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EXECUTIVE SUMMARY
Three studies examined kangaroos as an image/icon for purposes of
marketing Australia. The study focused on the American market, with
some extension into the United Kingdom market.
Study 1
Study 1 looked at the recognition of kangaroos (relative to other
Australian icons, as well as icons from other countries – 21 icons in
total). The study tested recognition among a random sample of
Americans on the East Coast of the United States.
Fundamental finding:
The kangaroo was correctly recognised as Australian by 98.3% of the
sample. The only better recognised icon was the Statue of Liberty,
which 100% of the Americans recognised as American. The kangaroo
outscored such standard tourism icons as the Eiffel Tower (94.9%
correct), the koala (91.0% correct), the Leaning Tower of Pisa (80.8%
correct), and the kiwi (6.2% correct).
Key recommendation:
The kangaroo can be a useful image to use in marketing
communications when there is a need to communicate immediately
and quickly that the communication is about Australia. This might be
the case in particularly cluttered environments, such as trade shows or
multi-destination brochures.
Study 2
Study 2 examined the impact of kangaroo imagery, text mentioning
kangaroos, and text mentioning wildlife tourism in advertisements for
Australia. The study also looked at the impact of inclusion of human
imagery in advertisements because preliminary examination of
brochures showed this to be common, even when kangaroos were
pictured or mentioned. The study was done experimentally, with
mock-ads being constructed and tested on a sample of Americans.
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Key findings:
1) The mention of kangaroos in the text of an ad led to a higher
perception of safety in a trip to Australia. However, when there
was a person in the picture in the ad (whether or not a kangaroo
was in the picture), this effect was washed out.
2) The mention of kangaroos in the text of an ad led to a perception
of greater sightseeing opportunities in Australia. However, when
there was a person in the picture in the ad (whether or not a
kangaroo was in the picture), the effect was washed out.
3) The mention of kangaroos in the text of an ad led to a perception
of greater novelty in a trip to Australia. However, when there was
a person in the picture in the ad (whether or not the kangaroo was
in the picture), the effect was washed out, but only for those with
no interest in wildlife tourism. For those who were interested in
wildlife tourism, there was no washout effect.
4) A picture of a kangaroo in the ad enhanced the perception of
value for a trip to Australia, but only for those who had an interest
in wildlife tourism. The inclusion of a person in the picture along
with a kangaroo had a detrimental effect on those with no interest
in wildlife tourism. (In other words, the pairing of a kangaroo and
a person in the picture caused those with no interest in wildlife
tourism to perceive less value in a trip to Australia than was
perceived if neither was pictured.)
Key recommendations:
1) When kangaroos are mentioned in the text of an ad for Australia,
there should be no photos of people in the ad.
2) Pictures of kangaroos may be useful to include in ads for Australia
when those ads are targeted at market segments with an interest
in wildlife tourism.
3) When kangaroos are pictured, the impact will be enhanced if the
imagery is supported by mentioning kangaroos in the text.
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Study 3
Study 3 evaluated the presence of kangaroo imagery and text in 41
Australian travel brochures used by the USA and the UK. The study
was informed by the literature on effective advertising as well as the
findings from Studies 1 and 2.
Key findings:
1) Kangaroo imagery is rarely used, and is used less frequently than
imagery of other Australian icons, such as the Sydney Opera
House, Ayres Rock, and the koala.
2) The most frequent pictorial representation of kangaroos was on
road signs, which created a negative context for presentation.
3) There was inadequate visual information when kangaroos were
presented to allow readers to become involved with the kangaroo
image.
4) Kangaroo imagery typically lacked any support by mention of
kangaroos in the text.
Key recommendations:
1) Kangaroo imagery needs to be more commonly used.
2) Negative contexts (e.g. road signs) should not be the basis for
presenting kangaroos.
3) When used, kangaroo images should include more contextual
information (i.e. more detail regarding the image and its setting)
in order to more readily capture consumer interest.
4) Greater text support in the brochures needs to be given when
kangaroo imagery is used.
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1.

INTRODUCTION
Australia is a long haul destination from such significant international
tourist markets as Europe and North America. The challenge, then, is
to find ways to attract tourists from those continents to Australia (cf.
Jenkins & Hall, 1997), frequently by establishing or exploiting a
unique position in the market (Moutinho, 1995). The standard
concern is to identify particular icons or experiences that (as a mix)
can serve as attractions for the tourist. The development of
ecotourism experiences has figured prominently in Australian tourism
strategy (Dowling, 1997). These experiences often include some
experience of Australia’s unique wildlife.
The potential use of wildlife as an attraction to tourists was noted
early in the 20th century by Grinnell and Storer (1916), who
advocated the use of wildlife imagery (and wildlife experiences) to
promote parklands to tourists. They argued, ‘As a stimulant to the
senses of far sight and far hearing, faculties largely neglected in the
present scheme of civilization, they are no less consequence than
the scenery, the solitude and the trails. To the natural charm of the
landscape they add the witchery of movement’ (p. 377). Their call
finds a contemporary echo in recent work, which finds that there is
a growing demand to observe wildlife as part of the tourist
experience (e.g., Nelson, 1990; Orams, 1994; Higham, 1998).
Contending that wildlife should be built more systematically into the
tourism marketing mix, Davies (1990) argues, ‘Some wildlife
attractions are so spectacular that their value as such is obvious to
all’ (p. 74). Nevertheless, there has been negligible empirical
examination of the uses and impact of wildlife imagery (including
verbal imagery) in destination marketing.
This research addresses that matter by examining the uses and effects
of kangaroo related imagery and text in tourism advertising. The
research consisted of three studies. The first study examined how well
the kangaroo is recognised by Americans as an Australian icon. Study
2 measured the impact of kangaroo references in a print
advertisement. Study 3 evaluated current print travel brochure
advertising that utilises kangaroo references.
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2.

STUDY 1
Tourism marketers often utilise images of features that are believed to
be unique to that destination. These features include landscapes,
structures, people and wildlife. Examples of distinguishing landscapes
that we often see in tourism advertising include Japan’s Mt Fuji,
America’s Grand Canyon and Australia’s Ayers Rock. Structures that
are used include France’s Eiffel Tower, India’s Taj Mahal and Australia’s
Sydney Opera House. People dressed in traditional attire are also
recognised as a feature of a particular country such as Japan’s Sumo
Wrestlers and Argentina’s traditional Gaucho. Wildlife that is used in
marketing destinations includes China’s panda, New Zealand’s kiwi
and Australia’s kangaroo.
While such images are included in tourism marketing media, little is
known about how effectively they represent their destination or
origin. Indeed images that are used may be a source of confusion if
that image is indicative of a different destination. For example, most
of us have seen Indian elephants used in film that is supposed to
represent Africa. Similar inconsistencies appear in advertising.
Advertising material that causes confusion for the recipient may lead
to counter arguments. Counter arguments are most likely to occur
when the message makes claims that oppose the beliefs held by the
receiver and will lead the recipient to reject the advertising message
(Belch & Belch, 1995). Therefore, it is necessary to ensure that any
image used to represent a country should be recognised as such by
the message recipient.
The representativeness of an image may be assessed through
research. Such research should seek to determine how accurately
people associate a proposed tourism image with the destination it
represents. It would be useful to also examine competing images from
the destination of interest to determine if the proposed image is the
best image for that destination. It would also be useful to compare
how representative the proposed image is with images that are
typically used to represent other destinations. Therefore, to determine
the effectiveness of kangaroo imagery in tourism advertising, the
kangaroo must be assessed as being the best image to represent
Australia.
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This study utilised a survey instrument that exposed respondents to a
total of 21 silhouetted images of animals, people and structures that
are considered tourist attractions from various locations around the
world. The image of a kangaroo was included in the instrument.
Respondents were asked to identify the country of origin for each
image and to report their degree of certainty for the response given.
2.1 Method
The researchers developed a list of icons that could be described as
being synonymous with a particular destination. The images varied in
quality and format. In order to control for differences in the images,
each image was transformed into a silhouette.
Silhouettes are an appropriate means to present images. It is argued
that the form of the image is of little importance because viewers are
less aware of form or style than they are of the content of the image
(Kraft, 1987; Messaris & Sarrett, 1981). ‘…iconicity need not entail a
complete surface similarity between picture and reality, so long as the
picture reproduces the visual cues that we use in real-world vision’
(Messaris, 1997). Each silhouette was developed from an accurate
image thus producing an accurate image outline to minimise
misinterpretation.
A pool of 37 tourism icons from around the world was prepared and
silhouettes produced. Several Australian images were included in the
pool for comparison with the kangaroo. The silhouette images were
then shown to a panel of tourism destination experts at Griffith
University and images that were deemed unsuitable by those experts
were removed. This left a total of 21 images for use in the instrument.
The final instrument was tested for face validity using a panel of eight
experts from Griffith University. The instrument was assessed as being
suitable for the research purpose. A copy of the instrument is
attached as Appendix A to this report. The instrument was
administered to 200 Americans residing in the greater Washington
D.C. area. Participants were recruited from ten sites throughout the
area. Sites were chosen to provide participants that varied on a
number of socio-demographic characteristics (e.g. age, gender,
income, education). The age of respondents ranged from 19 to 72
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years (mean = 37). Slightly more women (56.3%) than men (43.7%)
completed the survey. Most respondents had completed high school
and reported income in the range of $25,000 - $45,000. Twenty
surveys were distributed randomly at each site. One hundred and
seventy-seven useable surveys were returned for a response rate of
95.7%.
Responses were checked and marked as being either correct or
incorrect. These data were entered for analysis. The degree of
confidence for each icon was measured on a 3 point scale where
1=only guessing, 2=reasonably sure, and 3=absolutely certain. These
data were also entered for analysis.
2.2 Results
The percentage of correct responses and the mean level of confidence
for each response were produced. Results are presented in Table 1.
The results show that the Statue of Liberty is the most recognised icon
and had the highest degree of confidence in the response. This icon
was included in the survey to act as a ‘baseline’ measure and was
expected to yield the highest correct response and the highest degree
of certainty. It is interesting to note that the kangaroo is the second
highest recognised icon of those included in the instrument, yet
respondents were less confident of their response than for the Eiffel
Tower or the koala.
Other interesting results are those where correct response rates are
low but the confidence in the response is high; for example, the
Mayan Pyramid, the Canadian National Tower and the Gaucho. To
better understand these results, an analysis of the errors was
conducted.
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Table 1: Summary of Results of Icon Study
ICON

COUNTRY OF ICON

% OF CORRECT AVERAGE DEGREE
RESPONSES
OF CERTAINTY

Statue of Liberty

USA

100.0

2.97

Kangaroo

Australia

98.3

2.72

Eiffel Tower

France

94.9

2.82

Koala

Australia

91.0

2.74

Moose

Canada or USA

88.1

2.26

Sumo Wrestlers

Japan

88.1

2.58

Leaning Tower of Pisa

Italy

80.8

2.63

Panda

China

73.4

2.55

Parthenon

Greece

68.9

2.34

Taj Mahal

India

65.5

2.37

Sydney Opera House

Australia

57.1

2.07

Stone Henge

England

53.7

2.16

Armadillo

Mexico or USA

51.4

1.82

Platypus

Australia

41.8

1.90

Mayan Pyramid

Mexico

32.8

2.40

Llama

Peru or Ecuador

29.4

1.77

C.N. Tower

Canada

14.1

2.04

The Little Mermaid

Denmark

11.3

1.52

Ayers Rock

Australia

10.7

1.52

Gaucho

Argentina

8.5

2.13

Kiwi

New Zealand

6.2

1.45

Overall results indicate that out of a possible score of 21, the highest
score was 19 (2 cases) and the lowest was 4 (3 cases). The distribution
of scores is presented in Figure 1.
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Figure 1: Distribution of Scores for correct recognition of the
21 icons
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There was a very high incidence of Egypt being given as the response
to the Mayan Pyramid. There were a wider variety of responses to the
Canadian National Tower but most incorrect responses indicated the
USA leading the researchers to believe that the tower may have been
mistaken for the Space Needle situated in Seattle, Washington.
Although the Gaucho is the traditional ‘cowboy’ of Argentina many
respondents indicated that the Gaucho was from Mexico or Spain.
Only 3 respondents incorrectly responded to the kangaroo image.
One respondent indicated Austria as the home of both the kangaroo
and the koala, further evaluation of other responses given by this
person (case 28 with a total score of 5/21) indicates a very limited
knowledge of geography. Another responded with Newfoundland
and also scored poorly overall (case 59 with a total score of 4/21).
Case 113 achieved a total score of 8/21 and also indicated Austria as
the country of origin for the kangaroo, yet correctly identified
Australia as the home of the Sydney Opera House.
The two respondents with the high score of 19 both incorrectly
identified the country of the Canadian National Tower. One indicated
Australia, the other responded with Seattle.
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2.3 Discussion of Results and Recommendations
The primary purpose of this study was to establish the efficacy of the
kangaroo as an Australian icon. It is apparent that the kangaroo is
readily identified as Australian. Moreover, it provides a more accurate
indication of its country of origin than the Eiffel Tower and what could
be classed as a competitive Australian wildlife icon, the koala. There
is little doubt that, from the standpoint of recognition by Americans,
the kangaroo is the best of the Australian icons used in this study.
It appears that using images of structures in tourism advertising is
somewhat problematic. Particularly when structures resemble others.
This is the case with the Canadian National Tower, as it resembles
other structures such as the Space Needle in Seattle and the
Centrepoint Tower in Sydney. This result becomes relevant to
Australian tourism advertising that utilises images of Centrepoint
Tower as the confusion with other structures may lead to rejection of
the message through the creation of counter arguments.
The data were obtained from a North American sample and results
must be interpreted in that context. Similar responses may not occur
in other samples. Considering the high profile of the kangaroo in
media depictions of Australia, it could be reasonable to expect similar
results from other samples.
It is therefore considered appropriate to utilise kangaroo imagery in
media where an association with Australia is desired. The kangaroo
may be a particularly useful image when the objective is to break
through clutter – for example, at a multi-national trade show. It may
also be a useful way to quickly communicate an Australian association
or origin – as was the case with kangaroo imagery in the closing
ceremonies of the Atlanta Olympics.
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3.

STUDY 2
The purpose of Study 2 is to measure the impact of kangaroo imagery
and textual references in Australian tourism advertising. Given the
strong association of the kangaroo with Australia, it would be useful
to identify what impact the kangaroo has on advertising Australian
tourism. Study 1 has established that the kangaroo is synonymous
with Australia. Study 2 will explore the synonymy of the kangaroo
with Australia for its effectiveness within advertisements depicting
Australia in terms of the production of attitudinal responses to these
advertisements and the impact on destination image.
To measure the impact that the kangaroo may have upon the
effectiveness of advertisements, research shows that advertising
effectiveness may be measured in terms of attitude toward the
advertisement. It is found that by creating a favourable attitude
toward an advertisement a consumer may also develop a favourable
attitude toward a brand which in turn may be transferred to intent to
purchase (Gresham & Shimp, 1985; MacKenzie & Lutz, 1989). A
method that is typically used to develop a favourable attitude toward
an ad is to create an advertisement that is liked by the audience. A
one sample t-test will be conducted to determine whether
respondents overall liked the advertisement used in the experiment.
Attitude toward the brand can also be determined. Here Australia can
be recognised as a brand among other possible tourist destinations.
In this regard another one sample t-test will be conducted to
determine whether respondents overall, like Australia. Finally, the
intent by respondents to travel to Australia will be assessed.
Another important element for making an advertisement effective is
to provide relevant information for the consumer. Relevant
information tends to maintain consumer interest, attention and liking
for the advertisement (Baker, 1993; Biel & Bridgwater, 1990). When
we consider the objectives of Australian tourism advertising, the
effectiveness of the advertisement could be assessed through people’s
interest in Australia and how likely they are to visit Australia. Similarly
with attitude toward the ad, to influence a consumer’s decisionmaking process for travel to Australia it is also necessary to create a
positive attitude toward Australia. So apart from the ad itself,
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consumers also may develop a liking for Australia, which in turn may
assist to positively influence a consumer’s decision to travel to
Australia. Thus the effectiveness of the advertisement could be
measured in terms of interest in Australia and the likelihood of the
respondent visiting Australia.
Other more subtle changes in opinions and attitudes toward a tourism
destination have been found to influence the purchasing decisions of
travel consumers. Recent research has found that ‘image’ of a
destination is particularly important. A Destination Image scale has
been developed and successfully utilised with good reported validity
and reliability to determine the image that potential consumers hold
for a particular tourism destination (Chalip & Green, 1996). The
Destination Image scale consists of 40 items measuring nine separate
dimensions of destination image. Each dimension relates to
characteristics of tourism destinations such as developed
environment, natural environment, value, sightseeing opportunities,
safety, novelty, climate, convenience and family environment.
3.1 Method
3.1.1 Sample and procedures
Subjects were recruited from a large Eastern University in the United
States. Classes were selected to represent the widest range of student
majors and interests. Within each class, subjects were randomly
assigned to one of sixteen conditions. Eighteen subjects were
recruited for each condition. The sample was fairly even in terms of
gender (52.9% male, 47.1% female). Respondents ranged in age
from 16 to 37 years of age (mean = 21.3). The majority of the sample
(72.2%) reported their ethnicity as ‘white.’ Other ethnicities reported
were ‘African American,’ 11%, ‘Asian American,’ 8.9% and the
remaining 7.9% ‘other.’ Three questionnaires were returned in an
unusable condition, leaving a total sample size of 285 subjects.
Each subject was given a full colour advertisement and asked to read
it carefully. After reading the advertisement, subjects were asked to
complete the questionnaire (see Appendix B). The completed
questionnaires were then collected and subjects were thanked for
their participation.
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3.1.2

Experimental design

The research used an experimental design to test the effect of
kangaroo imagery, human imagery, kangaroo textual reference and
wildlife textual reference in a print advertisement for Australian
tourism. This leads to the 16 possible conditions set out in Table 2.
The 16 advertisements used in the study are attached as Appendix C
to this report.
Table 2: The 16 Experimental Conditions
NO

PERSON IN

KANGAROO

BOTH

NO MENTION

WILDLIFE

KANGAROO

BOTH

KANGAROO

THE PICTURE

IN THE

IN THE

OF KANGAROO

MENTIONED

MENTIONED

MENTIONED

PICTURE

PICTURE

OR WILDLIFE

IN TEXT

IN TEXT

IN TEXT

OR PERSON IN
THE PICTURE

IN TEXT

•
•
•
•

•

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
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•
•
•
•

•

•
•
•
•

•

•
•
•
•

•

•

•

•

•

•

•

•

•

•

•

•

•

The text messages contained within the advertisements were
structured using the psychological organisation method, which has
been shown to be an effective method for message organisation
within advertisements (Bettinghaus & Cody, 1987). The psychological
organisation method is based upon the premise that a logical
succession of steps is required for people to make decisions.
Accordingly, five messages are sequenced as follows: attention, need,
satisfaction, visualisation and call to action.
3.1.3 The instrument
An instrument was developed from existing scales for the dependent
and independent variables. Questions to collect demographic
information were also included.
The Interest (Commercial) scale (Bello, Pitts & Etzel, 1983) was adapted
for use to measure interest in the experimental advertisements.
Reliability of the scale is high α = 0.80.
To gauge the relevance of material contained in the advertisements,
the Attitude Toward the Ad (Relevance) scale (Lastovicka, 1983) was
adapted for use in this survey. The scale has good reported reliability
α = 0.864 and construct validity was demonstrated through
confirmatory factor analysis of multitrait-multimethod structures
indicating convergent and discriminant validity.
The Destination Image scale (Chalip & Green, 1996) was included in
the instrument to gauge respondents’ view of Australia as a tourism
destination. Reliability of the subscales is set out in Table 3.
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Table 3: Reported Reliability of Destination Image Subscales
DIMENSION

CHRONBACH’S ALPHA

TEST- RETEST

Developed Environment

α=0.86
α=0.79
α=0.80
α=0.75
α=0.71
α=0.68
α=0.69
α=0.78
α=0.68

0.69

Natural Environment
Value
Sightseeing Opportunities
Safety
Novelty
Climate
Convenience
Family Environment

0.80
0.83
0.69
0.63
0.73
0.71
0.78
0.73

The scale developers demonstrated convergent validity, discriminant
validity and predictive validity for each of the subscales.
Appropriate items from the Attitude Toward the Act (Semantic
Differential scale) were used in the instrument to measure likelihood
to visit Australia and interest in Australia. Items 1, 2, 3 and 4 of the
scale (Raju & Hastak, 1983) were used to determine respondents’
interest in Australia. Items 5 and 7 were used to assess the likelihood
of respondents’ travel to Australia (Gill et al., 1988). No validity or
reliability measures were reported for the scale however, the scale has
been used extensively in published research.
Other questions were included to determine respondents’ interest in
wildlife and their overseas travel history. Some demographic data were
also collected. (See the survey instrument attached as Appendix B.)
3.2 Results
Data were examined for any violations of assumptions for the analysis
techniques to be used. The interest in wildlife tourism variable was the
only variable with a distribution that would produce problems.
Examination of the variable showed that the distribution was bimodal and led the researchers to use this variable to distinguish
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between respondents with a high or low interest in wildlife tourism.
The distribution for the variable is presented in Figure 2.
Figure 2: Distribution of the Interest in Wildlife Tourism
Variable
100
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20

0
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This distribution indicates a clear distinction within the sample
between those who have a high level of interest in wildlife and those
with a low interest. Therefore, it is used as a segmentation variable in
the following analyses.
Analysis of variance (ANOVA) techniques were used to identify
differences in relevance of the advertisement, interest in the
advertisement, interest in Australia and likelihood of travelling to
Australia for each of the 16 experimental advertisements. There were no
significant differences in these variables between the experimental ads.
One sample t-tests were then conducted to determine significant
differences between the midpoint of the measurement scale (i.e. 4.0)
and sample means. This analysis clearly shows whether respondents,
on average, had positive or negative attitudes relative to the variables
measured. The midpoint of each scale (i.e. 4.0) represents a point of
indifference. In other words, scores above the midpoint (i.e. 4.0)
represent a positive opinion with the statement being measured,
while scores below the midpoint (i.e. 4.0) represent a negative
opinion. A score at the midpoint (i.e. 4.0) represents indifference.
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These tests are useful, particularly with reference to the various
attitudinal measures having to do with the advertisements
themselves. If the ads (or Australia) were strongly disliked on average,
then any lack of effect could simply be an artefact of poor ads.
A significant result in the positive direction was found for attitude
toward the ad t(283) = 3.5, p<.001. This result shows that overall,
respondents liked the ad. This suggests that the ads were, on average,
appealing.
A one-sample t-test was conducted to determine attitude toward
Australia. Results also showed a significant finding in the positive
direction t(281) = 20.243, p<.001. This result also indicates that
overall, respondents felt positively about the country.
Results of a one sample t-test on ad relevance reveals a nonsignificant result t(283) = 0.963, p<.336. This non-significant result
means that respondents were indifferent about the relevance of the
material presented in the advertisement. In other words, respondents
did not feel, on average, that the ads were relevant or irrelevant.
Although relevancy is to be desired in advertising, this finding is
encouraging because it suggests that the ads were not, on average,
deemed irrelevant.
Overall, these results are encouraging. The study was conducted in a
somewhat artificial setting a long way from Australia. Yet the ads
were generally viewed favourably, as was Australia. The next step is to
examine the effect of the manipulations.
ANOVA was used to identify differences in the nine Destination Image
variables between the experimental advertisements. There were
several higher order interactions. These were for the dimensions of
safety, novelty, sightseeing opportunity and value.
The safety dimension of the Destination Image scale is affected by an
interaction of the kangaroo reference in the text and the person
appearing in the picture. While the mention of the kangaroo in the
text and the image of a person in the advertisement separately
increase respondents’ feelings of a safe environment the interaction
of the kangaroo text and picture of the person reduce the perceived
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safety of the environment. The interaction effect is statistically
significant F (1, 241)=4.564, p<0.05. Figure 3 illustrates this interaction.
Figure 3: Two-way interaction – Safety

PERSON IN PICTURE AND
KANGAROO IN TEXT

PERSON IN PICTURE

KANGAROO IN TEXT

NO PERSON OR
KANGAROO IN TEXT
3.95

4.0

4.05

4.1

4.15

4.2

4.25

4.3

4.35

The novelty dimension of the Destination Image scale was affected by
a three-way interaction of kangaroo text by person in picture by
interest in wildlife. While respondents with an interest in wildlife
reported minor decreases in novelty with the inclusion of kangaroo
text and a person in the picture, the interaction of these two
conditions led to a slight increase in novelty. This result is quite
different for respondents with a low interest in wildlife. Those with
little interest in wildlife reported an increase in novelty with the
inclusion of the kangaroo text and the person in the picture however,
the combination of the two ad conditions reduced the novelty image.
This 3-way interaction is significant F (1, 263) = 3.928, p<0.05. Figure
4 illustrates this interaction.
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Figure 4: Three-way interaction – Novelty
INTEREST IN
WILDLIFE
PERSON IN PICTURE AND KANGAROO IN TEXT

NO INTEREST
IN WILDLIFE

PERSON IN PICTURE

KANGAROO IN TEXT

NO PERSON IN PICTURE OR KANGAROO IN TEXT
3.8

4.0

4.2

4.4

4.6

4.8

5.0
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There is a two-way interaction of kangaroo text by person in picture
affecting the sightseeing opportunity dimension of the Destination
Image scale. Again the inclusion of kangaroo text and the image of a
person in the advertisement each increase the sightseeing
opportunities perceived by respondents. The combination of the two
however, results in a decrease sense of sightseeing opportunities. This
result is significant F (1, 236) = 7.526, p<0.01. Figure 5 illustrates this
interaction.
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Figure 5: Two-way interaction – Sightseeing Opportunities

PERSON IN PICTURE
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SIGNT SEEING OPPORTUNITIES

A three-way interaction impacts the value dimension of the
Destination Image scale. While the picture of the kangaroo and a
person in the picture has little influence on respondents with low
interest in wildlife, the impact of these two ad conditions on those
with interest in wildlife tourism is positive. Those who are interested
in wildlife perceive better value with the inclusion of the kangaroo in
the picture while the person in the picture has little effect. The
combination of the two in the ad does increase their perception of
value. The interaction is significant F (1, 262) = 6.025, p<0.05. Figure
6 illustrates this interaction.
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Figure 6: Three-way interaction – Value
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3.3 Discussion of Results
It was expected that the inclusion of kangaroo imagery, human
imagery, kangaroo text reference and wildlife text references would
affect respondents’ interest in the advertisement, perception of
relevance of the advertisement, interest in Australia and likelihood of
visiting Australia. This was not the case. However, there were
significant effects on destination image.
Four of the nine dimensions of destination image were affected by the
experimental manipulations. The manipulations were not expected to
affect ratings of the climate, convenience or family environment
dimensions. It was expected that the natural environment and
developed environment dimensions might be influenced by the
advertisement manipulations, but this was not the case. This could be
due to the fact that the manipulations in the advertisements did not
affect the overall environment depicted in the image, regardless of
experimental condition.
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3.3.1 Safety
The safety dimension of the Destination Image scale was affected by
an interaction of the kangaroo being included in the text and a person
placed in the picture. It might be speculated that the background
image appearing arid could itself have given a ‘less safe’ image to the
ad. The mention of the kangaroo in the text suggests that the
environment is life supporting, which may have enhanced the feeling
of safety rendered. The same can be said for the inclusion of the
person in the picture. This image suggests that people can enjoy this
environment. The interaction of the two, however, decreases
respondents’ perception of safety. It is not clear why this is the case.
It can be speculated, however, that the mention of a kangaroo when
combined with the image of a person creates some dissonance. In
other words, the image and the words are inconsistent. This may
account for the poor effect when the two were combined.
3.3.2 Novelty
The novelty dimension of the Destination Image scale is affected by
an interaction of the kangaroo in the text, the person in the picture
and an interest in wildlife. Australia is seen as a more novel
destination by respondents with an interest in wildlife, than it is by
those who have no interest in wildlife. If a person is included in the
picture, the two groups have roughly the same perception of novelty.
Interestingly, the inclusion of both a person in the picture and a
kangaroo mention in the text had a negative impact similar to that
seen for safety. However, the effect only occurred for those who had
no interest in wildlife. It would appear that an interest in wildlife
sustains a higher perception of novelty for Australia, regardless of ad
content. Thus, Australian wildlife in general may provide a
background that stimulates a perception of novelty for those with an
interest in wildlife. Once that perception is in place (i.e. independent
of the ad content), it renders a higher level of resistance to dissonance
in the ad’s content.
3.3.3 Sightseeing opportunities
A two-way interaction between the kangaroo in the text and a person
in the picture affects the sightseeing opportunity dimension of the
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Destination Image scale. Once again the inclusion of the kangaroo in
the text and the person in the picture each increase the respondent’s
perception of sightseeing opportunities in Australia. The combination
of the two however decreases perceived sightseeing opportunities.
This could be another case of dissonance.
3.3.4 Value
The three-way interaction of the kangaroo in the picture, the person
in the picture and the respondent’s interest in wildlife are particularly
interesting in the case of perceived value. The results indicate that
people with low interest in wildlife see no increase in the value of
Australia as a destination with the inclusion of a kangaroo in the
advertisement picture. They do perceive a moderate increase in the
value with a person in the picture but the perceived value is reduced
with both in the picture. The result differs for those with a high
interest in wildlife. These respondents see less value in advertisements
that do not picture kangaroos. The inclusion of a person in the picture
has very little effect on the perceived value of Australia to these
respondents. The inclusion of both the kangaroo and the person in
the picture does increase the perceived value of Australia marginally
more than the kangaroo alone.
Overall the results of the ANOVA indicate that effects are diminished
when the word kangaroo is combined with a person in the picture.
These results could also be explained through the combination of
effects among visual imagery, language and context. When
processing visual stimuli and advertising messages, people tend to
make heuristic judgements about what the messages contained in the
advertisements should be about and not what they are actually about
(Messaris, 1997). Heuristic judgements or short cuts are made to
speed up the process of message comprehension (Fiske & Taylor,
1984). People’s experiences or schemata also assist these judgements.
As people tend to short cut message processing they ‘fill in’ any
missing pieces of information with their schemata. As a result where
information is implicit (such as when the word kangaroo is not in the
text) people tend to construct denotative meaning based on their
experiences such as those obtained through other media and travel.
As such people tend to rely upon the context of the advertising
message to create meaning and comprehension. Thus people are able
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to construct comprehension and meaning for the advertising message
congruent with their experiences. As people are able to make the
implicit advertising messages ‘fit’ their schemata they are able to
comprehend these advertising messages in the way that is comfortable
to them and as a result people may view these beliefs favourably.
However when the word kangaroo is combined with a person in the
picture the use of the word kangaroo becomes explicit. This is
because reading printed material is regarded as being a highly
involved process. Highly involved processing tends to occur within the
‘central route’ to persuasion within human cognition (Petty, Cacioppo
& Schumann, 1983). As such, information that is processed through
the central route tends to develop stronger and more enduring
attitudes, as it requires deeper levels of processing and more effort. As
a result people are less able to make heuristic judgements and rely on
their schemata to ‘fill in’ any missing information. Thus the advertising
message becomes explicit and salient to the reader. As the meaning
of the advertising message has become salient the meaning and
comprehension of the advertising message has become connotative
and is less likely to be manipulated by people to ‘fit’ their schemata.
As a result people are less likely to make unfamiliar experiences
depicted in the advertising message become familiar through the use
of their schemata as the context of the advertisement is less
congruent with their experiences.
3.4 Recommendations
There is a distinct difference between people who are interested in
wildlife and those who are not. This information is useful for market
segmentation. It would appear that interest in wildlife is an important
segmentation variable for marketing tourism to Australia, particularly
when wildlife are included in the marketing mix. It is recommended
that further research be aimed at exploring the types of tourism
products and services that each market segment seeks.
There is some consistency in the negative effect of having kangaroos
mentioned in the text combined with a person in the picture. This is
consistent with theories of dissonance. The mention of kangaroos in
the text while a person appears in the picture is inconsistent. This is
clearly a bad combination.
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It is recommended that tourism advertising that is directed toward
people interested in wildlife include images of the kangaroo.
Depending on appropriateness, the photo could include a human
being. However, this combination should not be used in ads targeted
so generally that persons with no interest in wildlife tourism would
also be reached.
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4.

STUDY
4.1 Evaluation of Current Use of Kangaroo within Travel
Brochures
The purpose of this study was to evaluate the current use of the
kangaroo within travel brochures so that comparisons can be made
between findings from the previous two studies and those found
from within this content analytical study. Evaluation of the kangaroo
focused on the various ways in which the kangaroo has been
portrayed among travel brochures. An understanding of the
kangaroo’s portrayal would also be helpful to determine the
effectiveness for use of the kangaroo among brochures. The travel
brochures used in this study promoted Australian tour packages and
primarily targeted people who live outside of Australia. In other words
they were brochures designed for people from overseas and were not
intended for the Australian domestic market.
Similarly with the previous two studies, this study focused upon the
portrayal of the Australian kangaroo in two ways. Firstly through
visual imagery in the form of pictures of the kangaroo and secondly
through the description of the kangaroo through text. A content
analytical study of 41 travel brochures from 1998 to 2000 was
conducted. Twenty-seven brochures were collected from USA, fifteen
from Great Britain and one from Holland. Upon inspection of the
travel brochures it was noticed that four were duplicate copies. As
such these duplicate copies were omitted from the final sample. This
left twenty-four brochures from USA, fourteen from Great Britain and
one from Holland.
Content analysis was structured to include the frequency for use of
the kangaroo and the way the kangaroo was portrayed. Frequency
was determined simply by the number of times that a kangaroo was
used within each travel brochure. The portrayal of the kangaroo
however involved a more complex analysis. This complex analysis was
based on the various ways in which the kangaroo has been portrayed
within travel brochures. These various ways were broken down into
smaller more manageable ‘context units’. Context units are an
important element within content analysis as they enable
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measurement of the various content to be conducted (Krippendorff,
1980). Context units determine parameters for each way that a
kangaroo has been portrayed and provides differentiation among
material (in this case pictures and text use within the travel brochures)
so that each portrayal can be measured.
It may also be useful to expand this investigation by including some
other Australian icons to make comparisons. As such, the Australian
icons used in Study 1 (the iconography study) will form the basis for
comparison. These icons are Ayers Rock, Opera House, koala and
platypus. By including these icons with the kangaroo into the
examination of portrayal, it may prove useful in determining whether
maximum effect is being achieved through the use of these icons.
Maximum effect in this instance may be measured in terms of the
number of times that an icon is used compared to its recognition rate.
The recognition rate was derived from the analysis conducted through
the iconography study.
It would seem logical that in order to achieve maximum effect
through the use of icons that more highly recognisable icons would
be used more often. It would be expected that more highly
recognisable icons used more often would achieve familiarity.
Familiarity it has been found, is a key element within a person’s
purchase decision for a product (Gill, Grossbart & Laczniak, 1988;
Phelps & Hoy, 1996). As such, it would make sense to promote icons
more often within travel brochures that are highly recognisable.
Increased use of highly recognisable icons would provide high degrees
of familiarity, which in turn may assist to positively influence a
consumer’s purchase decision for a travel destination (c.f. Kent &
Allen, 1994).
Apart from making comparisons among five Australian icons it may
also be useful to examine how frequently these icons are used among
other promotional pictorial representations within travel brochures.
Other promotional pictorial representations for example would
include other wildlife, wilderness settings and tourist attractions. This
analysis would be helpful to gain an understanding for the more
popular pictorial representations used by advertisers in designing
travel brochures for the Australian destination. Comparisons for use
can then be made among these pictorial representations and icons,
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particularly the kangaroo. An understanding of the way advertisers
pictorially present Australia in travel brochures is used to determine
usage for the kangaroo among brochures.
The second stage of this study entails identifying the use of text
surrounding a picture of the kangaroo. Similarly with the analysis of
the pictorial representations within travel brochures it will be
necessary to determine context units for each varied use of text.
Primary focus is for the word kangaroo. Analysis will be conducted to
identify the ways in which the word kangaroo is associated with
pictorial representations of the kangaroo. This association may include
the word kangaroo used as a caption underneath a picture or in text,
which may be related to a kangaroo picture. Analysis will also include
captions, which do not use the word kangaroo but are attached to a
picture of a kangaroo. This may be useful to gain an understanding
for the popularity for usage of the word kangaroo when compared to
other captions.
4.2 Quantification of Content
The following is a description of the context units.
4.2.1 Kangaroo
As the kangaroo is the major focus of this study, it will not only be
measured as a single context unit for inclusion into the comparative
analysis of other icons and promotional pictorial representations, but
the portrayal of the kangaroo will be broken down into smaller
context units. This will provide more detailed information regarding
the context that the kangaroo is portrayed. It will also make it clearer
for further analysis involving the use of text. Table 4 defines the
contextual units that have been identified for the portrayals of the
kangaroo in travel brochures. Overall, 15 context units were
identified.
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Table 4: Contextual Units for Portrayal of the Kangaroo within
Travel Brochures
CONTEXT CONTEXT DESCRIPTION
UNIT

APPENDIX
PICTORIAL
EXAMPLE

1

Kangaroo by self in wilderness setting e.g. Outback Australia

D.i

2

Kangaroo by self in controlled setting e.g. Wildlife park

D.ii

3

Kangaroo with people in wilderness setting

D.iii

4

Kangaroo with people in controlled setting

D.iv

5

Silhouette/cutout of kangaroo and by self

D.v

6

Sillhouette/cut out of kangaroo among collage of
non-wildlife pictures

D.vi

7

Silhouette/cutout of kangaroo among collage of wildlife pictures

D.vii

8

Caricature of kangaroo with people and other animals

D.viii

9

Silhouette/cutout of kangaroo among a group of other pictures

D.ix

10

Kangaroo in wilderness setting among group of other pictures

D.x

11

Kangaroo by self-setting unknown, i.e. unsure as to whether
wilderness or controlled setting

D.xi

12

Caricature/silhouette of kangaroo with other
caricature/silhouette animals

D.xii

13

Kangaroo with people, setting unknown

D.xiii

14

Silhouette of kangaroo on a road sign

D.xiv

15

Kangaroo among other pictures, setting unknown

D.xv

4.2.2 Context units for other icons
To make comparisons among icons for their use, four other icons from
the iconography study, i.e. Ayers Rock, Opera House, koala and
platypus require coding for measurement. Table 5 provides the
definition for these contextual codes.
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Table 5: Contextual Units for Portrayal of Other Icons
CONTEXT
CONTEXT
UNIT

CONTEXT DESCRIPTION
CONTEXT DESCRIPTION

APPENDIX
APPENDIX
PICTORIAL
EXAMPLE

Ayers
Rock

The icon has to be wholly visible to the reader and shown in its
entirety. Other objects (e.g. people, animals) may be present
within the picture with the icon.

E.i

Opera
House

The icon has to be wholly visible to the reader and shown in
its entirety. Other objects (e.g. people, animals) may be present
within the picture with the icon.

E.ii

Koala

The icon has to be wholly visible to the reader and shown in its
entirety. Other objects (e.g. people, animals) may be present
within the picture with the icon.

E.iii

Platypus

The icon has to be wholly visible to the reader and shown
in its entirety. Other objects (e.g. people, animals) may
be present within the picture with the icon.

E.iv

4.2.3 Other promotional pictorial representations within
travel brochures
For further comparison, other pictures within the travel brochures that
have been deemed to provide promotional content within the clutter
of promotional material also need to be coded. The analysis of other
promotional materials (pictures) will allow an opportunity to assess
the ratio of usage among recognisable icons and these other
promotional materials. Table 6 provides the definition for these
contextual codes.
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Table 6: Contextual Units for Other Pictorial Representations
CONTEXT
UNIT

CONTEXT DESCRIPTION

People in
Wilderness
setting

People in pictures, which depict outback settings, rugged
terrain or involvement with the wilderness such as
white water rafting, mountaineering. It does not include
pictures of kangaroos in wilderness settings

F.i

Scenery

Pictures of Australia without any wildlife or people present

F.ii

Beaches

Pictures that show people at Australia’s sandy beaches

F.iii

Resort Style

These pictures typically show resort style accommodation
that can be found on places like Dunk Island or the
Whitsundays

F.iv

Camels

Pictures of camels, which either show them being on
their own or people riding them

F.v

Fish

Any type of fish, however the pictures were mostly of
fish from the Great Barrier Reef

F.vi

The Olgas

A picture showing the Olgas wholly visible to the reader
and shown in its entirety. Other objects (e.g. people,
animals) may be present within the picture

F.vii

Birds

Any type of bird, however pictures were mostly of
kookaburras or other more colourful birds such as
rainbow lorikeets

F.viii

Dolphins

Any pictures of dolphins that were clearly visible
underwater with or without people present. Most were
from Monkey Mia

F.ix

Lizards

Any type of lizard

F.x

Monuments/
Museums

Any type of monument/museum. Mostly pictures of these
were found to be promoting Canberra

F.xi

Penguins

Any pictures of penguins with or without people present

F.xii

Tasmanian Devil

Any picture of the Tasmanian Devil

F.xiii

Whales

Any picture of whales where they could be seen almost
in their entirety

F.xiv
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APPENDIX
PICTORIAL
EXAMPLE

4.3 Content Analysis
Table 7 shows results from the content analysis. Notice that there are
two sets of scores. This is because that for two travel brochures for
the one tour operator, i.e. Abercrombie & Kent, the kangaroo was
used in a logo design which signified each new travel package within
the travel brochure. This was an unusual use of the kangaroo when
compared with other travel brochures. As such the use of the
kangaroo in this way not only increased the number of times it was
represented in these particular travel brochures but increased the use
of the kangaroo by 28.5% from that which was typically observed
within other travel brochures.
Table 7: Frequency of Use of Pictorial Representations
RANK

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
Total

CONTEXT UNIT

UNUSUAL USE
OF KANGAROO
REMOVED (n)

UNUSUAL USE
OF KANGAROO
REMOVED (%)

RAW
SCORE
(n)

RAW
SCORE
%

People in Wild
Scenery
Beaches
Opera House
Resort Style
Ayers Rock
Koala
Kangaroo
Camels
Fish
The Olgas
Birds
Dolphins
Lizards
Monuments/Museums
Penguins
Tasmanian Devil
Whales

235
177
129
102
101
87
78
70
29
25
25
19
16
12
10
8
6
2

20.76
15.64
11.40
9.01
8.92
7.69
6.89
6.18
2.56
2.21
2.21
1.68
1.41
1.06
0.88
0.71
0.53
0.18

235
177
129
102
101
87
78
95
29
25
25
19
16
12
10
8
6
2

20.31
15.30
11.15
8.82
8.73
7.52
6.74
8.21
2.51
2.16
2.16
1.64
1.38
1.04
0.86
0.69
0.52
0.17

Platypus

1
1132

0.09
100.00

1
1157

0.09
100.00
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By including this unusual use of the kangaroo within the overall scores
it can be seen from Table 7 that the kangaroo would move in usage
popularity from eighth position to sixth. This would place the
kangaroo slightly ahead of other icons Ayers Rock (0.69%) and the
koala (1.47%). This may not seem significant and perhaps in the
context of overall rank it is not, however, what appears to be
significant is the usage rate for the use of the kangaroo when
compared against those icons used in the iconography study. When
the five icons have been extracted from the usage rates for all the
context units and analysed separately it can be seen that the
difference among icons is greatly increased. Table 8 shows usage rates
for Australian icons.
Table 8: Frequency for use of Australian Icons in Travel
Brochures
ICON

RAW
SCORE
(n)

RAW
SCORE
%

UNUSUAL USE
OF KANGAROO
REMOVED (n)

UNUSUAL USE
OF KANGAROO
REMOVED %

Opera House

102

28.10

102

30.18

Ayers Rock

87

23.97

87

25.74

Koala

78

21.49

78

23.08

Kangaroo

95

26.17

70

20.71

Platypus

1

0.28

1

0.30

363

100.00

338

100.00

Total

The results of the separate analysis for the five icons are not consistent
with recognition scores obtained from the iconography study
conducted within Study 1. Within the iconography study, the
kangaroo, koala, Opera House and Ayers Rock ranked 2nd, 4th, 11th and
19th respectively, with recognition ratings of 98.3%, 91.0%, 57.1%
and 10.7%. Notice that in Table 7, content analysis for the use of
these five icons reveal that most are clustered within close proximity
to one another, i.e. Opera House, kangaroo, Ayers Rock and koala.
The comparison of results between recognition scores obtained from
the iconography study and results of the content analysis for use of
icons indicates that there are vast differences in recognition among
the icons yet these icons have similar usage rates within travel
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brochures. As such, there may be inefficiencies in terms of optimising
space within travel brochures by having less recognised icons
promoted too much, while on the other hand, opportunities may exist
to increase exposure of more highly recognised icons (i.e. kangaroo).
Increasing exposure of more highly recognised icons such as the
kangaroo would allow opportunities to increase familiarity with a
tourist destination. Familiarity with a product may positively influence
the decision making process for a consumer. Thus, by increasing
exposure of the kangaroo by increasing the number of times that it is
represented in travel brochures may also increase familiarity for a
tourist destination (i.e. Australia). This increase in familiarity may have
a positive influence upon a person who may be making a decision
among a variety of other possible international tourist destinations. In
short, for a consumer, the difference between travelling to Australia
rather than another international tourist destination may be the
familiarity that the recognition of a kangaroo brings to Australia.
Also notice from Table 7 that the most popular pictorial
representation is that of depicting people within a wilderness setting.
Among the 37 travel brochures examined there were 235 pictorial
representations of people within a wilderness environment. A key
element within advertising is to attempt to have consumers become
part of the advertisement (Miniard, Bhatla, Lord, Dickson, 1991;
Schmitt, Tavassoli, Millard, 1993). In other words to have the
consumer imagine they are present in the picture experiencing the
situation portrayed. To achieve this imagery for people, a picture
typically provides enough contextual information so that readers can
begin to imagine themselves within the setting portrayed. Sometimes
for example this is achieved through pictures depicting people
experiencing the situation. This allows readers to take the role of a
person in the picture and provides opportunities for readers to
imagine themselves within that context. Readers are then able to
imagine what it might be like to be in that situation in ‘real life’. As
such they begin to become involved within the product, which assists
to achieve a positive purchase decision.
A breakdown of the portrayal of the Australian kangaroo within travel
brochures showed that only on seven occasions were kangaroos
depicted in a wilderness setting with people. It was recommended in
Study 2 that tourism advertising should be directed toward people
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interested in wildlife by including images of the kangaroo with
people. As such opportunities exist within travel brochures to increase
the promotion of Australia’s most recognisable icon with the most
popular form of travel brochure pictorial representation (i.e. people in
wilderness settings) by including the kangaroo more often with
pictures depicting people in wilderness settings. The increased usage
for combining kangaroos and people in wilderness settings may also
increase the possibility of positively influencing a consumers purchase
decision for Australia, particularly for those people interested in
wildlife tourism.
4.4 Portrayal of Kangaroos
The second stage of this study provided supplementary analysis to the
experimental study, which addressed the effects for the use of text
and pictures containing kangaroos and people. As such a content
analysis was conducted to determine the ways in which kangaroos
were portrayed within travel brochures. This allowed for identification
of 15 context units, which depict the way in which kangaroos are
portrayed within travel brochures. Table 9 provides definitions for the
15 contextual units and the frequency for their use.
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Table 9: Frequency of Use for Various Portrayals of the
Kangaroo
UNIT CONTEXTUAL UNITS FOR
NO. PORTRAYAL OF KANGAROO

RAW
SCORE
(n)

RAW
SCORE
%

UNUSUAL
UNUSUAL
USE OF
USE OF
KANGAROO
KANGAROO
REMOVED (n) REMOVED %

14

Silhouette on a road sign

14

14.74

14

20.00

11

By self setting unknown

11

11.58

11

15.71

1

By self in wildlife setting

9

9.47

9

12.86

3

With people in wildlife setting

7

7.37

7

10.00

5

Silhouette/cutout

6

6.32

6

8.57

4

With people in controlled setting

4

4.21

4

5.71

12

Caricature/silhouette with other
caricature/silhouette animals

4

4.21

4

5.71

15

Setting unknown among pictures

4

4.21

4

5.71

9

Silhouette/cutout among pictures

3

3.16

3

4.29

2

By self in controlled setting

2

2.11

2

2.86

10

In wildlife setting among
other pictures

2

2.11

2

2.86

13

With people setting unknown

2

2.11

2

2.86

7

Silhouette/cutout among collage
of wildlife pictures

1

1.05

1

1.43

8

Caricature with people and
real koala

1

1.05

1

1.43

6

Silhouette/cutout among collage
of non-wildlife pictures

25

26.32

0

0.00

Total

95

100.00

70

100.00

Notice from Table 9 that again there are two sets of results. One set
of results involves the unusual use of the kangaroo in a logo fashion
by one travel company and the other set shows results with the
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unusual use removed. The unusual use of the kangaroo is portrayed
as a silhouette laid over the top of a world map, which is used to
indicate a different tour within the travel brochure. As such the use of
the kangaroo in this manner gives a higher than usual use which is
typically found among other travel brochures. The second set of
results remove the effect of this higher than usual use of the kangaroo
and is included as comparative information.
Notice from Table 9, whether consideration is given to the higher than
usual use of the kangaroo or not, the more popular usage for the
kangaroo within travel brochures is to have them portrayed in
silhouette. As discussed in Study 1, when people are interpreting
silhouette pictures they add their own knowledge and experience that
allows them to ‘visualise’ silhouettes in more ‘real life’ detail. In other
words people mentally add colour and other contextual cues to make
the picture more realistic for them. So having kangaroos portrayed in
silhouette will pose little deleterious effects (Messaris, 1997). However
what may be a problem is the context in which the kangaroo
silhouettes are portrayed. Table 9 shows that when the frequency
score is removed, which considers the higher than usual use of the
kangaroo, the next most popular use is again one which uses the
kangaroo in silhouette, however it is portrayed on road signs.
It is unclear what effect this portrayal of a kangaroo on a road sign
may have upon the purchase decision for a consumer. Even though
people have the ability to interpret silhouette pictures with little
deleterious effects, the contextual interpretation by people of the
kangaroo portrayed on road signs may be problematic. Given the
popularity of depicting people in wilderness settings in travel
brochures and the previous discussion, which involved increasing the
integration of Australia’s most recognisable icon (i.e. the kangaroo)
into these wilderness portrayals, it may be that the context of
depicting kangaroos on road signs might be viewed less favourably
than portrayals of kangaroos in more appropriate and possibly
expected settings, i.e. in the wild. The less favourable view might
occur through the contextual interpretations that are implied by
portraying a kangaroo on a road sign. It could be expected that
people may interpret the kangaroo on a road sign as notice that
caution needs to taken. This may have a negative influence for a
person’s belief about safety factors for a particular tourist destination.
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Reduced levels of safety may negatively impact upon a consumer’s
decision-making process and as such people may choose another
tourist destination that promotes higher levels of safety. As a result
promoting the kangaroo on road signs may be inefficient in terms of
attempting to positively influence a consumers purchase decision. If
this were so then for these types of advertisements, which are the
more popular form for depicting the kangaroo, there would be poor
return for the cost of advertising as well as reduce the number of
tourists who may otherwise have chosen to travel to Australia.
It is also unclear what effects may be present among other context
units, which portray the kangaroo. In other words, with the variety of
contexts that kangaroos are represented in travel brochures it may be
useful to determine if a particular context or portrayal of a kangaroo
may be more successful at enhancing advertising effectiveness than
other representations. Further investigation would seem warranted to
explore this issue.
Table 9 also shows that another popular pictorial representation of the
kangaroo is to have it portrayed within a setting that is unknown. An
unknown setting is one where it is unclear whether the kangaroo may
be in a wilderness environment, e.g. Outback Australia, or is in a
controlled environment, e.g. Wildlife Park. A picture that was coded
into this particular context unit typically portrayed a close up of a
kangaroo with little background visual information, which could assist
the reader to make a contextual judgement. This may be important to
a reader particularly if they were searching for travel packages that
allowed opportunities to become involved with kangaroos in a
particular situation. For example some consumers may wish to view
kangaroos in wilderness settings while others may wish to be involved
with them in controlled settings. By not providing enough contextual
information for the reader, a consumer may not have been given
sufficient product information to assist to make a purchase decision.
Portraying the kangaroo in a manner, which provides little contextual
information, makes it difficult for readers to become involved with the
visual imagery and visual persuasiveness of that picture. As a result,
there may be little benefit for these types of pictures that portray the
kangaroo in this manner. Increased benefits may be sought by
providing greater contextual information within pictures depicting the
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kangaroo. As has previously been discussed, this increased contextual
information, which could be achieved by increasing the integration of
the kangaroo with pictures of people in wilderness settings, may
influence a consumers purchase decision. This increased contextual
information would allow opportunities for readers to become
involved within a setting that not only may be relevant to them but
appears relevant to one that people would typically expect to find a
kangaroo, i.e. in the wild.
4.5 Text Use within Kangaroo Portrayals
Content analysis was conducted to identify the ways in which text
was used in association with the pictorial representation of the
kangaroo. Table 10 shows the results of the content analysis, which
depicts the breakdown for the various context units identified for the
portrayal of the kangaroo and the use of all text associated with the
picture. All text typically represents any text used as a caption, which
was associated with a picture of a kangaroo, and text surrounding the
word kangaroo, which may have been used within the body of text in
the travel brochures. Thus, Table 10 shows the number of times that
any text was used with a kangaroo picture and not just the number
of times the word kangaroo was used in the caption. In addition,
Table 10 also includes the number of times the word kangaroo was
used in the body of text or ‘story line’ in the travel brochures. Notice
again that Table 10 includes two sets of results. For the purposes of
this discussion the unusually high use of the kangaroo will be used.
This is because analysis based upon these results will provide an
understanding of optimum effects that may be expected. It would be
anticipated that a lesser use of the kangaroo would lead to lesser
effects.
Of the 95 occasions that a kangaroo was portrayed within the sample
of travel brochures, any form of text accompanied these portrayals 29
times. In other words the kangaroo was pictured 66 times without
any accompanying text. However, of these 29 times the word
kangaroo was only used on 17 occasions. This makes the association
between the word kangaroo and the portrayals of the kangaroo occur
within travel brochures, approximately 18% of the time. Table 11
illustrates a further breakdown for the use of the association among
pictures of the kangaroo, pictures of people and the kangaroo
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together, and the word kangaroo. Here it can be seen that the more
popular association involves a picture of a kangaroo and no text.
Table 10: Frequency for Use of Text with Various Portrayals of
the Kangaroo
USE OF TEXT WITH PORTRAYAL
OF KANGAROO - RAW SCORES

NONE %

IN TEXT %

CAPTION %

NONE (n)

IN TEXT (n)

CAPTION (n)

NONE %

IN TEXT %

CAPTION %

NONE (n)

IN TEXT (n)

CAPTION (n)

UNIT CONTEXTUAL UNITS FOR
NO. PORTRAYAL OF KANGAROO
AND TEXT USE

TEXT USE WITH UNUSUAL USE
OF KANGAROO REMOVED

11

By self setting unknown

9

1

1

9.47 1.05 1.05

9

1

1

12.9 1.43 1.43

3

With people in wildlife setting

4

1

2

4.21 1.05 2.11

4

1

2

5.71 1.43 2.86

3.16 1.05 5.26

4.29 1.43 7.14

1

By self in wildlife setting

3

1

5

3

1

5

14

Silhouette on a road sign

3

0

11 3.16 0.00 11.58 3

0

11 4.29 0.00 15.71

2

By self in controlled setting

2

0

0

2.11 0.00 0.00

2

0

0

2.86 0.00 0.00

4

With people in controlled
setting

2

0

2

2.11 0.00 2.11

2

0

2

2.86 0.00 2.86

5

Silhouette/cutout

2

0

4

2.11 0.00 4.21

2

0

4

2.86 0.00 5.71

8

Caricature with people and
real koala

1

0

0

1.05 0.00 0.00

1

0

0

1.43 0.00 0.00

6

Silhouette/cutout among
collage of non-wildlife
pictures

0

0

25 0.00 0.00 26.3

0

0

0

0.00 0.00 0.00

7

Silhouette/cutout among
collage of wildlife pictures

0

0

1

0.00 0.00 1.05

0

0

1

0.00 0.00 1.43

9

Silhouette/cutout among
pictures

0

0

3

0.00 0.00 3.16

0

0

3

0.00 0.00 4.29

10

In wildlife setting among
other pictures

0

0

2

0.00 0.00 2.11

0

0

2

0.00 0.00 2.86

12

Caricature/silhouette with
other caricature/ silhouette

0

0

4

0.00 0.00 4.21

0

0

4

0.00 0.00 5.71

0

0

2

0.00 0.00 2.11

0

0

2

0.00 0.00 2.86

Setting unknown among
pictures

0

0

4

0.00 0.00 4.21

0

0

4

0.00 0.00 5.71

Totals

26

3

66

27.4 3.16 69.5 26

3

41

37.1 4.29 58.6

animals
13

With people setting
unknown

15

37

Table 11: Frequency of Use of the Word Kangaroo in
Association with a Kangaroo or Person
KANGAROO
AND
KANGAROO
TEXT

KANGAROO
AND PERSON
AND
KANGAROO
TEXT

KANGAROO
AND PERSON
AND
KANGAROO
TEXT

KANGAROO
AND PERSON
AND NO
KANGAROO
TEXT

Raw Score (n)

15

2

62

16

Raw Score %

15.8

2.1

65.3

16.8

Unusual Use of
Kangaroo Removed (n)
Unusual Use of
Kangaroo Removed %

15

2

37

16

21.4

2.9

52.8

22.9

A recommendation from Study 2 advises that whenever a kangaroo is
present in a picture then the word kangaroo should also be
mentioned. Results from the content analysis reveal that up to 65.3%
of kangaroo pictures within travel brochures either do not mention
the word kangaroo in supporting text or do not contain any
supporting text. The lack of the word kangaroo providing support for
kangaroo pictures may in fact be limiting the potential advertising
effectiveness for use of the kangaroo within travel brochures.
Crimmins and Horn (1996) demonstrated that many official Olympic
Games sponsors lost their competitive advantage and leverage
through poor use of the highly recognisable Olympic rings. This
resulted in inefficient and less effective advertising. Many official
Olympic Games sponsors limited their advertising potential by not
making clear to consumers the link between the Olympic rings shown
in these sponsors’ advertisements and their products. Typically poor
examples simply displayed the Olympic rings in a corner of the
advertisement with no mention of the Olympic rings, the Olympic
Games or why the sponsors might be involved with the sponsorship
of the Olympic Games. This as Crimmins and Horn (1996) argued,
then leaves the consumer to work out the association for themselves,
which is too difficult, and, as Kinney and McDaniel (1996) found, can
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lead to deleterious effects where consumers believe other non official
sponsors (ambush advertisers) are in fact the official sponsors.
These findings indicate that it cannot be taken for granted that verbal
or textual reinforcement, even for highly recognisable icons such as
the Olympic rings or the kangaroo, are not warranted. It was strongly
suggested by Crimmins and Horn (1996) and Kinney and McDaniel
(1996) that to take full advantage of the potential of an
advertisement using a highly recognisable icon such as the Olympic
rings, it must be made quite clear to consumers the links between the
advertisement and the highly recognisable icon. And, that it should
not be left up to consumers to make this association. Similarly then,
for pictures of the kangaroo within travel brochures, increased
effectiveness for use of the kangaroo may be achieved by including
the word kangaroo along with an explanation to consumers for the
association of the kangaroo to Australia. This could perhaps be a link
to wildlife, the kangaroo being a unique animal or a description of
other benefits that the kangaroo may bring for a consumer. Thus, as
up to 65.3% of pictures of the kangaroo within travel brochures do
not mention the kangaroo, potential exists to increase the
effectiveness for use of the kangaroo by including textual reference to
the kangaroo and the association the kangaroo has with Australia.
4.6 Summary
In sum, a content analysis of travel brochures found that there are
inefficiencies and ineffectiveness for the use of Australian icons within
travel brochures. Inefficiencies were found through the high usage of
icons within travel brochures that also recorded low recognition
scores, such as the Opera House and Ayers Rock. Ineffectiveness, in
terms of increasing familiarity for Australia was also found through
the relatively low use of a highly recognisable icon such as the
kangaroo. The most popular pictorial representation within travel
brochures was that which depicts people in a wilderness setting
whereas the most popular form for portrayal of the kangaroo was on
a road sign. Portrayal of the kangaroo on road signs raised concerns
for the development of negative contextual interpretations by
consumers. These negative contextual interpretations may have
developed through the implied concerns for caution and safety that
may be derived through the portrayal of the kangaroo on road signs.
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Unlike pictorial representations of people in wilderness settings,
which provided enough visual information to allow readers to become
involved with the picture, visual information for most other portrayals
of kangaroos provided limited material. This limited visual information
may make it difficult for readers to become involved with the picture
of a kangaroo, as it was unclear in what setting or context the
kangaroo was portrayed. The lack of involvement and sufficient visual
information may hinder a consumer’s decision-making process for
intent to purchase.
The more popular association among the combined use of pictures of
the kangaroo, pictures of people and use of text in particular the word
kangaroo, was portraying a picture of the kangaroo with no textual
reference through use of the word kangaroo. It was felt that increased
effectiveness among advertisements that portray the kangaroo within
travel brochures could be achieved by making salient to consumers,
particularly those interested in wildlife, the association of the
kangaroo to Australia. This association would be achieved by
increasing the use of the word kangaroo when accompanying a
picture of the kangaroo as well as providing text, which highlights and
links for consumers, the representation of the kangaroo to Australia.
This could be for example the symbolism of freedom and uniqueness
that can be portrayed by the kangaroo, which could also represent
attributes and benefits consumers may desire from a tourist
destination.
4.7 Recommendations
The efficacy of travel brochures might be improved by having lesser
pictorial representation of icons such as the Opera House and Ayers
Rock. By having lesser representation of icons that achieved much
lower recognition scores will allow opportunities to increase the usage
for more highly recognised icons such as the kangaroo, and, as a
result, also allow an increase in efficient use of space within the travel
brochure. It would be expected that this increase in efficient use of
travel brochures should also result in a better return for monies
invested into the cost of producing the brochures.
It may be useful to increase the usage of more highly recognised icons
such as the kangaroo within travel brochures. Increased use of highly
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recognised icons such as the kangaroo will increase the effectiveness
of advertising by capitalising on familiar situations, which in turn may
positively affect a consumer’s decision-making processes.
It is probably a good idea to reduce the usage of portrayals of
kangaroos that provide little visual contextual information. Instead,
provide increased visual information that clearly shows the setting in
which the kangaroo is portrayed. In other words reduce the number
of pictures of kangaroos that portray them in environments that do
not allow clear interpretation for the consumer. Minimal visual
information creates confusion by the consumer and makes it difficult
for the consumer to interpret the context of the setting. As a result
some people may ignore this advertisement, as it is difficult to
process. This may decrease advertising effectiveness.
It might be useful to increase the usage of the kangaroo in travel
brochures by including them into some of the more popular pictorial
representations, particularly people in wilderness settings. This
integration will allow opportunities for the kangaroo to be seen by
consumers to be portrayed in more appropriate contextual settings.
By providing increased visual information to consumers it will allow
them to become involved within the setting of the picture which may
in turn positively affect a consumers decision to purchase, or in this
case travel to Australia. It is cautioned, however, that results from
Study 2 indicate that negative effects occur when the word kangaroo
is also found in association with a picture of a person. For maximum
advertising effectiveness in this instance, it is recommended not to
include the word kangaroo when a person is seen in the picture (with
or without a kangaroo).
The recommendations here are speculative. It will be useful to
conduct further investigation into the advertising effectiveness for the
various contextual portrayals of the kangaroo within travel brochures.
In particular the effect of the most popular portrayal of the kangaroo,
which sees the kangaroo on road signs.
Finally, it seems reasonable to increase the association between
pictures of the kangaroo and textual reference for the kangaroo
within travel brochures. Textual reference of the word kangaroo
should also be accompanied by an explanation of the representation
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that the kangaroo has for Australia and the benefits that this
representation and portrayal of the kangaroo may have for
consumers. Similarly for the recommendation relating to the use of
people and kangaroos included in the same picture, it is
recommended that for maximum advertising effectiveness that when
using the word kangaroo in association with a picture of a kangaroo
that no person be found in this picture.
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5.

OVERALL CONCLUSIONS
The kangaroo is clearly a useful icon for advertising. It is highly
recognisable as Australian, so it may be a useful way to signal that an
advertisement is about Australia. This will be particularly useful in
contexts of clutter, such as when a brochure for the country sits
among a shelf of brochures for other destinations. A picture of a
kangaroo on the cover – more than any other icon – would signal that
the brochure is for Australia.
However, the kangaroo is not always the best image to use in every
advertising context, or given any advertising goal. For several
elements of destination image, a person in the picture was better
than a text reference for a kangaroo. Thus, picturing people is
generally attractive. But, if people are in the picture, it is clearly a
mistake to mention kangaroos in the text.
The key impact of kangaroo pictures occurs for those who are
interested in wildlife tourism. Those who like to see wildlife when they
travel perceive more value in a trip to Australia when a kangaroo is
pictured in the ad. This is a somewhat intuitive finding. It simply
suggests that a picture of a kangaroo appeals to people who are
interested in wildlife when they travel. However, what is interesting is
that this effect does not accrue for segments that are interested in
wildlife when they travel. So, the value of the kangaroo in the ad is
specific to segments that are predisposed to be interested in
kangaroos.
The fact is that a great deal of the exposure to Australian travel
information occurs through brochures. It is a feature of brochures that
they describe product bundles that are each designed to appeal to
different needs, wants, and tastes. Brochures represent a reasonable
array of the destination’s product mix. This study examined single
page ads, not brochures. The finding that kangaroo mention and
person imagery is a poor mix clearly applies to the single page ad. It
is not clear if it applies across related ads, as in a brochure. In the
context of a brochure, there might be an ad that pictures people and
a different ad that mentions kangaroos. Is the effect the same in this
instance as in the single ad? We do not know. Clearly, there needs to
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be much more work examining how kangaroos and kangaroo
imagery are most effectively designed into the overall marketing mix
and the resulting marketing communications.
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APPENDIX A
The instrument containing 21 iconographic images used for the
Recognition Study

Please name the country that you would associate with this image
Now circle your
level of confidence
with your response
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sure

absolutely
certain

Please name the country that you would associate with this image
Now circle your
level of confidence
with your response
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Please name the country that you would associate with this image
Now circle your
level of confidence
with your response
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absolutely
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Please name the country that you would associate with this image
Now circle your
level of confidence
with your response
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absolutely
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Please name the country that you would associate with this image
Now circle your
level of confidence
with your response
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Please name the country that you would associate with this image
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Please name the country that you would associate with this image
Now circle your
level of confidence
with your response
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Please name the country that you would associate with this image
Now circle your
level of confidence
with your response

only
guessing

reasonably
sure

absolutely
certain

Please name the country that you would associate with this image
Now circle your
level of confidence
with your response

only
guessing

reasonably
sure

absolutely
certain

53
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reasonably
sure

absolutely
certain

Please name the country that you would associate with this image
Now circle your
level of confidence
with your response

only
guessing

reasonably
sure

absolutely
certain

Please name the country that you would associate with this image
Now circle your
level of confidence
with your response

only
guessing

reasonably
sure

absolutely
certain
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Please name the country that you would associate with this image
Now circle your
level of confidence
with your response

only
guessing

reasonably
sure

absolutely
certain

Please name the country that you would associate with this image
Now circle your
level of confidence
with your response
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only
guessing

reasonably
sure

absolutely
certain

APPENDIX B
Questionnaire designed to collect data to test the effect of
kangaroo imagery, human imagery, kangaroo textual references
and wildlife textual references for print advertisements
SN
V
A

Part A

For Office Use Only

The material that I have just read is: (place a check mark on the score which best
describes your response)
Eye catching

:
1

Uninteresting

:
3

:
1

Emotional

:
2

:
1

Easily Memorable

:

:

:

:

:

:

Unemotional
7

:
6

:
5

Interesting
7

6

5

4

:

:

:

Boring
7

6

5

4

3

:

:

:

:
6

5

4

3

2

:

:

:

:
5

4

3

2

1

:

:

:

:
4

3

2

1
Attention Getting

:

2

Forgettable
7

:
6

Dull
7

The material gave me a good idea.
Strongly Disagree

:
1

:
2

:
3

:
4

:
5

:
6

Strongly Agree
7

While reading the material I thought how useful a trip to Australia
might be for me.
Strongly Disagree

:
1

:
2

:
3

:
4

:
5

:
6

Strongly Agree
7

59

The material was meaningful to me.
Strongly Disagree

:

:

1

2

:
3

:

:

4

5

:
6

Strongly Agree
7

I could imagine myself experiencing things in Australia.
Strongly Disagree

:

:

1

2

:
3

:

:

4

5

:
6

Strongly Agree
7

The material did not have anything to do with my needs.
Strongly Disagree

:

:

1

2

:
3

:

:

4

5

:
6

Strongly Agree
7

As I read the material I thought of reasons why I would travel or would
not travel to Australia.
Strongly Disagree

:

:

1

2

:
3

:

:

4

5

:
6

Strongly Agree
7

Part B
We are interested in what you think about Australia.
From what you know or have heard about Australia, please rate it on each
statement below. For each statement, use the following scale:
1 = very untrue
4 = somewhat true
2 = untrue
5 = true
3 = somewhat untrue
6 = very true
A picture of the scale looks like this:
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very untrue

untrue

somewhat
untrue

somewhat
true

true

very true

1

2

3

4

5

6

There are no ‘right’ or ‘wrong’ answers. We are interested in your opinion.
Simply use the rating that best describes the way you see Australia. If you
are not sure about a particular statement, simply indicate what you think is
the most appropriate rating.
After each statement, circle the number that is your rating of Australia.
1

2

3

4

5

6

2. Forests or trees are an important part of the area’s scenic beauty. 1

2

3

4

5

6

3. Accommodation is reasonably priced for what you get.

1

2

3

4

5

6

4. There are interesting religious attractions.

1

2

3

4

5

6

5. Diseases are a concern there.

1

2

3

4

5

6

6. There are good resorts.

1

2

3

4

5

6

7. It is an out-of-the-way place to visit.

1

2

3

4

5

6

8. Information there is reliable.

1

2

3

4

5

6

9. There are good car rental facilities.

1

2

3

4

5

6

10. The landscape in the area is varied.

1

2

3

4

5

6

11. It is expensive to get around in the area.

1

2

3

4

5

6

12. It is a safe environment to visit.

1

2

3

4

5

6

13. It is a romantic place to visit.

1

2

3

4

5

6

14. It is easy to get to from where I live.

1

2

3

4

5

6

15. It has good medical care and facilities.

1

2

3

4

5

6

16. There are a variety of hiking opportunities.

1

2

3

4

5

6

17. Prices to special attractions are reasonable.

1

2

3

4

5

6

18. You can’t trust the people.

1

2

3

4

5

6

19. The weather is predictable.

1

2

3

4

5

6

20. Plenty of tennis courts are available.

1

2

3

4

5

6

21. Mountains are an important part of the area’s scenic beauty.

1

2

3

4

5

6

22. It has many famous attractions.

1

2

3

4

5

6

23. It is a sunny place to visit.

1

2

3

4

5

6

24. It has good opportunities to enjoy music.

1

2

3

4

5

6

25. Grasslands are an important part of the area’s scenic beauty.

1

2

3

4

5

6

26. The place is dirty.

1

2

3

4

5

6

1. It has business and industry.
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27. There are lots of things for children to do.

1

2

3

4

5

6

28. Farmland is an important part of the area’s scenic beauty

1

2

3

4

5

6

29. The surroundings are exotic.

1

2

3

4

5

6

30. The transportation system is good.

1

2

3

4

5

6

31. The architecture is interesting.

1

2

3

4

5

6

32. It is a family oriented place.

1

2

3

4

5

6

33. There are opportunities to increase my knowledge.

1

2

3

4

5

6

34. It provides good value for my holiday dollar.

1

2

3

4

5

6

35. It takes too much time to get there.

1

2

3

4

5

6

36. It has good snow.

1

2

3

4

5

6

37. It has fine golf courses.

1

2

3

4

5

6

38. It is an expensive place to visit.

1

2

3

4

5

6

39. One can experience thrills there.

1

2

3

4

5

6

40. It is easy to get around there.

1

2

3

4

5

6

Part C
For me, a trip to Australia would be: (place a check mark on the score which best
describes your response)
Good

:
1

:
2

Unlikely

:
1

Beneficial

:

:

1
Probable

:
1

Unpleasant

:
1
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:
2

:

:
2

:

:
3

:

7
:

6
:

5

Harmful

6

5
:

4

:

5

4

Wise
7

:

4

3

:
6

:

3

Likely
7

:
5

:

2

:
6

:
4

Bad
7

:
5

:
3

:
6

:
4

:
2

:
5

:
3

:
1

:
4

:
2

Foolish

:
3

Improbable
7

:
6

Pleasant
7

When I travel I like to see the wildlife in the place I visit.
Never

:
1

:
2

:
3

:
4

:
5

:
6

Always
7

When was your last trip outside the USA? (please circle the appropriate
response)
Never

within the last
year

within the last
2 – 5 years

within the last
6-10 years

more than
10 years ago

Have you ever visited Australia? (please circle)

Yes

No

What is your age?

Male

Female

Are you:
(please circle)

How would you describe your ethnicity: (place a check mark in the appropriate
category)
African-American

White

Asian-American

Hispanic

Other (please specify)

Native American

Thank you for your participation
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APPENDIX C
The 16 advertisements used in the experimental design to test
the effect of kangaroo imagery, human imagery, kangaroo
textual references and wildlife textual references for print
advertisements
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!

68

DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Visit the many unusual animals that call
Australia Home.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Visit the many unusual animals that call
Australia Home.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Visit the many unusual animals that call
Australia Home.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Visit the many unusual animals that call
Australia Home.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
See Kangaroos in their natural habitat.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
See Kangaroos in their natural habitat.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
See Kangaroos in their natural habitat.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
See Kangaroos in their natural habitat.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!

76

DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Visit the many unusual animals that call Australia
home, like the amazing kangaroo.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Visit the many unusual animals that call Australia
home, like the amazing kangaroo.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Visit the many unusual animals that call Australia
home, like the amazing kangaroo.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!

79

DO YOU KNOW...
Australia is the only
country in the world that
is an island continent.
That’s why Australia offers
so much - sights, sounds,
excitement, or just plain
fun - that you can’t find
anywhere else.
Maybe that’s why people
who visit Australia say it’s
the best vacation they’ve
ever had.

Imagine yourself enjoying all that is unique
about Australia.
Visit the many unusual animals that call Australia
home, like the amazing kangaroo.
Contact your travel agent today for the
information you need to plan your Australian
holiday

A vacation that is just right for you!
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APPENDIX D
Picture examples for the Contextual Units that were identified
through the various ways that Kangaroos were portrayed in
travel brochures
(i)

(ii)

(iii)
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(iv)
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(v)

(vi)

(vii)

(viii)

(ix)

(x)

(ix)
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(xii)

(xii)

(xiv)

(xv)
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APPENDIX E
Picture examples for the Contextual Coding of Ayers Rock,
Opera House, Koala and Platypus

(i)

(ii)
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(i)

(ii)
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APPENDIX F
Picture examples for the Contextual Coding of other pictorial
representations depicted within travel brochures

(i)

(ii)
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(iii)

(iv)
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(v)

(vi)
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(vii)

(viii)

(ix)
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(x)

(xi)

(xii)

(xiii)

(xiv)
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Wildlife Tourism Report Series
Other reports in the wildlife tourism
report series are listed below and can be
ordered from the Cooperative Research
Centre for Sustainable Tourism online
bookshop:
www.crctourism.com.au/bookshop

• Indigenous Wildlife Tourism in Australia:
Wildlife Attractions, Cultural Interpretation
and Indigenous Involvement – Muloin,
Zeppel & Higginbottom

• Wildlife Tourism in Australia Overview –
Higginbottom, Rann, Moscardo,
Davis & Muloin

• Assessment of Opportunities for
International Tourism Based on Wild
Kangaroos – Croft & Leiper

• Understanding Visitor Perspectives on
Wildlife Tourism – Moscardo, Woods
& Greenwood

• Evaluation of Organised Tourism
Involving Wild Kangaroos –
Higginbottom, Green, Leiper,
Moscardo, Tribe & Buckley

• The Role of Economics in Managing
Wildlife Tourism – Davis, Tisdell & Hardy
• The Host Community, Social and
Cultural Issues Concerning Wildlife
Tourism – Burns & Sofield
• Negative Effects of Wildlife Tourism –
Green & Higginbottom
• Positive Effects of Wildlife Tourism –
Higginbottom
• A Tourism Classification of Australian
Wildlife – Green
• Indigenous Interests in Safari Hunting
and Fishing Tourism in the Northern
Territory: Assessment of Key Issues –
Palmer
• Terrestrial Free-Ranging Wildlife –
Higginbottom
• Birdwatching Tourism in Australia –
Jones & Buckley
• Tourism Based on Free-Ranging Marine
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– Birtles, Valentine & Curnock
• Fishing Tourism: Charter Boat Fishing –
Gartside
• Recreational Hunting: An International
Perspective – Bauer & Giles
• Captive Wildlife Tourism in Australia –
Tribe

• Rangeland Kangaroos: A World Class
Wildlife Experience – Croft

• Kangaroos in the Marketing of Australia:
Potentials and Practice – Chalip, Arthurson
& Hill
• Economic, Educational and
Conservation Benefits of Sea Turtle
Based Ecotourism: A Study Focused on
Mon Repos – Tisdell & Wilson
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Significance – Merritt & Baker
• International Market Analysis of Wildlife
Tourism – Fredline and Faulkner
• Traditional Ecological Knowledge of
Wildlife: Implications for Conservation
and Development in the Wuyishan
Nature Reserve, Fujian Province, China –
Boyd, Ren, De Lacy & Bauer
Online publications can be downloaded
from the website as .pdf files and read
using Adobe Acrobat Reader. Hard copies
can also be ordered via the email order
form provided on the site. For more
information on the production of these
CRC for Sustainable Tourism publications,
contact Trish Kalle,
email: trish@crctourism.com.au or
Telephone: +61 7 5552 8172
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