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Abstract
The conduct of customer and visitor satisfaction studies is the key to understanding if individual expectation and
satisfaction levels are being adequately met in both the competitive and the public goods markets. In leisure
markets generally and especially those involving free public goods, data collected from visitors is skewed
towards satisfaction and the reporting of aggregates can miss the underlying discontent or signs of
dissatisfaction.
This study attempts to benchmark visitor satisfaction against criteria relating to organisational objectives
and their operational performance or implementation. The focus of the study is to develop a visitor value
management approach and a market-based performance evaluation model. This approach is objective-based and
encourages the collection of visitor data that is centered around operational objectives that relate to various
activities and programs.
The organisation performance is judged by visitor responses and measured against benchmarks set by
management, for the organisation’s activities and programs. This study reports on a visitor satisfaction study and
identifies the extent to which service quality standards have been reached. The study identifies operational
objectives that may be in need of reconsideration and renewal and program performance that may be in need for
improvements and enhancement.
The overall levels of satisfaction experienced by visitors was very high, as is generally expected in leisure
markets and especially in relation to public goods or free services. Some areas of concern for visitors were the
ease with which visitors could get information and advice; the signage and labelling; the knowledge and
accessibility of staff; and the opening hours. The overall visitor awareness of the Centre (pre-visit) was poor. For
people visiting the area for the first time only 41.4% of domestic and 43.6% of overseas visitors were aware of
the Centre prior to their visit to the destination. Word-of-mouth was by far the most important and the most
influential in the decision to visit, with 27.8% of all visitors citing ‘friends and relatives’ as their major source of
information. The second ranked on the ‘influence scale’ and second most popular source were the ‘Roadside
Signs’, with 24.5% of the visitors identifying this as a source of information and influence on their decision to
visit. For Overseas visitors, the most influential sources of information were ‘Travel Agents’ (40%); ‘Guide
Book’ (21.5%); ‘Friends & Relatives’ (15.4%) and ‘Tourist Information Centre’ (7.7%). Other sources,
including the ‘Internet’ were only marginally utilised. While overall satisfaction experienced was high, a range
of operational, service quality and service delivery aspects were identified as needing attention and
improvement.
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SUMMARY
This project explores a range of issues relating to the collection, analysis and evaluation of visitor satisfaction
information with a view to creating operational benchmarks and decisions processes that can guide and address
managerial action. The key outcome of this study is the alignment of visitor satisfaction against the
organisational missions and objectives as the criteria for judging visitor satisfaction.
Visitor satisfaction findings are generally skewed towards satisfaction, which can present a misleading view
if data is aggregated and reported as averages. This study provides a methodology for developing service
benchmarks and ‘dissatisfaction’ tolerance levels for various operational objectives the organisation may be
pursuing. The emphasis is on understanding and explaining low satisfaction and dissatisfaction, as well as, how
this can assist with service quality improvements.

Definitions
‘Brambuk—the National Park and Cultural Centre’ refers to the location that houses the original Brambuk
Living Aboriginal Cultural Centre and the National Park Information Centre. In this report, ‘Brambuk’ will be
used to refer to the original Brambuk Living Aboriginal Cultural Centre. The National Park Information Centre
comprises the information service desk for tourists, a café, a shop and some internal and external displays. In this
report the tourist information area will be referred to as ‘Information Services Centre’ and the entire precinct will
be referred to as the ‘Centre’.

Objectives of Study
The research objectives were to:
• identify the level of satisfaction experienced by Brambuk visitors
• measure the degree of satisfaction experienced with the services on offer
• identify gaps between expectation and perceived experience
• measure visitor satisfaction against operational objectives and
• to develop benchmarks that would signal the need for managerial action on operational objectives.
The study aims to provide a framework for continuous improvements so that programs can strive for greater
relevance and be effective in meeting the needs and demands of a changing market. The focus of the study is on
organisational objectives, the market based evaluation of the degree to which performance, and quality standards
are being met.

Methodology
This study utilised both quantitative and qualitative data sources and involved data collection from visitors at the
Centre as well as off-site at various locations within Halls Gap, which is one of Victoria’s premier holiday
destinations. Prior to the development of the final questionnaire, a pilot study was conducted to test the
responses, the ease with which the questionnaire was completed and the amount of time that completion
required. The pilot stage also involved a number of informal discussions with visitors about their experiences
from the visit.
A self-administered survey forms was conducted over 17 days, incorporating three weekends. Posters were
place around the Centre notifying visitors that a survey was being conducted. A special area was set aside where
survey forms could be completed, with a capacity to seat four people. Post boxes were placed at two locations to
deposit the completed forms and blank forms were readily available at three locations at the Centre. Staff were
available to explain the purpose of the survey.
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There were 522 usable forms returned, out of which 230 included comments with ideas and suggestions to
improve the Centre. A large number of these comments covered multiple issues. There were 330 comments
received in total, relating to the following areas:
•
general positive comments (67)
•
displays, activities and information (95)
•
signage (22)
•
café, shop and amenity (53)
•
staffing and staff interactions (16)
•
other comments not elsewhere included (27). A complete list of comments is presented in Appendix B.
A second survey was conducted off site, in the town centre of Halls Gap. This comprised a short interview
with 100 randomly selected visitors. Local residents were excluded from this survey. The purpose of this ‘off
site’ survey was to ascertain the level of awareness of the Brambuk and National Parks Information Centre,
which is located about 3 kilometres outside the town. This interview survey also asked about previous visit,
intention to visit and satisfaction ranking on a 10 (high) to 1 (low). This was considered a critical part of the
research to get a picture of the ‘missed market’ and to address awareness of the facilities.
Data was analysed using SPSS Version 15. The focus of the analysis was the identification of benchmarks
against which performance could be judged.

Key Findings
In developing a system for benchmarking performance against organisational objectives, two models were
developed. The first is the Visitor-Value Management Model, which identifies the key managerial dimensions of
brand management, service attribute management and service offerings management, which impact on the
formation of visitor expectations and visitor experiences. The second is a Market-based Performance Monitoring
Model, which is used as the basis of the analysis of visitor satisfaction data in this study and is the key
methodology suggested here to assess how the organisation is performing against a range of operational
objectives, based on the views expressed by visitors through instruments such as visitor surveys.
Despite the fact aggregate satisfaction levels are very high, the study finds that visitor expectations were
also very high creating satisfaction gaps relating to some of the core competencies of the organisation. The need
for renewed emphasis on branding and marketing were highlighted by a generally poor level of service
awareness. The need for attention to both the cognitive as well as the emotional need of visitors was raised,
requiring enhanced engagement and involvement of visitors to the Centre.
In a large proportion of cases, visitor expectations were not met. For example, the analysis of time spent at
the Centre indicated that 50% of the visitors spent less than one hour at the Centre and in over 60% of cases
visitors ‘expected that the visit would take longer than it did’. More than a third of all respondents (37.5%) either
agreed or agreed strongly that there should be more educational emphasis in displays and 22.5% of visitors were
expecting a greater variety of displays and information and generally expected to see more at the Centre.
Nevertheless, they were usually satisfied with the visit and the level of enjoyment experienced from the visit was
very high, in aggregate terms.
The new developments have not been integrated well with the original Centre, which remains completely
separate and visually hidden. Brambuk is almost invisible from the new section and visitors are unable to
appreciate the iconic architectural value of the building and even enter this building through what was its rear
entrance. One pertinent comment was ‘Brambuk looked closed until I got to the front door.’ A number of
visitors commented about the lack of integration between the new section and the Brambuk Centre, which are
capsulated by the following:
I feel there was no connection between the new building and the Brambuk centre. The feel of the new building
needs to carry through to the old one. Needs to be like a journey from start to finish that you wander through. I
thought the new building is fantastic.

A large number of comments were received about direction signs to the Centre, the lack of advertising
boards in town to raise awareness of both the Information Centre and the Indigenous Cultural Centre, and poor
signage in general around the Centre. A survey in the township indicated that 31% did not know about the
Brambuk or the Information Centre and a number of overseas visitors believed that the Information Centre was
in the town as indicated by the ‘i ‘ information sign on the maps and guidebooks. There was nothing else
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indicating that a bigger tourist information centre and Indigenous Centre existed. This was also noted by a
number of visitors responding to the survey at the Centre as demonstrated by the following comments:
•
•

more signs in town and caravan parks promoting the centre
larger and more prominent signage for tourists

Nearly 12% (59) of the respondents to the survey indicated that the signage and the direction signs were
unclear or inadequate. From a marketing point of view, this is a relatively high number, as signage also affects
access. The signage within the Centre was also a matter of concern for many visitors and this included signs that
are too small to see, difficult to read in bright sunlight and sometimes missing. The following comment places
the signage problems encountered in an important marketing context: ‘the place is a little bit off the road. A little
hard to make out what it is. Pleasantly surprised when we ventured in. Suggest more signage on roadside.’
Brambuk’s core competencies are the provision of insights into Indigenous culture and the provision of an
understanding of Indigenous history for the visiting public. With regard to whether visitors had gained a better
insight into Indigenous culture, a mean score of 4.23 (5 maximum) was achieved. However, 75 respondents were
neutral (15%) and 12 were either in disagreement or strong disagreement (2.4%) that this had actually occurred.
Given that this item reflects the main purpose of the Centre, it may be important strategically to address why
17.4% of the respondents did not give a positive score. Similarly, with the item ‘I gained a better understanding
of Indigenous history’ the mean score was 3.95 with a standard deviation of 0.851. There were 21 respondents
who either disagreed or strong disagreed with this item (4.2%) and 113 (22.8%) were neutral.
Therefore, one could conclude that 27% were not willing to give a positive score. From the point of view of
visitor satisfaction and as explained in the literature section of this report, the visitor responses are generally
skewed towards satisfaction. The purpose of studies of this type is to identify underlying discontent and address
any hidden issues with respect to satisfaction and expectation.
The high neutral response should trigger managerial concern and evaluation of programs and offerings.
There were a large number of comments received about the need for more displays, activities and information,
indicating that expectations were relatively high, creating a wider expectation-satisfaction gap. How the
programs, activities and displays address the key functional objectives and core competencies should be
subjected to regular reviews and modernisation so that they remain effective in meeting changing visitor needs
and expectations.

Future Action
Performance benchmarks are generally set by program managers based on criteria such as policy requirements of
funding or other external agencies and industry standards. In a competitive market, benchmarks may be set by
the best performing firm or the most successful brand. In the various sectors of the leisure market, both in the
private and public goods areas, the setting of performance standards is the key to creating visitor-value. Further
research is required to understand how ‘performance’ decisions are made and how customer based information
sources are used to guide the implementation of objectives and their evaluation and how issues relating to the
skewness of satisfaction is leisure markets are addressed.
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Chapter 1

INTRODUCTION
Purpose of Report
This study was commissioned by the Sustainable Tourism Cooperative Research Centre (STCRC) to ascertain
the degree and level of satisfaction experienced by the visitors to Brambuk, the National Park and Cultural
Centre. The purpose of the study was to measure satisfaction level of visitors to the Centre after the construction
of new facilities at the site. The new facilities were opened to the public in September 2006. The upgrade to the
facilities included a Tourist Information Centre, a shop and a café. Brambuk, which is located in a separate
building, was not part of this upgrade, yet forms an integral part of the facilities.
The study aims to provide a framework for continuous improvements so that programs can strive for greater
relevance and be effective in meeting the needs and demands of a changing market. The focus of the study is on
organisational objectives, the market based evaluation of the degree to which performance, and quality standards
are being met.
The research objectives were to identify the level of satisfaction experienced by Brambuk visitors and to
measure the degree of satisfaction experienced with the services and facilities on offer at the Centre. It is
important to assess visitor satisfaction if managers are to improve services and continue o remain relevant and
effective (Fornell 1992). This study attempts to understand the gaps between visitor expectations and
experiences and to measure satisfaction levels against operational objectives, programs and activities with a view
to developing benchmarks that would signal the need for managerial action on operational objectives. The
products and services offered at a destination can be evaluated in terms of their value-adding capacity by
understanding and measuring customer satisfaction (Noe & Uysal 1997, Bramwell 1998, Schofield 2000.

History of the Brambuk Cultural Centre
The original Brambuk Cultural Centre was constructed in 1990 at a cost of approximately $1 million, funded by
the Victorian State Government. It was a culmination of nearly a decade of consultation between a committee of
five Aboriginal communities from the western district and various tourism and government agencies. The
Aboriginal (Koori) communities that were partners to this project included the Kirrae, the Whurang, the Goolum,
the Gunditjmara and the Kerrup-Jmara, located in the South West Victoria and the Wimmera Regions.
The aim of the project was to foster a greater public appreciation of Aboriginal culture and heritage.
Brambuk and Parks Victoria have jointly developed plans to create one visitor precinct in Halls Gap,
Victoria that combines the former Grampians National Park Visitor Centre and the Brambuk Living Aboriginal
Cultural Centre. Previously these were managed independently. The combined precinct aims to provide visitors
and the community with a range of services including park information, educational programs, and an
understanding and appreciation of the natural values and cultural heritage of the Grampians/Gariwerd region.
Gariwerd Enterprises that manages the Centre is a not-for-profit organisation made up from five Aboriginal
communities from the Wimmera and Western district. Staff from the communities has provided a range of
cultural experiences and services from the iconic Brambuk building. Over the last five years, Parks Victoria and
Brambuk worked towards the establishment of a partnership operation that would integrate many of the services
provided on the site.
The original building is a two-storey timber construction that included display area, workshop, a dreaming
theatre and a shop. The Tourist Visitors Centre was nearby and housed the National Parks Information Service.
The 2006 upgrade to the facilities involved the construction of a separate building located about fifty metres in
front of the original Centre. The new buildings house the Information Centre, display areas, the shop and café.
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Chapter 2

THEORETICAL FRAMEWORK AND DECISION MODELS
This section of the report contains a brief review of the literature on Indigenous and cultural tourism to provide a
context for this research. This is followed by a review of the various theories and models of customer satisfaction
arising out of related disciplines of marketing and tourism. Such a review provides guidance for both the conduct
of the data gathering phases of the research as well as providing a theoretical framework for the analysis of the
data. The purpose of this section is to identify decision models that can link the findings of the research to the
organisational mission and goals, with a view to change implementation. Furthermore, this section is designed to
provide the theoretical grounding for the development of decision tools that can be used to make operational the
research outcomes and guide management decisions within a tourism setting.

Indigenous Culture and Tourism
Over the last decade or two there has been an increasing level of involvement of Indigenous communities in the
identification, development and operation of tourism enterprises (Anderson 1991; Altman & Finlayson 1993;
Ryan & Huyton 2000; 2002). The involvement of Indigenous people and communities in tourism within
Australia is relatively new when compared with New Zealand and Canada. For the future growth of visitor
demand and in the interest of continual renewal of offerings, visitor satisfaction and expectation studies provide
a critical basis for future developments, marketing and targeting of new audiences (McIntosh 2004).
Research into Aboriginal tourism in the Northern Territory (Ryan & Huyton 2000) found that generally
there was greater interest in nature rather than culturally based tourism, with Aboriginal cultural products
ranking highest for about a third of visitors. Generally, respondents rated Aboriginal tourism products highly.
Their study found that the respondents identified the key cultural products (in Northern Territory) to be
‘authentic Aboriginal souvenirs, Aboriginal music, dance performances, and rock art’. The authors also report
that with respect to overseas visitors, the tourist from North America and Northern Europe were most interested
in Aboriginal tourism rather than those from the fast growing Asian tourist markets. Mohsin & Ryan (1999) and
Blamey (1998) confirm the lower interest levels of Asian tourists in Aboriginal culture and heritage. Findings of
studies on major motivation for visitors to New Zealand also do not flag Maori culture as being rated highly and
classified it as a secondary influence on their decision to visit the country. However, the experiencing of Maori
culture was mostly classified as an important and integral part of the total tourism experience (McIntosh 2004).

Satisfaction Theories and Models
Consumers develop expectations about a product before purchase, allowing them to compare actual performance
with their original expectation. A positive confirmation (satisfaction) occurs when expectations are met or
exceeded. If expectations are not confirmed by performance, adequate satisfaction levels may not be realised
(Oliver 1980; Chon 1989). One way in which consumers make judgments about a product or service is by a
process of benchmarking based on their past experiences. This is known as norm theory, whereby previous
experience provides a benchmark for judging current and future experiences or consumptions (LaTour & Peat
1979, Francken & van Raaij 1981, Sirgy 1984). Equity theory is based on the exchange process, where cost is
the measure of value expected, where cost incorporates price paid, as well as time and effort devoted (Fisk &
Young 1985; Oliver & Swan 1989). This also includes opportunity cost, such that an activity or destination that
results in dissatisfaction will incorporate the alternatives that were available as a part of the choice mix.
Tse and Wilton (1988) have put forward the performance model, which tends to give the greatest credence
to the actual experience in the determination of satisfaction and discounts the role of prior expectation or
previous experience. This may account for the fact that most visitor satisfaction surveys report results skewed
towards positives levels of satisfaction. This focuses on the ‘bundle of benefits’ that consumers experience and
arise out of the sum of the benefits (pleasure, enjoyment, delight, surprise, etc.) derived from the attributes of the
product (service) offering. The thesis of the performance model is that some control rests with the organisation
making the offerings. There are instrumental and expressive indicators of satisfaction (Noe 1987), where
expressive refers to the psychological or social benefit derived from participating in the activity (fishing,
swimming) and instrumental refers to a desired end, which may include service features like guides and
facilities. These are controllable by management. Noe found that expressive indicators of satisfaction that related
to core experiences were more important in explaining overall satisfaction. They truly contribute to satisfaction
(Czepiel & Rosenberg 1974). On the other hand, instrumental factors are maintenance factors whose absence or
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failure to meet expectations would result in dissatisfaction. Instrumental and expressive attributes work in
combination to produce overall satisfaction. Their contribution to satisfaction arises from emotional (expressive)
and cognitive (instrumental) dimensions (Swan & Combs 1976, Uysal & Noe 2003).
The expressive attributes manifest as emotions and therefore, in a tourism or leisure situation especially,
contribute to true satisfaction. The instrumental attributes, on the other hand, are more the vehicle via which a
tourism experience is felt and are not cognitively oriented, such that their absence may create dissatisfaction.
This has some parallels with Herzberg’s motivator and hygiene factor theory where motivators are satisfiers
resulting in satisfaction and hygiene factors are dissatisfiers resulting in dissatisfaction (Mullins 2001, Crompton
2003, Jensen 2004). Herzberg’s theory can be used to explain the two dimensions of satisfaction. In discussing
festivals, Crompton (2003) argues that the physical environment and infrastructure, including variables like
parking spaces and the cleanliness of restrooms are potential dissatisfiers and must be distinguished from
satisfiers, which are key attractions of the festival. These two dimensions are part of the same continuum and can
coexist without consequential impact on service quality creating a zone of tolerance between them. When this
zone of tolerance is violated by the overlapping of satisfiers and dissatisfiers, service quality and value
perceptions are negatively affected.

Leisure Travel Experience and the Expectation Formation Process
The leisure travel experience has been classified into five interdependent stages along a continuum: anticipation,
travel to the destination, experience at the destination, return travel and the recounting of the memories of the
experience (Cole & Scott, 2004; Borrie & Roggenbuck, 2001). The initial phase of anticipation incorporates the
pre-trip expectation on which destination choices are made and an important part of this stage is the planning of
the future leisure experience, which includes information gathering. As was discussed above, there is also an
emotional dimension to anticipation and these emotions are important antecedents in decision-making processes
(Perugini & Bagozzi, 2001). Personal recommendations from friends, relatives and acquaintances is an important
input in tourism decisions-making, as are other external information sources like advertising and the internet. In
the disconfirmation of expectation theory, expectations are formulated pre-visit. Gursoy & McCleary (2004)
identify the importance of the tourist’s information satisfaction as an ingredient of overall satisfaction. Based on
the information from various sources and reconciling these with personal needs and constraints, the tourist
selects a destination. Anticipation is more relevant in first visits and there is greater reliance on information
sources to form expectations. This is generally not the case with subsequent visits to the same destination, in
which case the prior experience is far more important.
In the case of most goods and services markets, loyalty and repeat purchase appears to be a central goal but
in tourism markets this is not a priority. There is normally a considerable time span between visitors returning to
a particular destination so loyalty is less significant. However, tourist satisfaction is a direct antecedent of the
willingness to recommend the destination to friends and relatives. Satisfaction with a visit will result in positive
word of mouth and as de Rojas and Camarero (2006b) found, the higher the level of customer satisfaction the
greater the willingness to recommend the visit to others. Satisfied visitors also tend to intensify their experience
during the visit so that their stay would be longer and they would purchase more items of souvenirs (Kim and
Littrell, 1999).
In a study of museum visitors, Huo and Miller (2007), found that there is a strong relationship between
satisfaction and intention to recommend. They also indicate that the services rendered by museum staff plays a
major role in increasing the level of satisfaction and a visitor’s willingness to recommend to others. Traditionally
museums have tended not to be customer focussed but placed emphasis on the management of their collections.
Visitors to cultural facilities such as museums and art galleries tend to rely more on personal recommendations
(Harrison and Shaw, 2004). Visitor evaluation of such a service does not exclusively occur at the end of the
service but during it in incremental steps (Harrison and Shaw, 2004).
Most tourism models investigating satisfaction tend to rely on positivist approaches in which the tourist is
considered to be a rational being that evaluates the adequacy of tourism products and services based on a mental
cost-benefit comparison. A trip is taken with certain expectations and evaluation is based on the degree to which
these expectations are met, not met or exceeded. This disconfirmation paradigm has been widely used in tourism
research. In a ‘vacation tourist behavior model’ developed by Moutinho (1987) it is claimed that there are three
stages in the tourist decision process: pre-purchase influences and decision-making, post-purchase evaluation
and future decision-making. The identification of these clearly defined stages may be an over-simplification and
does not apply in case of many tourism products. Tourism products like museums could be regarded as
requiring high involvement participation on the part of the visitor and the ‘journey’ through a museum is itself an
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evaluation process. The tourist may be either satisfied or dissatisfied at the end of it and this is not necessarily
through a mental calculation of cost-benefits at the end.

Difficulties with Measuring Visitor Satisfaction
There are some inherent complexities in understanding visitor satisfaction due to the multivariate nature of
‘satisfaction’ (Westbrook 1982), which engender concepts of ‘quality and value’ and compounded by variables
such as motivation, personalities and experiences. Dyer, Aberdeen and Schuler (2002), in reflecting on the state
of tourist satisfaction research conclude that the path to an understanding of tourist satisfaction is clearly not
straightforward and that there is no consensus on the underlying concepts that may describe satisfaction.
Much of the academic literature on satisfaction comes from the Marketing discipline and stems from the
fundamentals of the marketing concept, which is based on the satisfaction of consumer needs and wants or
desires. Consequently, if consumer expectations are not met it is deemed that that consumer will not be satisfied.
The ‘disconfirmation of expectations’ model has a lot of empirical support (Oliver 1980,1989, Yi 1990,Bowen
2001), indicating that somehow ‘expectations’ are central to the understanding of satisfaction levels. Also, the
drive to deliver greater value and superior quality requires an understanding of customer expectations
(Parasuraman, Berry & Zeithaml, 1988).
Others argue that satisfaction with tourism services cannot be separated from an individual’s life experience
and life satisfaction (Gilbert & Abdullah, 2002). The various aspects of travel and tourism experiences’
including the pre-trip, en route, destination and return trip services, have a direct impact on the overall life
satisfaction experienced by individuals (Neil, Sirgy & Uysal 1999). The conceptualising of what constitutes
satisfaction and what processes are involved has resulted in a number of researchers developing evaluation
standards (Day 1982; Woodruff, Cadotte & Jenkins 1983; Fisk & Coney 1988). Cadotte, Woodruff and Jenkins
(1987) argue that while expectations cannot be ruled out as a possible proxy for a kind of standard, it is by no
means the only standard consumers use.
Customer expectations are influenced by the nature of the product, the context and the characteristics of the
individual (Oliver 1980). The characteristics and the experiences of the individual seem to play a central role in
the expectation formation process. The implicit and explicit service promises gleamed from media and publicity,
word-of-mouth and the individual’s past experiences are the key to how expectations are formed (Zeithaml,
Berry & Parasuraman 1993).
The level of satisfaction experienced by a visitor is influenced by both the quality as well as the value
received. In the service sector, the ‘quality construct’ and the ‘value construct’ must be differentiated (Sweeney
& Soutar 1995), such that value is not always synonymous with quality (Stewart, Hope & Muhlemann 1998).
Consumers make judgments on the service (or the visit) both during and after the service, so that the satisfaction
experienced will be determined based on a range of service dimensions. These dimensions could range from
technical to functional in nature. When the experience is compared with the expectation, we get perceived
service quality (Gronross 1984:39). Visitor satisfaction is affected not only by the perception of quality but also
by the perceived value to be derived based on the price (or cost) of the visit. In a competitive marketplace price
may be used as a proxy for value, providing the customer or visitor with a benchmark for evaluating value and,
therefore, satisfaction.
Much of the literature on expectation relates to tangible goods. Tourism operations are largely service based
requiring the visitor to come to the location for service ‘production and delivery’ to commence. At the end of the
visit, the visitor leaves the site with nothing tangible but ‘an experience.’ The experience is the outcome of the
individual’s interaction with people and ‘product offerings,’ that make up the attractions of the specific site, a
central place, a performance or an event.
From a practical and managerial point of view, it is perhaps best to concentrate on what role actual
performance levels on the part of the service provider can play in ensuring that the greatest possible value is
experienced by the consumer or visitor. Spreng, Scott & Olshavsky (1996) in their re-examination of the
determinants of consumer satisfaction conclude that given the complexities of the satisfaction process the safest
and possibly the best route to enhanced satisfaction may still lie in increased performance.

Weaknesses of Existing Models
In understanding the satisfaction levels associated with a particular tourist experience it is important to be
mindful of a range of factors and issues surrounding the choice of a particular destination at a particular time
(Ryan & Glendon 1998, Ryan & Cessford 2003). Zeithaml & Bitner (1996) argue that the concepts surrounding
quality perceptions and satisfaction have fundamentally different causes and outcomes and any judgments made
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about them arise from multiple levels of analysis. The influences on such decisions and the basis on which such
decisions are made would influence the expectations as well as the satisfaction experienced with a particular
tourist venue.
The Expectation-Satisfaction Models tend to be discrete and as a rule do not account for any external
variables, which are beyond the control of the tourist or the service provider (Crompton & MacKay 1989). For
example, even with clearly formulated expectations, the satisfaction levels experienced by visitors to an outdoor
concert, may be greatly influenced by poor weather conditions or by the behaviour of other visitors or by the
mere size of the crowd pressure on facilities. In such circumstances, the expectations are unlikely to be exceeded
and could not be classed as being met. It could be, however, different, in which case the original expectation is
not a good guide to satisfaction.
The Expectation- Satisfaction Models that attempt to explain customer or visitor satisfaction are based on
models of consumer behaviour and decision-making process. These relate mostly to tangible goods in a
competitive marketplace, where consumers go through various stages from unfulfilled need awareness,
information search, evaluation of alternatives, purchase decision to a post-purchase evaluation stage. The key
underlying assumption of these models is that choices are available.
The very nature of the tourism activity is such that the tourist is motivated to have a good time and would
generally have a tendency to downgrade importance of anything that may somehow negatively impinge on the
overall holiday experience (Ryan 2003; Ryan & Cessford 2003). Many of these models have not been able to
adequately explain and address the issues relating to visitor satisfaction and this has led to the discussion of the
issues in relation to ‘levels of expectation’, the ‘levels of acceptability’ and the consumers’ ‘zones of tolerance’
(Zeithaml et al. 1993; Parasuraman, et al. 1994). More often than not, the focus of visitor satisfaction studies is
on the reporting of satisfaction in aggregate terms using visitor characteristics and the extent to which they are
satisfied. From a managerial perspective, such data are taken as some form of justification and merit for the
existence of the program or service. It is seldom a useful policymaking or program improvement tool.
In the normal consumer products market, the advice often given by experts is that marketers should return
superior value, if they are to perform better than competition and that the consumers ‘expectations’ should not
only be met but exceeded. In such a situation price becomes the proxy for value and the standard, which can be
used to compare and measure value. In tourism markets where choices are available and some understanding of
price elasticity exist, the willingness to pay and conduct exchange will be based on how the expectations will be
met.
In the leisure market ‘expectation’ appear to be less explicit in the decision process and the consumer
market buying decision processes have not been able to adequately explain how and why leisure consumption
decision are made. Koran and Koran (1986:12), report that a large proportion of museum visitors were there to
fill time, to be entertained or to satisfy curiosity. Much of leisure tourism activities are about discovery and
involve a large component of total value or satisfaction coming from aspects that are unexpected, new, or
unanticipated. Such reaction is referred to as ‘customer delight’ that arises from ‘unknown environments’ as
distinct from customer satisfaction, which arises from known circumstances and known variables (Chandler
1989:30). In leisure tourism markets (and especially cultural and heritage tourism) as distinct from consumer
product markets, the focus is much more on the unknown and the unexpected. To some degree, customer
satisfaction may be influenced by avoiding problems (performance model), while customer delight or surprise
with an experience is a deeper emotional response (Uysal & Noe 2003). Perhaps this is what a number of
researchers refer to as ‘exceeding expectation’ (Oliver 1980; Westbrook & Oliver 1991; Hirschman & Holbrook,
1982).

The Skew of Satisfaction in Free Public Goods
Visitor satisfaction studies, especially those in the leisure markets, are always skewed towards satisfaction and
this is especially so when it is a free product. Noe and Uysal (1997 p. 223) declare that ‘a positive halo effect’
encompasses leisure-time activities and behaviours. There is a general tendency in leisure and recreational
research towards a positive skew of customer satisfaction ratings (Robinson 1973). William and Patterson (1999)
found in their study that respondents tended to rate satisfaction highly, with a very small proportion (<10%)
responding with a rating below ‘mostly satisfies.’ Normal expectation—satisfaction models, which have much
empirical support were developed using data from consumers markets based on an exchange process. With
public goods (free), the skew towards satisfaction is expected to be even greater. Therefore, care is needed in
developing measurement tools that are designed to measure satisfaction because the respondent will not have a
price that they can use as a proxy for establishing their expectations. This does not take away any control from
the service provider, but bestows a greater responsibility on the provider to create value for the visitor through
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performance, understanding of the visitor’s needs and expectations and brand image. The ‘performance’ in this
context has a number of components, such products offered, experience given, feelings evoked in the visitor, and
various service delivery tasks.

A ‘Visitor Value’ Management Model
The visit outcomes are the ‘values’ received from the visit or the use of the public good. This is determined by
the visitor’s expectation of value and quality and the actual experience of the value and the quality. How the
expectations and experiences can be managed is depicted in Figure 1.

External environmental influences

Expected
Value &
Quality

Visit
outcomes

Brand Image
Promotion & publicity
Awareness
Word-of-Mouth
Travel industry
Media & Internet
Tourism Network
(Price)

Individual
needs & desires
past experience

Experienced
Value &
Quality

Value Adding
Attributes- The
affective offer:
Evoke enjoyment
Evoke surprise
Evoke delight
Evoke excitement
Evoke pleasure

Offerings:
Products
Variety
Customer service
Information
Activities
Programs
Environment

Figure 1: Visitor Value Management Model

Expected Value
The visitor’s expectation of value to be received through participation would be shaped by the individual’s
motivations. The formulation of their expectation can be ‘managed’ through the creation of a brand image,
through promotion and publicity programs, through word-of-mouth, and other marketing activities. The
literature suggests that expectations may not be a good guide to satisfaction in the tourism sector (Crompton &
MacKay 1989; Ryan & Cessford 2003). While there are some ‘uncontrollable’ factors impacting on expectations
both on the part of the visitor and the service provide, it is important both in the competitive and the public
goods sectors that the tourism organisation see the expectation formulation process as being able to be
influenced by the activities, policies and programs implemented by the organisation. This is the marketing and
brand image creation role of the service provider. This model suggests that the expectation creation process
needs to be managed and be reflected in the goals of the organisation, especially in the public goods sector and
where normal market forces may have limited influence.

Experienced Value (Performance)
There are a number of factors which may influence the total perceived value. The first group includes the
individual personality, lifestyle and motivation, past experiences, as well as their social and cultural background.
This is denoted by the triangle in the model. These shape the needs and desires that the individual seeks to fulfil
and will have a direct influence on how expectations are formed and their perception of visit outcomes.
Management does not have control over any of these elements, but these may influence the nature, design and
composition of the offerings.
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The value and quality that is experienced by the visitor is defined by the organisational offerings as per its
charter. In the case of cultural and heritage tourism the literature supports that service offerings cater for both the
instrumental (products, activities and programs)and expressive or emotional dimension, as these work in
combination to produce overall satisfaction (Swan & Combs 1976, Uysal & Noe 2003). The cognitive appraisals
of the tourism experience results in emotional responses, which are fundamental to the consumption process for
any experience to occur (Bosque & Martin 2008). The experience of emotion arises, firstly, from an automatic
arousal evoking some fundamental emotions, which are then appraised during or after consumption. Secondly,
cognitive interpretation begins when the customer assesses the significance of the stimulus towards satisfaction
or dissatisfaction (Schachter 1964). Therefore, in the design and development of cultural and heritage tourism
products both the emotional and the cognitive dimensions must be considered. It is the role of the organisation to
enhance visitor experience of value and quality. This can be achieved by the management of its core
competencies and to create a brand value that reflects the services delivered. In the model, this is represented by
the two boxes labelled ‘Offering’ (more cognitive) and ‘Value Adding Attributes’ (more emotional). The visitor
experience is created or enhanced by bundle of benefits that are being offered. External environmental forces
may also have an impact on this experience.

A Market-Based Performance Monitoring Model
As has been mentioned before, visitor expectations and visitor experiences need to be managed, not only in the
context of the competitive marketplace but also in relation to public goods and services, if they are to remain
relevant and if they are to retain their value-adding potential. This was referred to as the ‘value management
system’ in the previous section. In order to achieve continuous improvement and to remain relevant in a
changing and often demanding marketplace, performance monitoring and the re-evaluation of operational and
strategic objectives, is deemed by many management gurus as an integral part of the management process. The
changes in the market mood and trends require constant monitoring. Therefore, a performance-monitoring
model, which includes quality, value and relevance benchmarking is proposed and presented in Figure 2.
The starting point of any performance evaluation system are the organisational mission and operational
objectives, which guide the various offerings and services; and consumers (visitors) who are the target of the
offerings. The performance-monitoring model was designed, firstly, to measure gaps that may exist between
visitor expectations and management perceptions, which may provide indications of program relevance and
program effectiveness. Secondly, the monitoring system must provide indications of gaps between service
quality standards and service delivery so that performance improvement strategies may be developed. Thirdly,
gaps in service delivery and the communication of the brand image need to be identified, so that management is
in a position to ‘manage’ the expectation formation process and through continuous improvement strategies
minimise the discrepancies that may arise between visitor expectations and the visitor experience.
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Organisation
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Visitor
Satisfaction
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Step 1

Step 2

Step 3
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Figure 2: Performance Monitoring Model
The gap identification process demonstrated in Figure 2 will provide some insight into service achievements
against operational benchmarks that have been determined by management as the performance evaluation
platform and criteria. These criteria would take into account the management capacity and resource availability
and may be based on cost-benefit analysis. For example, management may need to access the cost of delivering
100% satisfaction compared to 95% satisfaction and deem it to be not financially viable as the cost of the extra
5% satisfaction may be too high. The establishment of such criteria is an important management function and
become more operationally meaningful if they can be related closely to organisational mission and objectives.
Some objectives may be more important than others and management would deem that their achievement at a
higher level of satisfaction compared to other objectives. Satisfaction gaps in aggregated terms seldom give
operational signals or directions, and therefore, must be benchmarked against operational objectives. The degree
of satisfaction experienced by the customer may be evaluated through the understanding of customer responses
to specific service attributes (Mai & Ness 2006).
Finally, service gaps identified must be remedied. Where service weaknesses are identified, or fail to meet
set benchmarks, change strategies need to be implemented to improve the service outcomes. These changes will
need to be evaluated to access if outcomes have in fact been improved and can be achieved by smaller specific
studies rather than a full-scale visitor satisfaction study that covers all objectives.

The Use of Benchmarking in Tourism
Benchmarking is widely used in a wide range of manufacturing and service industries, especially where some
form of accreditation systems have been implemented. In the tourism sector the use of forms of benchmarking
are quite prevalent, such as in hotel star ratings and in the case of food and beverage organisations (Fuchs &
Weiermair 2001, Fuchs, Peters & Weiermair 2002, Fuchs & Weiermair 2004). There remains considerable
potential to utilise forms of benchmarking in small and medium sized tourism sectors and even tourist
destinations (Kozak & Rimmington 1998:184). The benefit of some form of benchmarking could be the key
impetus for service improvements even in small tourism firms, without the existence of some industry-wide
benchmarks. In a competitive market the firm that is able to best meet the changing needs of the customer is
more likely to survive, return greater profits and gain competitive advantage (Ritchie & Crouch 2000)
At the firm level, benchmarking is about customer responsiveness and the alignment of organisational
objectives with the needs of the market. The only reliable source of information about tourism performance is
the visitor or consumer and benchmarks set for performances must largely be dictated by consumers. Customer
satisfaction surveys form the main information sources and because benchmarks are numerical measures, there
needs to be greater reliance on quantitative information.
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The literature does not provide much insight into firm level benchmarking of performance, because it is
most often used at industry level and is defined by desired standards or by industry best practice. Benchmarking
is generally thought of as a process of comparing the organisation’s performance against that of the best in the
industry (Vaziri 1992). At a firm level, and in the absence of any industry standard, performance improvement
must still occur and quality still needs to be managed. In this context, standards must be set by management so
that performance can be judged (Camp 1989). The judgment on performance is determined by the extent to
which customers are satisfied and by the proportion of customers not fully satisfied.
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Chapter 3

METHODOLOGY
The Leisure Motivation Scale (LMS) has been used to identify variables that should be measured to determine
visitor satisfaction. The LMS identifies four motives that determine satisfaction derived from leisure pursuits.
The first involves the intellectual motive involving activities such as learning, exploring, discovering and may
involve thoughtfulness and imagination. The second is the social motive, which relate to and involves the need
for friendship and interpersonal relations. The third is the competence-mastery motive which relates to the need
to ‘achieve, master, challenge, and compete’. The fourth is the stimulus avoidance motive seeking relaxation,
calmness, solitude and the breaking away from routine. (Beard & Ragheb 1983:225)
Churchill and Surprenant (1982) argue that the type of product category under consideration would have an
effect on how performance expectation influences satisfaction. If actual performance is close to expectation, then
the level of satisfaction experienced will be positively influenced by those expectations. However, if actual
performance is sufficiently different from pre-purchase expectations, then this expectation will have either no
effect or a negative effect on subsequent judgment (Sherif & Hovland 1961). Therefore, visitor satisfaction data
collection should be based on at least two dimensions.

Survey Instrument Design Considerations
The first dimension is to seek information on satisfaction levels reached across a range factors deemed pertinent
to the individual with respect to the activity, such as a visit to a museum. As discussed previously, there are
instrumental (maintenance factors) and expressive indicators (core experiences or benefits) of satisfaction (Noe
1987; Czepiel & Rosenberg 1974). This can be measured using a numerical scale. In this study, the level of
satisfaction across a number factors was measured using a 6-point scale (with 6 being Very High and 1 being
Very Low).
In the literature, any attempts to measure opinions or attitudes typically utilise either a 5-point or a 7-point
scale, which provides a mid-point with equal number of options on either side. The purpose of selecting a 6point scale was the desire to present a continuum so that a benchmarking decision system can be developed.
Often in a Likert-type scale mid-points can represent ‘unsure’ and would be mathematically unusable for
benchmarking purposes unless the cases in the mid-point were ignored from the analysis. That is not to say that
these cases are unusable or meaningless, because they may possess ‘hidden’ or underlying meaning, especially in
relation to what respondents may not be saying. This will be demonstrated as part of this analysis and referred to
in this report as ‘micro analysis’ and covered in Chapter 6.
The second dimension is to seek information, opinions and attitudes on ‘performance’, as suggested by the
literature discussed in the previous section. In order to collect relevant information on ‘performance’ one needs
to understand the nature and characteristics of the industry (if relevant) and more specially, the missions and
objectives of the enterprise. This will identify the issues that the research must address if visitor satisfaction is to
be meaningfully measured.
Consequently, the visitors were asked to indicate their level of agreement or disagreement to twenty items
(statements) using a 5-point Likert scale (5 = Agree Strongly to 1 = Disagree Strongly). These items were
selected based on the typical objectives that the organisation was deemed to be pursuing, using the literature and
publicly available information.
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The Choice of Scales
In the questionnaire design stage careful consideration was given to the choice of scales as well as the choice of
the number of categories. One important and overriding consideration was that visitors would complete the
voluntary survey at the end of their visit may face time pressures. The number of categories in the scale and the
number of items that needed to be addressed had to be carefully balanced with time taken to respond. Therefore,
it was considered that 7–point scales would unnecessarily increase the complicity and discourage thoughtful
response. The number of items was limited to the minimum that would be required to address the performance
objectives.
The measurement used to address the satisfaction level was a 6–point forced scale, so that there was no midpoint which could be used to give a neutral or no opinion category. As explained above, this was done more for
operational reasons with a view to using the data to develop decision benchmarks. One weakness of this
approach is that in cases where the respondent had not formed an opinion about the item they would still be
forced to take a position on the item. There is, in such cases, always an option for the respondent not to respond
to the particular item, and would be registered as a ‘missing value.’

Survey Pilot Study
Prior to the development of the final questionnaire, a pilot study was conducted to test the responses, the ease
with which the questionnaire was completed and the amount of time that completion required. A total of 18 selfadministered questionnaires were completed and 5 were based on an interview (researcher asked the question on
the form and recorded the response) to evaluate the understanding of the meaning of the questions and their
reference.
The completion process for the self-administered surveys was timed and this ranged from 8 minutes to 23
minutes, with an average 14.28 minutes. The interviews identified a number of issues. Questions requiring a
categorical response (yes/no) did not present any problem, nor did the comments section of the survey. Some
statements were re-worded, and some were combined in order to reduce the response time to approximately10
minutes. Even from the small number of interviews, a number of issues were raised that resulted in some
statements being removed and others added. This process was found to be extremely useful in refining and
rearranging the survey form and reducing its overall size, without compromising the integrity of the data. The
pilot stage also involved a number of informal discussions with visitors about their experiences from the visit.

Data Collection
The data collection, using the self-administered survey forms was conducted over 17 days, incorporating three
weekends. Posters were place around the Centre notifying visitors that a survey was being conducted. A special
area was set aside with a capacity to seat four people. Post boxes were placed at two locations to deposit the
completed forms and blank forms were readily available at three locations at the Centre. Incentive was provided
with the option to go into a draw for a prize of $200 value of goods from the Centre shop.
There were 522 usable forms returned, out of which 230 included comments with ideas and suggestions to
improve the Centre. A large number of these comments covered multiple issues. There were 330 comments
received in total, relating to the following areas:
•
general positive comments (67)
•
displays, activities and information (95)
•
signage (22)
•
café, shop and amenity (53)
•
staffing and staff interactions (16)
•
other comments not elsewhere (27)
A complete list of comments is presented in Appendix B.
A second survey was conducted off site, in the town centre of Halls Gap. This comprised a short interview
with 100 randomly selected visitors and local residents were excluded. The purpose of this ‘off site’ survey was
to ascertain the level of awareness of the Brambuk and National Parks Information Centre, which is located
about three kilometres outside the town. This interview survey also asked about previous visit, intention to visit
and satisfaction ranking on a scale of 10 (excellent) to 1 (poor). This was considered a critical part of the
research to get a picture of the ‘missed market’ and to understand awareness levels.
Data was analysed using SPSS Version 15.
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Chapter 4

VISITOR PROFILE AND AWARENESS LEVELS
Visitor Characteristics
The survey was conducted over Easter and stretching into the school holiday period, which is traditionally the
peak tourist season in the region. There were 522 respondents, off which 65% were females and 35% males. This
imbalance is likely explained by females being probably more willing to complete the survey questionnaire
and/or to express their views rather than attendance at venues. The age distribution of the respondents displayed
a good mix of ages with 20% being less than 20 years old; 56.5% being in the 20-49 age group and 23.7%
representing the over 50 age group. The survey captured a good representation of the various age cohorts.
Table 1: Age Distribution by Gender
Age Groups

Females

Less than 20 yrs
20 – 29
30 - 39
40 - 49
50 + years
Total

No.
63
62
62
72
72
331

Males
%
61.7
72.9
60.2
72.0
21.8
64.8

No.
39
23
41
28
49
180

Total
%
38.3
27.1
39.8
20.0
27.2
35.2

No.
102
85
103
100
121
511

%
20.0
16.6
20.2
19.5
23.7
100.0

Most respondents had arrived by car (79.3%), followed by 6.5% by tour bus and 13.8% arrived by other
means, which were mainly cycling and walking. Since most visitors were on holidays in the area, the proximity
of their holiday accommodation would have been an important consideration in how one actually went to the
Centre. A number of visitors said that they only came across the Centre while they were cycling on the nearby
bike paths. In addition, the Centre is approximately three kilometres from the centre of town, which may account
for the high use of car.
Since the survey was conducted during the peak domestic holiday season, we expected most visitors to be
domestic. Of the domestic respondents, 64% were from within Victoria and the remaining 36% were from
interstate. However, 16.1% (84) of the total respondents were from overseas.
Table 2: Respondents from Overseas
Country

%

Germany
Other Europe
UK & Ireland
USA & Canada
Asia
New Zealand
Other

Number of
respondents
15
24
17
13
9
3
3

Total

84

100.0

17.9
28.6
20.2
15.4
10.7
3.6
3.6
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Time Spent at the Centre
A very high proportion of respondents spent one hour or less at the Centre in total (50%), and an additional 31%
spent between one and two hours (Table 3). Only 10.1% spent between two and three hours and 8.7% spent
more than 4 hours.
There was a statistically significant difference in the time spent between domestic and overseas visitors, t =
2.683, df = 503, p = .008. The time spent at the Centre by overseas visitors tended to be generally shorter,
compared with domestic visitors, with 67.5% of the overseas visitors spending one hour or less compared to
47.1% of domestic visitors. It should be noted that some respondents from overseas might have been on
packaged tours that generally allow only a fixed amount of time at each location. However, only 37 respondents
were part of a packaged tour. In addition, overseas visitors tend to be more time conscious with limitations on
time that can be spent at each destination (Ref).
Table 3: Total Time Spent at the Centre
Time
One hour or less
Between 1 and 2 hours
Between 2 and 3 hours
Between 3 and 4 hours
More then 4 hours
Total

Number
255
157
51
22
20
507

%
50.4
31.0
10.1
4.3
4.2
100.0

The average time spent at the Centre was one hour and forty minutes (with a standard deviation of 1 hour
and 15 minutes). The analysis was controlled for time visits to determine if first visits were indeed longer. This
was not the case. For first visits, the average time spent was 90 minutes (with sd = 68 minutes, indicating that
most people fell into a range between approximately 20 minutes and two hours and 40 minutes. Many of these
are not technically visitors to the Centre but are there to finalise their park access requirements.

Repeat Visits
Almost 38% of the respondents were repeat visitors and 17% of these visitors had previously visited the Centre
in either 2006 or 2007. Overall, the probability of a revisit with five years is 23%.

Pre-Visit Information Sources
The survey questionnaire provided a list of information sources about the Centre and respondents were asked to
select any of the items that applied in their case with respect to the visit. Option was provided to include other
items not on the list. For this analysis only first time visitors were included (n=325). The Table below presents
the items ranked in order of popularity.
Word-of-mouth was by far the most important and the most influential in the decision to visit, with 27.8% of
all visitors citing ‘friends and relatives’ as their major source of information. The second ranked on the
‘influence scale’ and second most popular source were the ‘roadside signs’, with 24.5% of the visitors
identifying this as a source of information and influence on their decision to visit. In addition, 21.4% of the
respondents indicated that the ‘tourist information centre’ and 19.1% indicated that ‘brochure in parks and other
locations’ were important sources of information. The Information Centre is at the same site as Brambuk;
therefore, it appears that in some cases the Information Centre was their main reason for coming and that the
visit to Brambuk was a consequence of their Information Centre visit. In a few instances, visitors came across
the Centre while they were riding or walking along the nearby bike trail.

13

Benchmarking Visitor Satisfaction at Brambuk—the National Parks and Cultural Centre
For overseas visitors, the most influential sources of information were ‘travel agents’ (40%); ‘guide book’
(21.5%); ‘friends and relatives’ (15.4%) and ‘tourist information centre’ (7.7%). Other sources, including the
‘Internet’ were only marginally utilised.
Table 4: Comparing Domestic and Overseas Visitor Information Sources
Sources of Information
About the Centre

% of visitors using
this source (Domestic
+ Overseas)

Friends and Relatives (WOM)
Roadside Signs
Tourism Information Centre
Brochures in Parks, etc
Guide Book
Travel Agent
Internet
Local Knowledge
Media
At Accommodation
Sighted from bike track

27.8
24.5
21.4
19.1
17.5
10.0
8.7
4.9
2.9
1.3
0.6

Ranking of the
most
influencing
source
1
2
4
6
5
3
8
7
9
10

Ranking for
Overseas
visitors
3 (15.4%)
4 (7.7%)
2 (21.5%)
1 (40%)

Awareness of Brambuk
The proportion of visitors relying on road signs may appear to be high, although it is quite normal for tourists to
drive around and stop if something takes their interest. This trend was noticed in the early rounds of the
questionnaire survey and prompted a quick survey of randomly selected visitors at the town centre. Visitors were
asked if they had heard about Brambuk, the Living Aboriginal Cultural Tourist Centre. A surprisingly high
proportion had not heard about the Centre and were very keen to get more information. Consequently, a formal
survey of 100 randomly selected visitors was conducted in the township, involving a short interview,
ascertaining knowledge of the Centre’s existence.
The interview of 100 visitors in the main town centre found that 31% had not heard of Brambuk, the
Aboriginal Culture Centre and / or the National Parks Tourist Centre. Only 24% had already visited the Centre at
that visit and a further 24% were planning to visit during the current visit. However, a number of those were
going to visit because of the interview, which had aroused their interest. This includes both domestic and
overseas visitors. Only 20% of those interviewed had visited the Centre on a previous visit and many of these
were intending to visit again during the current visit.
The overall pre-visit awareness of the Centre (of visitors to Halls Gap) was very poor. Only 56.7% of all
visitors had heard of the Centre before their visit to the area. The Table below presents the information on
awareness for domestic and overseas visitors.
Table 5: Pre-Visit Awareness (Halls Gap visitors)
Visitor Source

Domestic
Overseas
Total

% Awareness
Pre-visit
(all visitors)
59.2
43.0
56.7%

% Awareness
Pre-visit
(First Time Visitors )
41.4
43.6
41.9%
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As there were a large number of repeat visitors (especially domestic), the awareness level is shown for first
time visitors also. For people visiting the area for the first time only 41.4% of domestic and 43.6% of overseas
visitors were aware of the Centre prior to their visit. This is because tourists normally visit a particular wellknown tourist destination that may provide a range of tourist attractions. The attractions then need to be
marketed to capture the attention of the tourist while at the destination. All indications, from the information
from various sources provided above, are that the general level of public awareness is very low for the State’s
premier Indigenous cultural tourist centre. As stated previously, 31% of people interviewed in the township had
not heard of the Centre and 58.6% of domestic and 56.4% of overseas visitors to the town had not heard about
the Centre prior to arriving at the destination.
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Chapter 5

ANALYSIS OF THE LEVELS OF SATISFACTION
There is a general tendency in leisure and recreational research towards a positive skew of customer satisfaction
ratings (Peterson and Wilson 1992).

The levels of satisfaction experienced by the visitors were measured using responses to ten items, using a six
point scale from ‘Very High’ to ‘Very Low’. As is supported by the literature our expectation was that high
levels of satisfaction would be experienced. The items were selected based on the literature and input from the
staff at the Centre and are presented in Table 6 below.
Table 6: Levels of Satisfaction – Mean Scores
Satisfaction Items

Mean
Rating*
General environment and atmosphere
5.44
The way in which things are presented and displayed
5.32
The ease with which you can get information and advise
5.21
The signage and labelling
5.22
The knowledge and accessibility of staff
5.18
The opening hours
5.17
The layout of the Centre, the displays, shop and café
5.14
The general accessibility of the various parts of the Centre 5.17
The learning and education focus
5.25
What is your overall level of satisfaction with this visit
5.37
* This mean is based on a scale 6 = Very High to 1 = Very Low

Standard
Deviation
.678
.785
.869
.864
.903
.866
.716
.895
.851
.734

There was no significant difference between males and females with respect to the above satisfaction scales.
The level of satisfaction (rating) given by domestic and overseas visitors appeared to be different and a further
analysis was conducted to determine the extent of the difference and the statistical significance of the difference,
if any. This is presented in Table 7 below.
Table 7: Comparison of Mean Satisfaction Scores for Domestic and Overseas Visitors
Satisfaction Items

Mean Rating*
Domestic Overseas
5.46
5.29
5.37
5.05

General environment and atmosphere (S1)
The way in which things are presented and
displayed (S2)
The ease with which you can get information and
5.23
advise (S3)
The signage and labelling (S4)
5.26
The knowledge and accessibility of staff (S5)
5.18
The opening hours (S6)
5.25
The layout of the Centre, the displays, shop and café 5.44
(S7)
The general accessibility to the various parts of the
5.23
Centre (S8)
The learning and education focus (S9)
5.30
What is your overall level of satisfaction with this
5.40
visit (S10)
* This mean is based on a scale 6 = Very High to 1 = Very Low

Significant
Difference
Yes (p=.037)
Yes (p=.001)

5.13

No

5.05
5.20
4.85
5.28

Yes (p=.048)
No
Yes (p=.001)
No

4.87

Yes (p=.002)

5.00
5.14

Yes (p=.010)
Yes (p=.011)
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In general, overseas visitors appeared less satisfied across all except one item when compared with domestic
visitors and especially with opening hours and the general accessibility to the various parts of the Centre. This
generally lower satisfaction registered by overseas visitors (in comparison to domestic visitors) may be due to
higher expectations levels or a result of their experiences. A median score of 5 was registered by overseas
respondents in relation to all items (S1 to S10) while domestic respondents registered a median score of 6 for
items S1, S2, S7 and S10 and the remainder with a median score of 5. The consistency of the lower comparative
scores could, however, be a signal for management to flag this as an issue for further investigation.

The Willingness to Recommend the Centre
There seems to be a lot of evidence to support the view that high levels of satisfaction imply positive future
behaviour towards the organization supplying the service (Bolton & Drew 1991, Fornell 1992,). Service quality
and tourist satisfaction are significant determinants of the intention to revisit the destination or to recommend to
friends and relatives (Castro, Armario & Ruiz 2007, Bigne, Sanchez & Sanchez 2001). Hui, Wan and Ho (2006)
found the likelihood of tourist recommending a destination was positively related to their overall level of
satisfaction. Brand image is a more affective and less cognitive based perception. Once a given level of
satisfaction is attained, it is more the emotional perception of the brand image that drives loyalty and influences
customers’ intention to recommend to others and to revisit themselves (Faullant, Matzler, and Fuller 2008). Huo
and Miller (2007) in their study of a museum found that services rendered by staff plays a major role in
enhancing the level of satisfaction and a visitor’s willingness to recommend a museum to others.
When respondents were asked if they would be comfortable in recommending the Centre to others, 90.6%
responded yes. This measure is often considered in the literature as a powerful indicator confirming satisfaction
levels. However, while the negative response was very small (6 cases or 1.2%), there were 41 cases (8.2%) that
remained neutral. This could be considered a relatively high number, given that the negatives and the neutrals
approach 10% of the total respondents. Furthermore, 59% were strongly positive and 32% positive. Based on the
previous analysis of satisfaction level data, one may have expected a greater willingness and readiness on the
part of visitors to recommend the Centre.
‘The willingness to recommend the Centre’ was compared between domestic and overseas visitors and it
was found that the mean for domestic visitors was higher at 4.54 and for overseas visitors the mean was 4.19.
This difference was statistically significant when between group variations and within group variations were
further investigated ( F(1,497) = 15.719, p <.0005). The pattern of agreement or disagreement to this question,
presented in the table below indicates that a higher proportion of overseas visitors (15.6%) choose to remain
neutral and far fewer of the overseas respondents strongly agreed with this statement (40.2% of overseas visitors
compared to 62.4% of the domestic visitors.
Table 8: The willingness to recommend the Centre: Domestic vs. Overseas
I would feel comfortable in
recommending this Centre
to others
Strongly Agree
Agree
Neither Agree or Disagree
Disagree
Strongly Disagree
Total Percent
Number of cases

Domestic
Visitors (%)

Overseas
Visitors (%)

All
Visitors

62.4
30.1
6.6
0.7
0.2
100.0
n = 422

40.2
41.6
15.6
2.06
0.0
100.0
n = 77

58.9
31.9
8.0
1.0
0.2
100.0
n = 499

When asked if this was the best cultural centre they had visited, 5% of all visitors did not agree and 25%
remained neutral. While the results overall are positive, the information presented here does require further
contemplation from a policy and program perspective, in relation to any gaps that may exist between expectation
and performance and especially for overseas visitors. It may be that for overseas visitors there was a greater
expectation with respect to the detail and variety of programs and services offered and that those with overseas
travel experience are better placed to make judgments on a comparative basis or are better informed about the
range of similar offerings.
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Satisfaction Levels within Different Age Groupings
The survey respondents were classified into three age groups, Group 1 being the Under 30 years (comprising
36.8% of cases), Group 2 being the 30–50 years (30.5% of cases) and Group 3 being the Over 50 years (23.7%
of cases), to test if there were any differences in mean satisfaction scores. A one-way between-group analysis of
variance was conducted and using Post-hoc comparisons using Tukey HSD test, it was found that there were
statistically significant differences between Group 1 (Under 30 years) and Groups 2 and 3 (30 + years), with
respect to the four items presented in the Table below. No such difference was found with respect to the other
items, which have therefore being excluded from this list.
Table 9: Under 30 Years’ Satisfaction Ratings
Satisfaction Items

General environment and
atmosphere—S1
The ease with which you can
get information and advise—
S3
The knowledge and
accessibility of staff—S5
What is your overall level of
satisfaction with this visit—
S10

Mean Rating
Under 30
Years
5.25

30+ Years

Significant Difference

5.55

F(2,510) = 12.134 ,p =.000

5.02

5.36

F(2,503) = 9.898, p =.000

5.02

5.30

F(2,488) = 5.574, p =.004

5.22

5.47

F(2,505) = 7.642, p =.001

This table shows that for these items the Under30 group rates the satisfaction level to be lower than the 30+
Years age group. The lower mean score given to Item S10 (overall level of satisfaction) may be explained by the
lower score for items S1, S3 and S5 rather than the other items in the original list. This difference may be due to
a number of reasons, such as the Under 30 Years group having higher expectations.

Suggested Benchmarking for Low Satisfaction
One reason for selecting a six-point scale to measure the satisfaction levels with various items was to enable a
clear halfway point so that this could form an arbitrary benchmark against which operational judgments can be
made. There is no precedent in the literature, but without such a benchmark, satisfaction surveys are of limited
operational value. If we set the benchmark at the mid-point of the satisfaction scale (6 = Very High to 1 = Very
Low), which in this case is 3, (<4), then the focus of our interest would be the proportion of respondents falling
at or below this score. The second parameter of the benchmark is to set a tolerance level in terms of the
proportion of respondents falling below this level that management is willing to tolerate. This is arbitrarily set at
5% as shown in Table 10. For example, in Table10, ‘General environment and atmosphere’ has a very high mean
score of 5.44 (out of 6). Only 1% of respondents gave this item a score of less than 4 (which is only about 6
individuals out of 522 in the survey). We have set of tolerance level at 5%. Since 1% is below our tolerance
level, the satisfaction standards are deemed to have been achieved, and no operational action would be required
with respect to this item. If the tolerance level had been exceeded, the item should be marked for closer
examination and issues relating to it addressed.
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Table 10: Benchmark Tolerance Level of 5%
Satisfaction Items

Mean
Rating*

General environment and atmosphere
The way in which things are presented and displayed
The ease with which you can get information and advise
The signage and labelling
The knowledge and accessibility of staff
The opening hours
The layout of the Centre, the displays, shop and café
The general accessibility of the various parts of the Centre
The learning and education focus
What is your overall level of satisfaction with this visit

5.44
5.32
5.21
5.22
5.18
5.17
5.14
5.17
5.25
5.37

Benchmark for
Low
Satisfaction**
1.0%
2.1%
3.5%
4.3%
4.3%
4.4%
1.2%
4.2%
2.6%
1.6%

* This mean is based on a scale 6 = Very High to 1 = Very Low
** None of these items violate the TL if set at 5%
The use of the benchmark satisfaction level is demonstrated in Figure 3.

6

Satisfaction Level

5

High Satisfaction

95% of cases

97% of cases

5%

3%

4
Benchmark Level
3
2
Low Satisfaction

1

Tolerance levels represent the proportion of cases falling
below the benchmark satisfaction score. For example: as
a performance benchmark, management would require
95% of cases to record satisfaction above 3 and would
be willing to tolerate 5% of cases to fall below 3.
Figure 3: Benchmarking satisfaction

It should be noted that the setting of the appropriate Tolerance Level (TL) is a managerial decision. Since
the TL was set at 5%, management should be extremely pleased with the results. As the next section of
microanalysis will indicate, the methodology suggested here, while necessary, is not sufficient to determine
dissatisfaction levels. If a stricter TL was set, say at 3% (i.e. no more than 3% of people with lower than the half
way mark of the measurement scale (6 = Very High through 1= Very Low) the items in Table 11would be
identified as being issues of concern for management.
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Table 11: Items Failing Tolerance Level of 3%
Satisfaction Items

Mean
Rating*

The ease with which you can get information and advise
The signage and labelling
The knowledge and accessibility of staff
The opening hours
The general accessibility of the various parts of the Centre

5.21
5.22
5.18
5.17
5.17

Benchmark for
Low
Satisfaction
3.5%
4.3%
4.3%
4.4%
4.2%

It appears that 3% may be a better Tolerance Level, which means that these areas or issues present a cause
for concern for management. The more detailed analysis of a range of issues is undertaken in the next section.
That analysis shows that most of the items in this list above may have contributed to degrees of discontent or
dissatisfaction among the visitors. The one exception is the item ‘The opening hours’, which here is flagged
under our criteria as a matter of concern, but as only limited amount of data was collected on this issue, we are
unable to confirm if this was indeed a major issue. However, what we can conclude from the satisfaction scale
data on this issue is that 4.4% of respondents scored this as 3 or lower; 16.4% scored this as 4; 36.6% scored this
as 5 and 42.6% scored this as 6 (maximum satisfaction). This resulted in a mean score of 5.17 and standard
deviation of 0.866. Two comments were made by respondents relating to opening times:
•
•

open longer in summer and autumn
have the info centre and bathroom open longer
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Chapter 6

ANALYSIS OF UNDERLYING EXPECTATION-SATISFACTION
AGAINST OBJECTIVES
From the literature review it can be concluded that visitor satisfaction levels in leisure activities is generally
skewed towards satisfaction and that people are relaxed and perhaps less critical. As the satisfaction scale above
demonstrates based on mean scores and their standard deviation, the satisfaction levels of visitors to the Centre
were very high. The obvious managerial conclusion from the investigation of averages is that visitors are very
satisfied and therefore, plans and programs are deemed to be performing to managerial expectations. A second
level of analysis is required to uncover any gaps that may exist between visitor expectations and managerial
expectations.
In order to evaluate performance it is important to undertake a measurement of satisfaction generally as well
as with specific objective related indicators of ‘performance’. These indicators should be based on the
dimensions that may constitute satisfaction. Firstly, we need to assume that there will be a high level of
satisfaction and turn our focus on understanding the non-positive end of the scale and create some operational
benchmarks. It should be noted that this method might not be appropriate if sample size is small. The section
below explains why satisfaction levels (scales), if used as a sole measure, can deliver an incomplete, if not
misleading picture.

Understanding Dissatisfaction
Generalised satisfaction scales (as the one discussed in the previous section) are not sufficient in themselves to
determine how visitors may actually feel about a product, service or issue. In this study, in addition to
satisfaction levels, visitors were asked to indicate their level of agreement or disagreement relating to twenty
‘performance’ items. The items were selected based on the literature review of studies relating to cultural centres
and museums, among others. Table 12 presents the mean scores and standard deviations for the items. The
measurement used a 5 point Likert scale (5 = Strongly Agree to 1 = Strongly Disagree). The data will be
subjected to more advanced statistical analysis later in the report, but the purpose of the analysis below is to
conduct a microanalysis so that we can understand disagreements rather than agreement or dissatisfaction rather
than satisfaction.
The choice of the twenty items was also guided by what management of such a tourism-focused enterprise
may be interested in from an operational point of view. In line with the ‘value management’ approach (Figure 1
above), the analysis below is organised around organisational goals and mission. For example, one of the goals is
to provide visitors with an understanding of indigenous culture and history. This would be regarded as
Brambuk’s core competency (Prahalad and Hamel 1990). To address this, respondents were asked to rate their
level of agreement or disagreement for two statements: ‘I gained a better insight into Indigenous culture’ and ‘I
gained a better understanding of Indigenous history’.
We need to be mindful of the fact that there were practical restrictions on the size of the questionnaire and
the time taken to complete it, which necessitated combining more than one issue in a statement. For example, the
second item in the Table below combines the issue of centre maintenance and centre organisation. Table 12
presents the items that were measured using the 5-point agreement—disagreement scale.
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Table 12: Performance item mean scores and standard deviation

Overall, this visit was very enjoyable
The centre is well maintained and well organised
The displays and stands were informative
The staff were knowledgeable and friendly
I have learnt a lot on this visit
There should be more educational emphasis in displays
I took particular notice of plants along the walkways
The shop should provide a wider range of Indigenous items
and crafts for sale
I expected a greater variety of displays and information
I expected that the visit would take longer
I would feel comfortable in recommending the Centre to
others
I gained a better insight into Indigenous culture
The service overall was of a high standard
I had no difficulty with access to various parts of the Centre
The Centre was easy to find
This is one of the best Cultural centres I have visited
I expected to see more than I did at This centre
I gained a better understanding of Indigenous history
I was able to get enough printed information to take home
The displays adequately met my needs
* (5 = Strongly Agree to 1 = Strongly Disagree)

Mean
Score*
4.51
4.60
4.51
4.40
4.09
3.28
3.78
3.32

Std. Deviation

2.82
2.82
4.48

1.044
.986
.706

4.23
4.34
4.43
4.54
4.00
2.90
3.95
3.62
4.07

.818
.703
.745
.700
.923
1.093
.851
.966
.799

.595
.579
.640
.726
.870
1.041
.979
1.051

Establishing Benchmarks
Microanalysis requires a benchmark against which visitor responses can be effectively measured to avoid the
danger of drawing favourable conclusions from visitor satisfaction surveys and overlooking symptoms or signals
of dissatisfaction. Normally the setting of benchmarks is a managerial or policy decision. In the consumer goods
and services markets, benchmarks may be set for product returns, faulty goods, or the number of complaints.
Some service organisations have benchmarks for how long a customer should have to wait to be served.
In leisure markets, where behaviour is skewed towards satisfaction anyway, benchmarks should address
how many ‘dissatisfied’ (or not fully satisfied) customers one is willing to tolerate. For this analysis, I shall use
an arbitrary benchmark that a negative score of greater than 5% of cases should not be tolerated. Hence, where
more than 5% of respondents fall within the negative scores (negative part of the scale) this should signal that
some underlying issues and problems might exist. Neutral scores can be a lot more difficult to decipher because
they could include:
•
not applicable to me
•
don’t care about the issue
•
undecided
•
non committal
•
no opinion
However, ignoring the neutral score may not be wise and should be treated on an issue-by-issue basis.
The following are an analysis of ten objectives, some of which would be common to many tourism products.
The analysis relates to the items list in the Table 12.
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Analysis of Satisfaction by Objectives
Objective 1—providing visitors ‘enjoyment’
This was measured by the responses to the statement ‘Overall, this visit was very enjoyable,’ which recorded a
mean score of 4.51 indicating that most people were in strong agreement that enjoyment was experienced. There
were no disagreements and only 26 cases (5%) recorded a neutral response. This was the overall best result out
of the twenty statements used in the survey. There are a number of factors which could contribute to ‘enjoyment’
and visitors would expect a certain level of amenity. If these minimum standards are not met, ‘enjoyment can be
affected. For example, one comment was that it’s also hard to read all the info if there are lots of people in
Brambuk, so maybe modernise the way the info is displayed. Issues of this type can, therefore, affect satisfaction
and reliance only on quantitative data can miss warnings of this type uncovered by qualitative data gathering.

Objective 2— providing a Centre that is well maintained and well organised
This was measured using the statements: ‘The centre is well maintained and well organised.’ The mean scores
of 4.60 indicate a highly positive response and strong agreement that this is happening. There were only two
cases (0.4%) giving a negative score and only 15 cases (3%) staying neutral. The combining of two separate
issues ‘well maintained’ and ‘well organised’ may have to some extent distorted the responses. For example, five
respondents made negative comments about the condition and cleanliness of the toilet facilities. Visitors
generally have expectation levels with respect to basic facilities and when these expectations are met does not
add to satisfaction. However, when these expectations are not met they can drastically affect the overall level of
satisfaction experienced, as demonstrated by the comment: ‘The toilet facility could be better, apart from that it
was a good experience.’
One respondent commented that Brambuk ‘has a very ‘library’ feel to it, more music playing and a more
engaging entrance would be good.’ There were some comments relating to maintenance needs of Brambuk and
the need for integrating it with the new developments:
•
•
•

the old culture centre is being neglected. It seems that there is nothing new since I visited 10 years ago. The
National Park Centre is taking all of the focus and resources
would be nice to see Brambuk, the original building refurbished and a connection between the two buildings
the centre has a large open space that could be used more adequately. I feel it is too open and lifeless.

Objective 3—providing visitors an opportunity to learn
This was measured using the statements: ‘The displays and stands were informative’; the displays adequately
met my needs’ and ‘I was able to get enough printed information to take home’. The analysis is presented in
Table below: ‘I have learnt a lot’ – make the same order.
Table 13: Providing visitors an opportunity to learn
Mean
Score

The displays and stands were
informative
I was able to get enough printed
information to take home
The displays adequately met my needs

4.51

No. (%)
with
Negative
Score
(DS/D)
4
(0.8%)
30 (10.1%)

No. (%) with
Neutral Score

22
(4.4%)
3.62
113
(22.8%)
4.07
16
86
(3.3%)
(17.5%)
I have learnt a lot on this visit
4.09
16
105
(3.2%)
(21.1%)
* The high neutral scores for these items could be regarded as a matter of concern. If
been set at 3% these performance item standards would have been violated.

Benchmark
Met or
Violated
(>5%
Negative)
Met
Violated
Met*
Met*
the benchmark had
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It appears that there is some room for improvement with regard to the provision of printed information and
leaflets, although much of this information may be readily available on the internet. Perhaps a leaflet directing
visitors to various websites from where information of interest could be downloaded could be provided. A large
proportion of neutral score should be consider carefully as they may represent some hidden service failure, in
which case other sources of information may throw more light on this matter. There were numerous comments
received highlighting the need for more information, more displays and more interactive activities. A sample is
presented below:
•
•
•
•
•
•
•

more cultural and history leaflets to take away
basic information on the geology, plants and animals we see on our walks, e.g., cockatoo, kookaburra,
snakes, rocks and sandstone
an info booklet containing information on seasons as in display
more in-depth information for people who already understand main issues. More picture stories on
Aboriginal people toda
parks info is not detailed enough for experienced bushwalkers. More info and displays on past and current
Indigenous lifestyles
outdoor leisure map of northern Grampians is very out of date. Needs to be updated as it is not a cheap map
to buy and does not give enough walking track detai.
was a bit boring, perhaps some more interactive activities and less reading?

Objective 4—providing a high standard of customer service
This was measured using the statement ‘The staff was knowledgeable and friendly’ and ‘The service, overall,
was of a high standard.’ The analysis is presented in Table 14 below:
Table 14: Providing a high standard of customer service
Mean
Score

The staff were knowledge and friendly
The service, overall, was of a high
standard

4.40
4.34

No. (%)
with
Negative
Score
(DS/D)
7 (1.4%)
4 (0.8%)

No. (%) with
Neutral Score

50 (10.1%)
52 (10.4%)

Benchmark
Met or
Violated
(>5%
Negative)
Met
Met

Staff was seen as being very helpful in providing information, but visitors to Brambuk Centre saw a need for
easier access to staff to explain cultural and historical aspects of the Centre. The comments below highlight this:
•
•
•
•
•
•
•

Parks Vic should spend more time training staff
more staff to talk to so things can be explained
meeting, talking too, or seeing a performance by Indigenous people would be good
staff were very helpful.
more accessibility to staff—to ask questions
more Indigenous staff roaming ready to explain things with their stories and experiences (bit like Australia
zoo)
was very busy Easter weekend, there were queues at the desk and staff were always engaged. There should
be staff guiding groups through the Centre

Objective 5—providing insight into indigenous culture
From the visit we would expect that visitors would gain a better insight into Indigenous culture. While this was
generally the case, the mean score of 4.23 is relatively high, with a large standard deviation of 0.818, which
means that the scores were between 5.00 (strong agreement) and 3.41 (a bit better than neutral). It is important to
note that 75 respondents were neutral (15%) and 12 were either in disagreement or strong disagreement (2.4%).
Given that this item reflects the main purpose of the Centre, it may be important strategically to address why
17.4% of the respondents did not give a positive score. The answer may lie in the analysis of other service or
product offerings, displays, activities, information, customer service and the like. This would also include
individual characteristics, backgrounds and experiences, which influence their expectations.
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Objective 6—providing an understanding of indigenous history
Similarly, with the item ‘I gained a better understanding of Indigenous history’ the mean score was 3.95 with a
standard deviation of 0.851. There were 21 respondents who either disagreed or strongly disagreed with this item
(4.2%) and 113 (22.8%) were neutral. Therefore, one could conclude that 27% were not willing to give a
positive score. From the point of view of visitor satisfaction and as explained in the literature section of this
report, the visitor responses are generally skewed towards satisfaction. The purpose of studies of this type is to
identify underlying discontent and address any hidden issues with respect to satisfaction and expectation.
The results of these two important objectives (Objectives 5 and 6) of the Centre are presented in Table 15
below. Although our arbitrary benchmarks are met, the second item is on the borderline and the neutral response
seems relatively high and may trigger managerial concern and evaluation of programs. There were a large
number of comments received about the need for more displays, activities and information, indicating that
expectations were relatively high. However, satisfaction levels with the visit were very positive in aggregate
terms.
Table 15: Indigenous Culture and History
Mean
Score

No. (%)
No. (%) with
Benchmark
with
Neutral Score Met or
Items
Negative
Violated
Score
(>5%
(DS/D)
Negative)
I gained a better insight into Indigenous
4.23
12
75
Met
culture
(2.4%)
(15%)
I gained a better understanding of
3.95
21
113
Met*
Indigenous history
(4.2%)
(22.8%)
* Note that if the benchmark had been set at 3%, the second of the items in the above table, ‘I gained a
better understanding of Indigenous history would have been violated. This item also has a very high (22.8%)
neutral score and in total 27% of visitors did not deem this to have been achieved. On that basis, one would class
this as a performance item that needs to be addressed.

Objective 7—meeting visitor expectations
This was measured using the statements:
I expected a greater variety of displays and information
•
•
I expected to see more than I did at the centre
•
I expected that the visit would take longer than it did
The analysis is presented in Table 16:
Table 16: Expectations
Items

Mean
Score

No. (%)
with
Negative
Score
(AS/A)*
111 (22.5%)

No. (%) with
Neutral Score

I expected a greater variety of displays
2.82
189
and information
(38.4%)
I expected to see more than I did at the
2.82
92 (18.7%)
221
centre
(45%)
I expected that the visit would take
2.90
134 (25.7%) 173
longer than it did
(35%)
There should be more educational
3.28
184 (37.5%) 203
emphasis in displays
(41.4%)
* Note in this set of statements the negative response is Agree Strongly and Agree

Benchmark
Met or
Violated
(>5%
Negative)
Violated
Violated
Violated
Violated

This analysis indicates that although the satisfaction levels were extremely high, in a large proportion of
cases, visitor expectations were not met. For example, the earlier analysis of time spent at the Centre indicated
that 50% of the visitors spent less than one hour at the Centre. The third item in the table above, ‘I expected that
the visit would take longer than it did’, indicates that in the case of 134 (25.7%) of visitors this expectation was
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not met and a further 173 (35%) were neutral. More than a third of all respondents (37.5%) either agreed or
agreed strongly that there should be more educational emphasis in displays. Table 16 indicates that 22.5% of
visitors were expecting a greater variety of displays and information and generally expected to see more at the
Centre. Nevertheless, they were usually satisfied with the visit and the level of enjoyment experienced from the
visit was very high, in aggregate terms. An example of a comment reflecting that the Centre exceeded a visitor’s
expectations is ‘I expected much less things then there is. I walked in and I was amazed’.
There were a number of suggestions offered by respondents in relation to displays and information, that may
explain the gaps between expectations and the actual experience. A sample of typical comments indicates that
expectations may have been higher.
•
•
•
•
•
•
•
•
•
•
•
•
•
•

the centre was great and I would come back again but they might have been able to put more info on
Indigenous culture.
just add a little more historical information and photos
some info about animals around the cultural centre e.g. snakes
upgrade some photos and display panels
bigger exhibition for artworks
more displays and hands on activities
some Indigenous music playing. Was a bit boring, perhaps some more interactive activities and less reading
more info and displays on past and current Indigenous lifestyles
I was pleasantly surprised with the greatly improved standard since my last visit. I would like more displays
on Koorie life rather then photos
very informative, very enjoyable— more stuff in centre?
more detailed, in depth information
more about Aboriginal culture, info, movie, history
more Aboriginal workers, a big screen showing educational films about Aboriginal culture
more info on Aboriginal life and culture, e.g. religion and rituals

Objective 8—increasing the accessibility of the Centre
This was measured using the statements: ‘I had no difficulty with access to the various parts of the Centre’ and
‘The centre was easy to find’. While only a small number of visitors identified that the Centre was not easy to
find (1.4%) there were twice as many who faced some difficulty with access to various parts of the Centre, once
they were there. Most of these also identified issues relating to signage, earlier in the survey. The results are
presented in Table17.
Table 17: Increasing the Accessibility of the Centre
Mean
Score

I had no difficulty with access to the
various parts of the Centre
The Centre was easy to find

4.43
4.54

No. (%)
with
Negative
Score
(AS/A)*
14
(2.6%)
7
(1.4%)

No. (%) with
Neutral Score

32
(6.4%)
32
(6.4%)

Benchmark
Met or
Violated
(>5%
Negative)
Met
Met
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It should be noted that because the survey was conducted at the Centre, one would normally expect these
responses. There was a large number of comments received relating to poor signage. A sample of typical
comments is provided below:
•
•
•
•
•
•
•
•
•
•

connect the shop and café to the educational centre. Had previously been to the front and did not know about
Brambuk
improved signs and direction to Brambuk centre from car park as many folk mistake the shop and café as the
actual centre
better signs for parking and how to enter the Brambuk centre from the shop
this place should be better advertised
signage to centre could be better
display video screens outside shop doors were not visible due to the sun. Perhaps a screen over the display to
block out sunlight
distance sign post from halls gap town
I did not realise it was two buildings at first. Need more signs
needs signs connecting the shop to the centre at the back
more advertising of this place needs to reach tourists outside this area

Objective 9—providing good visitor friendly amenities
Integrating facilities
(‘I did not realise it was two buildings at first’).
There were a number of comments about the disconnection between the new information centre and the original
Brambuk and this disconnection, combined with poor direction signs, tended to create confusion about what was
available at the site. In a few cases, those surveyed in the town said they had visited the Information Centre, yet
did not know that Brambuk was also at that site, despite their very keen desire to visit such a centre. One
respondent to the survey at the Centre commented that she had been to the information part of the Centre the
previous day and did not know Brambuk was also there.
A number of photographs are included in Appendix C and indicate the degree to which the new and the old
buildings appear completely separate. Brambuk is almost invisible from the new section and visitors are unable
to appreciate the iconic architectural value of the building. The pictures in the Appendix show the original
entrance to Brambuk, which is no longer used, and the visitors enter through what was previously the rear exit.
One pertinent comment was ‘Brambuk looked closed until I got to the front door’.
A number of visitors commented about the lack of integration between the new section and the Brambuk
Centre, which are capsulated by the following:
•
I feel there was no connection between the new building and the Brambuk centre. The feel of the new
building needs to carry through to the old one. Needs to be like a journey from start to finish that you
wander through. I thought the new building is fantastic.
•
Congratulations with the new building. Would be nice to see Brambuk, the original building
refurbished and a connection between the two buildings.

Plants along walkways
Almost 10% of the visitors did not take much notice of the plants along walkways. Visitors noted that many
plants indicated by plaques were missing and that it was difficult to identify the plants and relate them to the
signs.
•
you should have more plants near the signs
•
garden signs need to be placed with actual plants
•
couldn’t find many of the plants along the walkway
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The café
Of those who responded to the survey, 65.1% actually made a purchase at the café, which occupies over 50% of
the new floor-space and incorporates an outdoor area. About 10% of the visitors actually browsed in the café but
did not buy anything. Respondents were very positive about the ambience and there were a number of
suggestions made that could enhance visitor experience. A number of visitors suggested that there should be
some background Indigenous music and that the walls could be used to put up displays or posters depicting
Indigenous culture.
The comments about the café were generally very positive … ‘Bush tucker was fantastic; Bush Tucker café
is great; Loved the food in the café, being a vegetarian I would like to see more vegetarian bush foods on the
menu’.
However, there were some concerns raised about the waiting times, the need for staff to be trained in
customer service and inadequate staffing to cater for the Easter crowd.
There was a suggestion made that a leaflet about ‘bush tucker should be available or some information
displayed on the walls,’ and another suggesting that ‘the café have placemats with activity items to entertain and
educate children’.

The shop
‘Indigenous items for sale in shop, generally are not priced’
The shop was well patronised with almost 90% of respondents visiting the shop and 40.2% of the respondents
actually making a purchase. A number of visitors noted that many items were not priced and with staff always
busy helping other clients, purchases could not be made or had to be deferred to a later time. Some suggestions
for improvements were identified in comments made, such as:
•
more variety of Aboriginal products to be brought
•
provide info material on CD instead of books only
•
more reasonably priced things for kids to purchase
•
more variety in shop

Advertising and signage
A large number of comments were received about direction signs to the Centre, the lack of advertising boards in
town to raise awareness of both the Information Centre and the Indigenous Cultural Centre, and poor signage in
general around the Centre.
A survey in the township indicated that 31% did not know about the Brambuk or the Information Centre and
a number of overseas visitors believed that the Information Centre was in the town as indicated by the ‘i'
information sign on the maps and guidebooks. There was nothing else indicating that a bigger tourist information
centre and Indigenous Centre existed. This was also noted by a number of visitors responding to the survey at the
Centre as demonstrated by the following comments:
•
more signs in town and caravan parks promoting the centre
•
larger and more prominent signage for tourists
Nearly 12% (59) of the respondents to the survey indicated that the signage and the direction signs were
unclear or inadequate. From a marketing point of view this is a relatively high number, given that it is one that
can easily be remedied. Signage also affects access and this issue was also covered in Objective 8 above.
The signage within the Centre was also a matter of concern for many visitors and this included signs that are
too small to see, difficult to read in bright sunlight and sometimes missing. The following comment places the
signage problems encountered in an important marketing context: ‘the place is a little bit off the road. A little
hard to make out what it is. Pleasantly surprised when we ventured in. Suggest more signage on roadside.’

28

INDIGENOUS CULTURAL TOURISM AT THE GRAMPIANS
A sample of typical comment is presented below:
•
better signs for the loop walk
•
replace missing signs around centre
•
better signs for the toilet from car park
•
signage to the second building— not immediately apparent that the next building is freely accessible
•
some more care needed on displays—not all were well signed and I wasn’t sure if what I was looking at
was old or new

Objective 10—setting service evaluation criteria and benchmarks
Visitor or customer satisfaction surveys are an important way to collect data of various aspects of service
delivery, service quality as well as service relevance. Benchmarks and Tolerance Levels must be set as explained
in this and earlier sections of this report. Management has a wide range of flexibility determining which levels
these benchmarks are to be set, but without them the usefulness of visitor satisfaction studies would be greatly
diminished. Visitor surveys should serve a dual purpose of identifying what is working (sources of satisfaction)
and signs of what may not be working (sources of dissatisfaction) for visitors and customers. One of the
objectives of this study was to provide a service evaluation methodology, which here is referred to as
‘Dissatisfaction Benchmarking’ as a tool that management can use to effectively make operational the findings
of any visitor satisfaction research. Based on the forgoing analysis a benchmark of 3% would be the most
appropriate, so that where satisfaction levels generally and performance items specifically return greater than 3%
as a negative response, quality standards should be deemed to have not been met and managerial action would be
required to address the issue.
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Chapter 7

RESULTS AND RECOMMENDATIONS
Time Spent at the Centre
A large proportion of respondents spent one hour or less at the Centre in total (50%), and an additional 31%
spent between one and two hours. This also formed the median ‘time spent’ category, so that one could conclude
that two hours would be the upper bounds of the time spent at the Centre. There was a statistically significant
difference in the time spent between domestic and overseas visitors, with 67.5% of the overseas visitors
spending one hour or less compared to 47.1% of domestic visitors. This may be due to the fact that international
visitors are time conscious and tend to cover a wide range of destinations. The average time spent at the Centre
was one hour and forty minutes (with a standard deviation of 1 hour and 15 minutes). The analysis was
controlled for time visits to determine if first visits were indeed longer. This was not the case. For first visits only
the average time spent was 90 minutes. How long visitors spend at a venue may depend of a range of individual
factors and circumstances. However, it is important for program managers to consider the time spent by visitors
relative to the value that is being delivered. If a large proportion of visitors are spending less than one hour (as
was the case here), it maybe an indicator that the venue is failing to adequately engage visitors.
Studies show that in cultural and heritage museums, exhibitions or events satisfaction levels can be
enhanced through a greater level of involvement and engagement of visitors (de Rogas & Camarero 2006). This
can, to a large extent, be achieved in the design stages of a centre as has been done at Brambuk through
information panels, walkways, lighting and audio, which stimulate as well as create interest in the visitor.
However, the emotional engagement of the visitor could be enhanced through a greater degree of personalisation
through interaction and dialogue with visitors and hence a greater degree of emotional involvement. This could
come in the form of cultural interpretations, descriptions and insights that cannot be gleaned from tangible
displays. The time spent at the Centre can be an indicator of the Centre’s ability to both cognitively and
emotionally involve the visitor. A number of visitors commented on the need for interaction with Indigenous
staff, with comments such as: ‘more Indigenous staff roaming ready to explain things with their stories and
experiences (bit like Australia zoo).’ Emotional involvement can lead to longer visits, with more time spent at
the site, the shop and the café.

Pre-Visit Awareness and Marketing
The interview of 100 visitors in the main town centre found that 31% had not heard of Brambuk, the Aboriginal
Culture Centre and/or the National Parks Tourist Centre. Only 24% had already visited the Centre at that visit
and a further 24% were planning to visit at the current visit. However, a number of those were going to visit as a
result of the interview, which had aroused their interest. This includes both domestic and overseas visitors. Only
20 % of those interviewed had visited the Centre at a previous visit and many of these were intending to visit
again during the current visit.
The overall visitor awareness of the Centre (pre-visit) was poor. For people visiting the area for the first
time only 41.4% of domestic and 43.6% of overseas visitors were aware of the Centre prior to their visit. This is
because tourists normally visit a particular well known tourist destination which may provide a range of tourist
attractions. The attractions then need to be marketed to capture the attention of the tourist while at the
destination. All indications are that the general level of public awareness is relatively low for the State’s premier
Indigenous cultural tourist centre. As stated previously 31% of people interviewed in the township had not heard
of the Centre (this is once they were already at the destination) and 58.6% of domestic and 56.4% of overseas
visitors to the Centre had not heard about the Centre prior to arriving at the destination.

Pre-Visit Information Sources
Word-of-mouth was by far the most important and the most influential in the decision to visit, with 27.8% of all
visitors citing ‘friends and relatives’ as their major source of information. The second ranked on the ‘influence
scale’ and second most popular source were the ‘roadside signs’, with 24.5% of the visitors identifying this as a
source of information and influence on their decision to visit. For overseas visitors, the most influential sources
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of information were ‘travel agents’ (40%); ‘guide book’ (21.5%); ‘friends and relatives’ (15.4%) and ‘tourist
information centre’ (7.7%). Other sources, including the ‘Internet’ were only marginally utilised.

General satisfaction levels
The overall levels of satisfaction experienced by visitors was very high, as is generally expected in leisure
markets and especially in relation to public goods or free services. Some areas of concern for visitors were the
ease with which visitors could get information and advice; the signage and labelling; the knowledge and
accessibility of staff; and the opening hours.

Visitor Expectations
One of the objectives of any market oriented organisation is to meet customer expectations. Using the
benchmarks (which were not strict) set in this analysis; it was found that visitor experiences fall short of
expectations.
This analysis indicated that although the satisfaction levels were extremely high, in a large proportion of
cases, visitor expectations were not met. For example, the earlier analysis of time spent at the Centre indicated
that 50% of the visitors spent less than one hour at the Centre. In response to the statement, ‘I expected that the
visit would take longer than it did’, 134 (25.7%) visitors indicated that their expectation was not met and a
further 173 (35%) were neutral. More than a third of all respondents (37.5%) either agreed or agreed strongly
that there should be more educational emphasis in displays. Nearly a quarter (22.5%) of visitors were expecting a
greater variety of displays and information and generally expected to see more at the Centre. Nevertheless, they
were almost always satisfied with the visit and the level of enjoyment experienced from the visit was very high,
in aggregate terms. An example of a comment reflecting that the Centre exceeded a visitor’s expectations is ‘I
expected much less things then there is. I walked in and I was amazed.’
There were a number of suggestions offered by the respondents about displays and information, which may
explain the gaps between expectations and the actual experience. Some of these comments were included in the
body of the report and a full list is included in Appendix B.

Visitor Responses on Core Competencies
Brambuk’s core competencies are the provision of insights into Indigenous culture and the provision of an
understanding of Indigenous history for the visiting public. From the visit one would expect that visitors would
gain a better insight into Indigenous culture. This was generally the case, as indicated by the mean score of 4.23
(5 maximum), with a large standard deviation of 0.818. It is important to note that 75 respondents were neutral
(15%) and 12 were either in disagreement or strong disagreement (2.4%). Given that this item reflects the main
purpose of the Centre, it may be important strategically to address why 17.4% of the respondents did not give a
positive score. The answer may lie in the analysis of other service or product offerings, displays, activities,
information, customer service and the like. This would also include individual characteristics, backgrounds and
experiences, which influence their expectations.
Similarly, with the item ‘I gained a better understanding of Indigenous history’ the mean score was 3.95
with a standard deviation of 0.851. There were 21 respondents who either disagreed or strong disagreed with this
item (4.2%) and 113 (22.8%) were neutral. Therefore, one could conclude that 27% were not willing to give a
positive score. From the point of view of visitor satisfaction and as explained in the literature section of this
report, the visitor responses are generally skewed towards satisfaction. The purpose of studies of this type is to
identify underlying discontent and address any hidden issues with respect to satisfaction and expectation.
Although our arbitrary benchmarks are met, the high neutral response should trigger managerial concern and
evaluation of programs and offerings. There were a large number of comments received about the need for more
displays, activities and information, indicating that expectations were relatively high, creating a wider
expectation-satisfaction gap. However, satisfaction levels with the visit were very positive in aggregate terms.
How the programs, activities and displays address the key functional objectives and core competencies should be
subjected to regular reviews and modernisation so that they remain effective in meeting changing visitor needs
and expectations.
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Recommendations
Recommendation 1
That priority is given to integration of the various component parts of the Centre and giving greater prominence
to the original Brambuk and the architectural features of the building. This could be achieved by removing trees
and creating vistas from the new development. Consideration should be given to creating walkways linking the
two buildings.

Recommendation 2
That the Centre consider a training program for staff in areas of customer service, incorporating the
understanding of needs and expectations of visitors within an indigenous tourism context.

Recommendation 3
That program managers set an expected visit duration (of say two to three hours) and provide a ‘visit information
sheet’ which can form a self tour guide, highlighting the main aspects of the ‘journey’ through the Centre. This
could overcome the separation that currently exists between the new section and the original Brambuk Centre.

Recommendation 4
Signage needs to be improved, both outside and inside the precinct. Much of the new signs are too small and
impractical. Signs to Brambuk are inadequate. Road signs should indicate what is available at the precinct.

Recommendation 5
That a large display board be installed in the car park in Halls Gap promoting the Indigenous Cultural Centre
and the National Parks Tourist Information Service. This should include pictures and the facilities on offer.
Directions, opening times and ‘free entry’ should be incorporated. The information should be on both sides of
the board for maximum exposure and should be noticeable by passing vehicles.

Recommendation 6
That Brambuk brand image is promoted as an integral part of the Grampians experience, so that the Indigenous
cultural heritage of the Grampians can be brought to the forefront. Brambuk should be promoted as providing the
cultural context for the Grampians visit and as the first point of call of the visit. Much of the internet based
tourism information on the Grampians does not promote Brambuk.

Recommendation 7
A review should be undertaken of the displays, programs and activities available within Brambuk, with a view
to modernisation. A program of display expansion and rotation should be included to cater for the large number
of repeat visitors.

Recommendation 8
Brambuk should be repositioned as a cultural museum with properly trained staff that can involve and engage the
visitor.
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APPENDIX A: QUESTIONNAIRE
Brambuk—the National Park and Cultural Centre—Visitor Survey 2008
(The information provided here will be used for planning and research purposes only and treated as confidential.)
1. Is this your first visit to the Brambuk Cultural Centre?
 Yes
 No
→

In which year was the previous visit _________

2. Are you part of a packaged tour

 Yes

 No

3. Are you an overseas visitor

 No → What is your postcode __________
 Yes → Which country are you from ___________________

4. Are you:

 Male or  Female.

5. Age Group:  Less than 20  20- 29  30-39  40-49  50-59  60+
6. How did you hear about or find out about the Cultural Centre? Tick all in the list that apply:
 Tour Agents
 Media ( TV, Radio, etc)
Please specify others below:
 Internet
 Motoring Guide Books

 Brochures in Parks
 Friends & Relatives

 Roadside Signs
 Local Knowledge

 Guide Books
 Tourist Information Centre

Which would you say was most influential in your decision to come? _______________________
7. In order to continually improve the Centre and the Services, could you please indicate your level of
satisfaction with the facilities:
Level of satisfaction with items below – Please
circle the rating number that you think best applies
to the items below>

Very High
6

5

4

3

2

6
6
6

5
5
5

4
4
4

3
3
3

2
2
2

1
1
1

4
5

General environment and atmosphere
The way things are presented and displayed
The ease with which you could get more information &
advice
The signage and labelling
The knowledge & accessibility of staff

6
6

5
5

4
4

3
3

2
2

1
1

6
7
8
9
10

The opening hours
The layout of the Centre, displays, shop & cafe
The multimedia presentations
The learning and educational focus
What is your overall satisfaction level with this visit?

6
6
6
6
6

5
5
5
5
5

4
4
4
4
4

3
3
3
3
3

2
2
2
2
2

1
1
1
1
1

1
2
3

Very
Low
1

8. Did you visit the following sections of the Centre:
The Shop:
 Yes
 No
The café:
 Yes
 No
Garden (plants in walkways)  Yes
 No
The Brambuk Display Centre  Yes
 No
9. How long was your overall visit to the Centre ____________________(hours & minutes)
10. How did you arrive at the Centre  By car
Please continue over the page: ☺

 By tour bus  Other
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11. Could you please indicate your level of agreement or disagreement for the following statements:

1
2
3
4
5

Overall this visit was very enjoyable
The Centre is well maintained and well organised
The displays and stands were informative
The staff were knowledgeable and friendly
I have learnt a lot on this visit

5
5
5
5
5

4
4
4
4
4

Neither
Agree
nor
Disagree
3
3
3
3
3

6
7
8

There should be more educational emphasis in displays
I took particular notice of plants along walkways
The shop should provide a wider range of Indigenous items
and crafts for sale
I expected a greater variety of displays & information
I expected that the visit would take longer than it did

5
5
5

4
4
4

3
3
3

2
2
2

1
1
1

5
5

4
4

3
3

2
2

1
1

5

4

3

2

1

5
5
5

4
4
4

3
3
3

2
2
2

1
1
1

15

I would feel comfortable in recommending this Centre to
others
I gained a better insight into Indigenous culture
The service overall was of a high standard
I had no difficulty with access to the various parts of the
Centre
The Centre was easy to find

5

4

3

2

1

16
17
18
19
20

This is one of the best Cultural Centres I have visited
I expected to see more than I did at this Centre
I gained a better understanding of Indigenous history
I was able to get enough printed information to take home
The displays adequately met my needs

5
5
5
5
5

4
4
4
4
4

3
3
3
3
3

2
2
2
2
2

1
1
1
1
1

Tick the most appropriate column that represents your
rating of the following statements:

9
10
11
12
13
14

Strongly
Agree

Agree

Please Tick Yes or No for the statements below
21
22
23
24
25

YES

Disagree

Strongly
Disagree

2
2
2
2
2

1
1
1
1
1

NO

Did you purchase items from the shop
Did you purchase items from the cafe
Did you have any difficulty finding a car park
The signage and direction signs were clear and adequate
I had heard of the Centre before my visit to this area

12. Could you please provide us with some of your ideas to improve this Cultural Centre (Any Comments):
_________________________________________________________________________________________________________________

__________________________________________________________________________________________
__________________________________________________________________________________________
__________________________________________________________________________________________
__________________________________________________________________________________________
Thank you for your help in contributing to the future improvements of the services provided by the Brambuk
Cultural Centre. For a draw in the prize you should complete details below: (this will be confidential and not
used for any other purpose).
Name:_____________________________Email:____________________________________________
Address*:_____________________________________________________________________________
________________________________________Phone Contact:_______________________________
*(Full postal address—winner notified and goods mailed).
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APPENDIX B: LIST OF COMMENTS
Contents
Positive general comments (67 comments)
Displays, Activities and Information (95)
General (7)
Interactivity and multimedia (19)
Artwork (9)
Variety (62)
Signage (22)
Café, Shop and Amenity (53)
Café (16)
Shop (17)
General amenity (20)
Staffing and Staff Interactions (16)
Other Comments

Positive general comments (67)
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

building and grounds are fantastic
fantastic centre, extremely well laid out
I think it’s fantastic
making it free, made it a cheap family experience, great experience
It’s all good
everything was great
congratulations with the new building
I thought the new building is fantastic and also the show as good
no complaints, will strongly recommend
excellent centre, no improvement needed
we come and have a look every time we come to Grampians, and always learn something, Thank You
centre is great and I learned a lot
very happy with the layout
think you’re doing a great job
architectural design was extremely appealing, high quality food and overall satisfying visit
It’s absolutely fantastic
I think it’s a very peaceful area
great place
wonderful experience
it was very enjoyable
just fantastic
it was fantastic
it was a very interesting day because of the cultural centre
I enjoyed my visit
we enjoyed it a great deal
I was very happy with what I saw
the new building is good, especially the outdoor display
the centre is outstanding. It has developed since my last visit. The combination of Brambuk and the national
parks centre was great
I thought that it was great and the setup was also good
great place, very informative and enjoyable
I was pleasantly surprised with the greatly improved standard since my last visit.
The environment of the centre buildings is exceptionally lovely and has a natural feel at the same time—
sitting as it does between the towering cliffs.
a very interesting centre to visit
terrific—love the design and architecture
will highly recommend
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•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

I like the decking area and the garden
the children did the cultural activities—they had a great time
overall the visit was fun and educational
the demonstrations are fantastic
very good layout, blending with the outside surroundings, pleasing and comfortable. Don’t change anything
the layout and design of the centre was very good
it is a fantastic facility. We loved the shape of the cultural centre and displays where very well put together
great place
everything was great
I think it is fabulous the way it is
well worth the visit
enjoyed very much
I have noticed many changes since my last visit and expect you have others in the planning stage
It is great
we live in WA and were very impressed and gained a much better understanding. No improvements required
the new layout is excellent—café to left shops to right—spacious and open. Entrance is welcoming and open,
loved it. Outside area is effective and inclusive, great job
very informative, very enjoyable—more stuff in centre
very well done
great place to visit over and over
the centre is fine
I enjoyed my visit, visible signs of interesting innovations were evident
I think you guys have done a great job, keep up the good work
well done and well organised
fun, great and beautiful
really nice displayed area
keep up the hands on activities, they are great
I expected much less things then there is. I walked in and I was amazed
love the touch screen system
informative craft area was good
hands-on activities was very good

Displays, activities and information
General (7)
•
•
•
•
•
•
•

upgrade some photos and display panels
loved the outside display, would like it to be bigger
some of the posters are damaged and need replacing (upstairs)
display video screens outside shop doors were not visible due to the sun. perhaps a screen over the display to
block out sunlight
some more care needed on displays—not all were well signed and I wasn’t sure if what I was looking at was
old or new
has a very ‘library’ feel to it, more music playing and a more engaging entrance would be good
it’s also hard to read all the info if there are lots of people in Brambuk, so maybe modernise the way the info
is displayed

Interactivity and multimedia (19)
•
•
•
•
•
•
•
•
•
•

have more hands on things to do
more interactive information
more interactive displays
make it more kid friendly, have worksheets or something to do that you might get a prize after you read all
the answers and fill them in
some Indigenous music playing. Interactivity, especially for children
interactivity, especially for children
display screens were hard to see in sunlight (outside)
perhaps more video displays
I was pleasantly surprised with the greatly improved standard since my last visit.
more hands on children’s activities
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•
•
•
•
•
•
•
•
•

more interactivity and multimedia—films
hands on interactive displays for kids
interactive media displays/display screens. I.e. to show parts of history/stories on ecology.
more interactivity would be good
more interactive stuff for young kids
displays would be more interesting if they were more interactive, eg, things to touch, see, hear etc, especially
for kids
more interactive displays
more interactive and free stuff
more interactive displays would be good

Artwork (9)
•
•
•
•
•
•
•
•
•

real Indigenous art around the place
having local artist displaying there work
there is lovely art work but it is not displayed nicely in the display cabinets.
bigger exhibition for artworks
have local art
more authentic Indigenous items like artwork and crafts
more traditional Aboriginal arts and crafts
more artwork from Aboriginals and cheaper internet.
having local artist displaying there work

Variety in displays, activities and information (62)
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

more detailed, in depth information.
more info and displays on past and current Indigenous lifestyles.
more activities and stuff to do.
more things to do for children.
more things to do.
more items to entertain children whilst adults can read the displays.
if possible, more hands on displays for primary school aged children.
more interactive displays. Staff more interactive i.e. playing didgeridoos and making damper etc.
teach basket weaving, the night tour you had a few years ago where we got to make damper and hear story
telling outside was great.
play music, more info about Aboriginal culture.
the kids need more to do
more in depth information for people who already understand main issues. More picture stories on
Aboriginal people today
perhaps more video displays
more outdoor activities and shows
more displays
more about Aboriginal culture, info, movie, history
more info and displays on past and current Indigenous lifestyles
I would like more displays on Koorie life rather then photos
was a bit boring, perhaps some more interactive activities and less reading
some info about animals around the cultural centre e.g. snakes
also there should be more recent things to see regarding the Koorie
more displays and hands on activities
more demonstrations, shows or tours, i.e., Aboriginal dancing, bush tucker
testimonies of people
more dancing and living culture in traditional manner
more info on Aboriginal life and culture, e.g. religion and rituals
a little more for younger visitors
maybe another film which focuses on dancing and songs
a big screen showing educational films about Aboriginal culture
I would like more displays on Koorie life rather than photos
more exhibit.
keep it the way it is with more activities
have more hands on things to do
more info about Indigenous food
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•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

educational flyers on tables
give more brochures
more leaflet to take away
background music and or sounds in Brambuk
the centre was great and I would come back again but they might have been able to put more info on
Indigenous culture
just add a little more historical information and photos
provide info on how rocks were formed in the park
more on-hand culture i.e. dances
basic information on the geology, plants and animals we see on our walks—e.g. cockatoo, kookaburra,
snakes, rocks and sandstone
more ecology and human impact information
cultural dances would be good
we did not see any information about the activities available, i.e. boomerang painting/throwing
some Indigenous music playing
more Parks Victoria publications
more info to take away
cultural activities e.g. dance shows
free maps for walks would be nice
more photos and boomerangs in the painting centre, more plants and animals elsewhere
provide more free maps
a better free map
parks info is not detailed enough for experienced bushwalkers
have the information in more then one language
the outdoor leisure map of northern Grampians is very out of date. Needs to be updated as it is not a cheap
map to buy and does not give enough walking track details
more displays and hands on activities
would be good to have Aboriginal dancing
would love to see some live entertainment happening
boomerang throwing for school groups
possibly more frequent tours if there are any

Signage (22)
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

plants don’t match the signs
more signs in town and caravan parks promoting the centre
more advertisements, signs around the area
better signs for the toilet from car park, signs in Ararat
you should have more plants near the signs
garden signs need to be placed with actual plants
better signs for the loop walk
improved signs and direction to Brambuk centre from car park as many folk mistake the shop and café as the
actual centre
signs to show activities
better signs for parking and how to exit to the Brambuk centre from the shop
this place should be better advertised
signage to centre could be better
signage updated on plants, some faded
distance sign post from halls gap town
I did not realise it was two buildings at first. Need more signs
needs signs connecting the shop to the centre at the back
signage to the second building – not immediately apparent that the next building is freely accessible
place is a little bit off the road. A little hard to make out what it is. Pleasantly surprised when we ventured in
suggest more signage on roadside
larger and more prominent signage for tourists. More advertising of this place needs to reach tourists
outside this area
replace missing signs around centre
clearer signs to the centre from the visitor centre. Brambuk looked closed until I got to the front door
information could be written in other language
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Café, shop and general amenity
Café (16):
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

not enough umbrella’s outside for shade
café food was ordinary and service was slow
we enjoyed the new café and shop and the way the garden developed over the last few years
the service at the café was hopeless and substandard, food quality was poor
more info about Indigenous food
bush tucker was fantastic
Aboriginal music would be good to hear on the deck
we enjoyed the new café and shop
some films in the café perhaps
mix up with our meal orders today and it was a long wait
the staff in the café were very rude. They walked away when I was at the counter and did not acknowledge I
was there. Dreadful
bush tucker dinners would be good
bush tucker café is great
loved the food in the café, being a vegetarian I would like to see more vegetarian bush foods on the menu
I would suggest the café have placemats with activity items to entertain and educate children
perhaps some soft Indigenous music playing in the café

Shop (17)
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

more variety of Aboriginal products to be brought
provide info material on CD instead of books only
more reasonable priced things for kids to purchase
indigenous items for sale in shop, generally are not priced
more variety in shop
more Indigenous feel— not ‘touristy’ souvenirs—need authenticity
less concentration on shops and things to buy, at least provide a higher quality of options for tourists
connect the shop and café to the educational centre
Australian souvenirs should be made in Australia
sales of DVD’s on culture
it would be good to see and be able to purchase authentic Aboriginal pieces
would be nice to see some cultural dancing and more Indigenous representation in the shop and café
more variety in shop
I would like to buy Indigenous items
provide more Indigenous items and crafts for sale
tacky products in the gift shop
an info booklet containing information on seasons as in display

General amenity (20)
•

•
•
•
•
•
•
•
•
•
•

would be nice to see Brambuk, the original building refurbished and a connection between the two buildings
I feel there was no connection between the new building and the Brambuk centre. The feel of the new
building needs to carry through to the old one. Needs to be like a journey from start to finish that you wander
through
the old culture centre is being neglected. It seems that there is nothing new since I visited 10 years ago. The
National Park Centre is taking all of the focus and resources
why couldn’t the facilities have been incorporated in the old building to save building a new facility?
some parts of the centre are hard with the pram due to slight steps which make it not flat
toilets must regularly be checked and maintained
toilets need more attention, no paper
toilet services were ordinary—smelled a bit
the toilet facility could be better, apart from that it was a good experience
toilets near café could be cleaner and less smelly.
more cleaning facilities in art space as children were covered in paint and had to go downstairs to the toilet.
Just paper towel and soap
have more child friendly and fun things to do like a jungle playground
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•
•
•
•
•
•
•
•

a playground that is also interactive and educational
a playground for kids with too much energy
put up barriers to stop car parking on the bike track in front of the centre
have the info centre and bathroom open longer
more car parks
should provide more carparks
open longer in summer and autumn
the centre has a large open space that could be used more adequately. I feel it is to open and lifeless

Staffing and staff interactions (16)
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

more staff to talk to
where are the Indigenous staff?
meeting, talking too, or seeing a performance by Indigenous people would be good
need more staff to advise
more local staff
I want to see real Aboriginal staff
more Aboriginal workers
more Indigenous staff roaming ready to explain things with there stories and experiences (bit like Australia
zoo) overall excellent quality facility
great to see staff are proud to be Aboriginal
there could be some more Aboriginal people wandering around the cultural centre to whom we could chat to
Parks Vic should spend more time training staff
really liked seeing Aboriginal people, wondered about where tribes are now
I’d love to have more Koorie people in the centre taking and dong small tours would be good and I would
pay for entry
more accessibility to staff—to ask questions
was very busy Easter weekend, need more staff
staff were very helpful

OTHER COMMENTS (27) —not included elsewhere
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

display shelters closer to the path to see as walking in
there should be bus trips (etc) and a guide to see the rock paintings in the bush
tasting of food products
like the way the garden developed over the last few years
more services at camping ground
make it more kid friendly, have worksheets or something to do that you might get a prize after you read all
the answers and fill them in
couldn’t find many of the plants along the walkway
had previously been to the front and did not know about Brambuk
a prominent stage and covered audience seating
have more festivals to attract more visitors, really enjoyed myself
to not have huge emus in the Dreaming theatre because it was scary
more cultural centres in the world
more festivals, we meet such nice people
the dream theatre should be open for people to wander in and out of
more cultural sport and activities and more celebrity involvement, like sports entertainment people, i.e.
Koorie people
have a designated smoking area
there are fewer birds and animals then last time I visited. More Indigenous style jewellery and fashion items
water in the Billabong
I would have brought some winter-woolly clothes if it were on offer
not pens made in china
repaint numbers on 3D map
maybe more TV programs
I want to have didgeridoo lessons
I missed the didgeridoo in the cultural centre
maybe you could make a certain area where we can see and examine animals such as kangaroos and emus
better flow of information
better Parks Victoria information than a tourist centre
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APPENDIX C: PHOTOGRAPHS

Picture 1: Entrance to the new Tourist Information Centre, incorporating café and shop.
This picture have been sourced from the Brambuk website

Picture 2: Brambuk—well hidden from view
Visitors are following tract to the Centre. This is the view of the building that visitors get.

Picture 3: This is the original (front) entrance to Brambuk, now not in use.
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This is a close up picture. Visitors do not get this perspective.

Picture 4: What is Brambuk?

Picture 5: Main visitor information counter: note limited service area.

Picture 6: Entrance to the Shop
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Picture 7: New Information displays.

Picture 8: Entrance to Cafe

Picture 9: Outdoor displays

Picture 10: Rear view of new buildings and outdoor café seating
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Picture 11: View of Brambuk – The Centre is well hidden from view.

Picture 12: The current entrance to Brambuk

Picture 13: Pathway to Brambuk. Plaques describing Indigenous plants that have since died and have not been
replaced.
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