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ABSTRACT

A FORMATIVE INDEX OF SEGMENT ATTRACTIVENESS:
OPTIMISING SEGMENT SELECTION FOR TOURISM
DESTINATIONS

By

Katie LazarevskKi

The tourism industry experienced tremendous growth until 2008. Since then, the
global financial crisis has impacted upon travel and tourism flows and the industry must
learn to adapt to these changes. As people cut back on travel, competition for customers
will intensify. Regional tourism organisations are responsible for destination marketing
on behalf of smaller tourism operators in their regions. Therefore, tourism organisations
must develop strategies to attract tourists. One of these is to find the most attractive
segments to target to attract them to their destinations. Market segmentation is used to
segment the tourism market into smaller, more manageable groups. A review of existing
literature found that while theoretical guidelines exist, managers still have difficulty
understanding the market segmentation process. In addition, implementation of

segmentation solutions is problematic.

The aim of this thesis is to empower tourism managers by offering a novel,
practical tool to assess market segment attractiveness. In particular, three objectives
were achieved. First, characteristics of an attractive tourist segment, according to

destination management, were determined. Secondly, a formative index of segment



attractiveness was developed. Lastly, this Segment Attractiveness Index was empirically
assessed and externally validated. The Segment Attractiveness Index was developed to

overcome the difficulties managers currently face in evaluating segment attractiveness.

The study was conducted using a mixed method approach. Qualitative fieldwork
was conducted with managers through focus groups and interviews to gain an
understanding of the characteristics of attractive tourists. Quantitative fieldwork was
conducted using an online panel to collect data to empirically validate the managerial

usefulness of the Segment Attractiveness Index.

Interviews revealed that there is a gap between market segmentation theory and
practice in assessing segment attractiveness: managers find it difficult to apply
theoretical criteria to assess market segment attractiveness. Findings revealed 24
attributes are used by these managers to characterise attractive tourists. Segment
Attractiveness is not a naturally occurring construct, therefore, it needs to be
conceptualised and operationalised using a formative measurement approach. In
conceptualisation, the 24 characteristics of attractive tourists were reduced to six themes
that formed the basis of a formative measure. Survey participants were segmented using
cluster analysis, based on a number of a priori and a posteriori segmentation bases.
Clustering resulted in 28 usable segments which were assessed using the Segment
Attractiveness Index in four different scenarios. In scenario one where all indicators
were valued equally, an older, active market had the highest Segment Attractiveness
Index score. In the second, third and fourth scenarios, indicators were allocated different

weights. In each scenario, segments constructed using a priori segmentation bases had



the highest Segment Attractiveness Index score, indicating that the managerial

usefulness of the a priori segmentation bases should not be underestimated.

The Segment Attractiveness Index was constructed of six indicators: spending
behaviour, moral obligation to behave in an environmentally friendly manner, travel
habits, ambassador, reachability via the Internet and image match. The information for

each indicator was captured in the quantitative survey.

Limitations of the study included a small sample size for the managerial
interviews in the qualitative phase and the nature of the online panel in relation to bias
on the internet-specific questions, therefore, future studies would be recommended to
adopt the Segment Attractiveness Index in other countries, on a larger scale and apply

the proposed indicators to other empirical situations.

This thesis contributes to market segmentation theory by conceptualising and
operationalising the concept of segment attractiveness in a way not previously
undertaken. The Segment Attractiveness Index offers tourism managers a practical,
theoretically grounded tool to detect the most attractive segments for their destination,

and better inform their marketing strategy.

The Five-step Guide to assess segment attractiveness bridges the gap between
marketing theory and practice by making the segmentation process more managerially-
friendly. The Segment Attractiveness Index can be customised to the destination’s
unique tourism offering and tourism managers can benefit from using the index by
focusing their efforts on the segment that best matches their destination strategy.
Ultimately, the Segment Attractiveness Index can aid tourism destination managers in

creating and maintaining a competitive advantage.
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1. INTRODUCTION
1.1 Tourism

Travel has been a popular pastime for many years, and tourism is one of the
major service industries in the world economy (Bansal & Eiselt, 2004; Jang, Morrison,
& O'Leary, 2004b). The growth of the tourism industry has coincided with a relative
decrease in manufacturing, evident since 1960, and an increase in service industries
(Iversen & Wren, 1998). Traditionally, tourism has benefited from decreases in
international travel costs, increases in disposable income, education and leisure time

(Yannopoulos & Rotenberg, 1999).

The importance of the tourism and travel industry is highlighted by the
following figures. Historical snapshots of tourist movements indicate that the number of
international travellers grew from 25 million to 806 million between the years 1950 to
2005, and worldwide arrivals reached 842 million in 2006 (World Tourism
Organization (UNWTO/OMT), 2008). In 2005 the global income generated from
international tourist arrivals was calculated at US$680 billion. According to the World
Tourism Organization, international tourist arrivals are predicted to exceed 1.5 billion
people in the year 2020 (Tour Operators Initiative for Sustainable Tourism

Development, 2009; World Tourism Organization (UNWTO/OMT), 2008).

Tourism is also a key economic driver for the Australian economy. In 2006-07,
it directly employed 482,800 persons. In 2006-07, tourism’s contribution to Gross
Domestic Product (GDP) was AUD$38,935m, an increase of 7.8% on 2005-06
(Australian Bureau of Statistics, 2008b). International tourists typically travel for longer
and spend more money than domestic travellers, averaging AUD$2,467 per person per

trip compared to AUD$530 for domestic travellers (Tourism Research Australia, 2009).



Interestingly, while international tourists spend more, domestic tourism accounts for
75% of all tourism activity in Australia. In 2008, Australia welcomed 5.2 million
international visitors who spent a total of AUD$16 billion within Australia during their
vacation. In the same year, the total economic value of domestic tourism was AUD$64

billion (Tourism Research Australia, 2009).

Tourism contributed approximately AUD$20 billion to the Gross State Product
(GSP) of New South Wales in 2006-2007 (3.98% of total NSW GSP) (Tourism New
South Wales, 2009). Gross State Product is a measure of the total value added by
economic production in the States and Territories (ACT Department of Treasury:
Economics Branch, 2009). In the state of New South Wales in 2006-2007, the tourism
industry was accountable for the direct employment of 4.8% of all persons employed in
New South Wales (157,802 persons), and a further 109, 645 indirect jobs (Ho et al.,
2008). In this instance, “direct” employment relates to the direct physical or economic
relationship between the tourist and the producer, and “indirect” employment relates to
the situation in which there is no explicit contact with the tourist but with those who

produce the goods and services for those industries with direct contact with the tourists.

The indicator tourism industry gross value added (tourism GVA) is used to
signify the “total basic value of Australian produced goods and services consumed by
all visitors (international, interstate, intrastate, and outbound) after deducting the costs
of goods and services used in the process of production” (Ho et al., 2008). In the state of
NSW in the year 2006-2007, a comparison with the 18 main traditional industries in
New South Wales shows that the tourism industry was in twelfth position in terms of

contribution to the state’s gross value added (3.7% of total gross value added). The



tourism industry’s contribution to the state’s gross value added was greater than mining
(2.6% of total gross value added) and communication services (2.6%) (Tourism New

South Wales, 2006).

Of all the states and territories in Australia, New South Wales received the most
domestic visitors, the most domestic visitor nights and the most day trips by Australian
residents in the year ended September 2008. In the same period, over half of
expenditure by domestic overnight and day visitors (52%, 58% respectively) was spent
in regional areas (AUD$23.4 billion, AUD$8.3 billion respectively) (Tourism Research

Australia, 2008).

The tourism product is a unique, multifaceted service product. It is intangible
and cannot be examined or experienced before purchase. The tourism product is
perishable and cannot be stored for future use. Tourism supply is inelastic as tourism
products do not adapt easily to short and long-term changes in demand because they are
“dependent on existing superstructures at destinations”, for instance, transport and
accommodation (Vellas & Becherel, 1999, p. 5). Meanwhile, the tourism product has
elastic demand, reacting quickly to changes in the environment, economy and fashion.
Complementarity is another unique feature of the tourism product due to its
composition of many sub-products. Many different sub-products ensure that the tourism
product is heterogeneous, where no two tourism experiences are the same.
Inseparability characterises the tourism product, relating to the notion that production
and consumption of the tourism product take place at the same time, with no transfer of
ownership. In establishing a tourism industry at a destination, initial investment

intensity occurs due to high fixed costs. These include items such as accommodation



and transport facilities, along with labour intensity (Vellas & Becherel, 1999). The
unique characteristics attributed to the tourism product present difficulties for marketers
who are attempting to attract potential tourists to their destinations. Because the tourism
industry is multifaceted with many components, operators and products, tourism
marketers must understand the market composition if they are to target the right

audience and acquire a competitive advantage (Hsieh, O'Leary, & Morrison, 1992).

1.1.1 Changes in the Tourism Market

Until 2008, the travel and tourism industry experienced a decade of steady
growth. However, the global recession which began in 2008 has impacted adversely
upon the industry’s performance with many countries experiencing a contraction in
tourism demand. The downturn is expected to continue through 2009 and over the next
two years. Forecasts indicated international travel will be affected more than domestic
travel because travellers will prefer to cut costs and travel in their own countries (World
Travel & Tourism Council, 2009). Smeral (2009) predicted that tourists will select
destinations that can be reached by car closer to their homes. He believed the element of
surprise would decrease as tourists would seek destinations that are somewhat familiar,
providing them with a better expectation of what prices will be like and what quality to
expect. If tourism destinations focus more of their efforts on attracting domestic
tourists, regional managers will be competing for a market share of a narrower tourism

market.

Domestic tourism has traditionally dominated Australia’s tourism industry. The
majority of Australian tourism operators concentrate their marketing efforts first on

domestic tourists, and then market to international consumers once they have acquired a



size of the market at home (Australian Government Tourism Australia, 2005). It is
estimated that forty eight cents in every tourism dollar is spent in regional Australia
(Australian Government Department of Tourism Industry and Resources, 2006). While
this figure represents a substantial portion of the tourism dollar, the number of regional
destinations far outweighs the number of metropolitan or city destinations. Therefore,
fierce competition for the regional tourism dollar results in a need for effective and
efficient marketing strategies that target the most attractive market segment(s) for their

destination.

Considering the current economic climate, regional tourism managers face
intense competition in attracting tourists to their regional destinations. A total of 15
regional tourism organisations currently exist in the state of New South Wales
(Australian Regional Tourism Network, 2008) in addition to the state’s tourism
organisation, Tourism New South Wales, with its headquarters located in Sydney. It is
the role of these regional organisations to provide a tourism strategy that represents the
interests of their region’s tourism organisations, to conduct marketing to attract tourists
to destinations in their regions and to support and develop tourism facilities (Heath &

Wall, 1992).

1.2 The City of Wollongong

Wollongong is located on the east coast of Australia in New South Wales and
lies approximately 100 kilometres south of the state’s capital, Sydney. The city of
Wollongong belongs to the region known as the Illawarra, and is the third largest city in
the state of New South Wales with a population of 192,402 in 2005 (Australian Bureau

of Statistics, 2007). Wollongong was a major industrial base throughout the 1900s due



to the large steel works located south of the city centre at Port Kembla. The Steelworks
was established by BHP in 1935. Following World War I, large numbers of migrants
were attracted by the opportunities of Wollongong’s growing industry, and a
multicultural community was established. Deindustrialisation of the economy in the
1980s led to a reduction in the steel works workforce from 22,000 to less than 7,000
(Watson, 1991), with the nearby coal mines experiencing similar labour reductions. City
leaders were forced to seek new ways of diversifying the city’s economic base. While
the City of Wollongong had an association with tourism for many years, it was a small
part of the local economy. In the 1990s, the City Council committed to support the
development of an image strategy (Valerio, Baker, & Gulloch, 1999). This initiative
spurred growth of and interest in the tourism industry, with the development of an
increasing number of tourism assets and access to new markets being achieved by local

operators and destination managers.

Tourism New South Wales is the tourism body for the state of New South
Wales. The state of New South Wales is grouped into 15 regional tourism boundaries.
Illawarra Tourism is one of the 15 state-wide regional tourism organisations that
connects the regional tourism industry to Tourism New South Wales (lllawarra
Tourism, 2006). Tourism Wollongong is the city tourism organisation which operates
under Illawarra Tourism. Tourism Wollongong is responsible for the tourism planning
activities for the Illawarra region which constitutes five local government areas,

Wollongong, Shellharbour, Kiama, Shoalhaven, and Wingecarribee.

Wollongong is a unique combination of ‘urban’ (Law, 1992), ‘seaside’,

‘escarpment’ as well as “urban-rural fringe’ localities (Zhang, Inbakaran, & Jackson,



2006). This diversity creates problems for destination management in choosing between
different images. Added to the challenges facing local tourism managers in Wollongong

is a negative image of a “steel town” (Dolnicar, Kerr, & Lazarevski, 2007).

Tourism Wollongong represents a regional tourism organisation that is
responsible for the marketing of a tourism destination. Like many regional tourism
organisations, Tourism Wollongong is attempting to become a bigger player in
Australia’s new “service” economy through increased promotion of, and reliance on,
tourism. Wollongong can be considered a difficult area in the context of tourism
planning because of its disparate characteristics, its small tourism base relative to its
proximity to Sydney, and its negative image of a polluted steel town. While its current
image campaign slogan promotes the “City of Innovation”, the city of Wollongong does
not have a unified or strong tourism image. Tourism marketers for the region have
difficulty defining the focus for their target market. Tourism planners have identified
the city’s attempt to change its image and its potential to develop due to its close

proximity to Sydney and the popularity of coastal holidays.

1.3 Purpose of the Study: the Research Problem

In this economic downturn, the tourism industry faces many challenges in
providing innovative and well coordinated tourism products to encourage people to
travel. Conducting effective planning and strategy is exceedingly important in order to
develop a competitive advantage (Buhalis, 2000; Dolnicar & Grabler, 2003). Marketing
research enables the identification of the right target market to approach and the
appropriate combination of products and services to attract this market segment

(Buhalis, 2000). Tourism destinations cannot appeal to every tourist because “every



tourist is different” (Dolnicar, 2008, p. 129). Managers of tourism destinations must try
to attract those market segment(s) whose needs they can best satisfy (Smith, 1956;
Wedel & Kamakura, 2000). To do this, the managers have to divide the market into
smaller, more homogenous and more manageable market segments. A competitive
advantage can then be realised by specialising their tourism product towards the most

receptive groups of tourists (Dolnicar, 2008).

Market segmentation techniques have been adopted enthusiastically by
marketing academics (See Literature Review, Sections 2.4 and 2.5). The marketing
literature suggests a number of theoretical criteria to assess the quality of segmentation
solutions (Kotler, Armstrong, Brown, & Adam, 1998; Wedel & Kamakura, 2000). For
instance, a market segmentation solution must produce measurable segments to allow
for the quantification of size and purchasing power. Segments must also be accessible,
that is, reachable by marketing communications. Segments must be substantial in terms
of size and profitability, and actionable, with the marketing strategy within the
organisation’s capabilities. Although these criteria exist, the majority of segmentation
studies do not justify their segment choice using these criteria (See Literature Review,
Section 2.4). Additionally, marketing managers have difficulty understanding market
segmentation principles (Dolnicar & Lazarevski, 2009) and applying segmentation

solutions (Dibb, 1998; Dibb & Simkin, 1994, 2001).

Despite the importance of market segmentation in tourism, a comprehensive
review of literature reveals that no practical, managerially-oriented measurement

instrument has been developed that can be used to assess segment attractiveness.



This thesis proposes a process to assist tourism managers in the selection of
suitable segments for the marketing of a destination. This purpose is achieved by
identifying and addressing three specific research objectives: (1) to determine which
segment characteristics are the most attractive to tourism destination managers; (2) to
develop a formative index of Segment Attractiveness; and (3) to empirically validate the

Segment Attractiveness Index.

1.3.1 Research Objective 1: Segment Attractiveness in Practice

This objective is addressed by determining which types of segment
characteristics are most attractive to managers of tourism destinations. Four specific

questions will be addressed in order to achieve this objective:

(1) How do destination managers segment their potential tourism market?

(2) Which tourist attributes reflect the ideal or perfect tourist from the point of

view of tourism managers?

(3) Do marketing managers understand or use traditional segmentation

attractiveness criteria for the selection of a segmentation solution?

(4) What evaluative criteria do destination managers use and prefer to

distinguish attractive segments for their destination?

1.3.2 Research Objective 2: Conceptualising and Operationalising Segment

Attractiveness

Consequently, the aim of this objective is to construct a formative index of

Segment Attractiveness. This is achieved by answering the question, “Which practical



10

and managerially relevant tourist attributes form indicators of the Segment

Attractiveness Index?”

1.3.3 Research Objective 3: Evaluating Segment Attractiveness

Segmentation solutions in four scenarios will be evaluated using the Segment
Attractiveness Index. The aim of this objective is to determine which segmentation

solution results in the most attractive segment in each scenario.

The stages in which these objectives are achieved in the context of this thesis are

outlined in more detail in Table 1.1.

Table 1.1: Research stages undertaken in the thesis

Purpose Section |
Literature review Market segmentation literature informed the 21-25

research questions. Investigation of market

segmentation literature and tourism

segmentation literature uncovered a gap in the

practical evaluation of segment attractiveness.
Qualitative data collection: Collection of information from tourism 3.1
Interviews with managers. managers. Managers define characteristics of

an “attractive” tourist.
Quantitative data collection: Collection of responses from online panel of 3.2
Online questionnaire. 1003 participants.
Understanding Managerial Results of the qualitative phase. Characteristics | 4.1 —4.4
Segment Attractiveness of market segments to aid development of
(Research Objective 1) indicators for the Segment Attractiveness Index.
Conceptualisation and Segment Attractiveness Index design based on | 5.1 —-5.2
Operationalisation of the responses from managers in Stage 4.
Segment Attractiveness Index.
(Research Objective 2) Making indicators measurable (operationalising

spending behaviour, ambassador, moral

obligation to behave in an environmentally

friendly manner, travel habits, reachability via

the Internet, image match).
Empirical validation of the Finding segments in the data using the data set | 6.1 — 6.5
Segment Attractiveness Index. | collected in Stage 3. Description of segments
(Research Obijective 3) created. Evaluation of segment attractiveness

using the Segment Attractiveness Index.

Demonstration of the adaptability of Segment

Attractiveness Index using four scenarios.

Interviews with 3 regional tourism managers as

external validation of the Segment

Attractiveness Index to ensure that the index

found the most managerially attractive

segments.
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1.4 Significance and Contribution

Tourism researchers construct many different segmentation solutions using a
variety of segmentation bases. However, tourism managers lack a practical tool to
evaluate the attractiveness of the resulting segments. A theory/practice divide thus
exists in tourism market segmentation. This research study presents a formative index
(Research Objective 2) for the evaluation of segment attractiveness (Research Objective
3) according to destination managers’ criteria for attractive segments (Research
Objective 1). Through the investigation of the three aims this research makes both

academic and practical contributions.

1.4.1 Contribution to Knowledge

This study is the first to conceptualise and operationalise segment attractiveness
from a managerial point of view. It provides an objective measure that can be used to
assess segments. The Five-step Guide developed in this thesis directs tourism
researchers to assess segmentation solutions according to managerially useful criteria.
In doing so, difficulties in implementing segmentation solutions in practice are

minimised and the link between theory and practice is strengthened.

1.4.2 Contribution to Practice

This study provides insight into dimensions of segment attractiveness important
to tourism managers. From a managerial perspective, the Segment Attractiveness Index
offers tourism managers a practical, simple and structured process for assessing
segmentation solutions. Tourism managers of different destinations can use the Five-
step Guide to implement the framework developed in this thesis. This will guide their

destination segmentation strategy and enable them to choose the group of tourists most



12

attractive to their tourism destination. The Segment Attractiveness Index was developed
in a way that was believed to capture all factors of segment attractiveness. It has the
ability to be customised for different destinations by following the process outlined in
this thesis and assigning weights to indicators selected for a destination’s unique
strategic priorities. When conducting future studies and examining the specific criteria
promoted by tourism destination managers of regions outside New South Wales,
additional factors may appear because of the nature of different destinations which are
shaped by different structural issues and have their own specific regional circumstances

influencing tourism strategy.

1.5 Structure of Thesis

This thesis is organised into 7 chapters, as outlined in Figure 1.1.

In Chapter 2 academic literature on the theory of market segmentation is
reviewed. The chapter provides a critical analysis of relevant segmentation literature
and studies that attempt to assess the managerial usefulness of segmentation solutions,
identifying a gap in the literature on segment attractiveness evaluation. Chapter 3
outlines the method, measures and analyses used to investigate the research problem,
specifically focusing on a mixed method approach. Chapter 4 presents the results of the
qualitative study and discusses these findings. It details the characteristics of
managerially attractive tourist segments and investigates the managerial usefulness of
traditional segmentation bases. Chapter 5 details the steps undertaken to conceptualise
and operationalise the Segment Attractiveness Index. The chapter documents the
practical application of this index and reports on the evaluation of the index by tourism

managers. Chapter 6 illustrates the empirical validation of the Segment Attractiveness
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Index in four scenarios. An external validation of the index is conducted with three
destination managers. A practical illustration of the index is provided using one
destination as a case example. Chapter 7 summarises findings, highlights the
implications for both the tourism industry and marketing research literature, identifies
the limitations of the study and potential areas for future research, and outlines the

contributions of the thesis.
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CHAPTER 1

Introduction and Background
An outline of the purpose of the study and a background of the tourism industry

CHAPTER 2
Prior Research
A review of academic literature of market segmentation

CHAPTER 3
Method
An overview of the methods, measures and analyses

CHAPTER 4
Results
A report of the qualitative study
Managers’ attractiveness criteria

CHAPTER 5
Results
A report of the quantitative study
Development of the Segment Attractiveness Index

CHAPTER 6
Results
A Five-step Guide
External Validation of the Segment Attractiveness Index

CHAPTER 7
Conclusions, Limitations and Future Research
A summary of the findings and implications of the study

Figure 1.1: Structure of the Thesis by Chapters
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2. LITERATURE REVIEW

This chapter is divided into 5 sections. First, the literature on general market
segmentation theory is introduced. Secondly, market segmentation applications in
tourism literature are reviewed. Thirdly, traditional segmentation criteria are discussed
in the context of tourism marketing. Problems identified in the literature associated with
practical implementation of market segmentation solutions are discussed in the fourth

section. Lastly, studies proposing segment attractiveness measures are assessed.

2.1 Market Segmentation

Prior to the 1950s, a “mass marketing” mentality was dominant in marketing
practice where mass production, mass distribution and mass promotion of one product
to all buyers characterised marketing (Kotler, Adam, Brown, & Armstrong, 2001). In
the 1950s, a change in marketers’ mindsets led to a market-oriented philosophy:
customer needs were seen to be heterogeneous (Frank, Massey, & Wind, 1972) rather
than homogeneous. Wendell R. Smith drew attention to the differences between people
that who comprise markets. Smith (1956) identified the reasons for heterogeneity in
consumer demands as stemming from different customs, a desire for variety or
exclusiveness, or basic differences in consumer needs. With this insight, he introduced
the concept of market segmentation, based on the economic theory of imperfect
competition (Wedel & Kamakura, 2000). Imperfect competition ties in the two concepts

of market segmentation and product differentiation:

Market segmentation ... consists of viewing a heterogeneous
market (one characterised by divergent demand) as a number of
smaller homogeneous markets in response to differing product

preferences among important market segments. It is attributable
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to the desires of customers or users for more precise satisfaction

of their varying wants (Smith, 1956, p. 6).

In the 1960s, the benefits of market segmentation were realised (Clayclamp &
Massy, 1968), and in the twenty-first century market segmentation is still considered
one of the richest and is one of the most researched areas of marketing science (Wedel
& Kamakura, 2000) and one of marketing’s core principles (Foedermayr &
Diamantopoulos, 2008; Morrison, 2002). Market segmentation has also been described
as one of the most crucial strategic marketing analyses, as the process of exploring the

markets allows a competitive advantage to be realised (Dolnicar, 2004a).

The practical use of market segmentation is to support managerial decisions to
cater to a market’s different needs and wants (Clancy & Roberts, 1983). It informs
marketing strategy formulation (Choffray & Lilien, 1980) and the customisation of the
marketing mix, enabling a firm to appeal to the most attractive segment(s) of the market
(Foedermayr & Diamantopoulos, 2008). Conducting a segmentation study allows a
richer understanding of customers’ needs and enables firms to identify new market
opportunities (Hoek, Gendall, & Esslemont, 1996). Ultimately, market segmentation is
conducted to focus marketing effort and resources in the most effective way (Morrison,
2002). Segmenting the market into more manageable groups allows for a more efficient
allocation of marketing resources and better targeting market objectives and marketing

programmes (Hsieh, O'Leary, & Morrison, 1992).

Two principal approaches to classifying the market are a priori (Mazanec, 2000)
or commonsense (Dolnicar, 2004a) and post-hoc (Myers & Tauber, 1977; Wedel &

Kamakura, 2000), a posteriori (Mazanec, 2000) or data-driven (Dolnicar, 2004a)
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segmentation. In tourism, a number of a priori and a posteriori segmentation bases are
common. In a priori segmentation, classification of consumers occurs according to
variables of interest which are known to be most relevant prior to segmentation. These
factors include demographics, purchase volume and geographic region. This approach
guarantees similarity within the segments with respect to the chosen characteristic, for
instance, a common approach is to segment tourists according to their country of origin

(Dolnicar, 2007Db).

A posteriori or data-driven segmentation is conducted if no precise knowledge
exists about the typical combinations of attribute characteristics. It requires researchers
to choose a segmentation base. Unlike a priori segmentation, a posteriori segmentation
is dependent on the “premises of a multivariate data technique” (Mazanec, 1992, p. 41).
Cluster analytic techniques are most commonly used to form segments (Wedel &
Kamakura, 2000). The researcher is responsible for making a number of crucial
decisions when using cluster analysis, including the type of algorithm for data analysis,
the measure of association, and the number of segments (Dolnicar, 2002b). These
decisions have a major impact on the results considering that a posteriori segmentation
is an exploratory process that is more complex than a priori segmentation. The
identification of useful, meaningful and valid a posteriori segmentation solutions is

more difficult due to their complex and multifaceted nature (Dolnicar & Leisch, 2004b).

Dolnicar (2004) documented cases in which combinations of different
approaches were used. For instance, commonsense followed by the application of an
additional commonsense criteria (a priori followed by a priori segmentation).

Alternatively, commonsense segmentation can be followed by data-driven segmentation



18

(a priori followed by a posteriori segmentation), or data-driven segmentation followed
by data-driven segmentation (a posteriori followed by a posteriori segmentation), or

even data-driven segmentation followed by commonsense segmentation.

2.2 Segmentation Bases in Tourism Research

Characteristics used to divide a market up into groups are called segmentation
bases. Segmentation bases function as a screen or filter to allow the targeting of
desirable segments (Morritt, 2007). Wedel and Kamakura (2000, p. 7) defined a
segmentation base as a “set of variables or characteristics used to assign potential
customers to homogenous groups”. The segmentation base illustrates why segments
differ from other segments, therefore careful selection of the most appropriate
segmentation base is required (Foedermayr & Diamantopoulos, 2008). Foedermayr and
Diamantopoulos (2008, p. 251) commented that the segmentation variable selection

stage is the focus of the vast majority of segmentation studies.

However, “there is no single way to segment a market” (Kotler, Armstrong,
Brown, & Adam, 1998, p. 299). In order to find the “best way to view a market
structure”, Kotler et al. (1998, p. 299) recommended trying “different segmentation
variables”. Tourism literature abounds with diverse attributes that form segmentation
bases. The following sections present segmentation bases commonly used in tourism
literature. The studies are categorised based on whether the design takes an a priori or a
posteriori segmentation approach, which is a mixture of content and method that is

common in tourism literature (Dolnicar, 2004a; Mazanec, 2000).



19

2.2.1 A priori segmentation bases

A number of a priori segmentation bases have been used in the field of travel
and tourism. These include demographics (Collins & Tisdell, 2002; Dodd & Bigotte,
1997; D. Y. Kim, Lehto, & Morrison, 2007), geographic characteristics (Reid & Reid,
1997), nationality (Juaneda & Sastre, 1999), intention to revisit and prior visits to a
destination (Hsu & Crotts, 2006), visitation versus non-visitation (Baloglu & McCleary,
1999), the purpose of a trip (Kashyap & Bojanic, 2000; Wilton & Nickerson, 2006),
usage levels (Goldsmith & Litvin, 1999), and environmentally responsible tourists
(Dolnicar & Leisch, 2008b; Dolnicar & Long, 2007). Geographic and demographic
segmentation are the two major a priori segmentation bases (Kotler, Hayes, & Bloom,
2002). Geographic segmentation is the “most widely used segmentation base in the
hospitality and travel industry” (Morrison, 2002, p. 179) because of its ease of use and
measurement. The market is grouped into “geographical entities”, for instance, country
of origin (Dolnicar, 2005a), states, regions, postal or ZIP codes, or even density
characteristics of regions, such as urban, rural, or metropolitan. Demographic
segmentation includes the division of the market on variables such as age, gender,
family size, family life cycle, income occupation, religion, and nationality (Kotler,

Hayes, & Bloom, 2002).

However, while a priori segmentation bases are easy to implement, segments
constructed using an a posteriori segmentation approach are believed to be more useful,
as they can provide a more direct indication of the views towards a product/service
category (Myers, 1996). For instance, segmentation based on tourists’ demographics has

been criticised for its failure to predict consumer behaviour (Tkaczynski, Rundle-Thiele,
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& Beaumont, 2009b). On the other hand, a priori segmentation studies do not cause the
same implementation difficulties as a posteriori segmentation bases. Demographic and
geographic segmentation bases are “simpler in terms of statistical analysis and so are
easier to do” (Moscardo, Pearce, & Morrison, 2001, p. 32). Furthermore, their results
are easy to present to practitioners, and resulting strategies are easy to implement

(Wedel & Kamakura, 2000).

2.2.2 A posteriori segmentation bases

A posteriori or data driven (Dolnicar, 2004a) segmentation bases include
psychographic and behavioural segmentation bases. Psychographic segmentation allows
a rich understanding about a consumer “as a person” and the underlying reasons for
consumer behaviour by collecting motivational information (Wedel and Kamakura,
2000). It is for these reasons that lifestyle segmentation, or its operationalisation,
“psychographics”, has become a popular segmentation base. The following sections

document psychographic segmentation bases commonly used in tourism studies.

2.2.2.1 Motivations

Prior studies in tourism have illustrated that travel is associated with a wide
array of motives (Crompton, 1979b; Iso-Ahola, 1982; Moscardo, Pearce, Morrison,
Green, & O'Leary, 2000; Moscardo, Saltzer, Norris, & McCoy, 2004; Pearce & Lee,
2005) and suggest that motives are used as a segmentation base as they initiate travel
and the decision processes that precede it (de Guzman, Leones, Tapia, Wong, & de

Castro, 2006).
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A number of authors have segmented the tourism market on the basis of
motivation. Shoemaker (2000) revisited his original study by segmenting the seniors
travel market of the 21% century based on reasons for travel; Bieger and Laesser (2002)
segmented the Swiss travel market; Johns and Gyimothy (2002) segmented the
motivations of visitors to an island; de Guzman et al. (2006) investigated the
motivations of tourists who continually attend a festival; Cha et al. (1995) focused on
the Japanese tourism market; and Eftichiadou (2001) segmented urban visitors to
Liverpool. Motivations have formed the base for studies investigating festival attendees
at a South Korean festival (C.-K. Lee, Lee, & Wicks, 2004), British visitors to Turkey
(Andreu, Kozak, Avci, & Cifter, 2005), British and German visitors to Mallorca and
Turkey (Kozak, 2002), Japanese visitors to Turkey (Sirakaya, Uysal, & Yoshioka,
2003), Chinese visitors to Singapore (Kau & Lim, 2005), snowmobilers to Wyoming
(May, Bastian, Taylor, & Whipple, 2001), and tourists to aboriginal cultural festivals in
Taiwan (Chang, 2006). Some studies have used a combination of segmentation bases to
segment their participants, one of which was motivation (Dolnicar & Leisch, 2003;

Horneman, Carter, Wei, & Ruys, 2002; J. Kim, Wei, & Ruys, 2003).

2.2.2.2 Benefits

In 1968, a marketing consultant, Russell Hayley from Grey Advertising,
suggested benefit segmentation as a way to group consumer markets. Under the
technical guidance of Hayley, Grey Advertising is said to have “sparked a theoretical
and technological revolution in the industry with its applications of ex post facto
segmentation” (Clancy & Roberts, 1983, p. 64). This comment refers to their

foundational applications of a posteriori segmentation bases.



22

According to Hayley (1968), the rationale behind selecting the benefits
segmentation approach is that benefits sought are the fundamental reasons for the
existence of true market segments. He believed that benefits sought determine a
consumer’s behaviour more accurately than other descriptive variables such as
demographic and geographic indicators. Furthermore, this segmentation base was
believed to have more potential than traditional segmentation bases as it provides a
fuller picture of customers which included their motivation, behavioural and

socioeconomic description.

Proponents of this segmentation base in tourism claim that benefits are more
appropriate for defining destination segments and strategy development as they identify
travellers” motivations and also appeal to the satisfaction of specific tourist needs
(Ahmed, Barber, & d'Astous, 1998; Jang, Morrison, & O'Leary, 2002; Johar & Sirgy,
1995) as they investigate travel benefits or rewards. Furthermore, the use of benefit
segmentation was supported by Wind (1978), who argued that the selection of variables
needed to relate to management objectives. Benefit segmentation is reported to better
reflect the needs and wants of each market segment (Gitelson & Kerstetter, 1990; Loker

& Perdue, 1992).

In some instances, motivations based segmentation studies can be considered to
be associated with benefit segmentation due to the mix of both tangible and emotional
expectations associated with the nature of the tourism product (Frochot & Morrison,
2000). The wording of these benefit statements tends to be in psychological terms,

which may well be due to the belief that benefits are closely related to motivations.
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Frochot (2004) believed that benefit segmentation is the segmentation base that
has received the most attention. This view is supported by Zins (2008) who reviewed
tourism segmentation studies and found benefit segmentation to be amongst the two
most prominent segmentation variables along with activities, while benefits feature as
one of six popular segmentation bases listed in Hu’s (1996) review. Benefit
segmentation has been used in a wide variety of contexts including cultural events
(Formica & Uysal, 1998), tourist destination choice (Loker & Perdue, 1992; Ryan &
Glendon, 1998), visitor attractions (Andereck & Caldwell, 1994), and rural tourists
(Frochot, 2005; Kastenholz, Davis, & Paul, 1999). Segmenting specific markets like
visitors to North Carolina (Gitelson & Kerstetter, 1990), near-home tourism markets
(Yannopoulos & Rotenberg, 1999), Japanese travellers (Jang, Morrison, & O'Leary,
2002), North American visitors to South America (Sarigollu & Huang, 2005), visitors to
historic houses (Frochot, 2004), visitors to Spain (Molera & Albaladejo, 2007) and to
Ottawa, Canada (Ahmed, Barber, & d'Astous, 1998) have also been conducted on the
basis of benefits sought. However, as with many other segmentation bases, benefit
segmentation’s performance in comparison to other psychographic techniques is yet to

be demonstrated (Frochot, 2005).

2.2.2.3 Values

Values have been defined as abstract beliefs about behaviours that transcend
specific situations to guide behaviour or event selection or evaluation (Madrigal, 1995).
Madrigal (1995) argued that the majority of research on values in the context of
vacation travel has focused on market segmentation, due to the reasoning that personal

values are effective segmentation variables because they are more closely related to
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behaviour than are personality traits. The Rokeach Value Survey (1973) was based on
an individual’s value system used for decision making. Participants were asked to rank
18 terminal (beliefs about end-states or goals) value variables and 18 instrumental
(beliefs about desirable modes of behaviour) value variables in order of importance
(Rokeach, 1979). However, the large number of variables for individuals to rank also

presents constraints associated with survey length.

The List of Values (Kahle, 1983) is a shorter (Wilton & Nickerson, 2006),
abbreviated scale that is made up of only terminal or individualistic interests (Wedel &
Kamakura, 2000). The VALS and VALS?2 lifestyle topologies were later developed in
1978 and were also based on the concepts in Rokeach’s value scale. Wedel and
Kamakura (2000) commented on the use of values in better understanding segments

formed using another segmentation base and not on defining market segments alone.

Early studies in tourism using values for market segmentation demonstrated
their applicability to tourism. Pitts and Woodside (1986) reported that values were
related to actual vacation behaviour. Pizam and Calantone (1987) illustrated that general
and vacation-specific values successfully differentiated between segments in their
vacation choice. Similarly, Muller (1991) found values could successfully explain
differences in participants’ ratings of destination’s attributes in their selection of

importance.

Kamakura and Novak (1992) asserted that many value-segmentation studies rely
on a single variable. They took the highest ranked value from each individual’s list to
identify segments ignoring the basis of Rokeach’s theory, which included the use of the

entire set of values as a system instead of just one single variable (Schwartz & Bilsky,
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1987). More recently, Watkins and Gnoth (2005, p. 231) expressed their concern with
the performance of the List of Values (LOV) in cross-cultural research, as values are

“socially constructed and inherently cultural”.

2.2.2.4 Emotions

Bigne and Andreu (2004) advocated the use of emotions as a segmentation base
for use in tourism research because of the importance of experiences. They conducted a
segmentation study based on emotions with tourists visiting theme parks and museums
in Spain. They found two segments based on emotions that displayed different levels of
satisfaction and behavioural intentions. Chen (2003) also conducted a study into
tourists’ sentiments, creating four segments, two of which were considered to be
actionable by managers. An interesting subset of human emotions, fear (Dolnicar,
2005Db) and risk associated with leisure travel (Roehl & Fesenmaier, 1992), have been
investigated for their influence on travel decisions. However, emotions as a
segmentation base are not widely used in tourism segmentation research (Bigne &
Andreu, 2004), despite calls for more critical and systematic research in tourism (Gnoth

& Zins, 2009).

2.2.2.5 Personality and Self-Concept

Personality segmentation receives a scant amount of attention as a segmentation
base. Five distinct personality type perspectives have been outlined in the literature
(psychoanalytic and neoanalytic; trait; cognitive; humanistic/existential; and socio-
behaviouristic), however, the definition of personality depends to a large extent on the

theoretical orientation the researcher takes (Madrigal, 1995).
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The use of personality type as it applies to tourist behaviour was believed to
have been first introduced by Plog in 1974 (Madrigal, 1995; Plog, 1974). Personality
types were delineated along a continuum ranging from allocentrism (characterised by
self-confidence, intellectual curiosity, and preferring exotic and unique destinations to
explore independently) to psychocentrism (characterised by insecurity, a non-
adventurous personality, and preferring package tour travel). However, whether Plog’s
(1974) typology is based on flawed research and can therefore only be accepted as a
teleology to describe instead of explain behaviour has been debated (Frew & Shaw,
1999; Madrigal, 1995). Furthermore, it was recognised that some personality typologies
cannot explain behavioural tendencies (van Raaij & Verhallen, 1994) because the
original use of personality types has its foundations in psychology and is used to detect
abnormal psychological behaviour. In recognition of these limitations, the five-factor
model of personality (Digman, 1990) has been adopted in marketing (J. L. Aaker,

1997).

There has been limited tourism research segmenting the tourism market
according to personality. Among these is Frew and Shaw’s (1999) investigation of
personality types within the vocational environment and Todd’s (2001) study using self-
concept (which is self perception or how people think of themselves). Todd (2001)
highlighted the paucity of research undertaken to understand how tourists feel about
their participation in tourist activities, and how they think of themselves in the tourist
role. In an attempt to answer the question, “Do all tourists share the same feelings and
this common psychological experiences when travelling, or can the market be better
served by segmenting individuals on the basis of their psychological ‘comfort’ level?”

she applied self-concept theory to a tourism context (Todd, 2001, p. 184). Findings from
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the cluster analysis suggested that self-concept dimensions allowed for enhanced insight
into how tourists feel, however, only marginal support for the overall model was
indicated. One interesting revelation was that some tourists find it uncomfortable to take
a holiday, in contrast to motivational and benefits studies, which assume that everyone

wants to be on a holiday (Todd, 2001).

Frew and Shaw (1999) discovered significant associations between the
participants’ personality type, gender, and tourism behavior for certain attractions, using
Holland’s personality types (Holland, 1985) which were originally developed in the

field of vocational and work guidance, and not for tourism studies.

2.2.2.6 Image and Perceptions

Destination marketers must create a brand image in the minds of their target
audience to differentiate their destination from that of competitors. This is achieved by a
“sound understanding of tourist perceptions” (Calantone, Di Benedetto, Hakam, &
Bojanic, 1989, p. 25). The term “tourist destination image” does not have an exact
meaning as it has been used in a variety of contexts. The most commonly cited
definition is Crompton (1979a, p. 18), who defined image as the “sum of beliefs, ideas

and impressions a person has of the destination”.

Leisen (2001) conducted a segmentation study based on destination image.
Upon selection of attractive segments, recommendations of image for the destination,
New Mexico, were developed and could be translated into useful managerial solutions

by helping managers target their approach to the market.
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Dolnicar and Huybers (2007) proposed the use of the perceptions based market
segmentation (PBMS) method to investigate destination image perception. This
exploratory method accounts for differences between people and differences between
destinations. The authors highlighted the importance of perceptual differences amongst
tourists with regard to different destinations. They called for more studies investigating
image perceptions amongst segments based on a posteriori segmentation (Dolnicar &

Huybers, 2007).

2.2.2.7 Activities

Segmentation based on leisure activities of tourists is highly practical for the
design of holiday packages. Grouping activities into packages can help destination
managers and marketing planners to market, plan, and manage their target markets

(Hsieh, O'Leary, & Morrison, 1992).

Segmentation studies demonstrating the usefulness of activity-based
segmentation have been conducted in the context of the Hong Kong travel market
(Hsieh, O'Leary, & Morrison, 1992), cultural tourists (Dolnicar, 2002a), summer
vacation tourists (Dolnicar & Leisch, 2004a), activity package preferences of Hong
Kong travellers (Choi & Tsang, 1999), the four-wheel drive market (Taylor & Prideaux,
2008), island visitors (Johns & Gyimothy, 2002), adventure markets (Sung, 2004), the
senior motorcoach market (Hsu & Lee, 2002), and participants in an international data
set (Becken & Gnoth, 2004). This segmentation base is further supported by Moscardo
and colleagues (2001) in their evaluation of geographic origin as a segmentation base
against activity participation segmentation, and has been used in combination with

attitudinal variables by Zins (1999) in an application of self organising feature maps
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(SOMs) for a sort of portfolio analysis approach highlighting different vacation styles in
a matrix design, with market attractiveness measured by the respondents’ stated
propensity to visit Austria. This study expands on the Eurostyles typology examined in
Mazanec and Zins (1994), where psychographic maps were used to represent segments

based on lifestyles.

Other proponents of this segmentation base (Choi & Tsang, 1999; Hsieh,
O'Leary, & Morrison, 1992) claim that it is one of the best segmentation bases, as
activities can be grouped to appeal to the market, along with the relationship that

activities and expenditure share.

2.2.2.8 Information Use

Information used to make decisions has also been applied as a segmentation
base (Bieger & Laesser, 2000). Fodness and Murray (1997) offered support for
information sources as a segmentation base and reported on the appropriateness of this
segmentation base and the necessity of understanding the behaviour of information
sourcing by tourists. Beiger and Laesser (2004) segmented the Swiss tourism market
based on information sources used before a definite trip decision was made and after.
The authors believed an understanding of how the market acquired its information was
important for marketing management decisions (Bieger & Laesser, 2004), especially
given the intangibility of the tourism product. Adopting a portfolio approach, Hyde’s
(2007) novel segmentation investigation offered insight into the combinations of

information sources used by tourists.
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2.2.2.9 Expenditure-based Segmentation

In an attempt to address the issue of increasing the effectiveness and efficiency
of marketing programs, Laesser and Crouch (2006) segmented markets according to
travel expenses. Very few studies used expenditure as a segmentation variable (Mok &
Iverson, 2000) due to the difficulty with recall of actual expenditure in specific

categories.

2.3 Segment Assessment Criteria

The realisation that segments are constructed from a “manager’s
conceptualization” of the way in which a market is organised and divided, rather than a
“structured and partitioned market” based on empirical consumer data, has been
acknowledged since the first market segmentation studies (Wedel & Kamakura, 2000,
p. 3). Furthermore, the nature of market segmentation as a theoretical concept
“involving artificial groupings of customers constructed to help managers design and
target their strategies” (Wedel & Kamakura, 2000, p. 5) signifies the crucial importance
of the selection of bases and methods used to define these segments. Therefore, the
selection of appropriate segmentation bases depends on the purpose of the study, and
the usefulness to the firm (Wedel & Kamakura, 2000), where different segmentation
bases result in different segments. As a consequence, criteria for selecting the most

suitable segments are needed.

Kotler et al. (2001) used four criteria to assess the usefulness of resulting market
segments: measurability, accessibility, substantiality, and actionability. They (Kotler,
Adam, Brown, & Armstrong, 2001) categorised their criteria into ways to assess market

segments’ “effectiveness”. The term “attractiveness” was used to assess market
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segments for targeting, and in particular, in the context of “segment structural
attractiveness” (p. 175) which involves the assessment of competitors, substitute

products, and the power of buyers and suppliers.

Criteria for the selection of segments were suggested by Frank et al. (1972),
Kotler et al.(2001), Morrison (2002) and Wedel and Kamakura (2000). The criteria
endorsed by Wedel and Kamakura (2000) are: identifiability, substantiality,
accessibility, responsiveness, stability and actionability. The ability to recognise distinct
groups in the market is the criterion referred to as identifiability. Kotler et al. (2002)
refer to this criterion as “measurability”. To meet the criterion of substantiality, the
target segment must represent a large enough portion of the market in order to be
profitable. Accessibility relates to the ability to reach the target segment through
promotion and distribution, termed “reachability” by Kotler et al. (2002).
Responsiveness is the ability of the segment to respond uniquely to marketing efforts,
included as “differential responsiveness” in Kotler et al. (2002). Stability is a criterion
that is required for at least a period long enough to enable the identification of the
segment and the implementation of the marketing strategy in order to produce results.
The last criterion, actionability, specifically relates to the capacity for guidance or
direction for the design of marketing instruments consistent with the core competencies

of the organisation (Wedel & Kamakura, 2000).

Frochot and Morrison (2000) supported the use of the six criteria listed above,
stating that they are central to marketing decision making and resource allocation. They
called for investigations into the development of criteria specific to tourism and travel.

Earlier work by Mazanec was conducted on the development of decision models to
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evaluate market attractiveness in the area of tourism marketing (Mazanec, 1986a,
1986b). Participants were allowed to state the importance of factors and then the
decision support system assessed the participants’ rating scale values and transformed
them into weights. The factors being assessed by the participants (managers) were
selected by the author based on industry practice, expertise and literature and not by the
managers themselves. The author made a call for future work which integrates
managerial judgements in a way that is simple enough and easy to use by practitioners

but still has a level of “realworld complexity” (Mazanec, 19863, p. 632).

Despite employing attractiveness criteria, no study to date has examined the
criteria in terms of its ease of operationalisation in the practical sense. In other words,
can these criteria be operationalised by tourism practitioners, and more importantly, are
there any other criteria that they would find more useful, efficient or easy to implement

themselves?

A review of segmentation articles published in Tourism Management and the
Journal of Travel Research between 2004 and 2008 was conducted in order to identify

which criteria are typically used by tourism researchers to assess segment attractiveness.

Of the 40 a priori and a posteriori segmentation studies published during this
time, only 17 (43%), explicitly referred to attractiveness criteria (Refer to Table 2.1).
Among the 17, the most popular were substantiality (addressed by 65%), distinctiveness
(29%), accessibility (29%), and actionability and differentiability (18% each).
Measurability (12%), stability (6%) and homogeneity (6%) were used the least. The
term “managerial usefulness” was used in the assessment criteria of 29% of the studies,

“meaningfulness” in 6% of cases, and “interpretability” in 12% of cases.
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Of those 17 studies that assessed segment attractiveness, only two explicitly
discussed the problem of practical implementation by alerting readers to the need for
segmentation solutions to be useful and actionable by management. Dolnicar’s (2004a)
study compared segmentation solutions by their managerial usefulness, where the
criterion “usefulness” included distinctiveness, substantiality (size of segments),
stability, and reachability, which included information sources used, money spent,
activities, accommodation chosen and shopping behaviour. Sarigollu and Huang (2005)
referred to managerial usefulness by investigating practicality, usability, and the ability
to be readily translatable into strategy. The usability criterion included homogeneity and
distinctiveness, and “substantial” and “usable” were mentioned (which included
demographics, travel behaviour, expectations about various infrastructures, service and

cost factors, and personality attributes and interests).

Five other studies loosely refer to “managerially useful segments” by stating that
segments must be assessed for interpretability (Molera & Albaladejo, 2007; Weaver &
Lawton, 2004), managerial usefulness (G. Lee, Morrison, & O'Leary, 2006; Sung,
2004) and meaningfulness (Bieger & Laesser, 2004); however, the nature of these

terms are not discussed in any detail in these studies.
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Table 2.1: Review of segmentation studies

Author/Year Segmentation base \ Criteria  Attractiveness criteria
Li et al., 2008 Repeat visitors vs. first time visitors No
Fuller & Matzler, 2008 | Lifestyle No
Dolnicar & Leisch, Environmental behaviour Yes Measurability, Substantiality,
2008 Differentiability, Accessibility,
Actionability
Spencer & Holecek, Activity participation Yes Measurability, Substantiality,
2007 Differentiability, Accessibility,
Actionability
Molera & Albaladejo, Benefit Yes Interpretability, Indices
2007 (including the Calinski—
Harabasz index or Davies—
Bouldin index)
Mehmetoglu, 2007 Activity Yes Segment sizes (substantiality)
Lee & Sparks, 2007 Travel behaviour Yes Differentiability
Koc & Altinay, 2007 Seasonality and expenditure No
Kim, Lehto & Gender No
Morrison, 2007
Hu & Yu, 2007 Souvenir shopping and craft selection | Yes Profitability (substantiality),
Accessibility
Castro, Armario, & Need for variety No
Ruiz, 2007
Brey et al., 2007 Level of website permission No
Beh, & Bruyere, 2007 | Motivation Yes Segment sizes
(substantiality),
Distinctiveness
Lee et al., 2006 Benefit Yes Profitability (substantiality),
Managerial usefulness
Chang, 2006 Motivation Yes Distinctiveness
Frochot, 2005 Benefit No
Diaz-Perez, Expenditure No
Bethencourt-Cejas, &
Alvarez-Gonzalez,
2005
Lee, Lee & Wicks, Motivation Yes Segment sizes only
2004 (substantiality)
Hong & Jang, 2004 Product life cycle No
Chung et al., 2004 Benefit Yes Segment sizes only
(substantiality)
Bloom, 2004 Neural networks (questions including No
travel trip, demographics, socio-
economics and geographics)
Becken & Gnoth, 2004 | Travel behaviour type No
McKercher, 2008 Age, household income, education, No
self-reported level of travel
experience and package tour
purchase propensity
Galloway et al., 2008 Sensation seeking No
Rittichainuwat et al., Geographic/country of origin No
2008
Litvin, 2008 Sensation-seeking No
Dolnicar & Leisch, Moral obligation to act in Yes Managerial usefulness,
2008a environmentally friendly manner and Actionability, Distinctiveness
vacation preferences.
Hsu & Kang, 2007 Demographics and travel No
characteristics
Wurzinger & Purpose of trip No
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Author/Year | Segmentation base | Criteria  Attractiveness criteria \

Johansson, 2006

Wilton & Nickerson, Expenditure of groups based on No

2006 purpose of trip and attractions visited

Espelt & Benito, 2006 Behaviour No

Sarigollu & Huang, Benefit Yes Homogeneity,

2005 Distinctiveness,
Substantiality, Manageria
usefulness

Beldona, 2005 Age cohorts No

Zamora, Valenzuela, Origin and social status No

& Vasquez-Parraga,

2004

Weaver & Lawton, Preferences or attitude Yes Interpretability, Segment size

2004 (substantiality)

Sung, 2004 Behaviour Yes Managerial usefulness,
Accessibility

Reece, 2004 Demographics No

Frauman & Norman, Mindfulness No

2004

Dolnicar, 2004a Psychographic Yes Distinctiveness, Manageria
usefulness, Stability
Segment size (substantiality),
Reachability (accessibility)

Bieger & Laesser, Information sources Yes Meaningfulness

2004
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2.4 Implementation of Market Segmentation

Market segmentation has both practical and theoretical limitations. The decision
about how to divide the market and the choice of a segmentation base is difficult, and a
balance between the identification of too few or too many market segments to target is
difficult to attain (Morrison, 2002). Furthermore, a body of literature has identified
several problems in the practical implementation of market segmentation (Dibb &

Simkin, 1994; Dolnicar & Lazarevski, 2009; Wind, 1978).

In 1978, Wind reviewed the status of market segmentation research. Of
particular interest was an observation about the need to advance market segmentation
research and increased effort in “narrowing the gap between the academically oriented
research on segmentation and the real-world application of segmentation research”
(Wind, 1978, p. 317). More than three decades later, however, this gap is still present

(Dibb, 2005; Dibb and Simkin, 1994; Dolnicar and Lazarevski, 2009).

Foedermayr and Diamantopoulos (2008, p. 224) identified implementation
problems as “discrepancies in the application of normative guidelines into actual
segmentation practice”. This statement supports Wind’s (1978, p. 317) early detection
of this problem, as “some discrepancy between academic developments and real-world
practice”. Simkin and Dibb (1998) identified the lack of practical guidance in literature
on the implementation of market segmentation in firms. They attributed this gap
between theory and practice to the differing core aims of two groups of practitioners and
researchers: practitioners are interested in segments that they can target with marketing
programmes, whereas academics investigate segmentation techniques and methods for

their statistical performance. In a study investigating the extent of understanding about
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methodological issues related to market segmentation, Dolnicar and Lazarevski (2009)
reported that managers’ knowledge of market segmentation fundamentals was not
strong and was likely to affect their use and implementation of market segmentation.
The study’s results supported previous findings that managers have difficulty
understanding segmentation solutions. Methodology-based misconceptions abounded:
65% of managers in the study had difficulties implementing segmentation solutions, and
68% compared the segmentation process to a “black box” because they were unsure
about the procedure that occurs between data going in and the segmentation solution
coming out. Poor understanding of segmentation principles has been the cause
attributed to most instances of difficulty in implementation of segmentation solutions

(Dibb, 1998).

A number of authors have raised concerns about the increased use of market
segmentation techniques and the lack of scrutiny in the interpretation of segmentation
solutions (Dibb & Simkin, 1994; Dolnicar & Grun, 2008; Dolnicar & Leisch, 2009;
Hanlan, Fuller, & Wilde, 2006). The market segmentation literature includes an
abundance of studies which examine sophisticated techniques, and although attention in
the 1970s was flagged to address the need for research into developing a logical
framework to evaluate alternative segmentation strategies (Wind, 1978), there is still a

dearth of literature focusing on measurable and practical segment selection criteria.

Wind (1978) suggested that managerial objectives drive the research process, as
the segmentation base varies depending on the management issues in question. Wind
(1978, p. 318) recommended the segmentation process should begin with a problem

definition stage, the first major consideration being “the managerial requirements versus
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the requirements proposed by the normative theory of segmentation”. He asserted that
when discrepancies between the two occur it can be because of “difficulties in
operationalizing the segmentation theory” (Wind, 1978, p. 319). However,
“management needs are an obvious but somewhat neglected consideration” in the
selection of the segmentation base. More than four decades later, this gap is still present
in market segmentation literature. Tkaczynski et al. (2009a) found that fewer than 9%
of segmentation studies considered stakeholders’ views when developing the
questionnaire. Dolnicar (2007c) observed that many data-driven tourism segmentation
studies considered the segmentation process as separate to positioning and strategy. The
absence of a managerially-oriented segmentation process which emphasises usability

signifies a gap in the literature.

Therefore, the problem of segment attractiveness appears to be a managerial one
that should be guided by industry needs, involving elements of practicality, usefulness

and ability to be implemented (Dibb, 1998).

2.5 Selecting Segments

The choice of segmentation base is a heavily debated issue in the segmentation
literature (Moscardo, Pearce, & Morrison, 2001). In response to this debate, Dolnicar
and Leisch (2004b) suggested both a priori and a posteriori segments should be
constructed for a thorough evaluation of managerial usefulness. Studies comparing the
effectiveness of segmentation bases are relatively scarce (Dolnicar & Leisch, 2005), as

are studies comparing the attractiveness of individual segments.

Loker and Perdue (1992) applied three criteria to assess the attributes of benefit

segmentation. Profitability, accessibility and reachability were used to rank order each
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segment’s performance, in a score from 6 to 1. Profitability was assessed using three
measures: percentages of total expenditures related to percentage of participants;
percentages of total person-nights; and average expenditures per person per night.
Accessibility was measured by the types and number of trip planning information
sources used and the geographic concentration of the segment. Lastly, reachability was
measured by the likelihood of communication efforts in attracting the attention of
segment members and generating interest and the desire to travel to the destination. The
overall ranking for each segment was calculated by summing scores across the three
criteria. While this study aimed to assess the attractiveness of segments, tourism

managers had no input in the choice of assessment criteria.

Jang et al. (2004a) acknowledged the scarcity of prior research on the evaluation
of travel segment attractiveness for target market selection. They attempted to overcome
the “lack of precision of the ranking procedure” (Jang, Morrison, & O'Leary, 2004a, p.
23) of prior studies by approaching the issue from an economic viewpoint. They built
on prior work by Jang et al. (2002) which applied concepts of risk and profitability (via
their Risk-adjusted Profitability Index and Relative Segment Size) with the aim of
evaluating and selecting target markets. French travel segments were assessed using
mean expenditure, expenditure risk, segment size, and segment risk as the evaluation

criteria.

Tourism studies that conduct a between-segmentation bases comparison instead
of a within-segmentation bases comparison are scarce. Dolnicar and Leisch (2005) and
Moscardo et al. (2001) compared two different approaches: geographic and vacation

activities (a priori versus a posteriori). Dolnicar and Leisch (2005) took into account
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the perspective of a destination manager in order to assess the usefulness of the two
approaches, using the concepts of simplicity and understandability, reachability and
applicability, relevancy, and homogeneity. The authors highlighted that these criteria
needed to be operationalised for a comparative evaluation of the segmentation bases.
The authors also pointed to the need for a “methodological toolbox” to enable managers
to select the appropriate segmentation technique in hope of bridging the gap between

statistical methodology and practice (Dolnicar & Leisch, 2005).

Moscardo and colleagues (2001) used eight criteria to compare the geographic
segmentation base with an activity segmentation base: homogeneity, measurability,
substantiality, accessibility, defensibility, competitiveness, compatibility, and durability.
Overall, the authors recommended that activity segmentation is the “prime organizer of
information” with an additional geographic division if the sample size permits

(Moscardo, Pearce, & Morrison, 2001, p. 47).

In 1985 (p. 2), McQueen and Miller identified the need for future research into
“which segmentation criterion is superior”. They compared 15 segmentation bases on
profitability, accessibility and variability in their study set in the Australian state of
Tasmania. The authors did not detail exactly which segmentation bases they evaluated,
but they concluded that the “Tasmanian experience” segmentation base was the most
attractive. It was made up of the combination of accommodation type and previous trips
to Tasmania. Their decision was influenced by the resulting segment’s significant
variation in intention to return to the destination and expenditure type, and sufficient

segment size and dollar contribution. McQueen and Miller (1985) believed that an
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additional advantage of the behavioural segmentation base was replicability, as similar

attitudes in a study conducted between the 1978 and 1981 were detected.

In conclusion, none of the attempts to compare segmentation bases and assess
segment attributes address the issue of segment attractiveness from a managerial
perspective. Tourism managers are not included in any of the processes and evaluation

criteria remain purely theoretical.

2.6 Chapter Summary

The aim of Chapter 2 was to discuss segmentation approaches typically used in
tourism research and to present problems associated with the assessment of segment
attractiveness. Although market segmentation is commonly used in tourism marketing,
there are still many unresolved questions. The most pressing of these is that of
managerial usefulness. Segment attractiveness has not been conceptualised or
operationalised in the tourism context in a managerially-driven manner that would allow
for a practical and easy-to-implement strategy. This is disconcerting, considering the
abundance of segmentation bases available to tourism researchers. The majority of
segmentation studies that address segment attractiveness do not justify their use of the
selected criteria. An exception is the Dolnicar and Leisch (2005) study that makes a
particular point of including the managerial viewpoint in the study. However, what is
lacking is the operationalisation of the managerial criteria suggested. In light of these
shortcomings, the present study aims to conceptualise and operationalise an objective
and managerially-driven measure of segment attractiveness. This index will be used as a

tool to evaluate segmentation attractiveness and to aid tourism managers in the selection
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of the most attractive tourism segment(s). Chapter 3 outlines the methods used in this

study to conceptualise and operationalise segment attractiveness.
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3. METHODOLOGY

Data required for the study were collected using a mixed-method research
design (Tashakkori & Teddlie, 2003) that consisted of two stages: (1) a qualitative
(exploratory) stage in which managers of tourism organisation were interviewed, and
(2) a quantitative stage in which data were collected from tourists via a questionnaire

(See Table 1.1).

3.1 Qualitative Stage

A qualitative design was selected because tourist segment attractiveness must be
defined by the managers themselves (Veal, 2006). The qualitative stage consisted of
interviews with managers of regional tourism organisations (Round 1) in the state of
New South Wales, and a focus group with the management team of one regional
tourism organisation (Round 2) (See Figure 3.1). After these two rounds were
conducted, further information about a certain theme was required and appears in the

figure as a follow-up round of qualitative fieldwork with participants of Round 1.

Round 1: Interviews with 14 RTO Managers to identify attributes of segment
attractiveness

Round 2: Focus group and interview with Tourism Wollongong team to identify
image attributes of Wollongong

Follow-up of Round 1: 5 Interviews with RTO managers (required to identify
why families are an attractive segment)

Figure 3.1: Qualitative Fieldwork Design
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At the time of data collection, 16 regional tourism organisation groupings
existed in the state of New South Wales, including the representative body of the
Sydney region (See Table 3.1). The regional tourism organisations are regionally-driven
organisations, each with an affiliated board. It is the role of the regional tourism
organisation to manage and coordinate the flow of tourism in the regions. Their
activities include planning tourism strategies for the region, coordinating marketing
campaigns, and conducting public relations activities such as familiarisations in order to
generate publicity for their region. Regional tourism organisations have a member base
consisting of other tourism retail and hospitality organisations within their regions, such
as tour operators, hotel and accommodation businesses, and restaurants. Regional
tourism organisations also receive assistance from state and national bodies in the form

of funding and information dissemination.

Table 3.1 Regional Tourism Organisations in New South Wales

Number Regional Tourism Organisations in New Interview Type ‘
South Wales
1 Blue Mountains Telephone
2 Capital Country Telephone
3 Central Coast Telephone
4 Central NSW Telephone
5 [The Hunter No interview
6 lllawarra Face to face
7 Lord Howe Island Telephone
8 Mid-North Coast Telephone
9 Murray Email
10 New England North West Telephone
11 Northern Rivers Telephone
12 Outback Telephone
13 Riverina Email
14 Snowy Mountains No interview
15 South Coast Telephone
16 Sydney Telephone




45

3.1.1 Purpose

Qualitative research was necessary to gain deeper insight into tourism managers’
behaviour when evaluating market segments for their destinations. The aim of the
interviews with regional tourism organisation managers was to elucidate details of the
organisation, the types of decisions made, and in particular, to gain insight into the types
of characteristics that make a tourist segment attractive to them. The outcomes of this

stage assisted in the development of a questionnaire for the quantitative stage.

A second round of interviewing was conducted with the manager of the
Illawarra regional tourism organisation and the executive team of Tourism Wollongong.
This second round of qualitative fieldwork was required to identify image attributes for
Wollongong, which serves as a case study. In theory, the most attractive segment would
be the one that is interested in the characteristics or attractions the particular destination
offers. Therefore, the aim of the second round of qualitative research was to determine
precisely which attributes would portray the future image of Wollongong. Crucial
insight was gained into the future image of the city, the characteristics of the city that
will either attract or deter tourists, and specific marketing attributes that will be

portrayed in future image campaigns.

3.1.2 Fieldwork Administration

Direct, undisguised semi-structured interviews were conducted with 14 (of 16)
managers of the regional tourism organisations. As outlined in Table 3.1, 11 of the 14
interviews were performed via telephone. One interview was conducted face-to-face at

the office of the regional tourism organisation manager while two participants
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completed the responses via email. These participants were away from their usual office
of residence during the data collection period and were unable to be reached by any
other means. Data collection for stage one occurred during March 2007. All telephone

and face-to-face interviews were digitally recorded.

In the second round of qualitative fieldwork (See Section 3.1.1), an interview
with a tourism expert was conducted. The focus group was composed of six members of
the Tourism Wollongong executive team. These participants are staff of Tourism
Wollongong who are part of the executive team and are deemed to be tourism planning
experts directly responsible for regional marketing. The general manager of Tourism
Wollongong, the Illawarra regional tourism organisation, was interviewed face-to-face
at his office in April 2007. The focus group was also conducted at the offices of

Tourism Wollongong, in May 2007.

Initially, the general manager merely observed the responses of his team to the
questions posed by the researcher without any input. The manager’s input was requested
at the end of the discussion. This approach enabled the team to provide their insights
into the future image possibilities and opinions during free flowing discussion and a
chain-reaction effect (D. A. Aaker, Kumar, Day, & Lawley, 2005), including a focussed

topic for exploration (Stewart, Shamdasani, & Rook, 2006).

3.1.3 Instrument

The interview guide was developed to reveal details of the structure of the
regional tourism organisations, the research processes they undertake, their decision
making activities, and their specific market segmentation practices. The interviews

followed a semi-structured format. This approach allowed for all topics and areas to be
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addressed and explained, while additionally allowing for a certain degree of flexibility
for new information to be revealed in the interview (Ritchie, Burns, & Palmer, 2005).

The interview guide is included in Appendix A.

The Tourism Wollongong team was asked one main question, ‘In future, what
would you like to be associated with Wollongong in the minds of tourists?’(See
Appendix B). Subsequent questions were listed to elicit further information about future
image strategies and the types of messages to which tourists would be exposed. For
example, which types of tourist would be attracted to the destination, what tourists
would do at the destination, what they would come and see, and what the destination
would be known for in the future? Participants were also asked about any negative
images the destination may be associated with. This was necessary because of the

destination’s history as a coal mining and steel producing industrial city.

3.1.4 Analysis

This researcher was responsible for data collection and fieldwork, acting as the
“question-asker” (Rossiter, 2001, p. 7), as well as the one to transcribe and analyse the
data, as recommended by Rossiter (2001), in order to improve the validity of results.
The interviews and focus group were recorded on a digital device, supplemented with
hand written notes. The transcribed recordings were coded into distinct themes. The
constant comparative method and grounded theory conventions informed this coding
process (Glaser & Strauss, 1967; Punch, 2005). This involved the recognition of
conceptual categories in the data and the identification of relationships between

categories. Open coding involved an examination of the data for identification or
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labelling of conceptual categories and theoretical coding allowed the construction of the

categories.

The list of image items suggested by the general manager and the executive
team was reduced to a final set of image attributes using content analysis (Neuendorf,
2002). The transcripts were coded for common themes, considering the number of times
the image attributes were mentioned in the discussion (Silverman, 2004). In some
instances, destination image attributes that were listed as one word were combined with
another of the same theme and translated into an image phrase. For example, sun, sand
and surf were combined to form the descriptive phrase ‘Long, sandy beaches’.
Similarly, escarpment backdrop, coast and sea were combined to form the phrase ‘Coast
meets mountains’. Other words were found to be totally transformed into an easier,
descriptive or colourful phrase which would transfer a close to tangible image to a
participant who might have to assess his or her perception of the city image. The word
“escapism” was translated into the expression “Time out to live” because participants
explained that they would use this to denote an escape from everyday routine and a
chance to “just live” without the responsibilities of everyday routine. The phrase “Space
to move” was converted to “Uncrowded” which captures the element of space from the
perspective of a tourist who wishes to visit an area that is not totally overrun with other

tourists, unlike a congested city.

Participants of the focus group were then presented with the final image set and
asked to confirm that these image items, and phrases, were appropriate representations
of the future destination image. All members agreed on the image items developed

during the focus group. Suggestions were made for different wording and the addition
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of items. The final list of image items appears in detail as a complete list included in

both Question 35 and 36 of the survey (See Appendix C).

3.2 Quantitative Stage

3.2.1 Purpose

Survey data was needed to empirically validate the Segment Attractiveness
Index. A questionnaire was developed based on the findings from the qualitative
fieldwork (Refer to Stage 3 of Table 1.1). The segment attractiveness indicators were
measured in the questionnaire. In this study, the terms “attractiveness” and
“effectiveness” are used to denote the evaluation of segmentation solutions before

targeting. They are based on an evaluation of their managerial usefulness.

The following sections document how items were constructed to form an index
of Segment Attractiveness and which variables were used to form the segmentation
bases. The questionnaire is included in Appendix C, with only those parts used in this
study included. Other small sections of questions were used for another study which

helped fund this research project.

3.2.2 Fieldwork Administration

Data was collected using an internet panel. The sample consisted of Australian
residents over the age of 18 years who were registered with a permission-based internet
panel. The internet panel recruitment method is multi-sourced, meaning its participants
are recruited through a number of different avenues — not only the Internet — to ensure

its panel is demographically representative of the Australian population and to avoid
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bias associated with limited source recruitment. The panel members are offered

incentives (between AUD 2 - 5 dollars for each completed survey as compensation).

Online survey data collection has increased in popularity since its introduction in
the 1990s (Evans & Mathur, 2005). Major strengths of this method include the wide
global reach, flexibility, applicability to both business-to-business or business-to-
consumer settings, speed and time, convenience, ease of follow-up, controlled sampling,
control of answer order, required completion of answers, response style diversity,
knowledge of participant and non-participant characteristics (Evans & Mathur, 2005;
Schillewaert & Meulemeester, 2005). Weaknesses can include low response rates,
perception as junk mail, privacy issues, unclear answering instructions, lack of
participant experience, and possibly skewed attributes of an Internet population

(Couper, 2000).

Conducting the data collection through a panel research company overcomes a
number of issues typically stated as weaknesses or potential problems with online data
collection (Grossnickle, 2001). The offer of an incentive for completion of surveys
helps overcome the issue of low response rate, and by contacting registered members
participants are less likely to perceive the survey invitation as junk mail. Incentive
payments have been shown to be effective in increasing response rates (Deutskens, De
Ruyter, Wetzels, & Oosterveld, 2004). Privacy and security issues are overcome by
using a trusted company which does not use panel data for any other purposes than
research. Furthermore, participants must answer the question in a sequential order and

complete each question before they are allowed to be presented with the next question
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in the window. This ensures participants complete all questions and do so in the

intended order.

A recent study conducted by Dolnicar et al. (2009) found that both online and
pure paper surveys are subject to bias, and they recommend a bi-modal approach (both
paper and online surveys) to ensure different types of participants are captured by both

methods. However, this was not possible in this study due to budgetary limitations.

Fieldwork was conducted during October 2007. Panel members were invited by
email to take part in the study. The email contained a link to the panel website,
informed members that the questionnaire would take approximately 30 minutes to

complete and outlined the level of incentive payment.

The sample size for this study was limited to 1000 participants due to budgetary
constraints. To achieve a sample size of 1000, invitation emails were sent to 7186 panel
members. Invitation emails were sent to a nationally representative group and once a
certain quota was filled, for instance, a certain age category or state of residence,
participants were screened out of the survey. Quotas ensured representativity of the
sample, although, representativity is not required given the objectives of this study.
2139 invitation emails were opened. A total of 626 participants were screened out
because their inclusion would have exceeded the maximum quota for each
demographic, 415 dropped out, and 88 people were screened out because they had never
heard of Wollongong or did not travel. After data cleaning, the final sample size
consisted of 1003 participants. The response rate of 66% (1003/1513) was calculated

based on the number of opened emails with eligible participants (2139 less 626).
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3.2.3 Instrument

After an initial, general introduction on the purpose of the study, the first
question was a screening question. It filtered out those participants who had never heard
of Wollongong to ensure that image perceptions were gathered from people with some

experience or prior knowledge of the destination (See Appendix C).

The “funnel question” (Peterson, 2000) approach to questionnaire development
enabled the sequence of general to specific questions on the topic of interest, with
personal demographic questions at the end (de Vaus, 2002). General travel questions
were placed at the start to introduce the topic of travel and to gradually stimulate recall
of vacations past. The general questions led to more specific questions about the
participants’ last vacation, which required detailed information related to the Segment
Attractiveness Index. The general questions were used to profile resulting segments,
such as demographics. They were placed last as they were easy to answer and required

limited recall.

Five a posteriori and three a priori segmentation bases were used to segment the
data. The a posteriori segmentation bases included benefits, activities, information
sources, destination image turnoff and destination image perfect. These segmentation
bases were included because of their popularity and high level of support they receive in
the tourism literature. Benefits of travel are popular because they are believed to better
reflect tourist needs (Gitelson & Kerstetter, 1990; Jang, Morrison, & O'Leary, 2002;
Johar & Sirgy, 1995), activities can be grouped to appeal to the market (Choi & Tsang,
1999; Hsieh, O'Leary, & Morrison, 1992) and are related to expenditure share.

Information sources are important for targeting the right tourists with an effective
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communications strategy (Bieger & Laesser, 2004; Hyde, 2007), and image is essential
to differentiate a destination from its competitors (Dolnicar & Grabler, 2004). Using the
kind of negative image where image items are investigated as a “turnoff” (or
disincentive) for participants has not been studied before but was regarded as an
interesting segmentation base and was included in this study. Considering that
“traveler’s choice of a given vacation destination depends largely on the favourableness
of his or her image of that destination” (Leisen, 2001, p. 49), it is likely that they would

avoid places with which they do not identify.

The three a priori segmentation bases used to segment the data included: (1)
environmental friendliness while on vacation, (2) family life cycle (children or not), and
(3) income (annual household income). A priori segmentation bases were included in
the study as they are directly observable (Tkaczynski, Rundle-Thiele, & Beaumont,
2009b) have demonstrated ease of use and implementation (Moscardo, Pearce, &
Morrison, 2001; Wedel & Kamakura, 2000). Family life cycle was selected because
prior studies have demonstrated that different lifestyles affect the travel patterns of
individuals (Collins & Tisdell, 2002; Oppermann, 1995) and the family holiday group is
an important market segment for tourism destinations (Kang, Hsu, & Wolfe, 2003),
environmental friendliness was selected because of the increasing need to incorporate
environmental concerns into managerial planning (Dolnicar & Leisch, 2008b), and
income was chosen because tourism marketers can package tourism products at
different price levels that may be attractive to consumers at different income levels
(Kolb, 2006, p. 115). The segmentation variables used to segment the data were

included in the survey. Each section of the survey is described in the following sections.
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3.2.3.1 Section A: Travel Information

Six questions were included in the survey to measure travel behaviour. Travel
frequency was used to determine how often participants travel overseas and how often
they travel within Australia during an average year. Seasonality of vacation trips was
also included in this section. Participants were asked whether they tend to vacation
during the week or on weekends, and whether vacations are generally taken during
school or public holidays or outside of these holidays. Two answer options were given
for each of these questions and participants were required to select only one option
which best reflects their vacation style. Participants were asked whether they tend to
return to a destination they are happy with to more clearly understand whether they have
a tendency for repeat visitation. Responses were captured with a binary answer option
(*Yes” or “No”). A binary answer format was preferred to reduce the burden on

respondents and to make the response time faster (Dolnicar & Grun, 2007Db).

Participants were then asked to indicate, on a binary scale (“Yes” or “No”),
sources they use for vacation planning. The list of possible information sources was
adapted from the one used by Bieger and Laesser (2004) (for the full list of items, refer

to Appendix C, Part A).

3.2.3.2 Section B: My Last Australian Vacation

The purpose of this section of 11 context-specific questions was to glean
information about participants’ last leisure vacation. Geographical questions about their
last Australian vacation included which state the destination was in, amount of distance
travelled, mode of transport used for travelling to, and mode of transport used while

travelling around the destination.
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Questions about travel style during the last vacation included whether or not
participants took their last vacation during school/public holidays (a seasonality-style
question), the duration of their visit (“How many days did you spend on this vacation,
including travel to and from the destination?”), how often they take that type of
vacation, whether the vacation was part of a packaged trip or independent travel, their
travel party size, and who their travel companions were. The type of accommodation
was ascertained in this section, as was the method they used to book this
accommodation. Options included whether participants used the Internet, a travel agent

or booked in person upon arrival.

Questions about spending behaviour focussed on the amount of money spent
during the entire vacation (requested in a metric format), the times spent eating out at a
restaurant or café for breakfast, lunch, dinner and coffee/morning tea, and the number of

times participants went shopping for leisure.

The last two questions of this section asked participants whether they reported
their vacation experiences to anyone, such as a partner, friends or family. If so, they
were asked to specify how they shared their experiences, for example, by emailing

photos, conversations, or updating a web journal.

3.2.3.3 Section C: Reasons for Travel

To measure participants’ reasons for travelling, the benefit statements suggested
by Frochot and Morrison (2000) were used in the questionnaire. Participants had the
option of selecting either “Yes, applied to me for my last vacation” or “No, did not

apply to me for my last vacation”.
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Travel activities were listed under the following headings: “Outdoor or nature
activities”, “Sports or active outdoor activities”, “Arts, heritage or festival activities”,
“Local attractions or tourist activities”, and “Social activities”. Specific activities were
listed below each category heading and participants were asked to indicate whether they
participated in each activity during their last Australian vacation. The answer options
included “No”, “Yes, once”, “Yes, more than once”, and “The activity was the main
purpose of the vacation”, to indicate the frequency of participation. The activity list

consisted of 45 activities used by Tourism Australia in their International Visitor Survey

(Australian Government Tourism Australia, 2005).

Behaviour towards the environment was measured using a list of behaviours that
effect environmental resources, for instance, “I littered” and “I switched off the light
whenever leaving a room”. The answer options included: “Always”, “Often”,
“Sometimes”, “Rarely”, “Never” and “N/A”. The list of environment related behaviours
was derived from prior empirical studies that explored pro-environmental behaviour of
tourists while on vacation (Corraliza & Berenguer, 2000; Dolnicar & Leisch, 2008a;

Johnson, Bowker, & Cordell, 2004; Trumbo & O'Keefe, 2001, 2005).

A question was included to determine how morally obliged a participant felt to
behave in an environmentally friendly manner while on vacation, with three answer
options (“Not at all obliged”, “Slightly obliged”, and “Strongly obliged”) (Berenguer,

Corraliza, & Martin, 2005).

3.2.3.4 Section D: Image of Wollongong

The first question in this section measures how familiar participants are with the

city of Wollongong by asking participants whether they have visited the city before.
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Section D also contained a list of image items measuring participants’ perceived
image of Wollongong. Participants were asked, “Listed below are some characteristics
that describe vacation destinations. Please indicate those which you think apply to the
city of Wollongong. Even if you have not visited Wollongong, still indicate which
attributes you think would describe it.” The list of image items was chosen because they
were specific to the destination of Wollongong, as determined by the regional tourism
organisation, and because the range of image attributes is an adequate mix of both
functional (physical or measurable) and psychological (abstract) attributes of destination
image as recommended by Echtner and Richie (2003). Two binary answer options were
available to participants, “Yes, it applies to Wollongong” and “No, it doesn’t apply to
Wollongong”. Once again, a binary scale (“Yes” or “No0”) was chosen (Dolnicar,

2007a).

3.2.3.5 Section E: My Ideal Vacation

To measure the similarities between the attributes of the city of Wollongong and
those of participants’ ideal vacation destination, this section measured participants’
ideal image perceptions. Participants were asked, “Listed below are attributes of
Australian vacation destinations”. Answer options were: “Perfect for me”, “A turnoff
for me”, and “I don’t care”. The image attributes were exactly the same as those used in
Question 35. Question 35 stated, “Listed below are some characteristics that describe
vacation destinations. Please indicate those which you think apply to the city of
Wollongong. Even if you have not visited Wollongong, still indicate which attributes
you think would describe it”. This question was included to allow investigation of the

match between an actual destination and one that is the most desirable.
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3.2.3.6 Section F: Personal Information

The last section of the questionnaire asked participants about their age, sex,
lifestyle, such as whether they have children and how many, their family (household)
size, income, education, and employment status. Media viewing behaviour was also

ascertained which included television, radio and newspaper use.

3.2.4 Pilot Testing

The questionnaire was pilot tested by 10 individuals in two waves. The
individuals used in the pilot phase reflected the population of interest for the study.
Initially, the questionnaire was pretested in a pen-and-paper fashion where participants
were asked to explain their understanding of the questions to the researcher. This
enabled the detection of questions that were hard to understand and ones that were

misinterpreted (Krosnick, 1999).

The questionnaire was then reviewed in an online environment by the researcher
and four other individuals for length, time taken to complete the survey, ease of use via
the Internet, online flow and the sequence of the question items, question skips,
participant interest and attention, online aesthetics such as colours used and layout
including the number of questions on each window, questionnaire wording for each

item and the instructions provided to the participants (de Vaus, 2002).

The online pilot test was crucial to detect and eliminate errors in the online
environment. For instance, checking the logical sequence and flow of the questions and
branching (de Vaus, 2002) or filtering directions to particular parts of the questionnaire

are properly controlled (Couper, 2000; Evans & Mathur, 2005).
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3.2.5 Analysis

Data was delivered in a Statistical Package for the Social Sciences (SPSS) file.
Automatic entry avoids errors, like data entry error (de Vaus, 2002). For instance, if the
response was outside of the allowable range, participants were automatically prompted
to review their answer. Data cleaning and checking procedures were conducted by the

data collection company and then by the author.

The following statistical analyses were computed using SPSS version 15.0 for
Windows (SPSS Inc, Chicago, IL) and Topology Representing Networks (TRN)

extended version 1.0 beta for Windows (Mazanec, 1997).

Factor analysis was conducted prior to cluster analysis to select variables for
clustering. To conduct the segmentation analysis, many algorithms can be used (Everitt,
Landau, & Leese, 2001), and for this study cluster analysis using the Topology
Representing Network (TRN) partitioning algorithm was selected (Martinetz &
Schulten, 1994) because it has been shown to outperform similar partitioning algorithms
(Buchta, Dimitriadou, Dolnicar, Leisch, & Weingessel, 1997). However, in this instance
the algorithm chosen is not crucial because the proposed Segment Attractiveness Index
can assess segments independent from the way they were derived. The TRN partitioning
algorithm is likened to the popular k-means algorithm. It employs neural networks
methodology (Mazanec, 1992) to detect a grouping that represents the data’s density
structure. TRN is a variant of a data compression technique based on the “neural-gas”
algorithm. In this algorithm, a learning process called training occurs. A number of
starting points in the data set are selected and every other point in the data set are

compared (Dolnicar, 2004a, p. 246). The comparison of distance between participants
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and the starting point uses the Euclidian distance measure. Each time the distance
between a starting point and a participant is compared, the closest starting point wins.
The learning process occurs and updates all other starting points grouping those nearby.
This process is iterative and continually updates the grouping of the data points based
on the closest combination. The number of clusters or groups is specified at the start of

this training process.

Validation of cluster analysis solutions is strongly suggested (Aldenderfer &
Blashfield, 1984; Dolnicar, 2006). Validation is conducted using significance tests with
independent variables that were not used in the generation of the cluster solution.
Finally, Analysis of Variance (ANOVA) was conducted to compare differences

between Segment Attractiveness indices for the different segments.

The development of the Segment Attractiveness Index was guided by the
findings from the qualitative fieldwork and was constructed using a formative
measurement approach. In contrast to the predominant measurement approach,
reflective measurement, the formative approach assumes that formative indicators cause
or define latent variables (MacCallum & Browne, 1993). In contrast, the reflective
measurement perspective assumes that the latent variable affects the indicators.
Indicators of the reflective measurement model are interchangeable (Diamantopoulos,
1999), and the latent construct is independent of its indicators (Rossiter, 2002). Cause

indicators in a formative model are not interchangeable.

The formative measurement framework (Coltman, Devinney, Midgley, &
Venaik, 2008; Diamantopoulos & Winklhofer, 2001) was used to guide the

development of the Segment Attractiveness index. It requires three theoretical
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conditions to be met. First, the nature of the construct has to be formative, not reflective,
whereby the latent variable does not exist naturally, but is in fact formed by the
indicators. Secondly, the direction of causality creates a situation where changes in
indicators cause a change in the index or latent variable value. Finally, the
characteristics of the indicators used to measure the construct are such that the exclusion
of one indicator significantly impacts on the latent variables, whereas in the case of

reflective constructs indicators are interchangeable (Diamantopoulos, 1999, p. 447).

In the case of the Segment Attractiveness Index, all three conditions are met.
Managerial Segment Attractiveness is not a naturally occurring construct. Modification
of the indicators will lead to a change in the index and exclusion of indicators will affect
the index value. Most importantly, Segment Attractiveness is an attribute that is
theoretically “formed” from its components, and is therefore a “formed attribute”

(Rossiter, 2002, p. 314).

3.3 Authorisation

Authorisation to conduct this study was granted by the Human Research Ethics
Committee of the University of Wollongong, and by participating members of the

research panel and the tourism organisations.

3.4 Descriptive Profile of the Sample

The final data set consisted of 1003 participants. A summary of the panel profile
is provided in Table 3.2. The sample is representative of the Australian population’s
age and state of residence when compared with figures published by the Australian
Bureau of Statistics (ABS). At the time of the last census in 2006, males made up 49.4%

of the Australian population and females 50.6% of the Australian population (Australian
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Bureau of Statistics, 2008a). The comparison of state of residence figures between those

of the sample and that of the actual country’s population is shown in Figure 3.2.



63

Table 3.2: Sample Profile

Variables ‘ Frequency  Valid Percent
Female 525 52
Sex
Male 478 48
19to0 24 153 15
2510 34 179 18
Age 35to 44 192 19
4510 54 179 18
55 or over 300 30
New South Wales 304 30
Victoria 260 26
Queensland 195 19
State of residence South Australia . 105 11
Western Australia 93 9
Northern Territory 3 1
Tasmania 22 2
Australian Capital Territory 21 2
Under $20,000 92 9
$20,000-$40,000 187 19
$40,001-$60,000 211 21
Household annual income* $60,001-$80,000 176 17
$80,001-$100,000 143 14
$100,001-$150,000 139 14
Over $150,000 55 6
Primary school 4 1
Some secondary school 70 7
School Certificate (year 10) 120 12
Higher School Certificate (year 12) 175 17
Education TAFE 194 19
Other college 114 11
University (undergraduate) 191 19
University (postgraduate) 127 13
University (PhD) 8 1
Employed full-time 403 40
Employed part-time 149 15
Employed casually 68 7
Employment status Unemployed 50 5
Retired 173 17
Full-time student 57 6
Other 103 10
1 94 9
. 2 371 37
Household size Between 3 and 5 383 38
5 or more 155 16
. No 326 32
Has children Yos 677 63

*Amount in Australian dollars.
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Figure 3.2: State of Residence: Comparison of sample with Australian
population

3.5 Summary

Chapter 3 detailed the research methods used in this thesis. The chapter outlined
the study design, and described the participants of the qualitative and quantitative stages
of the study. Segment Attractiveness is not a naturally occurring construct, so a
formative measurement approach will be used to operationalise it. The Results chapters,
Chapters 4, 5, and 6, will report on the findings from the qualitative stage, the
conceptualisation and operationalisation of the index, and the results of the evaluation

of segmentation bases conducted by using the Segment Attractiveness Index.
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4. CHARACTERISTICS OF MARKET SEGMENTS ATTRACTIVE TO
MANAGERS: QUALITATIVE RESULTS AND DISCUSSION

4.1 Market Segmentation in Regional Tourism Organisations

All 14 regional tourism organisation managers interviewed adopted a market
segmentation strategy in order to group the tourism market. Initially, two participants
stated that they conducted mass marketing. One of the two participants justified this by
stating that “any tourist is a good tourist and we think our destination suits a number of
different people”. However, through further questioning, it was discovered that a
distinct effort to attract certain types of tourists was evident, that is, these participants
also adopted a market segmentation strategy even if they did not identify it as such. One
of these participants indicated that the destination was only accessible via airplane, so
only those tourists able to afford airfares could fly there. More detailed questioning
revealed that a lot of adventure tourists were attracted because the destination offered

numerous adventure activities:

We think [our destination] is suitable for everyone, except the
really old I think, [we] try and cater for all markets, we do get
older people. [Our destination] is a place with lots of activities
to do: mountains to climb, scuba diving to be done, and fishing
and surfing and all sorts of things ... It’s really for the more
active people. We are working towards that, | suppose, like
sponsoring the ProDive stand at the travel expo because you
don’t get 90 year olds going to the ProDive expo. We try to push
the younger market | suppose. It has to be wealthier as well

because the airfares are quite high.

Another participant explained that in the past he used a general message because

of the poor image of the region, and “[a] low image meant a low expectation”. But now
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that their destination image had improved he could attract more specific segments. The
focus had moved towards attracting the “drive” market, which describes the domestic

market that travels by car or any other road-based vehicle.

Generally, the awareness of the need to segment was high:

To give yourself a point of difference these days you have to go
along a theme ... you have to stand aside or alone and find your
points of difference and in doing so you can’t talk about
glistening beaches and sun and sex or lovely location solely.
You need an experience — that’s what people want ... But we
can’t just do the big tourism market, you must isolate groups. In
doing so you must know your market well, who’s coming, if
numbers are growing and why they are dropping off and to

decide to do it all, you’d drown.

While identifying the need for differentiation, participants lacked confidence in
describing their preferred market segments. The first reaction was to state that they
followed the recommendations of larger national and state tourism organisations, such
as Tourism New South Wales and Tourism Australia (Tourism Research Australia,
2006). This reliance was partly because those who wished to attract government funding
needed to be in line with the terminology that the funding body used. On the other hand,
market segments suggested by national and state tourism bodies are used by many
regional tourism organisations because they do not have the resources required to

conduct market research of their own.

Follow-up questions were used to discover whether the regional tourism
organisations had any other characteristics that they used to differentiate the market.

“There’s a whole range [of criteria], obviously the market segmentation we are using is
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about psychographics more than anything else ... That’s the level at which we base the

strategic decisions” stated one participant.

One other regional tourism organisation was quite entrepreneurial in its
approach to group the market by sub-segmenting the market to determine the most
attractive segment. These were the “Murray Meanderers”, defined as domestic
travellers, in their late 30s and beyond, who are high spenders, frequent travellers or
those who take long trips, and those who partake in activities that align with identified

regional product strengths.

4.2 ldentifying Characteristics of the Most Attractive Tourist

Participants were asked what type of criteria they used to distinguish between
different types of tourists, and more specifically, how they determined which tourist
was more attractive than another. The main criteria identified by managers included
high expenditure, large size of the potential market, their travel interests, long length of
stay, high income, older age brackets, and larger travel groups like families with
children. One participant stated that “we can’t reach all of those segments so which are
we going to target that will give us the best result for the money invested”. Another
participant explained why travel interest was important. They believed that general
travel interest related to the match between the destination as a whole (including the

tourism services offered at the destination), and the needs or desires of the tourists.

The key, open-ended question used to determine the characteristics of the most
attractive segment required interview participants to describe the ““tourist of their
dreams™. From this question, 24 attributes of the most attractive segments emerged (see

Table 4.1). The items are listed in ranked order from most stated to least stated, with the
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corresponding percent and the number of participants out of the total of 14 who stated

each attribute.

Table 4.1: Attributes of a Dream Tourist

Dream Tourist Attributes No. of Percent Category
Participants
(Out of 14)
Wants to experience/explore 1 9 64% Spending behaviour
area
Behaves in an environmentally 2 8 57% Moral obligation to
friendly manner behave in an
environmentally friendly
manner
Gets involved in activities 3 7 50% Spending behaviour
Generates widespread 3 7 50% Spending behaviour
expenditure
Holidays with the entire family 4 6 43% Spending behaviour
Connects with the destination 5 4 29% Ambassador
Loves good food, coffee and 5 4 29% Spending behaviour
wine
Spends time in the area 5 4 29% Travel habits
Has high expenditure 5 4 29% Spending behaviour
Has good disposable income 5 4 29% Spending behaviour
Tells their friends 6 3 21% Ambassador
Loves the outdoors 6 3 21% Spending behaviour
Is a repeat tourist 7 2 14% Travel habits
Loves to go shopping 7 2 14% Spending behaviour
Has a lot of spare time 7 2 14% Travel habits
Can be easily converted to a 7 2 14% Reachability via the
tourist Internet
Desires match with what the 7 2 14% Image Match
destination provides
Is after entertainment for the 7 2 14% Spending behaviour
kids
Wants all trimmings — not 7 2 14% Spending behaviour
worried about cost

As shown in Table 4.1, the 24 attributes were categorised into six themes:
spending behaviour, moral obligation to behave in an environmentally friendly manner,
ambassador, travel habits, reachability via the Internet, image match. Column one of
Table 4.1 represents the open codes identified in the Phase 1 data set. Themes were
developed and refined from these open codes, and are described in more detail in the

following sections 4.2.1 — 4.2.6.
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4.2.1 Spending behaviour

Eleven of the dream tourist attributes were identified as being related to
expenditure. “Wants to experience/explore area” was most frequently identified as the
most important indicator of a dream tourist with 64% of participants ranking it first.
Exploration equates to becoming involved in activities and a large proportion of

activities at a destination require tourists to spend money.

One role of the regional tourism organisations is to satisfy the many affiliated
tourism and hospitality operators in their area. This means that the regional tourism
organisations must monitor the flow of tourism to their region to ensure that tourism
money is distributed in the area and not siphoned into one or a few activities only. The
ideal tourist characteristic “generates widespread expenditure” is also related to this

theme.

Connected to this theme were those characteristics that related directly to
monetary expenditure. For instance, “loves good food, coffee and wine” denoted
expenditure on eating out, “has high expenditure” and “has good disposable income”
related to the propensity, or capacity, to spend money during their vacation, and “loves
to go shopping” also related to the notion of expenditure. Another attribute related to
this theme was “wants all trimmings — not worried about cost” that signified high

expenditure on travel and travel related activities.

Activity involvement, “gets involved in activities” at the destination, was the
third highest ranked characteristic (50%) and the second highest spending characteristic.

Tourists exploring the area and getting involved in many activities spend more money
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and use a wide variety of local tourism services. Participants were adamant that was a

stand-alone issue, separate from pure expenditure, but still related to it.

Managers frequently mentioned families when discussing their ideal tourist.
“Holidays with the entire family” was identified by 43% of participants as an attractive
characteristic, as was “is after entertainment for the kids” (14%). Five follow-up
interviews were conducted to better understand what exactly it was that destination
managers found attractive about families. The additional interviews revealed that family
status was used as a proxy for expected higher expenditures, image match and a higher
likelihood of repeat visitation, all of which were attractiveness criteria that were already

revealed independently.

A note should also be made about the difference between size of a segment and
their expenditure and the distinction that tourism managers made between the two.
While size and absolute tourist numbers are important for tourism destinations,
managers were very sceptical about the advantages that tourist numbers bring. They
explained that in most cases, the volume of tourists poses more disadvantages than
advantages. Common examples of disadvantages offered were traffic congestions,
parking restrictions, and accommodation problems. However, their biggest concern was
that larger tourist numbers don’t necessarily mean more value in terms of expenditure
per person. One manager gave an example of a local tourism event that attracts large
numbers of tourists to the destination for a sporting event, a touch football tournament.
Families saturate the area in this one long weekend and while it appears a profitable
venture initially, a closer investigation into the behaviour of these tourists highlights

that they are not as attractive as other segments. They spend all their time at the one
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event, in the one complex, they seldom venture out and explore the city, and they
channel all their spending, for instance food, in one narrow field (at the sporting
complex). The accommodation facilities in the region are all booked out which leaves
little choice for other tourists who would be visiting the area for a vacation or another
special event, and who would most likely spend their time visiting other attractions and

eating out at various outlets.

4.2.2 Moral obligation to behave in an environmentally friendly manner

“Behaves in an environmentally friendly manner” was deemed important by
57% of interview participants, which made it the second highest ranked characteristic
(as depicted in Table 4.1). One destination manager explicitly stated that the focus is

shifting rapidly towards environmental sustainability:

... We are now starting to focus on it a lot more. We are moving
towards reducing our print collateral and integrating new
technology as a move to be sustainable. We would like to see

more support in nature tourism developments.

This excerpt addresses the efforts of the RTO in making their destination more
environmentally conscious, not to their efforts to attract a specific type of tourist (in this
case, an environmentally friendly tourist). However, respondents were able to make the
connection between attracting a specific type of tourist through certain marketing and
destination planning initiatives, and the detection of a suitable type of tourist. However,
they found it difficult to operationalise a method of detecting these types of tourists and

find cost effective and efficient avenues of advertising to reach them.



72

It should be noted that interviews with tourism managers were conducted prior
to the global financial crisis in 2008. It would be interesting to find out how highly this

attribute is valued in the present day.
4.2.3 Ambassador

The item “tells their friends”, was an indication of positive word of mouth and
an important characteristic from the regional tourism organisation managers’ point of
view. They believed that when tourists are satisfied with their holiday experience they
will go home and tell their friends and family about it, acting as advocates for the
destination. They hold the belief that word of mouth is much more credible than print or
media advertising. “Connects with the destination” was ranked 5™ and followed the
theme of satisfaction and advocacy. One participant remarked that having tourists really

connecting with the destination was the most important criterion:

I think the most important thing is that people have a great
experience and connect with the place because it’s not just
about money and high yield because if you’ve had a great
experience you’ll go back ... and tell people ““I went to the most

amazing restaurant ... and also feel rejuvenated”.

This sentiment was repeated three other RTO managers who believed that “Connects
with the destination” stirred emotions that would hopefully generate a relationship with

the destination and encourage behaviour that reflects advocacy.
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4.2.4 Travel habits

Three issues are connected in this theme: (1) a repeat tourist, (2) time spent in
the area, and (3) spare time. A “repeat tourist” is attractive to 14 % of participants.
Participants valued this attribute because a tourist who is a repeat visitor, or even a
second time tourist, would “know what’s on offer and what they want to explore more
deeply”. The tourist who stays longer will ““connect to the place and have the great
experience” (important to 29% of participants). This concept of length of stay
incorporated the frequency at which tourists take vacations and to the concept of a
“traveller”, a person who likes to explore and takes frequent vacations. “Has a lot of
spare time” (important to 14% of participants) was related to tourists who visit a
destination out of peak season. These tourists are attractive because tourism managers
wish to spread visitation out over seasons to sustain their tourism operators over the

course of the year.

4.2.5 Reachability via the Internet

“Can be easily converted to a tourist” (14%) captured ease of reachability
through advertising and high likelihood to win as a visitor using the available media.
The medium of primary interest was the Internet because it is seen as the future of

tourism advertising, as well as being efficient and less wasteful.

4.2.6 Image Match

“Desires match with what the destination provides” was another important
indicator of the dream tourist (indicated by 14%). Managers specified that an attractive

tourist should be interested in what the destination has to offer because it implies a
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crucial balance between supply and demand. In terms of advertising it indicates that the
right tourists should feel attracted to the destination by the brand image conveyed in the

destination advertising.

4.3 Wollongong: An Image-Match Example

When asked the gquestion, “In the future, what do you wish to be associated with
Wollongong in the minds of tourists?” the Wollongong tourism manager gave an
account of both short term and long term plans for the destination image. Answers to
this open-ended question were provided in short phrases of image attributes. He replied
that in the short term an association would be reinforced between the cities of
Wollongong and Sydney, because Wollongong is only an hour from Sydney. An image
of an unspoiled environment, with friendly locals, and tourist expectations having being
exceeded would be fostered. In the long term, he hoped that Wollongong would be

viewed as a hub for short-break holidays with a beachside theme.

The concept of escapism was also considered important as it would tie in to the
fact that Wollongong is so close to Sydney, yet it can be a totally unique destination. A
city escape leads to notions of a country environment. However, the tourism manager

wanted the destination to retain an element of sophistication:

escaping the ““hustle and bustle but still [having] the modern
facilities that people’s everyday life expectations are —
shopping, restaurants, cafés. We would like to be a sophisticated
city going forward with a country feel ... still that relaxed
country environment where people can sit and talk to each other

at night”.
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During the focus group, however, team members were doubtful that
Wollongong could be labelled or associated with the word “sophisticated” alone. Their
concern was that sophistication was something associated with larger, cosmopolitan
cities and that Wollongong still possessed a lot of country connotations. Instead,
“country charm” was agreed on as the image along with “good value for money” and

“friendly people”.

A beachside holiday theme played a dominant role in the future image according
to the general manager of Tourism Wollongong. It incorporated the image of

tranquillity, meditation, relaxation and the calming aspects of water therapy:

we can’t underestimate this beach theme is one of the main
reasons people come here... [there] seems to be a relaxing

mentality the closer you get to water.

Blue and green featured as significant colours to describe the city of
Wollongong. This was due to the green foliage of the mountains which form the
escarpment to the west of the city centre and the blue of the ocean which forms the
coastline on the east of the city centre. This visual was said to offer “something
different”, a unique aspect of a city on the water, with the green escarpment backdrop
likened to ““setting the scene for any stage event ... you have a backdrop and the rest of
the props in the front”. Phrases such as “long, sandy beaches”, “blue sky and green
trees”, “coast meets mountains”, “peaceful and quiet” and “unspoiled and natural”

denoted images of sea, sun and sand, the natural environment and cleanliness.

Similarly, variety in attractions played a large part of the future image of

Wollongong. An assortment of attractions was listed, spanning a wide range of activity
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types, from an animal park and water park aimed at the family market, to hiking and sky
diving, aimed towards the adventure market. The perception that “you can do more
things here” is “what it’s all about™, according to the tourism manager. Appeal of the
city’s attractions to a wide audience was also mentioned, with “waterside camping”,
“family fun”, and “activities for all ages” concentrated around the notion of family and
the activities offered in the region. One participant summed up the image of the

destination and some of the themes uncovered in the focus group:

The amazing views, the dramatic coastline meets escarpment,
the drive and the experiences along it. It is the Harley ride, the
tai-chi at the temple, walking along the beach, going from the
hotel to the restaurant, digging your feet in the sand, it is all of
that. There is the fact that you have no traffic and you have your

space, it’s quiet and relaxed. It’s clean.

“Innovation”, “fun, funky cafes” and “contemporary accommodation” captured
the recent hotel, university campus and harbour port developments in the area. “Cultural
diversity” was included as the region has been a centre of multicultural diversity from
its origin as the site of the largest Australian Steelworks plant that heavily employed

migrants, predominantly from European countries, post World War II.

The discussion ended with participants addressing the fact that the destination
still possessed negative features that are associated with the origins of the city. This
theme prompted other participants to note that Wollongong had been plagued by a
depressed economy since the de-industrialisation of the steelworks, and a high youth
unemployment rate. “We are a city which has a stigma of the “steel city’ and you can

see all the smokestacks™, exclaimed one focus group participant. “Rundown”,
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“polluted” and “steelworks’ were negative concepts that captured the notion of the

industrial history and identity of the city.

The attributes of the destination image captured in the interview with the
destination manager and the focus group discussion with the executive team of Tourism
Wollongong were compiled into one list of phrases and words. The image items
include: great nightlife, peaceful and quiet, activities for all ages, contemporary
accommodation, laid back and relaxed, waterside camping, uncrowded, time out to live,
family fun, short-break destination, day-trip destination, good value for money,
steelworks, cultural diversity, long, sandy beaches, close to Sydney, blue sky and green
trees, rundown in parts, innovation focused, unspoiled, natural environment, fun, funky
cafes, friendly people, polluted, country charm, coast meets mountains, and action-

packed.

Participants of the focus group were shown the list of image items and all
members agreed that the items appropriately captured the future destination image.
Suggestions were made for different wording and the addition of items, for instance, the

inclusion of items “short-break destination” and “day-trip destination”.

4.4 The Use of Traditional Segmentation Attractiveness Criteria

Managers were asked two questions relating to the attractiveness criteria in
marketing literature: (1) had they ever used the six traditional criteria of responsiveness,
reachability, substantiality, actionability, identifiability and distinctiveness, proposed by
Frank, Massey and Wind (1972), Wedel and Kamakura (2000), and Kotler, Brown,
Adam and Armstrong (2001), and (2) did they perceive these criteria as relevant for

tourism practice.
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There was a tendency among all participants at first to dismiss the criteria. For
instance, one participant stated outright that she did not use any criteria to assess
different segments. However, after further discussion she realised that the criteria listed

by the researcher were quite appropriate:

Not really relevant to us, although in saying this, the criteria are
mainly common sense. When we plan marketing campaigns we
do ‘identify our target market’, determine if they are

‘reachable’, and so on.

This response was common in many of the interviews. When prompted to
describe how they chose their target audience, participants’ descriptions of the process
uncovered a close association to some of the theoretical criteria. Table 4.2 provides a
summary of these responses and indicates the percentage of participants who used each

criterion, and believed it was of managerial relevance, that is, “good”.

Table 4.2: Assessment of usefulness traditional criteria

Criteria Used Perceived ‘
as good
Responsiveness (unique response to marketing efforts) 92% 85%
Accessibility (reachability through promotional and distribution efforts) 77% 62%
Substantiality (suitable in size or large enough to ensure profitability) 77% 77%
Actionability (consistent with goals of organisation) 77% 69%
Identifiability (measurable) 69% 69%

The criterion “responsiveness” was used for evaluating market segments by 92%
of managers. Participants were certain they had used this criterion before and
emphasised the fact that this was the only way they knew if their marketing was

working. Response rates to specific advertisements were very popular as an indicator of
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market segment responsiveness. Eighty five percent agreed that “responsiveness” was

important and useful to use as a criterion to evaluate audience response.

“Accessibility” was used by 77% of participants, and was the most easily
understood criterion. Some participants did, however, confess that even this criterion
was often difficult for them to evaluate. One manager indicated that magazines and
caravan and camping shows were traditionally effective avenues of communication to
the senior citizen market. He added that a surprising fact he recently learnt was that 40%
of this market segment was computer-literate. However, actually communicating with
this segment and implementing a campaign to reach them via the Internet was
immensely problematic for him as he did not know how to translate this information
into effective communication channels that would reach these people. This indicated
that regional tourism organisation managers had problems operationalising even the
most unambiguous assessment criteria. Sixty two percent of participants agreed that
“accessibility” or “reachability” was important or “good”, and one participant stated,

simply, “If you can’t reach them you waste your money”’.

“Substantiality” (suitable in size and profitable) as a market segment criterion
was used by 77% of participants. Managers did not use this criterion because they had
difficulties understanding what it meant. They believed it was not important that a
tourist segment was large in size unless it was profitable. However, they found the size
and profitability of each market segment too difficult to assess in all probability because

of the far-reaching effects of expenditure.

Seventy seven percent of participants have used “actionability” as a criterion.

Among these, financial constraints were cited as the largest barrier to adopting certain
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market segments for marketing plans. One manager observed that ““decisions are made
in relation to how financially or how it can be achieved with resources, there are places
we want to go but can’t because of our resources”. In terms of importance (“good”),
69% believed that this was a criterion which should be used, a point illustrated by one
participant who said that it “depends on dollars available, as simple as that. All
marketing is dollar driven if you had an unlimited budget it would be wonderful”. In
another case, the manager of a World Heritage listed destination was interested in
tourists who respected the restrictions on activities that adhered to environmental
stipulations. The regional tourism organisation manager stated “we don’t get football
teams ... and we discourage cruise ships”. Another regional tourism organisation
manager stated that he was “mindful of the product that is available [in the region]. For
example, the [region] does not have many, if any, five star resorts in the true traditional
sense of the word and therefore [we] don’t do any marketing that would target the

demographic that would go to a five star resort™.

While 69% of participants used the criterion “Identifiability” to assess a market
segment, an element of doubt existed for users about how certain they were in actually
identifying the market segments. *“I think there are some that are identifiable ... More

often than not, it’s not easy to tell”, stated one manager.

4.5 Discussion

Managers acknowledged that a segmentation strategy forms the basis of their
decision making. The awareness that a segmentation strategy has certain advantages
over a mass marketing strategy was also acknowledged by managers, summed up by

one who stated that “to give yourself a point of difference ... you must isolate groups
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[and] know your market well ... to do it all, you’d drown”. Managers created a list of
unique items that describe the characteristics of an attractive tourist. These
characteristics assist tourism managers in determining the target segments for their
destinations. These characteristics were categorised into six themes: (1) spending
behaviour, (2) moral obligation to behave in an environmentally friendly manner, (3)
ambassador, (4) travel habits, (5) reachability via the Internet, and (6) image match. For
the last theme, “image match”, an interview and focus group with experts from the city
of Wollongong revealed the future image strategy of the destination to be its branding
as a natural, beachside destination, modern and close to Sydney but retaining its country
charm. Wollongong possessed many unique and appealing attributes, but the brand
lacks a central theme and possesses negative image attributes that are linked to its coal
and steel history. These image attributes were used in the image analysis in the

quantitative stage.

A theory/practice gap was uncovered during the investigation of the use of
traditional segmentation attractiveness criteria in regional tourism organisations (Dibb
& Simkin, 1994; Dolnicar & Lazarevski, 2009). Interpreting the results from the
interviews with regional tourism organisation managers, it can be concluded that the
managers demonstrated a lack of understanding about theoretical criteria to assess the
attractiveness of market segments and the way they could be used in practice. Many
managers perceived the criteria as difficult to implement. The most frequently used
criteria were reachability, substantiality and actionability. In all cases the simplest and
most practical approaches were used, for example, sizes of segments as reported in
industry snapshots, targets of media avenues, and whether the financial situation of the

firm allowed the segment to be targeted, rather than the characteristics of the segment.
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Managers acknowledged that they saw theoretical criteria as general guidelines only and
that they needed more tangible criteria that were easy to understand and easy to
measure. Operationalising the individual theoretical criterion into practical and usable

marketing strategies was a substantial problem for them.

The following chapter integrates the findings from the qualitative phase and
develops an index of Segment Attractiveness. This index is to be used by managers to

select one or more target segments.
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5. CONCEPTUALISATION AND OPERATIONALISATION OF SEGMENT
ATTRACTIVENESS

The qualitative research provided a set of tourist characteristics that managers of
regional tourism organisations found attractive. In this chapter, these attributes form the
basis of a Segment Attractiveness Index. Indicators of the Segment Attractiveness Index
operationalised or made the concept of Segment Attractiveness measurable. Indicators
were represented by specific questions in the questionnaire as part of the quantitative
phase of the study. The Segment Attractiveness Index was tested on a population of
1003 participants, as outlined in Chapter 3. The following section provides the details of
the conceptualisation of the attributes into a formative index, and the operationalisation

of indicators of Segment Attractiveness.

5.1 Conceptualisation of Segment Attractiveness

Six themes of attractive segment characteristics that emerged in the interviews
and focus groups were explained in Chapter 4: “spending behaviour”, “moral obligation
to behave in an environmentally friendly manner”, “ambassador”, “travel habits”,

“reachability via the Internet”, and “image match”. This chapter documents the

development of the themes into indicators of the Segment Attractiveness Index.

The construct of Segment Attractiveness is formed from six indicators. The six
themes identified in the qualitative phase directly transform into the six indicators that

make up the Segment Attractiveness Index. Each indicator is briefly described below:

¢ Interviews with managers revealed that “spending behaviour” was
not simply captured adequately by a raw dollar value but was best
captured by two sub-indicators: (1) a total dollar value of tourist

spend at a destination (expenditure per capita per day), and (2) the
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range of services that this money is spent on (breadth of
expenditure). The breadth of expenditure sub-indicators are three
different kinds of tourism related expenditures: activities, shopping
and eating out. More activities or experiences mean more
expenditure in the area and these three activities were the most
frequent expenditure-generating activities according to destination

managers.

“Moral obligation to behave in an environmentally friendly manner”
captures information about the environmental footprint of a tourist.
The presence of this indicator is a demonstration of the increasing
awareness of destinations that environmental protection is a pressing

issue given the long tem view of sustainability.

Positive word of mouth was another highly attractive attribute of a
dream tourist and responses like, “will tell their friends” and
“connect with destination” are captured in the indicator labelled
“ambassador”. “Ambassador” represents tourists’ power to become a
talking billboard and spread good word of mouth to advertise a

destination if they are satisfied with their vacation experience.

“Travel habits” consists of the general travel preferences or
behaviours that signified those of an ideal tourist; namely, repeat
visitation, the frequency of travel and the penchant for holidaying
outside of peak tourist season. Three sub-indicators captured

vacation behaviour: (1) repeat visitation, (2) frequency of taking
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vacations, and (3) the timing of taking vacations. Repeat visitation is
captured through tourists’ tendency to visit the same destination
again. Information about how often tourists generally undertake
vacations in a year captured travel frequency. The timing sub-
indicator is captured by determining whether participants tend to
take vacations in peak vacation times (weekly or yearly) or in off-

peak times.

“Reachability via the Internet” signifies the ease of communication,
and consists of two sub-indicators: (1) use of the Internet to search
and (2) use of Internet to book accommaodation. This information is
critical for the effectiveness and efficiency of advertising messages
that target the right audience, specifically through a communication
tool that is rapidly increasing in popularity among regional tourism

organisations.

“Image match” was selected as an indicator because the image the
destination portrays to the target market must be in line with what
the ideal tourist desires from the destination. “Image match”
captures information that enables judgement as to whether or not any
given tourist is actually seeking what the destination has to offer (an
image-perception match). In the scenario of the right image-
perception match, the destination attributes are in line or meet the
attributes that the tourist perceives are the key attributes of the

destination. These are the key attributes highlighted and developed
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by the destination’s image strategy. Alternatively, the danger in
attracting a tourist with a different perception of the area is that
disappointment can occur which may lead to negative word of

mouth messages if expectations are not met.

The formative measurement model is graphically depicted in Figure 5.1. The
model, based on the qualitative data and the literature, illustrates the relationship
between each of the indicators, the sub-indicators and the construct of Segment
Attractiveness. Each of the indicators must be made measurable to form the Segment

Attractiveness index. This process is explained in Section 5.2.

Segment
Attractiveness

[N

. . Reachability
Sp:nd_mg Env;;gnTental Ambassador Travel habits via the Image match
behaviour obligation Internet
Expenditlure Breadth of Repeat Travel Timi
per cabita | | o penditure visitation | | frequency ming
per day
. Use of Use of
Activities Shopping Eating Internet Internet
out to search to book

Figure 5.1: Formative model of Segment Attractiveness
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The description of how each indicator is operationalised, or made measurable
through the use of survey questions is listed in Tables 5.1 to 5.6 (see Results section

5.2).

5.2 Operationalisation of the Segment Attractiveness Index

The model illustrated in Figure 5.1 requires indicators to be made operational
(measurable) so that they can be used by tourism destination managers to assess tourist

segments more easily (Stage 5 in Table 1.1).

The indicator “Spending behaviour” is computed by combining two measures of
equal weight: (1) breadth of expenditure and (2) expenditure per capita per day, the
components of which are illustrated in Table 5.1. Expenditure per capita per day is
captured as a raw sum of the entire monetary expenditure by tourists for each day of
their visit. In the questionnaire, three questions elicited this information: (1) “How
many people were in your travel party?” (2) “For the entire vacation, please estimate
the total amount of dollars: you, as an individual, spent OR, your travel party spent” and
(3) “how many days did you spend on this vacation?”” A calculation is first conducted to
determine the expenditure per person. Therefore, if the figure of expenditure was stated
as that spent by the individual (“you, as an individual, spent”), the sum of expenditure
was divided by the number of days spent at the destination. The per person per day
figure was rescaled to a number between 0 — 1 and multiplied by 0.5 to give it a weight

equal to that of breadth of expenditure.

Breadth of expenditure is computed by combining the three items identified in
Chapter 4 (see Section 4.2): (1) activities (2) shopping and (3) eating out. Activities is

calculated as a rescaled 0 — 1 value from a raw value which is the summation of
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participation in a total of 45 activities. This item is then multiplied by 0.333 in order to
have equal weight with the other two components. Shopping is a single item with a
continuous raw figure, signifying the number of times the participant went shopping.
This information was elicited by including a question in the survey, “How often did you
go shopping for leisure?” The measure for this indicator led to another O — 1 rescaled
value and a weight adjustment of 0.333. The item eating out is based on a rescaled
expenditure figure formed from the calculation of a sum of the number of times the
participant has eaten out. The following question included in the survey captured this
information, “How many times did you eat out at a restaurant/café during your
vacation?” The times spent eating out were divided into four categories to help simplify
the process for participants and enable easier recall. The four categories included: (1),
breakfast (2) lunch, (3) dinner and (4) coffee/morning tea/afternoon tea. Therefore, if
the estimated average of a dinner out is 40 dollars and the participant has recorded only
had two dinners out during the last vacation, the expenditure on dinner would equal a
total of 80 dollars. It is this total figure that is rescaled to a number between 0 and 1, and
then also multiplied by 0.333 in order to create the third part of the breadth of
expenditure component. The breadth of expenditure figure is multiplied by 0.5 before

being added to the expenditure per capita per day figure.

While the aspect of dining expenditure was captured in both expenditure per
capita per day and breadth of expenditure as the eating out item, deleting the food or
dining expenditure from the expenditure per capita per day figure was considered too

difficult for participants to have to subtract from their daily expenditure calculations.
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Adding the breadth of expenditure and the expenditure per capita per day sub-

components results in the Spending behaviour component of the Index which ranges

between 0 and 1.

Table 5.1: Operationalisation of the Segment Attractiveness indicator “Spending

Segment Attractiveness indicators

behaviour”

Survey Questions

Index Metrics

Description and Sub-indicators
from model

Rescaled scores

Breadth of
expenditure
(0.5)

Activities
(0.333)

Below is a list of activities
which could be undertaken
while on vacation. Please
indicate whether you
participated in each activity
during your last Australian
vacation

O No

O Yes, once

[ Yes, more than once

O This activity was the main
purpose of the vacation

Full list of 45 statements from
the Australian International
Visitor Survey, provided in
Appendix C.

Rescaled variable
between 0 and 1

Shopping
(0.333)

How often did you go shopping
for leisure?

0-40

Rescaled variable
between 0 and 1

Eating out
(0.333)

How many times did you eat
out at a restaurant/café during
your vacation?

O For breakfast

O For lunch

O For dinner

O For coffee/morning
tea/afternoon tea

$ 0 - 5000

Rescaled variable
between 0 and 1

Expenditure per capita per day
(0.5)

How many people were in your
travel party?

For the entire vacation, please
estimate the total amount of
dollars:

You, as an individual, spent
OR,

Your travel party spent

How many days did you spend
on this vacation?

$0-2667

Rescaled variable
between 0 and 1
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The indicator “Moral obligation to behave in an environmentally friendly
manner” is calculated by asking how morally obliged participants feel to behave in an
environmentally friendly manner when on vacation. The question required participants
to indicate the extent of their moral obligation (Berenguer, Corraliza, & Martin, 2005).
Previous research (Berenguer, Corraliza, & Martin, 2005; Kaiser & Shimoda, 1999) has
indicated that moral obligation to behave in an environmentally friendly manner is
strongly associated with actual pro-environmental behaviour. This was also assessed for
the present data set: an analysis of variance (ANOVA) using the moral obligation to
behave question (“How morally obliged do you feel to behave in an environmentally
friendly manner when you are on a domestic vacation in Australia?”’) and the pro-
environmental behaviour question (“Now, for each of the behaviours listed below,
please indicate how frequently you carried out that behaviour during your last vacation
within Australia”) determined there is indeed a significant association and that therefore
the single question about moral obligation can legitimately be used instead of the set of
20 questions about pro-environmental behaviour, thus offering a more parsimonious

measure.

Moral obligation was not coded as 0, 1, and 2 because it is likely that the
question is affected by social desirability bias. Instead the average actual pro-
environmental behaviour for each level of stated moral obligation was used. Six answer
alternatives were originally available for a list of 20 pro-environmental behaviour

questions (“Always”, “Often”, “Sometimes”, “Rarely”, “Never”, and “N/A”). Average

scores of pro-environmental behaviour were computed for participants at all three levels
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of moral obligation. The raw average score for “Not at all obliged” was 5.15, for
“Slightly obliged” was 5.66, and for “Strongly obliged” was 9.07. To be suitable for
inclusion in the Segment Attractiveness Index equation, these raw scores had to be
rescaled between 0 — 1. This was done by subtracting 5.15 from 9.07 to get the first
value back to a zero. Then, dividing each value by 3.92 to rescale each number to a 0 —

1 value. Table 5.2 illustrates the components of this indicator.

Table 5.2: Operationalisation of the attractiveness indicator “Moral obligation to
behave in an environmentally friendly manner”

Segment Survey Questions Index Metrics
Attractiveness
indicators

Description Range Rescaled scores
Moral How morally obliged do you feel to behave in an 0-1 Rescaled
obligation to environmentally friendly manner when you are on a variable between
behave in an domestic vacation in Australia? Oand 1

environmentally
friendly manner | [ Not at all obliged
(Environmental | OO Slightly obliged

obligation) [ Strongly obliged.

Not at all obliged = 0, Slightly obliged = 0.13, and
Strongly obliged = 1

“Ambassador” is a single item indicator formed from the question exploring
participants’ communication with others upon their return from vacation. Five answer
options were offered. This indicated their level of advocacy and their ability to be
advocates for a destination. The raw figure (out of five) is rescaled to give a value

between 0 and 1.
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Table 5.3: Operationalisation of the attractiveness indicator “Ambassador”

Segment Survey Questions Index Metrics
Attractiveness
indicators
Description Range Rescaled scores
Will tell their After your last holiday, did you share or communicate 0-5 Rescaled variable
friends, send | your experiences with any of the following people? between 0 and 1

pictures of trip | (tick as many as applicable)

O Partner

O Friends

O Family

[J Colleagues at work
[ Other

The indicator “Travel habits” consists of three sub-indicators: (1) timing, (2)
travel frequency, and (3) repeat visitation. Each sub-indicator is summarised in Table
5.4. The three questions investigated tourists’ travel habits by gaining an understanding
of how often they take vacations, their tendency to return to destinations and the times

of the year in which they tend to travel.

Sub-indicator 1, timing consists of three measurable items: a tendency to
vacation outside of school or public holidays, a tendency to take vacations during the
week and whether the last vacation was taken outside of school holidays. Indicating a
“Yes” to any of the questions added to a score out of 1 for the timing sub-indicator
because each item was given a score of 0 or 0.333, adding to a final score of 1 for the
sub-indicator. Sub-indicator 2, travel frequency, was made up of one item: the average
number of domestic vacations taken per year. Data was collected as a continuous
number and is rescaled to a O to 1 score. Sub-indicator 3, repeat visitation, also consists
of one measurable item: whether participants return to the same destination for another
vacation. The repeat visitation data was captured in binary format (0 or 1) and did not

require rescaling. Adding the three components of “Travel habits” (timing, travel
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frequency and repeat visitation) leads to a raw score between 0 — 3 (an addition of the
three component scores) which then needs to be rescaled once again to be between 0

and 1.
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Table 5.4: Operationalisation of the attractiveness indicator “Travel habits”

Segment Survey Questions Index Metrics
Attractiveness
indicators
Description and Range Rescaled scores
Sub-indicators from
model
Timing Generally, do you take your vacations 0/1 Addition of 3 component
(0.333) during school holidays/public holidays? scores to create one
[J Most of my vacations are during rescaled variable between 0
school/public holidays and 1 (0.333 each).

[0 Most of my vacations are outside of
school/public holidays.

Are most of your vacations taken during 0/1
the week or on weekends?

[0 Most of my vacations are during the
week

[0 Most of my vacations are on the
weekend.

Was this vacation taken in a school or 0/1
public holiday period?
O Yes

O No

] Don't remember
Travel Frequency On average, how many domestic 0-50 | Rescaled variable between
(0.333) vacations, within Australia but away from Oand 1

home, (including weekend getaways) do
you undertake in a year?

Repeat visitation When you are happy with a vacation 0/1 Oorl
(0.333) destination, do you tend to return to the
same place for another vacation?

O Yes, | tend to return to the same
place for another vacation

0 No, | tend to go to a different place for
another vacation.

The indicator “Reachability via the Internet” is measured using sub-indicators:
(1) use of the Internet to search and (2) use of the Internet to book accommodation. Use
of the Internet to search relates to the acquisition of travel information via the Internet.
The only information source of interest for this indicator was the use of the Internet.
Participants indicated to use the internet (*'Yes”) or not (“No”). Use of the Internet to
book related to the use of the Internet to book accommodation for the last vacation
taken. This variable was also measured on a binary scale. The addition of the two sub-
indicators was rescaled to lie between 0 and 1 as each was multiplied by 0.5 (each sub-

indicator of “Reachability via the Internet” was worth half).
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Table 5.5: Operationalisation of the attractiveness indicator “Reachability via the

Internet”
Segment Attractiveness Survey Questions Index Metrics
indicators
Description and Sub- Range
indicators from model
Use of Internet to search “Below is a list of possible information sources that 0/1
(0.5) can be used to help with vacation planning. In

general, which information sources do you use to
help you with your vacation destination choice?”
O Yes

O No

Use of Internet to book “Please indicate whether you used any of the 0/1
(0.5) following sources to book your accommodation for
your last Australian holiday.”

O Yes

O No

The Segment Attractiveness Index indicator “Image match” compares the
perceived destination image attributes with the destinations self-assessed image
attribute. Both image measurements are binary. Match is calculated by considering
when the participant states that the destination has an attribute (for instance, great
nightlife) and the destination indeed does have that feature, therefore, the two matching
attributes are counted as one total match. The maximum image match is 26 because 26
image attributes were included (the figure of 26 is a summation of the one-to-one

matches). The final score is then rescaled to a number between 0 and 1.

For the image perceptions of the ideal vacation destination, participants were
asked to indicate if it is a turnoff for them, perfect for them, or something they don’t
care about. The same 26 image attributes were used in this question to allow a match

between the ideal and real tourism destination.
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Table 5.6: Operationalisation of the attractiveness indicator “Image match

Segment Survey Questions Index Metrics
Attractiveness
indicators
Description Range Rescaled
scores
Match “Listed below are some characteristics that describe 0-26 Rescaled
between vacation destinations. Please indicate those which you variable
study think apply to the city of Wollongong. Even if you have not between O
destination visited Wollongong, still indicate which attributes you think and 1
image and would describe it.”
ideal
destination “Listed below are attributes of Australian vacation
image destinations. For each attribute please indicate if it is a
turnoff for you, perfect for you, or something you don’t
care about, when considering your ideal Australian
vacation destination.”
List of 26 destination-specific image items developed by
consulting destination planners provided in Appendix C.

Finally, the Segment Attractiveness Index is computed by adding up all
indicator scores. Consequently, the Segment Attractiveness Index is a number between
0 and 6. The survey questions that form the indicators of the proposed construct,
Segment Attractiveness Index, can be included in any survey with an aim to improve

the identification of managerially useful target segments in the context of tourism.

5.3 Summary

This chapter documented the conceptualisation and the operationalisation of the
Segment Attractiveness Index. The Segment Attractiveness Index consisted of newly
generated indicators developed from interviews with managers (Stage 2, See Table 1.1).
Six indicators that form the Segment Attractiveness Index include spending behaviour,
moral obligation to behave in an environmentally friendly manner, travel habits,
ambassador, reachability via the Internet and image match. These indicators were made
measurable and used in a survey to identify tourist groups that are most attractive to
regional destination managers. The Segment Attractiveness Index contained only those

indicators that were most important to regional destination managers. As such, a
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practical, meaningful and user-friendly approach to segmentation was able to be
achieved. In Chapter 6, the practical usefulness of the Segment Attractiveness Index
will be demonstrated. An empirical validation of the Segment Attractiveness Index will
be conducted following the practical procedure that organisations would use when they

conduct a segmentation study.
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6. EVALUATING SEGMENT ATTRACTIVENESS: A PRACTICAL GUIDE

This chapter illustrates how a tourism destination can use the Segment
Attractiveness Index. A step-by-step guide is presented (Figure 6.1). Each step is
described in detail using practical examples. Such examples of the Segment
Attractiveness Index are illustrated using four scenarios. In the first scenario, all the
indicators of the Segment Attractiveness Index are weighted equally. In the second and
third scenarios, one indicator is given 100% weighting. In the last scenario, weights are
allocated according to a destination manager’s preferences. Finally, the Segment

Attractiveness Index is externally validated with destination managers.

6.1 Identifying Attractive Market Segments: A Five-step Guide

The Segment Attractiveness Index enables the assessment of a market segment’s
managerial attractiveness. The steps for using the Segment Attractiveness Index are
illustrated in Figure 6.1. Step 5 relates to the development of a marketing strategy for a
target market, however, it is beyond the scope of this thesis and is not discussed in

detail.
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1. CONDUCT SURVEY OF TOURISTS: Market segmentation theory and fieldwork
Consult literature and design a survey. Include items that constitute the Segment
Attractiveness Index. These items are described in Tables 5.1 to 5.6. Additional survey items
can be added to segment the market and to profile and describe the segments.

2. CONSTRUCT MARKET SEGMENTS: Data analysis
Select segmentation base. Construct segments using clustering algorithms or parametric
methods. Describe the nature of the segments obtained. For example, compare the means of
each variable for each segment with the sample average. Segments can be named using
these distinguishing characteristics.

A priori segmentation bases A posteriori segmentation bases

3. ASSESS SEGMENT ATTRACTIVENESS
Assign weight to each indicator of the Segment Attractiveness Index (spending behaviour,
moral obligation to behave in an environmentally friendly manner, ambassador, travel
habits, reachability via the Internet and image match) to reflect the destination’s priorities.
Compute the Segment Attractiveness Index for each segment, using assigned weights.
Identify the most attractive segment(s) by evaluating the Segment Attractiveness Index
score. The most attractive segment has the highest score (See Section 6.3.1).

Segment
Attractiveness Index

4. PROFILE ATTRACTIVE SEGMENTS
Profile the most attractive segment(s) using additional information such as media behaviour,
general travel behaviour, and demographics. Descriptive statistics, such as cross-tabulations,
can highlight the distinctive characteristics of each segment.

5. DEVELOP MARKETING MIX STRATEGY
Use the segment profile information to design a marketing campaign. The marketing
campaign should be targeted to the most attractive segment(s). Consider both the
organisation’s resources and the destination’s image.

Figure 6.1: A Five-step Guide to Evaluate Segment Attractiveness
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6.2 Step 1: Conduct a Survey
Step 1 of the Five-step Guide (See Figure 6.1) requires the collection of a data
set. For this study, a survey was designed and data was collected (Refer to Section 3.2).

The sample profile is illustrated in Table 3.2.

6.3 Step 2: Construct Segments

Using the survey data, the usefulness of the proposed index was empirically
assessed. The data was segmented using five a posteriori segmentation bases: (1)
benefits (advantages of taking a vacation), (2) activities (activities undertaken while on
their last vacation), (3) information sources (sources used in trip planning), (4) image
perfect (image attributes of the perfect vacation destination), and (5) image turnoff

(unattractive destination attributes).

Three a priori segmentation bases were used to segment the data: (1)
environmental friendliness while on vacation, (2) family life cycle (children or not), and

(3) income (annual household income).

Prior to clustering, a selection of variables was required because some of the
segmentation bases contained more variables than could be clustered considering the
available sample size. This was done by assessing the maximum number of variables
that could be used with the sample of 1003 participants. While no accepted equation
exists to find the exact sample size required for cluster analysis, the following formula
by Formann (1984) is recommended (Dolnicar, 2002b). According to the formula for
binary data proposed by Formann (1984) the sample size should be at least 2%, where k
represents the number of variables. Given that the sample size is 1003, the maximum

number of variables that can be used for each segmentation base is 9, because 2° = 512.
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Exploratory factor analysis using the principal components extraction routine
with varimax rotation was conducted with all the variables of a posteriori segmentation
bases. Nine variables were selected from the emerging dimensions. This was
independent of the number of dimensions that resulted from the factor analysis, so in
some cases one single variable represented a factor, in other cases more than one was
used. Raw data from those nine variables were then used to segment the data (an
approach used by Dolnicar et al., 2008). The nine variables used in each of the five a

posteriori segmentation studies are reported in Table 6.1.
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Table 6.1: List of Variables for Cluster Analysis

A priori Segmentation Bases

Environmental friendliness

Pro-environmental behaviour (Q29 of survey)

Family life cycle

“Do you have any children?” (Q45 of survey)

Income

“What is your combined household income before
tax?” (Q41 of survey)

A posteriori Segmentation Bases

(Q28 of survey)

Information Sources

(Based on Q7 of survey)

Benefits

(Q27 of survey)

Image Perfect

(Q36 of survey)

Image Turnoff

(Q36 of survey)

Segmentation Variables

Horse riding

Brochures from tour operator

'To experience
something new

Peaceful and quiet

Good value for money

Snowboarding/Skiing

Brochures from hotels

'To experience new
cultures/places

Blue sky and green trees

Coast meets mountains

Visiting museums or art galleries

Destination information
brochures

'To do something
different

Laid back and relaxed

Blue sky and green trees

Eat out at reasonably priced places

Information from tourist info
centre

To satisfy my
curiosity

Unspoiled natural environment

Great nightlife

Camping TV programs To be outdoors/in  [Great nightlife IActivities for all ages
nature

Swimming Radio programs To relax IAction-packed Country charm

Visiting casinos Information from To release Rundown in parts Rundown in parts

friends/relatives

tensions/stress

Visiting attractions for kids

Information from work

'To be with others

Family fun

Uncrowded

colleagues who enjoy the same
thing
Watching movies Slide nights For my own self- Short-break destination Close to Sydney

esteem/self-

development
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A posteriori segmentation analyses were conducted using topology representing
networks (TRNs) (Martinetz, Berkovich, & Schulten, 1993; Martinetz & Schulten,
1994) in the TRN32 software package (Mazanec, 1997). Three to nine clusters were

computed for all segmentation bases.

Reproducibility is explored using the repetition function in the TRN package.
The selection of the final number of clusters was informed by the stability of
segmentation solutions. This is a process known as “reproducible clustering” where
“data structure can be used to derive stable, reproducible market segments” (Dolnicar &
Leisch, 2009, p. 2). This ensures data solutions are not random. Stability values (or
percentage of uncertainty reduction, %UR) are reported in Table 6.2 (Dolnicar, Grabler,
& Mazanec, 1999) for each of the five segmentation bases. Each row of the table
represents 50 computations (replications), with 100 random trials for initialisation. The
algorithm processed each participant 100 times in order to learn the data representation
(100 training epochs). The cluster number with the highest improvement in uncertainty
reduction was selected, except in the information source segmentation solution
(represented by the shading in Table 6.2). In this instance, the six cluster solution was
chosen because an eight cluster solution segmented the market too finely. In the
activities segmentation base, a six cluster solution was selected as it too had a high

%UR and did not segment the market as coarsely as the five cluster solution.
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Table 6.2: Percent Uncertainty Reduction for A posteriori Segmentation Bases

Cluster Solution Number of clusters  %UR Improvement in %UR
Information Sources 3 81.56 -
4 77.85 -3.71
5 81.12 3.27
6 84.68 3.56
7 86.04 1.36
8 92.45 6.41
9 93.8 1.35
Image Perfect 3 96.56 -
4 93.62 -2.94
5 98.71 5.09
6 94.71 -4
7 91.42 -3.29
8 94.9 3.48
9 97.65 2.75
Image Turnoff 3 99.29 -
4 93.31 -5.98
5 98.25 4.94
6 95.92 -2.33
7 96.55 0.63
8 96.24 -0.31
9 97.52 1.28
Activities 3 69.94 -
4 77.15 7.21
5 87.25 10.1
6 91.31 4.06
7 88.91 -2.4
8 92.31 34
9 92.25 -0.06
Benefits 3 72.06 -
4 87.84 15.78
5 81.47 -6.37
6 79.66 -1.81
7 80.32 0.66
8 83.69 3.37
9 85.45 1.76

A final run of the TRN algorithm was conducted with the selected segment
numbers. Final segments were generated through 1000 training epochs and 10,000
initialisations but only one replication. Cluster labels were allocated to each participant

based on which segment they belonged to.

A six cluster solution was selected as the final segmentation solution for both the
activities and information sources, a five cluster solution was selected for both the
image perfect and image turnoff segmentation solutions, and a four cluster solution for
the benefits segmentation solution. The five a posteriori segmentation solutions resulted

in a total of 26 individual segments. The detailed descriptions of these segments is
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provided in Appendix D. Nine segments displayed characteristics of an extreme
response style (ERS) tendency and were eliminated from further discussion. Response
styles represent a bias and distort results and threaten a study’s validity (Dolnicar &
Grun, 2007a). Prior to elimination, practitioners may wish to conduct further analysis to
investigate the segments’ answer patterns in response to other questions to determine
whether this group displays a true response style bias, or whether their results simply

represent the actual responses of the group to the specific item content.

The three a priori segmentation solutions resulted in 11 segments. The
environmental friendliness a priori segmentation base was calculated by adding
environmentally friendly behaviours from Question 29 of the survey (See Appendix C)
for each participant. Participants were split into four groups based on their score.
Participants in the bottom 25" percentile and the top 25" percentile were used to
represent an environmentally unfriendly segment (Segment 1) and an environmentally
friendly segment (Segment 2), respectively. The family lifecycle segmentation base
divided participants into two groups based on whether they had children (Segment 2) or
not (Segment 1). The income segmentation base grouped participants into seven

categories based on their household income level.

6.4 Steps 3 and 4: Assess Segment Attractiveness and Profile Segments

In step 3, all 37 segments (11 a priori and 26 a posteriori) are assessed by the
Segment Attractiveness Index for a range of possible scenarios. While it is often the
case that multiple segments are chosen by tourism destinations, these scenarios
highlight those segments most aligned with the priorities set based on unique

destination marketing strategies (represented by individual indicators).
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6.4.1 Scenario 1: Equal weights for all indicators

This scenario illustrates the use of the Segment Attractiveness Index with all six

indicators weighted equally:

Segment Attractiveness Index score = spending behaviour + moral obligation to
behave in an environmentally friendly manner + ambassador + travel habits +

reachability via the Internet + image match.

Analysis of Variance (ANOVA) was performed on all segments using the
Segment Attractiveness Index as the dependent variable and the segment number as the

independent variable. Results are provided in Table 6.3.
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Table 6.3: ANOVA of Segment Attractiveness Index

Segmentation Base

Segment

Segment
Attractiveness
Index Score

ANOVA Test Results

Information Sources

(Range =0 to 6)

2.73

2.89

3.14

2.99

2.84

3.11

F (5, 1002) = 8.499, p < 0.01

Benefits

291

2.68

3.12

3.08

F (3, 1002) = 17.308, p < 0.01

Activities

3.07

3.05

2.81

291

2.66

3.12

F (5, 1002) = 10.193, p < 0.01

Image Turnoff

2.95

2.76

291

2.44

3.00

F (4, 1002) = 5.743, p < 0.01

Image Perfect

2.22

2.94

3.14

3.07

3.03

F (4, 1002) = 36.587, p < 0.01

Environmental friendliness

2.67

3.07

F (1, 514) = 42.515, p < 0.01

Family lifecycle

2.83

3.02

F (1,1002) = 15.548, p < 0.01

Income

2.84

2.84

2.98

2.92

3.11

3.07

N[OOI WINENEFEINPEPORWNRFRPORMWODNEFRPOOORWNRERIRAWNREREOOGKAWNE

2.90

F (6, 1002) = 3.165, p < 0.01
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As can be seen, segment attractiveness differs significantly across all
segmentation bases. Segments were ranked from most attractive to least attractive based
on their Segment Attractiveness Index score (depicted in Table 6.4). Arranging the
segments in this manner allowed for a closer comparison. For instance, a posteriori
segments are in the top two positions, but the a priori Income segment 5 ranked third.
Scores were categorised as high, medium and low. The split between each category was
calculated using the range between the highest and lowest score and dividing the
number by 3 (because there were 3 categories). This method of ranking and categorising
segments is similar for each subsequent scenario. (The shading in Table 6.4 relates to

the external validation of the Segment Attractiveness Index in Section 6.5.)
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Table 6.4: Sorted Segment Attractiveness Index score (averages)

Segmentation Segment Segment Name Segment Category
Base Number Attractiveness
Index Score

Activities 6 Attraction seekers 3.12

Information sources 6 Traditionalists 3.11

Income 5 $80,001-$100,000 3.11

Benefits 4 Novelty seekers 308

Income 6 $100,001-$150,000 3.07

Environmental friendliness |2 Environmentally friendly 3.07

Image perfect 4 /Action oriented 3.07

Activities 1 Family fun-time 3.07

Activities 2 Seaside break 305

Image perfect 5 Family friendly 303

Family lifecycle 2 Family with children 3.02

Information sources 4 TV and ads 2.99 z

Income 3 $40,001-$60,000 298 =

Image turnoff 1 Peace seekers 205

Image perfect 2 Country retreat 2.94

Income 4 $60,001-$80,000 292

Activities 4 \Value diners 291

Benefits 1 Escapees 2091

Image turnoff 3 City escape 291

Income 7 Over $150,000 290

Information sources 2 TV buffs 2.89

Income 1 Under $20,000 284

Information sources 5 Travel agent users 2.84 s

Income 2 $20,000-$40,000 284 :5’
o : w

Family lifecycle 1 No children 283 <

Image turnoff 2 Hustle and bustle 276

Environmental friendliness |1 Environmentally unfriendly |2 g7 =

Activities 5 Off-roaders 2.66 9

Based on these findings, a destination manager who perceives all indicators of
the Segment Attractiveness Index as equally important would choose “Attraction
seekers” for targeting. Moving to the next step, Step 4 (See Figure 6.1), Segments must
be profiled. Relevant background variables such as demographics, socio-economic, and
behavioural information are studied to characterise each segment (Dolnicar, 2004b) and

enable efficient targeting using marketing mix tools.
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For instance, “Attraction seekers” are relatively old (47% are older than 55
years), 72% have children, 26% are retired and 36% are still in paid, full-time
employment, 39% have tertiary qualifications, and 33% have a combined household
income less than AUD$40,000. Members from this segment prefer to source their
vacation information for planning from destination information brochures (72%), travel
agents (62%), travel books (73%) and 93% of this segment also source their information
from the Internet. This segment accounts for the most Internet use for accommodation
bookings across all four segments (56%). In terms of media, this segment has the
highest newspaper readership and television viewing. A relatively large proportion of
“Attraction seekers” consider their ideal holiday to be peaceful and quiet (91%), laid
back and relaxed (89%), offering time out to live (76%), country charm (85%), blue
skies and green trees (95%), that’s good value for money (97%), with cultural diversity
(57%) and friendly people (95%). This segment is interested in a vacation that offers
escape from everyday life and routine (86%), a chance to do something with their
partner (82%), fun (90%), satisfies their curiosity (44%), and has a historical element

(41%).

The Segment Attractiveness Index was able to distinguish between the
characteristics of different segments. The most attractive segment, “Attraction seekers”,
is a valuable segment based on their description. A large proportion of retirees, many of
them with children who in all likelihood have families of their own, could indicate a
higher proportion of time to travel. This segment is willing to participate in activities
considered typical tourist attractions that would generate expenditure. Furthermore,
their availability online is attractive for communicating with this segment, and attracting

them to a destination.
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In reality, instead of considering all indicators equally, destination managers
would be more likely to prioritise between indicators based on the marketing strategy of
their unique destinations. An illustration of a more realistic example is developed in
Section 6.4.4 where importance and weights are attributed to each indicator according to

the specific preferences of the destination manager.

6.4.2 Scenario 2: 100% weight on the moral obligation to behave in an

environmentally friendly manner indicator

Using the same segmentation bases, the Segment Attractiveness Index was
customised to include only the moral obligation to behave in an environmentally
friendly manner indicator by assigning it a weight of 100%. The Segment Attractiveness
Index for this scenario, with maximum weights allocated to moral obligation to behave
in an environmentally friendly manner, is illustrated mathematically using the following

equation.

Segment Attractiveness Index score = 0*spending behaviour + 1*moral
obligation to behave in an environmentally friendly manner + O*ambassador + O*travel

habits + 0*reachability via the internet + 0*image match.

This scenario reflects a situation where destination management is interested in
determining the most attractive market segment based on their stated moral obligation
to behave in an environmentally friendly manner. An ANOVA was conducted with each
segmentation base and the Segment Attractiveness Index. Only those segmentation
bases with significant differences (p-value less than 0.05) in the mean values are

included in Table 6.5.
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Table 6.5: Sorted Segment Attractiveness Index score (100% weight on moral
obligation to behave in an environmentally friendly manner)

Segment Name Segment Category
Segment Attractiveness

Segmentation Base Number Index Score
Environmentally

Environmental friendliness 2 friendly 4.97

Image Perfect 2 Country retreat 4.72

Activities 6 Attraction seekers 4.64

Image Turnoff 1 Peace seekers 453

Family lifecycle 2 Family with children 4.35

Image Perfect 5 Family friendly 4.27

Activities 2 Seaside break 4.23 z

Activities 4 Value diners 4.17 I

Image Perfect 4 Action oriented 4.15

Image Turnoff 3 City escape 4.02

Activities 1 Family fun-time 4.01 =

Activities 5 Off-roaders 3.98 =)

i L

Family lifecycle 1 No Children 3.66 s
Hustle and bustle

Image Turnoff 2 3.30
Environmentally =

Environmental friendliness 1 unfriendly 2.54 9

Not surprisingly, results indicate that the most attractive segment is Segment 2
(“Environmentally friendly’), based on the environmental friendliness segmentation
base. Using the Segment Attractiveness Index with all the indicators weighed equally,
this segment ranked sixth (See Table 6.4). The “Environmentally friendly” segment is
distinguished by the following characteristics: 75% of this segment is over the age of 45
years, 28% have a University degree, and 89% watch the television four or more times a
week. The benefits which particularly motivated this segment were: to experience
tranquillity and solitude (46%), to learn about nature and wildlife (28%), and to engage
in physical activities and keep fit (32%). On their last vacation, 20% of this segment

enjoyed camping, 28% visited markets, and 75% ate out at reasonably priced places.
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This result illustrated the usefulness of the indicators in discriminating between
segments and identifying the most attractive target markets for specific marketing
strategies. Based on these findings, a manager interested in attracting environmentally
friendly tourists would chose to target the “Environmentally friendly” segment. In doing
so, the marketing mix would be focused on appealing to the environmentally conscious
audience, who are older in age and well educated. This is not a surprising finding, given
that environmental factors were considered a priority. However, this finding is useful

for the purpose of empirical validation of the Segment Attractiveness Index.

6.4.3 Scenario 3: 100% weight on the travel habits indicator

Scenario 3 depicts a situation in which a tourism destination is interested in
focusing on the travel habits indicator alone. The Segment Attractiveness Index was
customised to suit a region that has a marketing strategy entirely focused on identifying
tourists who travel frequently, tend to become repeat visitors at destinations they are

happy with, and take vacations outside of peak holiday periods.

The indicator travel habits was allocated total importance and given a weight of

100%:

Segment Attractiveness Index score = 0*spending behaviour + 0*moral
obligation to behave in an environmentally friendly manner + O*ambassador + 1*travel

habits + 0*reachability via the internet + 0*image match.

Results are provided in Table 6.6. Statistical significance of the observed

difference within segmentation bases was confirmed using an ANOVA. Only the
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activity and the income segmentation bases discriminated significantly within their

segmentation solutions (p-values for less than 0.05).

Table 6.6: Sorted Segment Attractiveness Index score (100% weight on travel

habits)

Segmentation Segment Segment Name Segment Attractiveness Index =~ Category

Base Number Score
Income 2 $20,000-$40,000 2.81
Activities 4 Value diners 2.80 5
Income 1 Under $20,000 2.77 I
Income 4 $60,001-$80,000 2.69
Activities 5 Off-roaders 2.67
Activities 2 Seaside break 2.66 %
Income 5 $80,001-$100,000 2.65 )
Activities 6 Culture seekers 2.61 "'2"
Income 3 $40,001-$60,000 2.57
Income 7 Over $150,000 2.47 =
Activities 1 Family fun-time 2.46 o)
Income 6 $100,001-$150,000 2.42 -

A tourism destination that is particularly interested in tourists’ specific travel

behaviour should target Income Segment 2, “$20,000-$40,000”. If an a posteriori

segmentation base is chosen, Activities Segment 4, “Value diners” would be selected

for targeting. The next step is to profile the segments (Step 4 in Figure 6.1).

Segment 2 (“20,000-40,000”) represents the segment with the highest Segment

Attractiveness Index score for a destination focused on travel habits. This segment is

characterised by: their older age, 30% are aged 55 or over; their family connections,

73% of this segment have children; and their retired status, 34% of this segment are

retired. This segment has a high level of internet use to plan its vacations (86% use the

Internet). 52% completed their education up to high school (Year 12). Media behaviour

indicates that 60% of this segment listen to the radio and 91% watch television more

than four or more times a week. This segment is particularly interested in visiting

friends and relatives (62% of participants). For their ideal vacation destination, 83%
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desire peace and quiet, and 61% a destination suited to family fun, 84% want an
unspoiled, natural environment, and 78% are looking for a destination with country
charm. Despite being a low income segment, many characteristics make this segment
attractive. For instance, the retired status of the majority of members indicates a
substantial proportion of time to travel. Additionally, this segment may not be as
affected by the timing of their vacations. In comparison to other segments, Income
Segment 2 may be more flexible to travel out of peak holiday periods and may not be as
influenced by school or public holidays. In this scenario, the timing characteristic is
very appealing to tourism destination managers who prefer to spread visitation out

between peak and off-peak seasons.

Alternatively, when using an a posteriori segmentation base, Segment 4 (“Value
diners”) has the highest Segment Attractiveness Index score for a destination focused on
travel habits. This segment is mainly interested in eating out at reasonably priced places,
visiting casinos and pubs, clubs and discos (See Figure D.3, Appendix D). This segment
is also interested in visiting friends and relatives. Over a third of this segment (33%) is
under the age of 34 years, and 61% have children. 40% of this segment is in full-time
employment, and 25% have a combined household income above AUD$100, 000.
Information about potential vacation destinations is sourced from brochures (70%), the
Internet (93%), and work colleagues (53%). 89% of this segment watch television four
or more times a week and 19% do not listen to the radio at all (the highest proportion
out of all the segments). Image attributes associated with their ideal holiday include
great nightlife (30%), contemporary accommodation (67%), fun, funky cafes (59%),
and good value for money (94%). This segment differs in comparison to Segment 2

above. Their distinguishing features mean that destination marketers can appeal to the
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social and entertainment aspects of a vacation. This is a young segment with a higher
household income and many have children which could indicate young families. A
tourism destination interested in attracting this segment could offer a package targeted
towards escaping and being entertained. Enticing this segment to take a vacation out of
peak holiday period may be difficult as many are employed on a full time basis. In this
case, destination offers could focus on short-breaks taken on weekends during off-peak

times in the year.

6.4.4 Scenario 4: ldentifying attractive tourists for a specific destination

Scenario 4 depicts a realistic situation in which a destination manager
manipulates the importance of the indicators to match priorities for the destination’s
marketing strategy. In this scenario, Wollongong is used as a case study. The general
manager of Tourism Wollongong was asked to assign indicator weights that correspond
to the destination’s marketing strategy. Table 6.7 depicts the weights allocated to each

indicator by the Tourism Wollongong general manager.

Table 6.7: Wollongong-specific Indicator Weights

Reachability via the Internet 40
Ambassador 25
Image 12
Travel habits 11
Spending behaviour 10
Moral obligation to behave in an environmentally friendly manner 2
Total 100%

The Segment Attractiveness Index for this scenario, with weights specified by

the tourism manager, is:
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Segment Attractiveness Index score = 0.1*spending behaviour + 0.02*moral
obligation to behave in an environmentally friendly manner + 0.25*ambassador +

0.11*travel habits + 0.4*reachability via the Internet + 0.12*image match.

Results are provided in Table 6.8. Statistical significance of the observed
difference within segmentation bases was confirmed using an ANOVA. Only those
segmentation bases that discriminated significantly were included (p-values for less

than 0.05).

Table 6.8: Sorted Segment Attractiveness Index score (Wollongong scenario)

Segmentation Segment Segment Name Segment Attractiveness Index Category

Base Number Score
Income $80,001-$100,000
Income $100,001-

6 $150,000 4.52

Benefits 4 Novelty seekers 4.50 T
Activities 6 Culture seekers 4.48 O
Activities 1 Family fun-time 4.33 T
Income 7 Over $150,000 4.29
Information
sources 6 Traditionalists 4.28
Image perfect 4 Action oriented 4.21
Image perfect 5 Family friendly 4.20
Income 3 $40,001-$60,000 4.18
Information
sources 4 TV and ads 4.10
Activities 2 Seaside break 4.09 s
Income 4 $60,001-$80,000 4.02 2
Activities 4 Value diners 4.01 8
Information Travel agent =
sources 5 users 3.94
Image perfect 2 Country retreat 3.93
Benefits 1 Escapees 3.88
Information
sources 2 TV buffs 3.86
Income 1 Under $20,000 3.62 =
Income 2 $20,000-$40,000 3.47 9
Activities 5 Off-roaders 3.45

Income Segment 5 (“$80,001-$100,000"), was the most attractive segment for
the Wollongong scenario, as indicated in Table 6.8. Tourism Wollongong would be

encouraged to target this segment and focus their marketing strategy and efforts in
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attracting this segment to their destination. This segment is characterised by a majority
of segment members (28%) between the age of 35 and 44 years, over half (53%) are in
full-time paid employment, 25% of this segment have been trained at a technical college
(TAFE), and 20% have postgraduate qualifications. 73% have children. This segment
displays a particularly high level of Internet use for booking accommaodation for their
last vacation accommodation using the Internet (59% of participants) and 95% use the
Internet to plan their vacations. 66% listen to the radio four or more times a week.
Activities this segment participated in on their last vacation include swimming (44% of
participants), playing golf (14%) and visiting attractions for the kids (29%). Vacation
benefits this segment is motivated by include experiencing something new (59%) and
releasing stress and tension (76%). For their ideal vacation destination, 93% prefer an
unspoiled natural environment, 71% are interested in family fun, 64% seek

contemporary accommodation, and 76% are interested in activities for all ages.

This segment of people displays characteristics very attractive to Wollongong
tourism planners, including the family component, their high Internet use and an interest
in a variety of family friendly attractions. However, the differences in the Segment
Attractiveness Index scores are small and a number of other segments can also be
considered for the destination. For instance, Activity Segment 4, “Novelty seekers”

could also be considered as a viable market for this destination.

“Novelty seekers” are relatively old (30% are older than 55 years), have
relatively low incomes (27% between AUD$40,000-60,000), 44% are employed in full-
time work (See Figure D.11, Appendix D). Members from this segment source their

vacation information for planning from destination information brochures (71%) and
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the Internet (95%). Interestingly, this segment accounts for the most Internet use for
vacation planning across all four activity segments (34%). Their high level of Internet
use is particularly attractive for the Wollongong managers because they ranked
reachability via the internet as the most important indicator. This segment prefers to
communicate their vacation experiences with their friends. A relatively large proportion
of “Novelty seekers” consider their ideal holiday to be peaceful and quiet (88%), and to
be laid back and relaxed (90%). During their vacation, this segment expresses a
relatively high preference for relaxing and doing nothing (80%), eating at upmarket

restaurants (49%), and general sightseeing (88%).

6.5 External Validation of the Segment Attractiveness Index with Tourism
Managers

The four scenarios illustrated the different uses of the Segment Attractiveness
Index and explained the outcomes based on different destination priorities. This section
reports the results of an exercise conducted with managers. The exercise was conducted
to validate whether the Segment Attractiveness Index was able to predict managers’

attractiveness assessments correctly.

Three tourism destination managers were consulted. They were from Regional
Tourism Organisations in New South Wales. Managers were asked to review three
segments and arrange them in order from high attractiveness to low attractiveness,
based on information provided. Three different segments were selected to be used in
this example, “Novelty seekers”, “Value diners”, and “Off-roaders”; one segment from
each category (high, medium and low, according to their Segment Attractiveness Index
score, highlighted on Table 6.4). The information provided to managers included the

segment’s performance according to the six indicators (spending behaviour, moral
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obligation to behave in an environmentally friendly manner, ambassador, travel habits,
reachability via the internet, image match). An example of the information provided to

managers is given in Figure 6.2, where “Novelty seekers” were profiled.
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Older demographic: a third of this segment are aged above 55 years

EXPENDITURE
Moderate range of activity participation (average of 14 activities on last vacation)
Infrequent leisure shoppers, average of 3 shopping trips on last vacation

. Moderate amount of spending on eating out
Prefer to show photos in person when communicating about their travel experiences

AMBASSADOR

Communicate with partner and friends about their trip

ENVIRONMENT SUSTAINABILITY

High environmentally friendly score

TRAVEL STYLE
Frequent travellers (average of 5 vacations per year)
Lower rate of return to destination if they are happy with it

L]
O  Fun, funky cafes
Unspoiled, natural environment

THEIR PERFECT DESTINATION
Peaceful and quiet
a
O Day-trip destination
O Long, sandy beaches

a
O Short-break destination
O Good value for money
a
If you were to rank these market segments into an order of most attractive to least attractive, what position

REACHABILITY
Highest use of Internet for vacation planning
Moderate use of the Internet to book accommodation online

Laid back and relaxed

O Contemporary accommodation
Considering the characteristics of this market segment, please indicate how attractive they are to [insert
Very Attractive

1.
would you rank this one? Rank #

2.
destination]?

Not Attractive

Figure 6.2: The “Novelty seekers” Segment Description
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Tourism destination managers were required to rank each of the segments from
most attractive to least attractive using only the profile information. Managers were not
provided with the segments Segment Attractiveness Index score. The manager’s ranking
should reflect the rank of the segments according to the Segment Attractiveness Index.

The managers’ rankings appear in Table 6.9.

Table 6.9: Expert rating of Segments

Rank order based Segment name Participant A’s Participant B’s Participant C’s
on SAl score rating rating rating

High Novelty seekers  |High High High

Medium Value Diners Medium Medium Medium

Low Off-roaders Low Low Low

According to the Segment Attractiveness Index score, “Novelty seekers” is the
most attractive segment of the three. All three participants ranked this segment as the
most attractive (high) segment. This segment is the most attractive as members get very
involved in a broad range of activities while on vacation. This characteristic is related to
the “Spending behaviour” indicator of the Segment Attractiveness Index and was a
prominent feature in all three interviews. An active tourist who participates in a wide
range of activities spreads his/her expenditure across a wide variety of tourism vendors
and outlets. This is important for the tourism destination managers because they are
responsible for destination marketing, and the prosperity of tourism operators at their

destination is a main concern.

The segment “Value diners” is reasonably active and participates in many
activities while on vacation. All three participants attributed to them a medium level of
Segment Attractiveness. This segment displays qualities of visiting friends and relatives
and not spending as much as the “Novelty seekers” on dining out. “This is one of our

major markets”, said Participant A. She believed this segment represented the visiting
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friends and relatives (VFR) market that are hard to track and communicate with because
they tend to stay in private accommodation. This segment of travellers displays
destination loyalty and willingness to return to a destination they are happy with.
Participant A commented this is an attractive feature but it would be hard to motivate

this segment to take up promotional offers to encourage higher participation.

The “Off-roaders” segment rates as the lowest segment on the lists of all
participants. Referring to the “Spending behaviour” indicator, they would not be of
benefit to the destination as they are not big spenders and have very low levels of
participation in activities. Additionally, they have low Internet use and would be hard to
reach (a poor rating on the “Reachability via the Internet” indicator). Participant B
believed that his destination is attractive to this segment but they do not, nor will ever
try to attract this segment for the aforementioned reasons related to low spending

behaviour.

The findings reflect the rankings based on the Segment Attractiveness Index.
The external validation of the Segment Attractiveness Index conducted through
interviews with managers indicates that the index can distinguish between managerially

attractive and unattractive segments.

A point can be made about the three selected segments related to their nature,
namely, that each segment may reflect each category in too obvious a way. While the
“Off-roaders” are distinctly lower in attractiveness to the other two segments, they
represent the other segments in the low category quite well. However, segment
descriptions of the high and medium segments display characteristics not too dissimilar

to each other creating more difficulty in determining which segment was more
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attractive. Both the “Novelty seekers” and the “Values diners” were older in age, and
had a moderate level of travel frequency. The “Novelty seekers” had a higher activity
participation average making their spending behaviour profile more inviting. On the
other hand, the “Values diners” display repeat visitation to a destination increasing their
appeal on the travel habits profile. Considering that the two top segments have similar
profiles, the Segment Attractiveness Index was able to distinguish between these two

segments and place them into the top two positions identical to the managers’ rankings.

6.6 Discussion

The Segment Attractiveness Index offers tourism managers a practical tool for

the assessment of segment attractiveness.

A step-by-step approach was presented in this chapter to demonstrate the use of
the index. Four practical scenarios were presented: (1) all indicators weighed equally;
(2) maximum weight allocated to the moral obligation to behave in an environmentally
friendly manner indicator; (3) maximum weight allocated to the travel habits indicator;
and (4) indicator weights allocated by a destination manager. The results of the
empirical examples provided evidence that the proposed index is a useful tool for
destination marketing managers. The indicators used were able to discriminate between
segments, thus enabling tourism marketing managers to use them as a tool for the
selection of target segments. The index can support tourism managers in selecting target
market segments by specifically accounting for the priorities a certain tourism

destination identifies.

For instance, in scenario 4, the Wollongong destination manager customised the

Segment Attractiveness Index according to his destination’s objectives. Income
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Segment 5 (“$80,001-$100,000") was identified as the most attractive segment for this
destination. The destination’s marketing strategy could be reassessed to focus on this

segment in order to increase the destination’s competitiveness.

Interestingly, three of the four scenarios (Scenarios 2, 3 and 4), a priori
segments were more attractive than a posteriori segments. A priori segmentation bases
have been discounted by tourism researchers based on the belief that they produce
inferior segments to a posteriori segmentation bases. However, they are still the
segmentation base of choice for destination management. These scenarios illustrate that
a priori segmentation bases can translate into managerially useful, and attractive,

segments and should be seriously considered by destination management.

The Segment Attractiveness Index was externally validated through an
assessment by tourism destination managers. The managers ranked three segments in
high, medium and low order in the same order they appear according to their Segment
Attractiveness Index scores. This result provided preliminary support that the index can

distinguish between managerially attractive and unattractive segments.

From a theoretical perspective, the index contributes to an understanding of the
attractiveness of different segments when different destination priorities are set. This
research moves one step towards bridging the theory practice divide (Dibb, 2005;
Dolnicar and Lazarevski, 2009) by offering a practical strategy, grounded in theory, to
assess segmentation solutions. Deshpande and Zaltman (1984) highlighted the
difficulties in differences between social science researchers and policymakers
(managers) in terms of what they value or deem as most important factors. This divide

detracts from the usefulness of market research. Developing a formative index of
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Segment Attractiveness from a managerial point of view serves both purposes: it helps
social science researchers develop more useful segmentation theories and solutions and

it guides policy makers in their selection of one or more target segments.
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7. SUMMARY, LIMITATIONS AND RECOMMENDATIONS
7.1 Summary of the Study

Tourism is a key economic driver for the Australian economy. Regional tourism
destinations are significant players in the tourism industry, with approximately 48 cents
in every tourism dollar spent in regional Australia (Australian Government Department
of Tourism, Industry and Resources, 2006). Tourism managers need to focus their
marketing efforts towards optimal segments for their regions. Market segmentation
helps destination managers focus their efforts towards a smaller, more select market
group in order to gain a competitive advantage (Dolnicar 2004). A review of
segmentation studies (Chapter 2) revealed that the concept of segment attractiveness has
not been conceptualised or operationalised in a managerially-driven way. Therefore,
many recommendations are not practically relevant or applicable. Consequently, despite
the importance of market segmentation and its popularity in the field of tourism, no
practical, managerially-oriented measurement instrument exists to assess segmentation

bases and segmentation solutions for their managerial usefulness.

This study was undertaken to address this gap, focusing on three objectives: (1)
to determine the characteristics of an attractive tourist segment according to destination
management, (2) to develop a formative index of Segment Attractiveness, and (3) to
empirically validate and assess the usefulness of this formative index of Segment

Attractiveness.

The study was conducted using a mixed method design, consisting of qualitative
and quantitative components. A qualitative study was conducted with managers of
regional tourism destinations. Managers were interviewed about their marketing

strategies, market segments they have targeted, and how they identify and define the
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most attractive tourist segment. Findings from the qualitative phase revealed that
regional tourism destination managers believe that the most attractive tourist segment is
one that wants to experience and explore an area, that behaves in an environmentally
friendly manner, gets involved in activities, generates widespread expenditure, will tell
many people about their vacation, and will be easily accessible via the Internet.
Managers also reported difficulties in trying to assess segments for their attractiveness
using traditional, or academically-oriented, segmentation effectiveness criteria. The
findings from the qualitative phase were used to inform the development of a

guestionnaire.

In the quantitative stage, a survey was conducted with 1003 participants. The
questionnaire collected general travel information, specific reasons for travel, activities
that the participants participated in while on their last holiday, information sources

consulted during the travel planning phase and general socio-demographic data.

Based on survey data, a formative index of Segment Attractiveness was created
and made measurable using questions that were added to the survey to represent
indicators. The research study presents the development of the Segment Attractiveness
Index for the evaluation of the most attractive segmentation bases according to
destination managers’ criteria for attractive segments (See Sections 5.1 and 5.2). Six
indicators form the Segment Attractiveness Index: (1) spending behaviour, (2) moral
obligation to behave in an environmentally friendly manner, (3) travel habits, (4)
ambassador, (5) reachability via the Internet, and (6) image match. These were the

most important indicators to regional destination managers in NSW, Australia.
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In Chapter 6, the Segment Attractiveness Index is used to assess five a
posteriori segmentation bases (activities, benefits of travel, information sources, image
perfect and image turnoff), and three a priori segmentation bases (environmental
friendliness, family lifecycle and income). A total of 28 usable segments were created
using cluster analysis, with a Segment Attractiveness Index score calculated for each
individual segment. The score was used to rank the segments. No natural “optimal”
segmentation base arose. However, the value of the Segment Attractiveness Index was

demonstrated in its application to a number of scenarios.

Four scenarios were used to test the validity and usefulness of the Segment
Attractiveness Index. Each scenario presented different weights of the indicators, with
equal weights for all indicators in Scenario 1, 100% weight on the moral obligation to
behave in an environmentally friendly manner indicator in Scenario 2, 100% weight on
the travel habits indicator in Scenario 3, and different weights for a specific destination

in Scenario 4.

In the first scenario, all indicators were valued as equally important. The
Segment Attractiveness Index discriminated significantly within all the segmentation
approaches. An active market of an older demographic was the most attractive segment
in this case. In the second, third and fourth scenarios where indicators were allocated
different weights, segments constructed using a priori segmentation bases were the
most attractive. This indicates that a priori segmentation bases should not be

underestimated in terms of their managerial usefulness.

Assigning weights to indicators based on different destination priorities

demonstrated the practical usefulness of the Segment Attractiveness Index. For
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example, the tourism general manager of the city of Wollongong applied weights to
each of the six indicators of the Segment Attractiveness Index. The index was sensitive
to the preferences of this specific destination, as opposed to a general destination where
all indicators were weighed equally. Income Segment 5 (“$80,001-$100,000") was
detected as the most attractive segment for Wollongong and a profile was provided to

guide targeted marketing efforts towards attracting this segment.

Finally, the index was externally validated with follow-up interviews with three
regional tourism destination managers. Three of the 28 usable segments were selected to
validate the usefulness of the Segment Attractiveness Index. The managers’ ranking
mirrored the ranking according to the Segment Attractiveness Index Score. This finding
provides preliminary support for the Segment Attractiveness Index in being able to

distinguish between the most and least managerially attractive segments.

7.2 Contributions

Tourism managers have a responsibility to their operators to attract the most
appropriate segments to their destinations, however, through interviews with regional
tourism managers, it appears that their approach is “ad hoc” or “hit and miss”.
Academic researchers too have a responsibility to conduct segmentation research
projects that “reflect management’s information needs” (Myers, 1996, p. 318). This

thesis has developed an index that has practical relevance to tourism managers.

7.2.1 Theoretical implications

From a methodological perspective, the study contributes by developing a
formative measure for assessing segment attractiveness. The index can be adapted to

suit a number of scenarios from the generic segmentation solution where all indicators
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are valued equally, into destination specific solutions where indicators are prioritised

according to specific marketing strategies.

The Segment Attractiveness Index will assist tourism and other social science
researchers seeking to investigate the outcomes of their segmentation studies using an
objective measure. Therefore, the Segment Attractiveness Index assists social science
researchers in developing more managerially useful and practical segmentation

solutions.

The Segment Attractiveness Index thus strengthens the link between theory and
practice. The focus on Segment Attractiveness addresses theoretical deficiencies,
predominantly attributed to implementation difficulties and a failure to critically assess
the managerial usefulness of segmentation solutions. On this note, the development and
validation of the Segment Attractiveness Index highlights the importance of simpler, a
priori, segmentation bases. The findings from this study suggest that tourism
researchers should put a priori segmentation back on the research agenda and back in
the segmentation toolbox. If a priori segmentation bases perform equally well, they
represent a simpler and more parsimonious model and avoid a number of possible

methodological pitfalls that frequently occur with a posteriori segmentation studies.

7.2.2 Practical implications

The Segment Attractiveness Index provides managers with a practical tool to
detect the most managerially useful segments for their destinations. By targeting the
most attractive segments, destinations can enjoy the maximum benefit from a

segmented strategy, and ultimately, a competitive advantage from other destinations.
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From a managerial perspective, the findings of this research highlight the central
importance of managerial attractiveness that segmentation studies must possess to be
operational and able to be implemented by destination managers. The Segment
Attractiveness Index creates an impetus for tourism practitioners and managers of
tourist destinations to consider closely their destination’s unique characteristics when
applying the index to assess their regional destination strategy. Image strategies differ
between destinations, therefore, management must identify their destination’s unique

attributes in order to understand and develop the “Image Match” indicator.

Findings of this study emphasised the importance of the manager’s involvement
in the market segmentation planning process. This is particularly important when
developing criteria that are easy to understand and relate specifically to local objectives.
Accordingly, the development of the criteria in partnership with managers should enable

an easier transition when managers implement and use the criteria on a daily basis.

7.3 Limitations of the Study

The limitations of the qualitative study include the small sample size of
managers interviewed in the criteria development stage and the focus on only one
Australian state, New South Wales. Nonetheless, the nature of the questions and their
aim of detecting the most generally attractive tourists would not preclude the findings

from being applicable to tourism organisations in other Australian states.

The quantitative study was limited in the following ways. The nature of the
online panel may have created a bias on the effect on one of the indicators,
“Reachability via the Internet”. While the online nature of the data collection would

have accessed those in the population more likely to use the Internet, the panel company
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do not recruit panel members only through this medium. They attempt to recruit a
certain number of participants through a variety of mediums, such as telephone, mail

and face-to-face recruitment methods.

Problems may also have arisen when questioning participants about their last
trip. Recall bias may have impacted upon results as the last trip may have occurred
many years ago, particularly in terms of expenditure values and instances they dined
out, or even the number of shopping trips they went on. While this is a possibility, the
closed-ended nature of the questions in the survey would have provided sufficient
prompts to stimulate memories and gauge a general profile of the participant’s last

vacation.

7.4 Recommendations for Future Research

In light of the study results and limitations, the following recommendations are

made.

The Segment Attractiveness Index was useful in indicating significant
differences in the groups according to attractiveness. Future work may apply the
proposed indicators to other empirical situations. An interesting extension of this study
would be to replicate the use of the Segment Attractiveness Index in other countries, on
a larger scale and with different image-match items. Replications in other countries
would be warranted to test the index under different situations and in different markets.
Similarly, future comparisons could be conducted between different Australian
destinations to illustrate the usefulness of the index. The items of interest to other
Australian destinations in forming the “Image Match” indicator are also open to future

investigation. This would allow an investigation into whether the proposed indicators
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can be used for a wide range of alternative priorities set by tourism destinations, in
order to achieve increased generalisability. For instance, the image match indicator
could be modified by customising the image match attributes to contain items unique to
specific destinations and the specific destination’s objectives. These measures could

refine and enhance the capabilities of the Segment Attractiveness Index.

Despite illustrating significant differences between segmentation bases, the
differences in index scores were relatively small. The list of variables that constitute
certain indicators can also be reduced to make the index more parsimonious. For
example, the spending behaviour indicator list of 45 activity items can be reduced to
categories of activities, like “Outdoor and nature activities”, “Social activities”, and
“Arts, heritage or festival activities”. Different variables that constitute each indicator

may enable more discrimination between Segment Attractiveness Index scores.

Investigations could also focus on the role of other tourism constituents in the
local tourism industry of the destination and the importance they allocate to the
indicators. For instance, managers of large or popular tourism attractions would have a
big role to play in determining who to attract to their destination and which types of
tourist groups visit the area. Other tourism stakeholders would include hotels,
restaurants, tour operators, government bodies, retail outlets, and transportation

companies.

In the increasingly competitive tourism market, regional tourism managers
require segmentation solutions that assist them to identify and target optimal market
segment(s). However, managers still view market segmentation as a “black-box”

(Dolnicar & Lazarevski, 2009), instead needing segmentation solutions that are
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practically relevant and simple enough to be integrated into their decision making
processes. The Segment Attractiveness Index, a tool that can be customised to a tourism
destination’s offering and the priorities of management, makes the segmentation process
more managerially-friendly. Regional tourism managers, by adopting the Segment
Attractiveness Index, can gain more knowledge into potential market segments, target
those segments that are the best match to their destination, and thereby improve their

region’s competitive advantage.
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Interview Guide for Regional Tourism Organisation Experts and Managers

YOUR ROLE AND DECISION MAKING ACTIVITIES

1. What is your role and position in your organisation?

2. What type of decisions do you make in your position?

3. Are you responsible for strategic marketing issues?

NOTE: If so, right person to talk to. If not, who is? Talk to them instead.
SPECIFIC MARKET SEGMENTATION STRATEGIES

4. Do you cater for the entire tourism market [PROMPT: If so, why?] or do you divide your
potential customers into groups? [PROMPT: If so, how are these groups determined OR how
do you determine the characteristics of the individuals who make up each group)?]

PROMPT: Can you describe this process or your decision?

5. What criteria do you use to distinguish between different types of tourists?

6. Generally, what criteria do you use to evaluate which type of tourist is more attractive than
another?

7. What criteria do your colleagues use?

8. How would you describe your “Dream Tourist” in terms of tourist attributes...For example,
what would the most attractive tourist for the destination look and act like?

9. Do you take environmental sustainability into account when defining your optimal segments?
PROMPT: If so, how?

INFORMATION/DATA COLLECTION

10. Where do you collect your general tourism information from (information which you use for
strategic planning)?

11. Where do you collect data about your tourists, which you will use for segmentation, from?

12. How do you analyse this data to arrive at certain segments?

13. Once a segment is defined, which additional tourist information do you need to describe and
target these tourists? [NOTE: after more specific information, e.g. age etc.]

14. Some regional tourism organisations like to retain identified target segments for a number of
years. Others conduct continual reviews and change these segments regularly. If you have
identified segments to target, which organisation is yours most similar to?

AIDED RESPONSE

Some academics have provided criteria to evaluate segments of tourists and assess them for managerial
usefulness. These theoretical criteria have never been cross-checked with actual managers.

I will read out the criteria one at a time and please tell me, (1) whether you have used to assess a certain
tourist group for their attractiveness, and (2) whether you would say it is a good criterion to assess
tourist groups in terms of attractiveness?

Criteria Used Good
Identifiable
Reachable (accessible)
Suitable in size (substantial)
Responsive
Actionable (can be used on a target market)
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w

Interview: The future destination image of Wollongong

In future, what would you like to be associated with Wollongong in the minds of tourists?
If you could paint a picture in my mind of what tourism will be like in Wollongong in the
future what would it be like?

a.  What would people do?

b. What would they come and see?

c.  What type of tourists would you have here?

d.  Where will they come from?
What types of changes in advertising messages will occur in future?
If you were to design a poster for an advertisement, what type of message would it give out to
its audience?
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Survey instrument, page 1 of 11

UNIVERSITY OF WOLLONGONG: TRAVEL SURVEY
I am a PhD student from the University of Wollongong and I am very interested in your opinions on travel and
vacations. [ would be extremely grateful if you would take the time to complete this questionnaire because 1
need vour data to finish my research thesis. Please be assured that your responses will remain completely
anonymous and your honesty 1s very much appreciated

1. Have you ever heard of the city of Wollongong?
[ Yes (Please continue)
O Mo (Thank you for you time, however, you do not qualify to answer this survey)

2. Onaverage, how many domestic vacations, within Australia but away from home, (including weekend getaways)

do you undertake in a year?

3. Onaverage, how many overseas holidays do you undertake in a year?

4. Generally, do you take your vacations during school holidays/public holidays?
[ Most of my vacations are during school/public holidays
[ Most of my vacations are outside of school/public holidays
5. Are most of your vacations taken during the week or on weekends?
[ Most of my vacations are during the week
[ Most of my vacations are on the weekend
6. When you are happy with a vacation destination, do you tend to retum to the same place for another vacation?
[ Yes, I tend to return to the same place for another vacation
[ No, 1 tend to go to a different place for another vacation
7. Below is a list of possible information sources that can be used to help with vacation planning. In general, which
information sources do you use to help you with your vacation destination choice? (tick as many as are applicable)

Destination information brochures
Brochures from hotels

Brochures from tour operator
Information from travel agent
Information from tourist info centre

Adverti n journals
Travel guideshooks/joumals
Informaticn given by friends and relatives
Information given by work colleagues
Radio programs

TV programs

Internet

Exhibitions/fairs

Slide nights

Others (please specify)

Don't need any information

Ll

gooo0oooOoO0O0opOoooooo s
gd00O0o0000OO000O00000 2
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Survey instrument, page 2 of 11

B. MY LAST AUSTRALIAN VACATI(

Now, | would like to know a few things about vour last vacation within Australia. When answering the following
questions, please think of the very last leisure vacation you took in Australia,

10. Where did you spend your last Australian vacation?
(If multiple places were visited, list the place where you spent the most time)
a. Inwhich state/territory is this destination?
O New South Wales O Victoria O South Australia O Western Australia
O Queensland O Tasmania O Australian Capital Territory [ Northern Ternitory

11. Was this vacation taken in a school or public holiday period?
O Yes O No O Don't remember
12. How many days did vou spend on this vacation? (including travel to and from the destination)
dﬂ)‘s
13. Who did you travel with? (tick as many as are applicable)
On my own
With a partner (husband, wife, girlfriend, boyfriend)
With friends
With my children
With parents
With other relatives
With organised group/club
With business colleagues
Other (please specify)
14. How many people were in your travel party?
15. For the entire vacation, please estimate the total amount of dollars. ..
b.  vou, as an individual, spent: SAUD OR,
¢ your travel party spent: SAUD ) }
16, Was this vacation a packaged trip or independent travel?

OOoOoooo0o0ogoo

O Packaged rip O Independent travel
17. How many times did you eat out at a restaurant/café during your vacation?
For breakfast: _ times,
For lunch: times.
For dinner: times.
For coffee/moming tea/afternoon tea: times.
18. How often did you go shopping for leisure? _times
19. Please indicate which modes of transport yvou used when travelling from your home to your last
A lian vacation destination. (tick as many as are applicable)

Private vehicle ~ Car

Private vehicle - Motorbike

Private vehicle - 4WD

Rented/hire vehicle

Plane

Train

Bus/Coach

Passenger lines/Ferry

Other water transport (private boat/yacht, cruise, etc)
Campervan/Motor home

Other (please specify)
20. Approximately how many kilometres did you travel from your home to your destination?

km

ODOoOoooooOooooo
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Survey instrument, page 3 of 11

21. Please indicate which modes of transport you used when travelling around during your last Australian
vacation destination. (tick as many as are applicable)
O Private vehicle - Car
O Private vehicle - Motorbike
O Private vehicle - 4WD
O Rented'hire vehicle

0O Bus/Coach
O Passenger lines/Ferry
O Other water transport (private boat/vacht, cruise, ete)
O Trem
O Campervan/Motor home
O Bicycle
O Walking
O Other (please specify)
22 How often would you take this type of a vacation? (please tick only one)
O Multiple times a year (regular break)
O Every year (typical annual vacation)
O Once every few vears (special vacation)
O Once-in-a-lifetime (dream vacation)
23, Which accommaodation type did you mainly use during your last holiday? (please specify the main
one only)

O Luxury hotel/resort (4 or 5 star)

O Standard hotel/motel (below 4 star)

O Serviced apartment

O Private property (own or friends/relatives — no payment required)
O Guest house / Bed and Breakfast

O Commercial boat (e.g. cruise ship)

O Caravan park

O Camping

O Backpacker/visitor hostel

O Other (please specify)

24. Please indicate whether you used any of the following sources to book your accommodation for your
last Australian holiday. (tick as many as applicable)

Yes Mo
Internet a m]
Phone ] a
Booked on arrival at destination 0 o
Travel Agent O [m]
Other (please specify) ] a
Someone else in my travel party booked it ] [m]

25, After your last holiday, did you share or communicate your expenences with any of the following
people? (tick as many as applicable)

Colleagues at work

Other (please specify)

Yis No
Partner o o
Friends [m] [m]
Family o o
O u]
m] =]
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Survey instrument, page 4 of 11

26. In which of the following ways did you communicate this information? ( Tick as many as applicable)

Yes No
Conversations o O
Showing photos in person ] [m]
Updated a web journal or website (] a
Updated/posted a blog (online diary) or network tool (e.g. MySpace or Facebook) O m]
Emailed photos m] O
Written emails (no pictures) ] a
Video footage (] m]
Other (please specify) ] =]
I didn’t talk about it =] m]

C. REASONS FOR TRAVEL
27. Now, I would like to ask you about your reasons for going on your last vacation. Below is a list of
reasons for going on vacation. Please indicate whether each was a reason {or vou choosing your Jast
vacation destination.

Yes, applied to me for my last Mo, did not apply to me for my last
vacation vacation
To get away from everyday life/routine
To be with friends
To do something with the family
To relax
To develop my knowledge and abilities
To experience something new
To engage in physical activities/keep fit
To be with others who enjoy the same thing
To release tensions/stress
To be outdoors/in nature
To expenience something authentic
To have fun
To do exciting things
To be entertained
For social recognition
To meet new people
For the adventure
For my own self-esteem/self-development
To satisfy my curiosity
To experience tranquillity/solitude
To do something different
For an interest in history
To do nothing
To observe scenic beauty
To experience new cultures/places

000000000000 O0O0OD0OO0OO0OO0OO0OOOoOOoOoOon
OO0oO0oOoO00O0O0O0O0OO0O0OO0OOoO0OoOoOoOoOooooOoon

To learn about nature/wildlife
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Survey instrument, page 5 of 11

28, Below is a list of activities which could be undertaken while on vacation. Please indicate whether you
participated in each activity during your last Australian vacation.
No Yes, Yes, more This activily was
once thanonce  the main purpose
of the vacation
Outdoor or nature activities
Bush or rainforest walking (m] ] o o
Visiting the beach (including swimming and sunbathing) a o o a
Visiting farms/touring countryside o o ] m]
Whale/dolphin watching (in the ocean) a [m] O a
Visiting botanical or other public gardens o o o o
Camping (m] [m] o o
Sports or active outdoor activities
Swimming (beach, pool or river) (m] a m] o
Snowboarding/Skiing (e.g. snow activities) a o o o
Playing tennis (] O o =
Horse riding (=] (8] o a
Cyeling o o m] m|
Hiking/climbing a [m] ] a
Exercising (e.g. gym) o O ] =
Playing golf a [m] o m]
Fishing m] [m] o m]
Scuba diving/snorkelling ] m] a a
Surfing (m] o (m] [m]
Four wheel driving a (] ] a
Adventure activities (e.g. bungee jumping, hang gliding, white water m] o o o
rafting etc)
Other water sports (e.g. sailing, windsurfing, kayaking, o a o a
waterskiing/wakeboarding etc)
Arts, heritage or festival activities
Attending theatre, concerts or other performing arts o o m] m]
Visiting history/heritage buildings, sites or monuments a [m] a a
Experiencing aboriginal art/craft and cultural displays a o m] a
Attending festivals/fairs or cultural events a a ] a
Visiting museums or art galleries (H] || | o
Local attractions or tourist activities
Visiting amusements/theme parks a (m] a a
Charter boat/cruise/ferry riding O [m] m] m]
Visiting a health or beauty spa/getting a massage m] O o o
Going for scenic walks or drives/general sightseeing a a o o
Going to markets (street/weekend fi markets) O (] a a
Going on guided tour or excursion a [m] a a
Visiting industrial tourism attractions (e g. breweries, mines, wineries) O =] ] O
Visiting wildlife parks/zoos/aquaniums a [m] a a
Visiting attractions for the children a O 1] |
General sightseeing a m] o o
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Survey instrument, page 6 of 11

£

Yes, Yes, more This activiiy was
once than once the main purpose
of the vacation

Social activities

Visiting friends & relatives

Going 1o pubs, clubs, discos, ete

Going on picnicsBBQ's

Going shopping (for pleasure)

Eating oul in reasonably priced places

Eating out in upmarket restaurants

Watching movies

Visiting casinos

Relaxing/doing nothing

Attending an organised sporting event

OO0Oo0ooOooooo
OoOooooOoooo
OO00o0ooOoO0oooo
OoO0oooOooooo
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Survey instrument, page 7 of 11

29, Now, for each of the behaviours listed below, please indicate how frequently you carried out that
behaviour during your last vacation within Australia,

Last vacatlon within Australia
£
- " z & =
EE O Ff s
I switched off the light when leaving a room m | a a Q J m ]
I switched off the heating / air-conditioning in unoccupied rooms u] ] u] d u] u]
I sealed doors and windows to avoid heat / coolness escape a a a a =] Q
[ littered s} a s} ] a =}
I picked up litter that was not my own a a | ] a a
I saved water [u ] a a a o] n ]
I repaired leaks or drips Q =] =] Q =] Q
I locked for ways to reuse things m} a [m} a a m ]
I recycled newspapers (| a a Q a a
I recycled cans or bottles | a = d =] =]
I composted food scraps a u] m | ] a a
1 bought products that protect the environment a Q Q a a Q
I purchased refillable products a a a ] a a
I purchased bio-degradable products a ju] a | =] u]
I took bags from home when going shopping a a a a a a
I walked instead of using the car Q a a (5] a =}
I used public transport instead of the car a =] a 0 o m ]
I reused my bath/shower towel =] a a Q Q =]
I damaged trees or shrubs Q =] ] a Q a
I read nature or environmental magazines a a m} u] a (2]

31. How monally obliged do you feel to behave in an environmentally friendly manner when you are ona
domestic vacation in Australia? (Please tick one only.)
O Notat all obliged
O Shghtly obliged
O Strongly obliged
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Survey instrument, page 8 of 11

34, Have you ever visited Wollongong?
[ Never before [J Yes, once [ Yes, 2-3 times before [J Yes, more than three times before O Yes, 1 live there
35. Listed below are some characteristics that describe vacation destinations. Please indicate those which
vou think apply to the city of Wollongong. Even if you have not visited Wollongeng, sull indicate
which attributes you think would describe it. (Tick as many as applicable)

Yes, it applies to Mo, it doesn "t apply o Wallongong
Waollongong

Action-packed a 0
Long, sandy beaches [m] m|
Close to Sydney o @]
Blue sky and green trees ] [m]
Rundown i parts a o
Innovation focused a O
Unspoiled, natural a (m}
environment

Fun, funky cafes o =]
Friendly peaple ] m]
Polluted a [m]
Contemporary (m] m]
accommaodation

Laid back and relaxed a O
Waterside camping o m]
Coast meets mountains a [m]
Peaceful and quiet m} m]
Activities for all ages a ]
Uncrowded E O
Time out to live a o
Family fun 14| |1}
Short-break destination a 0O
Day-trip destination a O
Good value for money a O
Steelworks 8] O
Cultural diversity ] O
Country charm a [m]
Great nightlife a [m]
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Survey instrument, page 9 of 11

E. MY IDEAL VACATI(

36. Listed below are attributes of Australian vacation destinations. For each attribute please indicate if it
is a tumnoff for you, perfect for you, or something vou don’t care about, when considering your ideal
Australian vacation destination

Coast meets mountains

Action-packed

Perfect for me A turnoff for me [don't care
Great nightlife [m] O O
Peaceful and quiet (] ] ]
Activities for all ages [m] =] O
Co porary ace dation m] [m| O
Laid back and relaxed [m] O O
Waterside camping (m] =] m]
Uncrowded ] O O
Time out to live o O m]
Family fun O [m| O
Short-break destination o [m] o
Day-trip destination ] [ O
Good value for money (] O O
Steelworks [m] O O
Cultural diversity o O o
Long, sandy beaches a O O
Close to Sydney (m] ) ]
Blue sky and green trees [m] |m] O
Rundown in parts (m] [} o
Innovation focused [m] [m] O
Unspoiled, natural environment o O m]
Fun, funky cafes u] [} O
Friendly people (m] m} 2]
Polluted [m] @] O
Country charm m] O o

m] m| O

[m] O o
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Survey instrument, page 10 of 11

SONAL INFORMATION
Finally, we have a few guestions about yourself and your lifestyle.
38 Sex: OMale [ Female
39. What is your year of birth?

&

What is your post code?
41. What is your combined household income before tax?
O Under $20,000 [ $20,000-840,000 O $40,001-860,000 O $60,001-580,000
O $80,001-5100,000 0 $100,001-5150,000 O Over $150,000
42, Which describes your level of education?
O Some secondary school [ School Certificate (year 10) O Higher School Certificate (year 12)
O TAFE 0O Other college O University (undergraduate)
O University (postgraduate) O Other
43, Which of the following describes your employment status?

O Employed full-time O Employed part-time O Employed casually
O Unemployed O Retired O Full-time student
0O Other

44, Including vou, how many people live in your household?
45, Do you have any children? O No (go to next question) O Yes
d. How many of your children are less than 12 years of age?
e How many are between 12 and 18 years of age?
f How many are over 18 years old?
46. How strong is yvour feeling of belonging and attachment to the region you live in?
O Strong
O Moderate
O Weak
O Non existent
47. Which cultural / ethnic background do you most identify with?_
48 How Australian do you feel?
O O10% 0200 O30% 04 0500 O60% O 70% 080 090 O 100%
49, Which language do you speak with your parents?
50. How mmportant is religion in your life?
O Very important
O Important
[ Not so important
O Absolutely not important
51. On how many days a week do you usually read the newspaper?
O None atall O Once O 2to 3 times 0 4 or more times
52. Which newspaper do you read most often?
O Regional newspapers
O Capital city broadsheet, for example, the Sydney Moming Herald
O National broadsheet, for example, the Australian or Australian Financial Review
O Other (please specify)




167

Survey instrument, page 11 of 11

53. On how many days a week do you usually watch TV?
O None atall O Once O 2to 3 times [ 4 or more times
54. Which television channel do you watch most often?

O Regional programs on national channels (e.g. regional news)
O Channel 7 (National)
[ Channel 9 (National)
O Channel 10 (National)
O ABC (National)
[ SBS (National)
O Pay TV
O Other (please specify)
55. On how many days a week do you usually listen to the radio?
O None atall O Once O 2to 3 times [ 4 or more times
56, Which radio station do vou listen to most often?

O ABC (National)

0O ABC (Local)

O Commercial station
O Community station
O Other (please specify)

Thank you for your time. Your participation in my student research project is much appreciated.
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The graphs in Appendix D describe segments in detail and are based on how
segment members answer to each segmentation base variable (Dolnicar, 2004b). The
graphs highlight how the segments differ from the rest of the population. In the graphs,
the thick black horizontal lines depict the total sample average across all segments, and
the blue columns represent the segment average. The large distances between the total
sample value and the segment’s value portray distinctions, and are used as “marker
variables” (Dolnicar & Leisch, 2004c). Marker variables play the role of “characterizing
the segment very well, usually by deviating from either the overall mean of from other
segments” (Dolnicar & Leisch, 2000, p. 3). They are important because they indicate
how the segment differs to the overall population. The items in the graphs are sorted
according to the largest marker value to the smallest to allow characteristics of each

segment to be identified easier.

Some segments displayed answer-style tendencies in their responses to the
questions. Systematic tendencies such as these can create answer bias because of
patterns to answer questions in the same way. This could be due to socially desirable
answers (Greenleaf, 1992). Those segments that display answer-style tendencies are not

discussed in detail in the following segment descriptions.

Segment Descriptions: Vacation Activities

Activity Segment 1 contains 145 members (or 14% of the total sample) who
indicated the activities they participated predominantly in: swimming at the beach, pool
or river, visiting attractions for the children, visiting wildlife parks, zoos and aquariums,

visiting amusement and theme parks, and visiting the beach. Fishing and going on
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picnics and barbeques are also popular activities enjoyed by this segment. This segment

is referred to as “Family fun-time” (Refer to Figure D.1).

Activity Segment 2 (n = 238, 24% of the total sample) comprises tourists who
enjoy visiting the beach and swimming more than any other segment. The members of
this segment also go to markets and on scenic walks, go to pubs, clubs and discos, and

relax and do nothing. This segment is labelled “Seaside break” (Refer to Figure D.2).

Activity Segment 4 members (233 in total, 23% of the sample) display a high
tendency to eat out at reasonably priced places (Refer to Figure D.3). They also like to
visit casinos, go to pubs, clubs and discos and visit friends and relatives. This segment

is labelled the “Value diners”.

Activity Segment 5 members comprise 170 members (and constitute 17% of the
total sample) who participated in less than the average rate in all activities except
camping and four-wheel driving. This segment is called the “Off-roaders” (Refer to

Figure D.4).

The 180 members (18% of the total sample) of Activity Segment 6 participated
in visiting museums and art galleries, and historical sites and monuments. Visiting
farms and touring the countryside, and visiting industrial tourism attractions, visiting
botanical gardens, and experiencing aboriginal cultural displays as well as attending
festivals and attending theatre are the distinguishing characteristics of this segment.

This segment is labelled “Attraction seekers” (Refer to Figure D.5).
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Segment Descriptions: Information Sources

Information Segment 2 (“TV buffs”, sample size of 155, or 15% of the total
sample) members use television programs more than the average participant (Refer to

Figure D.6).

Information Segment 4 contains 204 participants (20% of the total participants)
(Refer to Figure D.7). Members use: (1) advertisements in newspapers and journals, and
(2) the television substantially more than average. This segment is labelled the “TV and

ads”.

Information Segment 5 consists of 131 participants (13% of the total
participants), all of whom use travel agents as their information source, more than the
average (Refer to Figure D.8). Due to this, this segment has been named the “Travel

agent users”.

Information Segment 6 (n = 167, or 17% of the total) members prefer
information to be obtained from a tour operator, travel agent, television programs,
destination information brochures and brochures from hotels, tourist information
centres, and travel books and journals (Refer to Figure D.9). This segment is labelled
the “Traditionalists” as the segment is characterised by using information channels

commonly associated with informing travel plans.
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Segment Descriptions: Benefits of Travel

Benefit Segment 1 (n = 290, 29% of the total sample) members are particularly
interested in travelling in order to release tensions and stress, relaxing, and doing
nothing (Refer to Figure D.10). This segment is also motivated by the opportunity to get
away from everyday life and routine and to be with friends, more than average. This

segment can be referred to as the “Escapees”.

Benefit Segment 4 (n = 324, 32% of the total sample) displays a particular
interest in experiencing something new, doing something different, and experiencing
new cultures and places, while also wishing to observe scenic beauty and is labelled

“Novelty seekers” (Refer to Figure D.11).
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Segment Descriptions: Image Turnoff

The items used in this segmentation study consisted of the 26 image items

developed through interviews with destination managers of Wollongong.

Image Turnoff Segment 1 (n = 97, 10% of the total sample) members dislike a
tourist destination with a thriving nightlife. The other attributes of a tourism destination
that would be considered a turnoff for this group is an action packed area, funky cafes,
close proximity to Sydney, a polluted destination, one rundown in parts and containing

a Steelworks plant. This segment is labelled “Peace seekers” (Refer to Figure D.12).

Image Turnoff Segment 2 contains 39 members (4% of the total sample) who
find a destination that is not crowded a turnoff. They also indicated that an area that is
peaceful and quiet or laid back and relaxed is undesirable. A destination that has
country charm, where the coast meets mountains, has long sandy beaches, has cultural
diversity and has waterside camping is also not desirable. Among some of the image
attributes considered less of a turnoff are “Close to Sydney”, “Action-packed” and
“Innovation focused”. This segment is labelled “Hustle and bustle” (Refer to Figure

D.13).

Image Turnoff Segment 3 contains108 members (11% of the total sample) who
have specified their main dislike is in the form of the proximity to Sydney city. Along
with this, the obvious three turnoffs are also stated: the Steelworks, pollution and
rundown parts of a destination. This segment is labelled “City escape” (Refer to Figure

D.14).
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Segment Descriptions: Image Perfect

The items used in this segmentation study also consisted of the same 26 image
items used in the Image Turnoff segmentation study. Responses were coded to highlight

only those positive desires of participants.

The 232 members (23% of the total sample) of Image Perfect Segment 2
indicated the following characteristics make up their ideal destination: country charm,
peaceful and quiet, laid back and relaxed, uncrowded, good value for money and blue
sky and green trees, and natural environment. Therefore, this segment is labelled

“Country retreat” (Refer to Figure D.15).

Image Perfect Segment 4 (n = 142, 14% of the total sample) consists of
members who find an action packed destination attractive but have no tolerance of
nightlife. This segment believes a destination with any of the following features is
perfect: family fun, long, sandy beaches, a laid back and relaxed destination, country
charm, coast meets mountains and activities for all ages. This segment also considers
cultural diversity and innovation perfect for them. This segment is labelled “Action

oriented” (Refer to Figure D.16).

Image Perfect Segment 5 (n = 313, 31% of the total sample) places the greatest
value on family fun, more than any other segment. This segment also places higher
importance on activities for all ages, long, sandy beaches, blue sky and green trees,
good value for money, or a short-break or day trip destination. They believe a
destination that is peaceful and quiet, laid back and relaxed, and has country charm is

perfect for them. This segment is labelled “Family friendly” (Refer to Figure D.17).
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Figure D.15 Image Perfect Segment 2 — Country retreat
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