate further partnerships between the 
CRVC and the accommodation sector.  Accommodation houses to recommend visiting 
the CRVC once they arrive, or indicate how easy it would be for visitors to extend their 
stay / booking at the establishment. 
 

Table 9. 
 

Which pre trip planning patterns allow respondents to spend more time in the region? (Q10 + 12a) 
 

Accommodation         
     Infltime       
  Accomm 1. Less 

than 
Planned 

2. Same 
as 
Planned 

3. More 
than 
Planned 

Grand 
Total 

  1. Not Planned   33 15 48 
  2. Some Plans   6 1 7 
  3. Complete 

Plans 
2 29 21 52 

  Grand Total 2 68 37 107 
           

Click on the 
relevant 
button to 
change to 
view to either 
counts or 
percentages. 
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Demographics and Travel Party Description 
 
The next two spreadsheet pages are the Demographics results and the Travel Party 
Descriptions page.  These provide summary tables of the key demographic and travel 
party results derived from the study.  As with the Yield tables, we will use the CRVC 
results as a guide for how you can use these tables. 
 
Survey results indicate that the CRVC has a clear clientele 
with 43% of visitors being adult couples, with a secondary market of family groups 
(21.5%) (Table 10).  Results also indicate that the main age group for these visitors was 
evenly distributed from 35-64 years (Table 11). 
 
 
                  Table 10.         Table 11. 
 
      % Summary of Travel Party (Q4)            % Summary of Age of Respondents (Q3) 
                 

        
   
 
   
  
 
 

 

     
TravelGrp Total 
1. Travelling Alone 10.74% 
2. Adult Couple 42.95% 
3. Family Group 21.48% 
4. Friends/Relatives with 
Children 

08.05% 

5. Friends/Relatives 
without Children 

12.75% 

6. Business Associates 
travelling with Family 

00.67% 

7. Business Associates 
travelling without Family 

01.34% 

8. 
School/College/Sporting 
Group or club 

02.01% 

Grand Total 100.00% 
    

     
AgeGrp Total 
1. Under 25 06.71% 
2. 25-34 12.08% 
3. 35-44 20.81% 
4. 45-54 24.16% 
5. 55-64 20.13% 
6. 65+ 16.11% 

Grand Total 100.00% 
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Past Behavior to the Region 
 
Survey data indicates that 97% of visitors to Canberra are repeat visitors (Table 12).  Of 
these visitors 54% have visited between 1-4 times, and 45% have visited 5 times or 
more.  Statistics have further indicated that 31% of these repeat visitors have visited the 
Canberra Visitors Centre before (Table 13).  This is significant in terms of opportunities 
for the Centre to develop customer management strategies over time. 
 
             Table 12      Table 13 
 
How many times have respondents    Did respondents visit the VIC on their most  
previously visited the region?  (Q5)   recent visit? (Q5b) 

    
    
 
 
 
 
 

 

 

Current Trip Behaviour 
 
The results of survey questions referring to a visitor’s current trip behavior are found on 
the spreadsheet page titled “Current Trip Behaviour”. 
 
Survey results indicate that the visitors to the CRVC were mainly (55%) visiting 
Canberra as the sole destination for that trip (Table 14).  The majority had also made the 
visit the CRVC at either the beginning or middle of their trip indicating that they were 
looking form more information at an early stage of their journey (Table 15).  Results also 
indicate that the majority of visitors were visiting for a day trip or short break, providing 
further insights in to the type of market the CRVC is currently attracting (Table 16). 
 

Table 14 
 

Where does this destination fit into respondents’ current trip? (Q7) 
  

Destinations Total 
1. Only destination 55.48% 
2. One of a number 

of destinations 
33.56% 

3. Not a destination - 
just passing through 

10.96% 

Grand Total 100.00%
  

     
VisitCntr Total 
No 69.29% 
Yes 30.71% 
Grand Total 100.00% 
    

     
NoVisits Total 
1. This is my 
first visit 

02.31% 

2. Visited 1-4 
Times 

53.08% 

3. Visited 5 
times or more 

44.62% 

Grand Total 100.00% 
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               Table 15              Table 16 
 
Where does this visit to the VIC fit  What is a respondent Length of Stay in  
into respondents’ current trip? (Q8)  the region on this trip? (Q9) 

   
    
 
 
 
 
 
 
 

VIC Satisfaction 
 
The final results page in the spreadsheet refers to the ratings that visitors gave various 
elements of their VIC experience. 
 
Results show that service attributes that rated highest were friendliness of staff and staff 
knowledge (Table 17). Such results are great boosters of staff moral and evidence of the 
value of funding staff training and familiarization programs. 
 

Table 17. 
 

How did respondents rate the various aspects of the VIC? (Q11) 
 

 
 
 

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

 

     
LengthStay Total 
1. Day Trip 33.78% 
2. Overnight 22.97% 
3. 2-4 nights 31.76% 
4. 5-14 nights 08.78% 
5. 14 nights or more 02.70% 
Grand Total 100.00% 
    

     
VICVisit Total 
1. Beginning of this 
trip 

44.59% 

2. Middle of this trip 41.22% 
3. End of this trip 14.19% 
Grand Total 100.00% 
    

Staff Knowledge 
       
  StaffKnow Total 
  1. Poor 00.70% 
  2. Fair 00.70% 
  3. Average 05.63% 
  4. Good 33.80% 
  5. Very Good 59.15% 
  Grand Total 100.00% 
    

 
 
 
 
 
 
 
 
 

  

   

Touch Screens / Computers 
       
  Screens Total 
  1. Poor 01.19%
  2. Fair 01.19%
  3. Average 09.52%
  4. Good 42.86%
  5. Very Good 45.24%
  Grand Total 100.00%
      

Friendliness 
       

  Friendly Total 
  1. Poor 00.71%
  2. Fair 00.71%
  3. Average 01.43%
  4. Good 29.29%
  5. Very Good 67.86%
  Grand Total 100.00%
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Managing the Results 
 
As well as collecting, entering and analysing the data, you must also think about what 
you will do with the information you have now gained.  The way you manage your 
results is often the difference between a valuable collection, and an otherwise one off 
project.  The following are some things to keep in mind: 
 

• Once you have created your result tables and you are trying to interpret the 
results, it is a good idea to show others the results.  Distributing the results to a 
key group of stakeholders, and organise a time that you can come together and 
discuss them. This will often allow for different views on the meaning of the 
results to become evident. Often we get stuck on our own biases and look past 
more obvious explanations. 

 
• Remember that the link between information contained in reports is not 

automatically made back to the research projects undertaken. It is important to 
remind people where information has come from whenever you use it to highlight 
the value of all your efforts. 

 
• Make sure that the results from the research can be seen and used by as many 

people as possible. Part of this is presenting them in a way that is easy to 
understand and via mechanisms that are easily accessible. 

 
• The data collection will be more valuable in the long run if you retain ‘corporate 

memory’. This includes managing the storage of results and data for future use.  
In the case of the VICkit, the excel file is fairly large, so it is a good idea to archive 
a copy onto CD-ROM or another storage device, and remove the current year’s 
copy from your machine before installing another copy to undertake the process 
again. 

 
 
 
 
 
 

Brochures   
       
  Brochures Total 
  1. Poor 01.19% 
  2. Fair 01.19% 
  3. Average 09.52% 
  4. Good 42.86% 
  5. Very Good 45.24% 
  Grand Total 100.00% 
      

Local Products 
       
  Products Total 
  1. Poor 01.03% 
  2. Fair 02.06% 
  3. Average 07.22% 
  4. Good 41.24% 
  5. Very Good 48.45% 

  Grand Total 100.00% 
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Emerging Strategies 
 
By this stage you will have produced and analysed over 30 tables of results gathered 
from over 150 visitors to your VIC.  However, it is the strategies that emerge from these 
results which are one the most valuable elements of the research process. Throughout 
the Canberra case study we have highlighted the meaning behind many of the results 
and how the findings may be used.  Following are some of the strategies that the CRVC 
developed following this study. 
 

1. The high proportion of repeat visitors to the centre encouraged the CRVC to 
implement a customer relationship management strategy including a database of 
contact information of those visitors who intended to return.  This database can 
then be used to send out seasonal promotional material and special offers, 
encouraging visitors to act on their desire to return to the region. 

 
2. Although the majority of visitors were visiting Canberra as a sole destination, 

there were also a significant number of multi-destination trippers.  This provides 
an opportunity for extending length of stay and indicates an opportunity for more 
collaborative marketing in surrounding regions.  This information was used to 
promote the need for a “visitor centre network” within the region. 

 
3. The strong customer service ratings provided valuable feedback for volunteers 

and staff, therefore boosting morale.  The study also emphasised to all staff and 
volunteers the value of the “front-of-house” / counter staff. 

 
4. A program of continuous customer satisfaction monitoring has been implemented 

following this study with CRVC staff impressed by the value of the information 
collected.  The Centre plans to implement an “electronic guest book” to monitor 
customer satisfaction. 

 
5. Volunteers working on the survey enjoyed “mingling and greeting”, not just seeing 

themselves as front of house staff. 
 
To develop your own strategies emerging from the study, it may be a good idea to hold 
a workshop with key stakeholders of the VIC or those closely involved in the study to 
allow for range of ideas. 
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Implementing the Kit – A Quick Guide 
 
1. Load the Software onto your computer -- all relevant files are found within the Zip file 

on the CD ROM. 
 
2. Print and photocopy the questionnaire  - Collect the data using interviews or via 

visitors’ self completion of the questionnaire 
 
3. Collect data using interviewers or through visitor self completion.  We suggest a 

minimum of 150 completed surveys to ensure the results are usable. 
 
4. Open the VICkit Excel file provided to enter and analyse your data 
 

a. Always start on the Introduction page  -  from here you can enter your data 
and update your result tables 

b. Navigate around the pages and tables using either the tabs across the bottom 
or the Index page. 

* Remember CTRL + Home will return you to the top of any page 
 

5. Enter data using the data entry tool 
 
6. Update result tables and examine the results  --  For relevant tables look at results as 

both counts and percentages 
 
7. Discuss  findings with key stakeholders 
 
8. Develop and implement strategies to take advantage of current strengths and 

address weaknesses 
 
9. Due to the size of the file, archive your completed VICkit on CD-ROM or other device 

and remove from your machine. 
 
10.  Repeat on an annual basis to track changes, or in different seasons and for specific 

markets to assess these variations. 
 
 
 
 
 
 
 
 
 
 
 
 
 


