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Summary 

This study is part of a larger program of wildlife research within the Sustainable Tourism CRC that has the 
overall aims of improving the sustainability of existing wildlife tourism activities and identifying opportunities 
for new sustainable wildlife tourism experiences. The James Cook University (JCU) research team led the visitor 
component of this program to address the topics of: 
• Understanding and profiling wildlife tourism markets, 
• Describing the impacts of wildlife tourism on visitors, 
• Exploring visitor responses to aspects of the tour operation and/or site management, and 
• Measuring visitor related outcomes of wildlife tourism such as satisfaction and changes in conservation 

attitudes. 
The JCU team has integrated data from a series of case studies into a wildlife tourism visitor database, 

which records information on market profiles, visitor behaviour and satisfaction. The main aim of this report is 
to present findings from this database.  

This report uses the terms: 
• Visitor – to refer to actual tourists, excursionists, and local residents on day trips. The term ‘markets for 

wildlife tourism’ or simply ‘markets’ can also be taken to refer to visitors. 
• Wildlife Tourism – to refer to tourism based on non-consumptive interactions with non-domesticated 

animals in either their natural environment or in captivity.  
The results described in this report are based on questionnaire data collected between October 2000 and 

December 2002 from 4,915 visitors participating in wildlife tourism experiences in Australia and New Zealand. 
Fifteen case studies, representing a wide range of settings and types of wildlife interaction opportunities, were 
completed as part of the study. Questionnaires were conducted in English only and took 10-20 minutes to 
complete. In most cases participants were asked to complete the questionnaire on-site and return it to the 
researcher or staff, but respondents in some settings were also given the option to return the questionnaire in a 
reply-paid envelope.  

The core questions addressed in this report are as follows: 
• Who are wildlife tourists? How old are they, and who do they travel with? 
• How important are opportunities to see wildlife in domestic and international tourists’ travel decisions? 
• How often do tourists participate in different kinds of wildlife-based activities? 
• What sorts of features (for example, natural behaviour, opportunities to touch or feed wildlife, the presence 

of interpretive guides) do visitors expect/seek from wildlife tourism activities? 
• What sort of benefits do visitors hope to get from their wildlife experiences? 
• Which species do visitors expect to see in different settings and why? 
• What do visitors actually see and do in different types of wildlife-based settings? 
• Which species are memorable and why? 
• How do visitors respond to wildlife interpretation activities? 
• What levels of satisfaction exist for currently available wildlife tourism experiences? 
• What factors are the most important for predicting satisfaction with wildlife tourism experiences? 
• How can we improve wildlife tourism experiences for visitors? 

The results of the study are presented in five chapters. Chapter 3 profiles the survey participants and their 
levels of interest and participation in wildlife tourism experiences. Chapter 4 explores the types of wildlife 
experiences that visitors seek, while Chapter 5 looks at the animal species that attract the attention of visitors in 
different settings. Chapter 6 explores how satisfied visitors are with wildlife experiences and Chapter 7 profiles 
visitor markets based on level of interest in wildlife tourism and usual place of residence. The final chapter is a 
summary of the main findings. 

The results from the database included the following key findings: 

• The analyses confirmed that there are different levels of interest and participation in wildlife tourism, which 
result in different expectations for, and satisfaction with, animal experiences. 

• Seeing wildlife in its natural environment, seeing wildlife behaving naturally and seeing rare, unique or 
unusual wildlife were the three most important features sought in a wildlife tourism experience. Being able 
to touch/handle wildlife was the least important feature. 

• Although interpretative elements did not rate highly in terms of the desired features of a wildlife experience, 
the importance of interpretation was reflected in the visitors’ suggestions for improvement. Importantly the 
study also found that a strong positive correlation exists between how much visitors learn about animals and 
their overall satisfaction. 
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• The wildlife visitors were expecting or hoping to see differed greatly depending on the type of setting, 
however, there were preferences for large, cute and furry and non-threatening species. Similarly, when 
asked to name the animal they thought was the most memorable, visitors provided a mix of very different 
animals reflecting the range of settings, but again highlighting the importance of ‘cute and cuddly’ and size. 

• Overall satisfaction with the wildlife experiences was high, with the majority of those surveyed giving their 
experience a rating of 8 or more out of 10 and stating that they would recommend a visit to others. 

• Factors contributing to satisfaction with a wildlife experience included how much the visitor felt they learnt 
about wildlife and visitor ratings of the excitement and naturalness of the encounter. Satisfaction scores 
were also higher for visitors who: 

• place greater importance on seeing wildlife on holidays 
• are tour participants  
• are female 
• desire wildlife encounters in natural environments  
• desire wildlife encounters with knowledgeable guides or staff present 
• touched wildlife 
• saw an animal for the first time in real life 
• were surveyed at captive wildlife settings. 
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Chapter 1 

Introduction 

Why Study Tourists Seeking Wildlife 
The nature of visitor interactions with wildlife is an important but under-researched element of sustainable 
tourism. In order to achieve sustainable wildlife tourism, we need detailed, reliable and relevant information on 
the visitors involved in such activities. While there are many references to the size and growth of wildlife 
tourism in the existing literature (see Barnes, Burgess & Pearce 1992; Amante-Helwey 1996; Roes, Leader-
Williams & Dalal-Clayton 1997, for examples) very little is actually known about the nature of this market and 
the characteristics of either international or domestic visitors, who seek wildlife tourism activities in Australia.  

Providers of sustainable wildlife tourism experiences have the goals of attracting appropriate visitors and 
providing quality experiences. The goal of providing quality visitor experiences is, however, balanced against 
the goal of minimising or eliminating the negative impacts of wildlife tourism on the wildlife and their habitats. 
Thus, there are two main reasons for studying wildlife tourism markets. The first is to determine the nature of the 
visitor markets and the factors that contribute to satisfaction with wildlife tourism opportunities so as to provide 
quality experiences. The second is to understand visitor behaviour and how it can be influenced so as to 
effectively manage negative impacts of wildlife tourism and encourage positive outcomes such as greater 
conservation awareness and support. The focus of this report is therefore on the nature of visitors in wildlife 
tourism.  

This report presents the findings of two years of research into visitor perspectives of wildlife tourism in 
Australia and New Zealand. In a first for the field of wildlife tourism, this large-sample research combines a 
series of case studies, covering a range of settings, tourism styles and target species, using a standard set of 
questions. 

Definitions of Key Terms 
The following are definitions of tourism and recreation used by the World Tourism Organization (1997): 
• Traveller – any person on a trip between two or more locations; 
• Visitor – any person travelling to a place other than of his/her usual environment for less than 12 

consecutive months and whose main purpose of travel is not to work for pay in the place visited; 
• Tourist – (overnight visitor) visitor staying at least one night in a collective or private accommodation in 

the place visited; and 
• Excursionist – (same day visitor) a visitor who does not spend the night in a collective or private 

accommodation in the place visited. 
The wildlife tourism samples that make up this report include a combination of actual tourists, excursionists, 

and local residents on day trips. It is thus more accurate to use the label visitor and this will be the term used 
throughout this report to refer to the people who seek wildlife tourism experiences. The term ‘markets for 
wildlife tourism’ or simply ‘markets’ can also be taken to refer to visitors. 

For the purposes of this study wildlife tourism was defined to mean tourism based on interactions with non-
domesticated animals in either their natural environment or in captivity. This study is only concerned with non-
consumptive forms of wildlife tourism and so does not consider activities such as recreational fishing and 
hunting. 

Objectives of the Research 
This project is part of a larger program of research into wildlife tourism coordinated by the Sustainable Tourism 
CRC. The overall aim of this program was to improve the sustainability of existing wildlife tourism activities 
and to identify opportunities for new sustainable wildlife tourism experiences. To achieve this broad aim the 
project sought to integrate a series of multi-disciplinary case studies of wildlife based tourism experiences 
around the country that would provide information on: 
1. Wildlife tourism markets 
2. Impacts of wildlife tourism on wildlife 
3. Aspects of wildlife tourism businesses 
4. Responses of wildlife and visitors to tour operations and/or site management 
5. Outcomes of wildlife tourism 
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The Visitor Component 
The James Cook University (JCU) research team led the visitor component of this project and were responsible 
for conducting visitor surveys/interviews at a number of wildlife tourism sites and operations to address the 
topics of: 
• Understanding and profiling wildlife tourism markets, 
• Describing the impacts of wildlife tourism on visitors, 
• Exploring visitor responses to aspects of the tour operation and/or site management, and 
• Measuring visitor related outcomes of wildlife tourism such as satisfaction and changes in conservation 

attitudes. 
The JCU team has integrated data from a series of case studies into a wildlife tourism visitor database, 

which records information on market profiles, visitor behaviour and satisfaction. 
Two sorts of questions were addressed in this visitor research. The first were general questions that were 

asked across all the cases and apply both to individual case sites as well as the national project and database. The 
main questions in this category are listed below. 

General Questions 
1. Who are wildlife tourists? How old are they, and who do they travel with? 
2. How important are opportunities to see wildlife in domestic and international tourists’ travel decisions? 
3. How often do tourists participate in different kinds of wildlife-based activities? 
4. What sorts of features (for example, natural behaviour, opportunities to touch or feed wildlife, the presence 

of interpretive guides) do visitors expect/seek from wildlife tourism activities? 
5. What sort of benefits do visitors hope to get from their wildlife experiences? 
6. Which species do visitors expect to see in different settings and why? 
7. What do visitors actually see and do in different types of wildlife-based settings? 
8. Which species are memorable and why? 
9. How do visitors respond to wildlife interpretation activities? 
10. What levels of satisfaction exist for currently available wildlife tourism experiences? 
11. What factors are the most important for predicting satisfaction with wildlife tourism experiences? 
12. How can we improve wildlife tourism experiences for visitors? 

Specific Questions 
The second types of questions were case specific and addressed issues related to both the management and 
presentation of that particular case or a broader issue that could be studied with a particular case. An example of 
the former kind of site-specific management issue can be found in research conducted at Flinders Chase National 
Park. This case addressed both the general questions as listed above but also included a set of questions on 
visitor preferences for topics and content to be included in a proposed new visitor centre. An example of the 
second option is research conducted with a broad sample of visitors to the Wet Tropics Rainforest region in Far 
North Queensland. Again the survey included the general questions but in this case the issue of how well 
prepared visitors are to see wildlife in natural settings was explored. 

Aims of This Report 
The main aim of this report is to present findings from the wildlife tourism visitor database, which was compiled 
as one of the objectives of the visitor component research. This report addresses many of the general questions 
listed above. Specific findings of the individual case studies that make up this visitor database will be published 
in journals in due course and are available in case study reports listed in Appendix A. 
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Chapter 2 

How and Where Were the Visitors Studied? 

Between October 2000 and December 20021 self-administered questionnaire data were collected from English-
speaking visitors participating in non-consumptive wildlife tourism experiences in Australia and New Zealand. 
Fifteen case studies, representing a wide range of settings and types of wildlife interaction opportunities, were 
completed as part of the study. A total of 4,915 useable questionnaires were included in the database. 

Study Site Summary 
Table 1 provides a summary of the sites where questionnaires were completed, including sample sizes, and 
response rates. The sample settings included:  
• Five species-specific attractions representing 26% of the respondents 
• Three rainforest-based case studies and two reef-based case studies representing 25% and 20% of the total 

respondents respectively 
• Three captive wildlife tourism attractions representing 24% of the sample 
• Seven land-based wildlife studies (58%), four marine wildlife studies (29%), and three case studies 

involving marine and land-based wildlife (13%).  
As can be seen, the research includes data from a range of captive and non-captive settings that involve 

different levels of interaction between wildlife and tourists. In addition, sample sizes are substantial and response 
rates uniformly high providing a robust data set to work from. 

Sampling Procedure 
All projects consisted of primary data collection through the distribution of questionnaires to visitors. While the 
detailed sampling procedure for each of the survey sites varied based on situation and time constraints, the basic 
methodology involved the researchers or tour operator staff handing out questionnaires to visitors in the setting 
on the conclusion or return journey of their visit/tour. In most cases participants were asked to complete the 
questionnaire on-site and return it to the researcher or staff. Respondents in studies 5, 6, 10, 11, 13, 14, and 15 
were also given the option to return the questionnaire in a reply-paid envelope. Questionnaires were conducted in 
English only and took 10-20 minutes to complete. An example the types of questions asked is provided in 
Appendix B. Each participant received a wildlife postcard as a token of appreciation. Full details of the survey 
methods in each of the case studies are outlined in a series of case-specific reports, which are available on 
request (see Appendix A for a list of reports). 

                                                 
1 Although this project commenced in October 2000 and the bulk of the data used in this report has been collected since then, the database 

does include some relevant data collected in 1998 and 1999. 
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Table 1: Summary of Study Sites 

Case 
Study Site Description Date of Survey Sample 

Size 
Response 

Rate 

1 
Flinders Chase National 
Park, South Australia 

Independent travellers and 
tour groups 

Sept 1998 361 97% 

2 
Captive setting 1, North 
Queensland 

Australian wildlife main 
focus 

July 1999 564 88% 

3 
Great Barrier Reef day 
trips 

Reef and Island trips 
leaving from Cairns/Port 
Douglas & the 
Whitsundays 

Nov 2000 742 90% 

4 Wet Tropics Region 
Focus on visits to 
rainforest sites 

Mar 2001 487 63% 

5 
Captive setting 2, Southern 
Queensland 

Australian and non-
Australian wildlife one 
component of the 
attraction 

Oct 2001 296 69% 

6 
Atherton Tablelands, 
North Queensland 

Conducted with local 
accommodation providers 

Sept 2001 - Jan 
2002 

176 * 

7 
Southern Great Barrier 
Reef Islands 

Resort guests and day tour 
visitors 

Feb/Mar 2002 249 * 

8 Kangaroo sites 
Range of non-captive and 
captive sites in Victoria, 
QLD and NSW. 

Dec 2001 - Jan 
2002 

362 91% 

9 
Kangaroo Island, South 
Australia 

Independent travellers and 
tour groups travelling by 
ferry 

Jun 2002 262 93% 

10 
Penguin site 2, South 
Australia 

Guided tour participants Jun 2002 189 * 

11 
Penguin site 1, South 
Australia 

Guided tour participants Jun – Oct 2002 137 * 

12 Captive setting 3, Victoria 
Australian and non-
Australian wildlife main 
focus 

Jul 2002 322 * 

13 
Penguin site 3, New 
Zealand 

Guided tour participants Dec 2002 288 81% 

14 
Albatross site, New 
Zealand 

Guided tour participants Dec 2002 312 86% 

15 
Otago Peninsula, New 
Zealand 

Wildlife cruise participants Dec 2002 168 * 

* Staff from the wildlife site distributed the surveys and response rates were not recorded. 
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Chapter 3 

Who are the Visitors Participating in Wildlife Tourism? 

Profile of Survey Participants 
The respondents ranged in age from 15 to 97 years with a mean age of 43 (s.d. 15.45). Half the sample was aged 
40 years or less and the gender distribution was reasonably even with 57% females and 43% males. Australian 
visitors accounted for 49% of the sample and were mainly from Victoria. International visitors were mainly from 
Europe and North America (Table 2). The majority of respondents were travelling with a spouse/partner only 
(35%), 28% were in a family group, 15% were with friends, 8% were in a combined family and friends group, 
and 6% were alone. Just under a quarter of the sample (23%) were travelling with children younger than 18 years 
and 38% were travelling with an organised tour group. Sixty-seven percent of the respondents were first-time 
visitors to the attraction/location where they were surveyed. 
 

Table 2: Sample Characteristics 

 Variable % of Sample 

Age group 
>21 years 
21 – 30 years 
31 – 40 years 
41 – 50 years 
51 – 60 years 
> 60 years 

 
4 

22 
24 
18 
17 
15 

Usual country of residence 
Australia 
Other Europe  
UK/Ireland 
USA/Canada 
New Zealand 
Asia 
Other 

 
49 
15 
14 
12 
4 
4 
2 

Usual State/Territory of residence 
Victoria 
NSW/ACT 
Queensland 
South Australia 
Western Australia 
Tasmania 
Northern Territory 

 
18 
10 
9 
8 
2 

<1 
<1 

All figures are percentages. 

Levels of Interest in Wildlife Tourism 
The database findings indicate that there is a high level of interest for wildlife tourism experiences. A core 
question in the surveys asked visitors to rate how important opportunities to see wildlife are in their holiday 
travel decisions. Overall: 
• 20% said that the opportunity to view wildlife is one of the most important factors in their travel decisions 

(most important decision factor); 
• 51% said that opportunity to view wildlife is included as part of their travel decisions (one decision factor); 
• 28% said that viewing wildlife is not included as part of their travel decisions, but they enjoy seeing wildlife 

while on holidays (not a decision factor); and 
• 1% said that they were either not interested in or avoided wildlife while on holidays. 
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Table 3 provides a breakdown of the three major categories (in parenthesis above) by the research sites. As 
would be expected, more remote locations attracted a greater percentage of those with the highest level of 
interest in wildlife viewing. Interestingly, captive wildlife attractions in the study attracted a greater percentage 
of those people for whom wildlife is not important in holiday travel decisions. 

 
Table 3: Levels of Interest in Wildlife Viewing/Interaction by Survey Setting 

Survey Setting 
Wildlife most 

important decision 
factor 

Wildlife a decision 
factor 

Wildlife not a 
decision factor 

Flinders Chase National Park, South Australia 37 46 17 

Penguin site 1, South Australia 33 53 14 
Kangaroo Island, South Australia 24 55 21 

Penguin site 2, South Australia 23 52 25 
Albatross site, New Zealand 23 60 17 

Wet Tropics Region 21 52 27 

Southern Great Barrier Reef Islands 21 61 18 
Penguin site 3, New Zealand 19 64 17 

Otago Peninsula, New Zealand 19 53 28 

Captive setting 1, North Queensland 18 43 39 

Great Barrier Reef day trips 17 51 32 
Kangaroo sites, NSW & Victoria 17 47 36 

Atherton Tablelands, North Queensland 16 42 42 
Captive setting 3, Victoria 15 50 35 
Captive setting 2, Southern Queensland 9 54 37 

Overall Sample 20 51 28 

All figures are percentages. 

Levels of Participation in Wildlife Tourism 
Consistent with the previous finding of high levels of interest in wildlife tourism, when questioned about the 
number of visits they had made in the last 12 months to wildlife based tourism sites respondents showed high 
levels of participation, especially to places that could be visited independently (see Table 4). Overall, 68% of the 
sample had been at least once to at least one type of setting, while 16% had been more than five times to one of 
the settings in the previous twelve months. 
 

Table 4: Number of Visits in the Last 12 Months to Different Wildlife Viewing Settings 

Number of Visits To/With None 1 2-5 6-10 >10 

Captive setting 20 32 41 5 2 

Commercial wildlife viewing tour 59 23 16 1 <1 

Independent visit to a site specifically to see 
wildlife 

35 27 30 4 4 

Independent visit to a place wildlife is often seen 20 24 37 8 11 

All figures are percentages. 
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Chapter 4 

What Types of Wildlife Experiences do Visitors Seek? 

Overall Importance of Setting Features 
One of the objectives of the study was to examine visitor preferences for different features of wildlife tourism 
experiences. Visitors were asked to consider a list of 13 features sought in a wildlife experience and to select the 
three that were most important to them. Table 5 shows the overall ranking of these features from most to least 
important. The percentages in the table indicate the proportion of the sample that included the feature in their set 
of three most important features. Overall, the visitors surveyed in this study desire close encounters with rare and 
unique wildlife behaving naturally in a natural environment. It is worth noting that a ‘natural’ environment is not 
necessarily a pristine or untouched environment. The least important features were being able to touch or handle 
the wildlife and feeling safe in the presence of wildlife. In addition, only 10% of the sample felt that the feature 
'wildlife are easy to see' was important, which seems surprising given that people mostly come to the settings 
studied to see wildlife, however, it is consistent with the desire to see wildlife behaving naturally in a natural 
environment. 

There is very little other research that considers the type of wildlife experiences sought by visitors, however, 
two studies that were available are consistent with the finding that naturalness of encounters is important. In a 
qualitative study of 50 visitors in the Northern Territory, Ryan (1998) concluded that in general, visitors had a 
preference for seeing crocodiles in their natural environment. Similarly, in a study conducted by the Department 
of Tourism, Sport and Recreation, Tasmania, (1996) 100% of 177 tourists to Tasmania stated that they would 
prefer to see wildlife in its natural setting. 

 
Table 5: Desirable Features in a Wildlife Tourism Experience 

Features of Wildlife Tourism 
% of Sample listing as 1 of 3 

most important features# 

Seeing wildlife in their natural environment  
Seeing wildlife behaving naturally  
Seeing rare, unique or unusual wildlife  
Being able to get close to wildlife  
An untouched natural environment 
Large variety of wildlife  
Availability of knowledgeable guides/staff 
Interesting information about wildlife 
Large number of wildlife 
A pleasant environment  
Wildlife are easy to see 
Feeling safe  
Being able to touch/handle wildlife  

67 
36 
33 
30 
26 
26 
20 
18 
13 
12 
10 
8 
7 

All figures are percentages. #Percentages add up to more than 100% because multiple responses were allowed. 

Touching Wildlife 
Although only 7% of visitors surveyed included 'being able to touch/handle wildlife' as one of their three most 
important setting features (see Table 5), 22% reported actually doing so during their visit. The following are 
characteristics significantly related to the 7% of the visitors who seek this opportunity. 

As shown in Table 6, people who said being able to touch/handle wildlife is important:  
• were younger  
• were more likely to be from Asia 
• were more likely to be travelling with children less than18 years old 
• were more likely to be on an organised tour 
• gave lower importance to seeing wildlife in its natural environment, seeing wildlife behaving naturally, and 

an untouched natural environment 
• were more likely to have actually touched wildlife during this visit 
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There is currently very little published research on visitors who wish to touch or handle wildlife.  
 
Table 6: Characteristics of Visitors Who Believe Being Able to Touch / Handle Wildlife Is Important in a 

Wildlife Experience 

Characteristic 
Touching wildlife 
is not important 

(n=3433) 

Touching wildlife 
is important* 

(n=238) 

Average Age (t = 5.25) 43 37 

Usual place of residence   

Australia 

New Zealand 

USA/Canada 

UK/Ireland 

Other Europe 

Asia 

Other 

(phi coefficient = .106) 

43% 

3% 

14% 

16% 

17% 

3% 

2% 

44% 

2% 

14% 

15% 

10% 

11% 

4% 

Travelling with children less than 18 

(phi coefficient = .072) 

22% 33% 

Travelling with an organised tour group 

(phi coefficient = -.106) 

44% 66% 

% saying the following are important in a wildlife experience: 

Seeing wildlife in its natural environment (phi = -.164) 

Seeing wildlife behaving naturally (phi = -.121) 

Seeing wildlife in an untouched natural environment (phi = -.099) 

 

69% 

38% 

27% 

 

39% 

15% 

10% 

Touched wildlife during this visit 

(phi coefficient = .134) 

11% 27% 

* differences significant at the p<.01 level 

Importance of Interpretation 
In terms of what visitors listed as important in a wildlife tourism setting, interpretation did not score highly with 
the two features – 'availability of knowledgeable guides/staff' and 'interesting information about wildlife' – in 
positions seventh and eighth, respectively (see Table 5). There was, however, a substantial correlation between 
the amount visitors believed they learnt about the wildlife during their visit and their overall satisfaction with the 
wildlife experience (Pearson r = .563).  

The following are the characteristics significantly related to those visitors who listed either interesting 
information or knowledgeable staff as an important feature. People for whom the interpretive elements were 
important (Table 7): 
• were younger  
• were more likely to have been surveyed at one of the non-captive settings 
• were more likely to have been surveyed at one of the species-specific settings 
• were more satisfied overall with their wildlife experiences  
• believed they learnt a greater amount about the wildlife during their visit 
• were less likely to give importance to seeing a large number and variety of wildlife, seeing rare, unique or 

unusual wildlife, being able to get close to wildlife, seeing wildlife behaving naturally, and an untouched 
natural environment 
The latter point could be an indication that the people who desire interpretation are already an informed 

group as they seem to have more realistic expectations about the number, variety and rarity of wildlife that can 
be seen, particularly in natural settings. They are also less interested in getting close to wildlife, which could 
reflect a greater appreciation of potential visitor impacts on wildlife. In addition, their lower interest in seeing 
wildlife behaving naturally in an untouched natural environment could mean that captive settings with more 
intensive interpretation also appeal to these people. 
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Table 7: Characteristics of Visitors Who Listed either Interesting Information or Knowledgeable Staff as 

an Important Feature in a Wildlife Experience 

Characteristic 

Interpretation 
is not an 

important 
factor 

(n=2434) 

Interpretation is 
an important 

factor* 
(n=1260) 

Average Age 
(t=6.23) 

 
44 

 
41 

Survey setting 
Captive wildlife 
Non-captive wildlife  

(phi = -.227) 
Species specific 
Various species 

(phi = .157) 

 
30% 
70% 

 
22% 
78% 

 
8% 
92% 

 
38% 
62% 

Average Satisfaction with wildlife experiences  
on a scale 0 = not at all satisfied to 10 = very satisfied  
(t=-4.1) 

 
7.92 

 
8.23 

Average Amount learnt about wildlife on this trip/visit  
on a scale 0 = nothing at all to 10 = a great deal  
(t=-4.3) 

 
6.57 

 
6.98 

% saying the following are important in a wildlife experience: 
Seeing a large number of wildlife (phi = -.114) 
Seeing a large variety of wildlife (phi = -.157) 
Seeing rare, unique or unusual wildlife (phi = -.134) 
Being able to get close to wildlife (phi = -.148) 
Seeing wildlife behaving naturally (phi = -.123) 
Seeing wildlife in an untouched natural environment (phi = -.143) 

 
15% 
30% 
37% 
34% 
40% 
30% 

 
7% 
16% 
24% 
20% 
28% 
17% 

* differences significant at the p<.01 level 
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Chapter 5 

What Animals Attract the Attention of Visitors? 

Desired Animal Encounters 
In six of the case studies (those destinations/attractions that were not species specific) visitors were asked if there 
were any particular animals they were hoping to see during their visit. Table 8 shows the five most commonly 
desired animals for each of the settings. It should be noted, though, that a number of visitors from Project 4 
(29%), Project 6 (10%), and Project 7 (21%) did not have specific expectations about the animals they would 
see.  

In the free range settings visitors were mainly hoping to see large, cute and furry or non-threatening animals. 
Projects 4 and 7, where crocodiles and sharks made the list, are two exceptions to this. Unspecified bird species 
also feature in the top five animal lists for four of the projects. In addition, the animals listed are species that tend 
to be promoted as being possible to see in the environments unique to the specific locations. 

 
Table 8: Animals Visitors Were Hoping to See 

Project 4 
Wet Tropics 

Region 

Project 5 
Captive 
Setting 2 

Project 6 
Atherton 

Tablelands, 
North 

Queensland 

Project 7 
Southern 

Great Barrier 
Reef Islands 

Project 9 
Kangaroo 

Island, South 
Australia 

Project 15 
Otago 

Peninsula, 
New Zealand 

Birds 

Kangaroos 

Crocodiles 

Butterflies 

Cassowaries 

Polar Bears 

Dolphins 

Seals 

Whales 

Sharks 

Platypus 

Birds 

Tree kangaroos 

Possum  

Kangaroo 

Turtles 

Fish 

Manta ray 

Sharks 

Birds 

Seals 

Koalas 

Kangaroos 

Penguins 

Seal lions 

Albatross 

Penguins 

Seals 

Sea Birds 

Dolphins 

Most Memorable Animal Encounters 
The survey asked visitors to name the animal that they thought was the most memorable. It was decided that 

using the phrase ‘most memorable’ was more appropriate than ‘preferred’ or ‘liked the most’ because many 
species may not be liked or preferred but still attract visitor attention, for example, crocodiles.  
Table 9 shows the three most memorable animals in each major setting. The results indicate a mix of very 
different animals reflecting the range of settings, but again highlight the 'cute and cuddly' and large species. 
Project 4, in the Wet Tropics, is again the exception to this with both crocodiles and spiders making the list.  

Of the sample respondents who were asked both what animals they were hoping to see and which of the 
animals they saw was the most memorable (n=1638), only 25% saw the animal they had been hoping to see. On 
an individual project level this percentage increased or decreased depending on the setting for the encounter. For 
example, less than 1% of the visitors to the Wet Tropics (Project 3) and only 4% of Kangaroo Island (Project 9) 
visitors saw (as their most memorable encounter) the animal they had been hoping to see. In Projects 6, 7 and 15, 
however, the percentages were higher at 49%, 31%, and 34% respectively.   

Across the 11 projects in Table 9, 47% of the respondents said this was their first real-life encounter with the 
animal listed as their most memorable. Respondents from the non-captive settings were more likely to say this 
was their first time seeing the animal in real-life.  

In the non-captive settings, 48% of the visitors believed that their most memorable animal/s appeared to 
know it was being watched, while 40% believed the animal/s were unaware they were being watched and 12% 
said they were able to interact with the animal/s and it seemed to respond to their presence.  

Visitors were also asked to rate on an 11-point scale how natural, exciting and unexpected their encounters 
were with their memorable animal. As shown in Table 10, visitors in both captive and non-captive settings rated 
their memorable animal encounters as moderately natural and unexpected, but only somewhat exciting.  

Table 11 compares the species-specific study settings with those settings without a key species focus. The 
results show that those people surveyed at a species-specific setting found their wildlife experiences to be 
significantly more natural and exciting. 
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Table 9: Most Memorable Animals 

Project 1 
Flinders 

Chase NP 

Project 2 
Captive 
Setting 1 

Project 3 
Great 

Barrier Reef 

Project 4 
Wet Tropics 

Region 

Project 5 
Captive 
Setting 2 

Project 6 
Atherton 

Tablelands 
North QLD 

Seals 
Koalas 

Sea Lions 

Kangaroos 
Koalas 

Tropical 
Parrots 

Large Fish 
Turtles 

Coral Reef 
itself 

Kangaroos 
Spiders 

Crocodiles 

Dolphins 
Polar Bears 

Seals 

Platypus 
Possum 

Tree 
kangaroo 

Project 7 
Southern 

Great Barrier 
Reef Islands 

Project 8 
Kangaroo 

Sites, NSW 
Victoria 

Project 9 

Kangaroo 
Island, 
South 

Australia 

Project 10  
Captive 
Setting 3 

Project 15 
Otago 

Peninsula, 
New 

Zealand 

 

Turtles 
Fish 

Manta rays 

Kangaroos 
Birds 

Brolgas 

Sea lions 
Seals 

Kangaroos 

Elephants 
Seals 

Gorillas 

Albatross 
Seals 

Penguins 
 

 
 

 
Table 10: Aspects of the Memorable Animal Encounter by Captive and Non-captive Settings 

Aspect# Non-captive Settings Captive Settings 
How natural/naturalistic was the encounter?* 

How exciting was the encounter? 
How unexpected was the encounter? 

6.98 
4.22 
6.86 

6.31 
4.44 
7.19 

# Respondents were asked to rate each aspect on an 11-point scale (0=Not at all to 10=Very). Figures in this table are mean scores. 

* differences significant at the p<.01 level 

 
 

Table 11: Aspects of the Memorable Animal Encounter by Animal Focus of the Survey Setting 

Aspect# Non-species Specific 
Settings 

Species-specific  
Settings 

How natural/naturalistic was the encounter?* 
How exciting was the encounter?* 
How unexpected was the encounter? 

6.68 
6.63 
4.17 

7.37 
7.36 
4.49 

# Respondents were asked to rate each aspect on an 11-point scale (0=Not at all to 10=Very). Figures in this table are mean scores. 

* differences significant at the p<.01 level 
 

Key Features of Memorable Animals  
Visitors were asked to provide three words or phrases they would use to describe their most memorable animal. 
The following list is of the ten most commonly used descriptive words. This pattern of results was consistent 
across all settings and all the different animals that were put forward. The ten themes were: 

1. Big/Large  

2. Beautiful    

3. Cute    

4.  Interesting    

5. Graceful  

6.  Colourful 

7.  Intelligent 

8.   Amazing 

9.   Funny 

10.  Fascinating 



UNDERSTANDING TOURISM WILDLIFE INTERACTIONS 
 

 
12 

Six of the descriptive words – beautiful, intelligent, large, cute, graceful, and intelligent – were also 
frequently used to describe favourite animals in a study undertaken by Woods (2000), despite the fact that the 
favourite animals respondents were referring to differ considerably between the two studies. In particular, 
Woods’ research included domestic animals that were not included in this study. Common to both studies are 
descriptions relating to aesthetic features, admiration and perceived character qualities. 

 

Information Learnt about Wildlife  
Overall, visitors reported that they learnt a moderate amount about wildlife during their visit with 45% giving a 
score of 8 or higher out of 10 (average rating of 6.79 out of 10 on a scale where 0=Learnt nothing at all to 
10=Learnt a great deal). Table 12 shows the average rating on this scale by each of the survey sites. The highest 
mean score was for the Albatross site in New Zealand, which combines several different forms of interpretation, 
including a brief talk, ten-minute video, guided tour and a visitor centre offering a number of interactive, audio-
visual and static displays about the biology of the Albatross, the colony, and the surrounding environment. Both 
of the penguin sites in South Australia also offer a combination of static display, video presentation and guided 
tour. On average, the amount learnt was significantly higher for the species-specific attractions (mean of 7.79 
versus 6.43 for the non-species specific attractions). 

Respondents were also asked to state what they learnt about the animal, however, given the different nature 
of all the experiences, this information has only been analysed at the case level (see the reports in Appendix A). 

 
Table 12: How Much Visitors Learnt about Wildlife at the Survey Sites 

 Site Mean# % giving a score 
of 8 or higher 

Albatross site, New Zealand 8.15 69 
Penguin site 2, South Australia 7.88 63 
Penguin site 1, South Australia 7.78 61 
Captive setting 2, Southern Queensland 7.61 54 
Penguin site 3, New Zealand 7.35 48 
Kangaroo Island, South Australia 7.05 49 
Otago Peninsula, New Zealand 6.84 43 
Captive setting 3, Victoria 6.38 32 
Great Barrier Reef day trips 6.17 39 
Southern Great Barrier Reef Islands 6.16 32 
Wet Tropics Region 5.88 32 
Atherton Tablelands, North Queensland 5.82 29 

# On a scale where 0=Nothing at all to 10=A great deal 
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Chapter 6 

How Do Visitors Rate Their Wildlife Experiences? 

Overall Satisfaction with the Wildlife Experiences 
In 13 of the 15 case studies visitors were asked to rate how much they enjoyed their wildlife experiences at the 
survey site (on a scale of 0=not at all satisfied to 10=very satisfied). As shown in Table 13, the average 
satisfaction rating for each site was almost always a score of eight or more out of 10. For the combined sample 
the average was 8.07 out of 10. On average, satisfaction was significantly higher for the captive attractions 
(mean of 8.70 versus 8.02 for the non-captive attractions).  
 

Table 13: Overall Visitor Satisfaction with Wildlife Experiences at the Survey Sites 

Site Mean# % giving a score 
of 8 or higher 

Kangaroo Island, South Australia 8.74 79 
Captive setting 2, Southern Queensland 8.70 79 
Penguin site 2, South Australia 8.44 78 
Otago Peninsula, New Zealand 8.38 78 
Southern Great Barrier Reef Islands 8.35 75 
Albatross site, New Zealand 8.22 72 
Great Barrier Reef day trips 8.14 75 
Penguin site 3, New Zealand 8.10 70 
Penguin site 1, South Australia 8.01 67 
Kangaroo sites 8.00 63 
Flinders Chase National Park, South Australia 7.91 67 
Atherton Tablelands, North Queensland 7.69 59 
Wet Tropics Region 6.69 42 

# On a scale where 0=Not at all satisfied to 10=Very satisfied 

Factors that Contribute to Satisfaction with the Wildlife Experience 
A number of factors were found to be significantly related to visitors' overall satisfaction with their wildlife 
experience. The results in Table 14 suggest that visitor satisfaction with wildlife experiences is higher for visitors 
who:  
• believed they learnt more about wildlife ( Pearson’s r = .563) 
• rated their most memorable wildlife encounter as exciting (Pearson’s r = .388) 
• rated their most memorable wildlife encounter as natural (Pearson’s r = .290) 
• place greater importance on seeing wildlife on holidays 
• are tour participants  
• are female 
• desire wildlife encounters in natural environments  
• desire wildlife encounters with knowledgeable guides or staff present 
• touched wildlife 
• saw an animal for the first time in real life 
• were surveyed at captive wildlife settings 
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Table 14: Variables Where Significant Differences Were Found for Wildlife Satisfaction Scores 

Variable Average satisfaction 
score# Test Result* 

Importance of wildlife in travel decisions 
Most important decision factor 
One decision factor 
Not a decision factor 

 
8.23 
8.15 
7.83 

 
f = 11.29 

Organised tour participant 
Independent visitor 

8.36 
7.89 

t = -5.27 

Gender 
Female 
Male 

 
8.19 
7.96 

 
t = -3.66 

Seeing wildlife in natural environments 
One of three most important setting features 
Not an important setting feature 

 
8.15 
7.81 

 
t = 4.24 

Knowledgeable guides/staff 
One of three most important setting features 
Not an important setting feature 

 
8.30 
7.98 

 
t = 3.50 

Touched wildlife during this visit 
Did not touch wildlife during this visit 

8.28 
8.03 

t = 2.87 

First time seeing the animal in real life 
Not first time seeing the animal in real life  

8.27 
8.08 

t = 2.98 

Survey setting 
Captive 
Non-captive 

 
8.70 
8.02 

t = -7.53 

# On a scale where 0=Not at all satisfied to 10=Very satisfied 
* differences significant at the p<.01 level 

Suggestions for Improving Wildlife Tourism Experiences 
As previously shown in Table 5, many visitors do not seem to have high expectations for interpretation in 
wildlife based tourism. There is evidence from this analysis of satisfaction, however, that for many visitors, 
effective interpretation can enhance their overall satisfaction. More information, could, therefore, be developed 
as part of exiting wildlife tourism activities and it seems likely that this would add value to the experience for a 
substantial proportion of the visitors.  

This finding was also supported by the open-ended question in the visitor surveys: 'What could be improved 
about this wildlife experience?'  Visitors in all of the case studies made suggestions for the provision of more 
information and/or to improve the information or guides at the site. Recommendations of this kind featured in 
the top five suggested improvements for 12 out of 14 case studies2. Examples of the types of comments made by 
visitors are listed in Table 15. 

Some other common themes that were found across the suggestions for all settings included: 
• To see more wildlife - number, variety and different aspects of 
• To have more time/improve the timing and logistics of tours 
• To have more interaction with wildlife  
• To improve visitor management, in particular, to have fewer visitors/smaller groups 

More detail of the suggested improvements for each study site is provided in the individual reports, which 
are listed in Appendix A. 

Table 15: Examples of Visitor Suggestions to Improve Interpretation 

• More/improved information about wildlife 
• More information/signage around the park 
• Provide information handouts/brochures  
• A more exciting video with more information at the start of the tour 
• Better audiovisual presentation  
• More background information before viewing the wildlife 
• More information on where to find wildlife 
• Give visitors more information about what wildlife they see 
• More information on best times to see animals 
• Guides need to be more informed 

                                                 
2 This question was not asked in Project 10. 
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Chapter 7 

Wildlife Tourism Markets 

Duffus and Dearden (1990), point out that ‘tourists cannot be considered a homogeneous population; even 
tourists that may primarily be motivated by the same stimulus, such as wildlife viewing’ (p. 222). Despite these 
calls in the academic literature there has been little in the way of research into even the most basic characteristics 
of visitors to specific wildlife activities or attractions. Table 16 summarises some of the findings from the 
available published research comparing wildlife and non-wildlife tourist markets. As can be seen, there are few 
consistent patterns and this confirms Duffus and Dearden’s (1990) argument that there are many different types 
of wildlife tourist. 
 

Table 16: Some Studies of Differences between Wildlife Tourism Markets and Other Tourists 

Study Major Results 
Boxall & McFarlane 1993 
(Participants in a Christmas Bird count, Canada) 

Wildlife tourists were more likely:  
• To be older  
• To have higher levels of education 

Pearce & Wilson 1995 
(International tourists to New Zealand) 
 

Wildlife tourists were more likely:  
• To stay longer 
• To travel further  
• To spend more 
• To be younger 
• To have higher education levels and incomes 
• To be independent travellers 

Moscardo 2000 
(Tourists to the Whitsundays, Australia) 

Wildlife tourists were more likely:  
• To stay longer in the region 
• To be independent travellers 

Fredline & Faulkner 2001 
(International visitors to Australia) 

Wildlife tourists were more likely: 
• To be younger 
• To travel further 
• To stay longer 
• To be on a package tour 

Moscardo, Woods & 
Greenwood 2001 
(Tourists to Tasmania, Australia) 
 

Wildlife tourists were more likely:  
• To be female 
• To be younger, independent, longer stay 
• To use the internet for information 

Market Profiles by Level of Interest in Wildlife 
Many of the published studies that are available have been concerned with using specialisation as a core 
dimension for categorising and describing different visitors in wildlife situations. Duffus and Dearden (1990) 
were the first to adapt this concept from leisure activities in general to non-consumptive wildlife activities. They 
made a distinction between experts/specialists and novices/generalists. This basic distinction has been used in a 
number of studies (see Manfredo & Larsen 1993; McFarlane 1994; Martin 1997; Cole & Scott 1999). In general 
more specialist wildlife watchers:  

• Use a wider range of information sources 
• Seek a wider range of species to view 
• Are more interested in interpretation/education 
• Are more interested in rare species 
• Have higher levels of physical activity 
Table 17 shows the characteristics that differed significantly across the three main levels of interest in 

wildlife viewing in the database.  
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Visitors who said the opportunity to see wildlife is one of the most important factors in their travel 
decisions (20%): 
• were more likely to be Asian or North American visitors 
• were more likely to be travelling with an organised tour group 
• had high levels of participation in all forms of wildlife tourism, especially independent visits 
• were more likely to give importance to viewing wildlife in an untouched natural environment 
• reported learning more about wildlife during their visit than those people who don't consider wildlife in travel 

decisions 
• gave higher satisfaction ratings for their wildlife experiences than those people who don't consider wildlife in 

travel decisions 
• were more likely to have been sampled in one of the non-captive settings of the study 

As noted from Table 3, visitors who place the most importance on wildlife in travel decisions were also more 
likely to be in the samples from the more remote study sites. 

Visitors who said the opportunity to see wildlife is included in their travel decisions (51%): 
• reported learning more about wildlife during their visit than those people who don't consider wildlife in travel 

decisions 
• gave higher satisfaction ratings for their wildlife experiences than those people who don't consider wildlife in 

travel decisions. 

Visitors who said the opportunity to see wildlife is not included in their travel decisions (28%):  
• were less likely to give importance to seeing wildlife in natural environments  
• were more likely to give importance to wildlife being easy to see, feeling safe, and a pleasant environment 
• gave significantly lower ratings to how exciting they thought their wildlife encounters were on this trip 
• were more likely to have been sampled in one of the captive settings of the study. 

  
Table 17: Characteristics that Differ Across Levels of Interest in Wildlife Viewing 

Characteristic* 
Wildlife most 

important 
decision factor 

Wildlife a 
decision factor 

Wildlife not a 
decision factor 

Usual place of residence    
Australia 
New Zealand 
USA/Canada 
UK/Ireland 
Other Europe 
Asia 
Other 
(phi = .162) 

19% 
13% 
23% 
20% 
15% 
34% 
24% 

 

48% 
55% 
52% 
53% 
63% 
50% 
60% 

34% 
32% 
25% 
27% 
18% 
17% 
17% 

 
% travelling with an Organised tour group (n=821) 

 (phi = .211) 
44% 36% 38% 

% been more than twice in last 12 months: 
- to a captive setting (phi =.240) 
- on a commercial wildlife viewing tour (phi =.244) 
- to a site where wildlife is often seen (phi =.390) 
- to a site specifically to see wildlife (phi =.161) 

 
60% 
29% 
60% 
68% 

 
52% 
19% 
42% 
59% 

 
32% 
8% 
19% 
44% 

% saying the following are important in a wildlife experience: 
- Wildlife are easy to see (phi =.093) 
- Being safe (phi =.114) 
- A pleasant environment (phi =.089) 
- An untouched natural environment (phi =.077) 

 
 

8% 
6% 

10% 
31% 

 
 

8% 
6% 
10% 
27% 

 
 

14% 
13% 
16% 
21% 

Average score on a scale  from 0 (not at all) to 10 (very) for: 
- how exciting they thought their wildlife encounters were 
- how satisfied they were with their wildlife experiences 

 
7.3 
8.2 

 
7.0 
8.2 

 
6.5 
7.8 

Average score on a scale from 0 (nothing) to 10 (a great deal) 
for amount learnt about wildlife 

7.1 6.9 6.3 

Type of setting surveyed in: 
Non-Captive (N=3648) 
Captive (N=1162) 
(phi = .121) 

 
82% 
18% 

 
78% 
22% 

 

 
68% 
32% 

* differences significant at the p<.01 level 
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Market Profiles by Country 
A series of analyses were conducted to profile and compare geographic markets. Usual place of residence is 
frequently used as a factor for distinguishing between visitor markets. Table 18 presents the demographic and 
descriptive variables where significant differences were found between the five main geographic markets. Minor 
differences in sample sizes are due to some incomplete survey responses to select questions. A summary of the 
significant characteristics of each market follows.  

Visitors from Australia/New Zealand: 
• were more likely to be travelling in a family group or with family and friends 
• were more likely to say that they do not consider opportunities to see wildlife in their travel decisions, but 

enjoy seeing wildlife while on holidays 
• gave higher importance to a pleasant environment in a wildlife tourism experience 
• were more likely to actually see wildlife (when the setting was non-captive and not species specific) 
• were significantly more satisfied with their overall experiences than were European visitors and Asia visitors 
• were significantly more satisfied with their wildlife experiences than were European visitors 
• were less likely to be first time visitors to the attraction/setting 
• were less likely to be seeing their most memorable animal for the first time 
• gave higher scores than the North Americans and Europeans when rating the naturalness of their most 

memorable wildlife encounters  

Visitors from North America: 
• were older 
• were more likely to be travelling with an organised tour group 
• were more likely to say that the opportunity to see wildlife is an important factor in their travel decisions 
• were more likely to participate in commercial wildlife viewing tours 
• gave higher importance to being able to see rare, unique or unusual wildlife in a wildlife tourism experience 
• gave higher importance to the availability of knowledgeable guides/staff in a wildlife tourism experience 
• were more likely to say they would not recommend the experience to others 

Visitors from UK/Ireland: 
• were more likely to be travelling alone or with their spouse/partner only 
• were more likely to participate in commercial wildlife viewing tours 
• gave higher importance to the availability of knowledgeable guides/staff in a wildlife tourism experience 
• gave higher importance to seeing wildlife in its natural environment  
• were more likely to say they would not recommend the experience to others 

Visitors from Other European countries: 
• were younger 
• were more likely to be travelling alone or with their spouse/partner only 
• were more likely to participate in commercial wildlife viewing tours 
• were more likely to say that the opportunity to see wildlife is included in their travel decisions 
• gave higher importance to seeing wildlife in its natural environment  

Visitors from Asia: 
• were younger 
• were more likely to be travelling with friends or with an organised tour group 
• were more likely to say that the opportunity to see wildlife is an important factor in their travel decisions 
• gave higher importance to being able to touch/handle wildlife  
• gave lower importance to seeing wildlife in its natural environment  
• were less likely to say that they saw any wildlife during this visit  (when the setting was non-captive and not 

species specific) 
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Table 18: Characteristics that Differ Across Geographic Markets 

Characteristic* 

A
us

tr
al

ia
/ 

N
Z

 

(n
=2

58
1)

 

N
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A
m
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a 

(n
=5

89
) 

U
K

/ 
Ir

el
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d 

(n
=6

59
) 

O
th

er
 

E
ur

op
e 

(n
=7

05
) 

A
si

a 
(n

=1
88

) 

Average age   

(f = 30.29) 

43 

(14.9) 

46 

(16.9) 

43 

(15.8) 

39 

(14.4) 

34 

(12.7) 

Travel party  

I'm alone (n=280) 

Spouse/partner only (n=1646) 

Family group (n=1323) 

Friends (n=696) 

Family and Friends (n=389) 

Other (n=347) 

(phi = .341) 

 

3% 

31% 

37% 

13% 

11% 

5% 

 

8% 

36% 

19% 

14% 

8% 

15% 

 

12% 

48% 

16% 

16% 

5% 

5% 

 

9% 

43% 

17% 

18% 

3% 

12% 

 

11% 

17% 

24% 

36% 

3% 

10% 

% travelling with an Organised tour group 

(n=821) (phi = .211) 

32% 57% 39% 34% 64% 

% never been to the attraction/destination before 

(n=2454) (phi = .442) 

48% 94% 89% 90% 80% 

Importance of wildlife in travel decisions 

One of the most important factors  

Included in travel decisions 

Not included, but enjoy seeing 

(phi = .157) 

 

18% 

48% 

34% 

 

23% 

52% 

25% 

 

20% 

53% 

27% 

 

20% 

63% 

18% 

 

34% 

50% 

17% 

% been more than twice in last 12 months 

- a captive setting (phi =.162) 

- commercial wildlife viewing tour (phi =.196) 

- site where wildlife is often seen (phi =.135) 

- a site specifically to see wildlife (phi =.161) 

 

41% 

12% 

35% 

56% 

 

57% 

23% 

44% 

56% 

 

51% 

24% 

42% 

60% 

 

56% 

26% 

46% 

60% 

 

41% 

15% 

29% 

32% 

% saying the following are important in a wildlife 
experience 

- Rare, unique or unusual wildlife (phi =.117) 

- Seeing wildlife in its natural environment (phi =.118) 

- Being able to touch wildlife (phi =.099) 

- A pleasant environment (phi =.125) 

- Knowledgeable guides/staff (phi =.114) 

 

27% 

64% 

7% 

16% 

19% 

 

42% 

66% 

7% 

9% 

26% 

 

35% 

73% 

7% 

8% 

25% 

 

35% 

76% 

4% 

6% 

12% 

 

37% 

55% 

18% 

12% 

16% 

% who saw wildlife on this visit (where the setting was 
not wildlife specific) (n=1842) (phi = .203) 

90% 81% 76% 77% 56% 

% seeing most memorable animal for the first time 

(n=1595) (phi = .227) 

36% 56% 56% 63% 56% 

Average score on a scale  from 0 (not at all) to 10 (very) 
for: 

- how natural they thought their wildlife encounters 
were 

- how satisfied they were with their wildlife experiences 

- how satisfied they were with the overall experience 

 

 

7.3 

8.2 

8.5 

 

6.5 

8.1 

8.3 

 

6.9 

8.1 

8.3 

 

6.7 

7.8 

7.9 

 

6.6 

7.7 

7.6 

% who would not recommend this wildlife experience to 
others (phi = .155) 

 

5% 

 

18% 

 

21% 

 

10% 

 

15% 
* differences significant at the p<.01 level  
NB. These analyses are based on Australia and NZ being joined and the other category being excluded because of the small sample size. 
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Chapter 8 

Summary Of Main Findings 

Who Are Wildlife Tourists? How Old Are They, And Who Do They Travel 
With? 
Australian visitors accounted for 49% of the sample and were mainly from Victoria. International visitors were 
mainly from Europe and North America. The respondents ranged in age from 15 to 97 years with a mean age of 
43 (s.d. 15.45). The majority of respondents were travelling with a spouse/partner only (35%), 28% were in a 
family group, 15% were with friends, 8% were in a combined family and friends group, and 6% were alone. Just 
under a quarter of the sample (23%) were travelling with children younger than 18 years and 38% were 
travelling with an organised tour group. Sixty-seven percent of the respondents were first-time visitors to the 
attraction/location where they were surveyed. 

How Important Are Opportunities To See Wildlife In Domestic And 
International Tourists’ Travel Decisions? 
The database findings indicate that there exists a high level of interest for wildlife tourism experiences. Overall: 
• Only 1% said that they were either not interested in or avoided wildlife while on holidays. 
• 28% said that viewing wildlife is not included as part of their travel decisions, but they enjoy seeing wildlife 

while on holiday. These visitors: 
- were less likely to give importance to seeing wildlife in natural environments  
- were more likely to give importance to wildlife being easy to see, feeling safe, and a pleasant 

environment 
- gave significantly lower ratings to how exciting they thought their wildlife encounters were on this trip 
- were more likely to have been sampled in one of the captive settings of the study 

• 51% said that opportunity to view wildlife is included as part of their travel decisions. These visitors: 
- reported learning more about wildlife during their visit than those people who don't consider wildlife in 

travel decisions 
- gave higher satisfaction ratings for their wildlife experiences than those people who don't consider 

wildlife in travel decisions 
• 20% said that the opportunity to view wildlife is one of the most important factors in their travel decisions. 

These visitors: 
- were more likely to be Asian or North American visitors 
- were more likely to be travelling with an organised tour group 
- had high levels of participation in all forms of wildlife tourism, especially independent visits 
- were more likely to give importance to viewing wildlife in an untouched natural environment 
- reported learning more about wildlife during their visit than those people who don't consider wildlife in 

travel decisions 
- gave higher satisfaction ratings for their wildlife experiences than those people who don't consider 

wildlife in travel decisions 
- were more likely to have been sampled in one of the non-captive settings of the study 

How Often Do Tourists Participate In Different Kinds Of Wildlife-Based 
Activities? 
Consistent with the previous finding of high levels of interest in wildlife tourism, when questioned about the 
number of visits they had made in the last 12 months to wildlife based tourism sites respondents showed high 
levels of participation, especially to places that could be visited independently (see Table 4). Overall, 68% of the 
sample had been at least once to at least one type of setting, while 16% had been more than five times to one of 
the settings in the previous twelve months. When comparing the geographic markets in Chapter 7, visitors from 
North America and Europe were more likely to have participated in commercial wildlife viewing tours in the last 
12 months. 
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What Sorts Of Features Do Visitors Expect/Seek From Wildlife Tourism 
Activities? 
Visitors were asked to consider a list of 13 features sought in a wildlife experience and to select the three that 
were most important to them. Overall, the visitors surveyed in this study desire close encounters with rare and 
unique wildlife behaving naturally in a natural environment. It is worth noting that a ‘natural’ environment is not 
necessarily a pristine or untouched environment. The least important features were being able to touch or handle 
the wildlife and feeling safe in the presence of wildlife. In addition, only 10% of the sample felt that the feature 
'wildlife are easy to see' was important, which seems surprising given that people mostly come to the settings 
studied to see wildlife, however, it is consistent with the desire to see wildlife behaving naturally in a natural 
environment. 

Which Species Do Visitors Expect To See In Different Settings And Why? 
In the free range settings visitors were mainly hoping to see animals that are large, cute and furry or non-
threatening. Projects 4 and 7, where crocodiles and sharks made the list, are two exceptions to this. Unspecified 
bird species also feature in the top five animal lists for four of the projects. In addition, the animals listed are 
species that tend to be promoted as being possible to see in the environments unique to the specific locations.  

What Do Visitors Actually See And Do In Different Types Of Wildlife-
Based Settings? 
All of the animals that visitors actually saw in each setting are not reported here, as this is quite case specific 
information and is reported in the individual reports listed in Appendix A.  

Which Species Are Memorable And Why? 
The survey asked visitors to name the animal that they thought was the most memorable.  
Table 9 shows the three most memorable animals in each major setting. The results indicate a mix of very 
different animals reflecting the range of settings, but again highlight the importance of 'cute and cuddly' and size. 
Project 4, in the Wet Tropics, is again the exception to this with both crocodiles and spiders making the list.  

How Do Visitors Respond To Wildlife Interpretation Activities? 
In terms of what visitors listed as important in a wildlife tourism setting, interpretation did not score highly with 
the two features – 'availability of knowledgeable guides/staff' and 'interesting information about wildlife' – in 
positions seventh and eighth, respectively (see Table 5). There was, however, a substantial correlation between 
the amount visitors believed they learnt about the wildlife during their visit and their overall satisfaction with the 
wildlife experience (Pearson r = .563).  

What Levels Of Satisfaction Exist For Currently Available Wildlife 
Tourism Experiences? 
As shown in Table 13, the average satisfaction rating for each survey site was almost always a score of eight or 
more out of 10 (where 0=not at all satisfied and 10=very satisfied). For the combined sample the average was 
8.07 out of 10. On average, satisfaction was significantly higher for the captive attractions (mean of 8.70 versus 
8.02 for the non-captive attractions). 

What Factors Are The Most Important For Predicting Satisfaction With 
Wildlife Tourism Experiences? 
A number of factors were found to be significantly related to visitors' overall satisfaction with their wildlife 
experience. The results in Table 14 suggest that visitor satisfaction with wildlife experiences is higher for visitors 
who:  
• believed they learnt more about wildlife ( Pearson’s r = .563) 
• rated their most memorable wildlife encounter as exciting (Pearson’s r = .388) 
• rated their most memorable wildlife encounter as natural (Pearson’s r = .290) 
• place greater importance on seeing wildlife on holidays 
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• are tour participants  
• are female 
• desire wildlife encounters in natural environments  
• desire wildlife encounters with knowledgeable guides or staff present 
• touched wildlife 
• saw an animal for the first time in real life 
• were surveyed at captive wildlife settings 

How Can We Improve Wildlife Tourism Experiences For Visitors? 
While many visitors do not seem to have high expectations for interpretation in wildlife based tourism there is 
evidence that effective interpretation can enhance their overall satisfaction. More information, could, therefore, 
be developed as part of exiting wildlife tourism activities and it seems likely that this would add value to the 
experience for a substantial proportion of the visitors.  

This finding was also supported by the open-ended question in the visitor surveys: 'What could be improved 
about this wildlife experience?'  Visitors in all of the case studies made suggestions for the provision of more 
information and/or to improve the information or guides at the site. Recommendations of this kind featured in 
the top five suggested improvements for 12 out of 14 case studies. Some other common themes that were found 
across the suggestions for all settings included: 
• To see more wildlife - number, variety and different aspects of 
• To have more time / improve the timing and logistics of tours 
• To have more interaction with wildlife  
• To improve visitor management, in particular, to have fewer visitors/smaller groups 

Future Research Needs 
While this research undertaking has provided valuable insight into the nature of wildlife tourism participants it is 
only at a general level and should be considered a first step towards improving industry knowledge. Ongoing 
research, incorporating non-English speaking visitors, and covering all types of wildlife tourism, in particular 
more remote opportunities, is required for a comprehensive understanding of the markets. 
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Appendix A: List of Case Specific Wildlife Tourism Reports 

2003 
• Saltzer, R. 2003, Understanding Visitor-Wildlife Interactions. A case study of Monarch Wildlife Cruises, 

Otago Peninsula, New Zealand, Tourism Program, James Cook University, Townsville, 1-7. 
• Saltzer, R. 2003, Understanding Visitor-Wildlife Interactions. A case study of The Royal Albatross Centre, 

Otago Peninsula, New Zealand, Tourism Program, James Cook University, Townsville, 1-7. 
• Saltzer, R. 2003, Understanding Visitor-Wildlife Interactions. A case study of the Penguin Place, Otago 

Peninsula, New Zealand, Tourism Program, James Cook University, Townsville, 1-8. 
• Saltzer, R. 2003, Understanding Visitor-Wildlife Interactions. A case study of penguin tourism at Kingscote, 

Kangaroo Island, Tourism Program, James Cook University, Townsville, 1-6. 
• Saltzer, R. 2003, Understanding Visitor-Wildlife Interactions. A case study of penguin tourism at Granite 

Island, South Australia, Tourism Program, James Cook University, Townsville, 1-6. 
 
2002 
• Saltzer, R. 2002, Understanding Visitor-Wildlife Interactions. Kangaroo Island, Tourism Program, James 

Cook University, Townsville, 1-6. 
• Saltzer, R. 2002, Understanding Visitor-Wildlife Interactions: Lady Musgrave Island and Lady Elliot 

Island, Tourism Program, James Cook University, Townsville, 1-14. 
• Saltzer, R. 2002, Visitor - Rainforest Wildlife Interactions: Atherton Tablelands Accommodation, Tourism 

Program, James Cook University, Townsville, 1-14. 
 
2001 
• Galletly, A. & Moscardo, G. 2001, Understanding Visitor - Reef Wildlife Interactions. Preliminary Results, 

Tourism Program, James Cook University, Townsville, 1-9. 
• Moscardo, G. 2001, Understanding Visitor - Reef Wildlife Interactions: Factors influencing Satisfaction, 

Tourism Program, James Cook University, Townsville, 1-11. 
• Moscardo, G. 2001, Understanding Visitor - Reef Wildlife Interactions: Profiling Markets, Tourism 

Program, James Cook University, Townsville, 1-5. 
• Moscardo, G. 2001, Visitor - Rainforest Wildlife Interactions, Tourism Program, James Cook University, 

Townsville, 1-9. 
• Saltzer, R. 2001, Seaworld Visitor Survey. Data Summary Report, Tourism Program, James Cook 

University, Townsville, 1-7. 
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Appendix B: Example of the Questionnaire 

Kangaroo Island Wildlife Tourism Survey  
This survey is being conducted by James Cook University and the Cooperative Research Centre for Sustainable 
Tourism. The aim is to understand the importance of wildlife in people’s holiday decisions and to assess 
people’s attitudes towards wildlife. You can help us by spending 15-20 minutes of your time completing this 
questionnaire. Your participation is voluntary and all your answers will be confidential. Your help would be 
greatly appreciated. 
 

PLEASE COLOUR IN THE CIRCLE OF YOUR CHOICE LIKE THIS:  • 
 
1. Where do you usually live? 

 Australia → Post Code ________________ 
 Outside Australia → Country  ________________ 
 

2. How many times have you been to Kangaroo Island? 
 Never, this is my first visit 
 Once before 
 2-5 times 
 More than 5 times 

 
3. Are you visiting Kangaroo Island as a part of an organised tour? 

 No 
 Yes 

 
4. Who are you travelling with on this trip? 

 I’m alone 
 Spouse/partner only 
 Family group 
 Friends 
 Family and friends 
 Other 

 
5. How many people are in your personal travel party? 

Adults over 16 years __________ 
Children 12-16 years __________ 
Children less than 12 years __________ 

 
6. In general, how interested are you in viewing wildlife while on holidays?  When we say wildlife we 

mean this to include animals, birds and fish. Please mark the most appropriate response (one only). 
 The opportunity to view wildlife is one of the most important factors in my travel decisions 
 The opportunity to view wildlife is included as part of my travel decisions 
 Viewing wildlife is not included in my travel decisions, but I enjoy seeing wildlife while doing other 

things 
 I am not interested in viewing wildlife while on holidays 
 I prefer to avoid wildlife while on holidays 
 

7. In the last 12 months, how many times have you: 
  Never Once 2-5 6-10 More  
    times times than 10 

 a) taken a trip to a zoo/aquarium/ 
wildlife park?       

 b) taken a commercial tour  
specifically to view wildlife?       

 c) visited a place to specifically 
view wildlife (not on a tour)       

 d) visited a place where wildlife 
are often seen (not on a tour)       
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8. The following is a list of features that people can look for in a wildlife tourism experience. Please 
mark the THREE that you would say are the most important things you look for in a wildlife 
experience. 

 
 large number of wildlife to see  wildlife are easy to see 
 large variety of wildlife  feeling safe 
 rare, unique or unusual wildlife  an untouched natural environment  
 seeing wildlife in their natural environment   pleasant environment 
 seeing wildlife behaving naturally  interesting information about wildlife 
 being able to get close to wildlife  availability of knowledgeable guides/staff 
 being able to touch or handle wildlife    

 
9. Below are some of the things that people look for in a visit to Kangaroo Island. Please tell us how 

important each of these was for you. 
    Not at all    Very 

   Important    Important 
 An opportunity to spend time with 

family and/or friends      
 An opportunity to escape from the 

pressures of daily life      
 A chance to see wildlife I don’t 

normally see      
 A chance to experience wilderness      
 Seeing a major tourist attraction      
 A chance to visit an historic area      
 Seeing famous scenic landmarks      
 An opportunity to learn about wildlife      
 Getting close to nature      
 
10. Were there any particular animals you were hoping to see at Kangaroo Island? 
 __________________________________________________________________ 
 
11. The following is a list of some of the places that people can visit to see Kangaroo Island’s wildlife. 

Could you please tell us if you visited these places and how satisfied you were with the experience. 
 
  Didn’t  Not at  Very 
  visit   all satisfied  satisfied 
 

Seal Bay (sea lions)       
Admiral’s Arch (fur seals)       
Discovering Penguins tour (Kingscote)       
Platypus viewing area (Flinders Chase NP)       
Penneshaw Penguin centre       
Penneshaw Penguin colony tour       
Murray lagoon (Bird watching)       

 

12. Thinking about Kangaroo Island as a whole, please complete the following table. In the first column 
list the wildlife you saw, in the second column tell us how many you saw and in the third column 
please tell us how close you were to them. 

 
a)  Wildlife you saw b)  How many did you see? c)  How close were you able to get to them? 
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13. What was the most memorable animal you encountered on Kangaroo Island? 
____________________________________________________________________ 
____________________________________________________________________ 

 
14. Is this the first time you had ever seen this creature in real life? 

 Yes 
 No 

 ↓ 
14b.  If no, how many times had you seen them before this visit to Kangaroo Island?  
  

 Once 
 2-5 times 
 6-10 times 
 Over 10 times 

 
15. What three (3) words or phrases would you use to describe this animal? 

_______________________   _____________________   ______________________ 
 
16. What one new fact did you learn about this animal? 
 _____________________________________________________________________ 
 
17. How close were you able to get to it? 

 I was able to touch it 
 I was close enough to touch it 
 I was within 5 metres 
 I was within 50 metres (length of a standard public swimming pool) 
 I was more than 50 metres away 

 
18. Which of the following best describes the encounter? 

 The animals were unaware they were being watched 
 The animals appeared to know they were being watched 
 I was able to interact with the animals; they seemed to respond to my presence 

 
19. How unexpected was the encounter? 

            
0 1 2 3 4 5 6 7 8 9 10 

Not at all          Very 
 
20. How natural was the encounter? 

            
0 1 2 3 4 5 6 7 8 9 10 

Not at all          Very 
 
21. How exciting was the encounter? 

            
0 1 2 3 4 5 6 7 8 9 10 

Not at all          Very 
 
22. How many other people were present at the time?   ________________ 
 
23. Overall how satisfied were you with your wildlife experience on Kangaroo Island? 
 

            
0 1 2 3 4 5 6 7 8 9 10 

Not at all           Very  
satisfied          Satisfied 
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24. How much did you learn about the wildlife on your trip to Kangaroo Island? 
 

            
0 1 2 3 4 5 6 7 8 9 10 

Nothing at all         A great deal 
 
25. Overall, how satisfied were you with your total Kangaroo Island experience? 
 

            
0 1 2 3 4 5 6 7 8 9 10 

Not at all           Very  
satisfied          Satisfied 

 
26. Would you recommend a visit to Kangaroo Island to others? 

 Yes, definitely 
 Possibly 
 No 
 Don’t know 

 
27. Would you visit Kangaroo Island again? 

 Yes, definitely 
 Yes, if I return to the region 
 Maybe 
 No 

 
28. Can you make two suggestions to improve the wildlife experiences available at Kangaroo Island? 
 ___________________________________________________________________ 
 ___________________________________________________________________ 
 ___________________________________________________________________ 
 
29. In what year were you born? 19_____ 
 
30. Are you:  male 
    female 

 
 
Thank you very much for your time. Please return your survey to one of our research assistants to receive a 
complimentary postcard, or place it in the box provided. If you have any questions about the survey or would 
like to know about the results of the research please ask for an address slip and write to us. 
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