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ABSTRACT

In recent years, tourism in desert and Outbacloregin Australia had to face a number of
challenges. Desert tourism stakeholders have trereécognised the need to open up new
markets and develop new products in order to miairdaviable tourism industry in the
future. In this context, four wheel drive (4WD) wedlers have been identified as a
particularly interesting market for tourism deveiognt in the desert. They have continued
to grow in contrast to other market segments aednaore likely to disperse from high
volume tourism routes in order to explore new agmhate regions. They have also been
considered as a potential market for new touriswdpets provided by remote desert
communities, especially for Aboriginal tourism puats.

Aboriginal cultural tourism has been recognisedmes of the main pillars and competitive
advantages of tourism in central Australia. Howewsspite substantial investment by
government marketing and economic development aggnihe sector is characterised by
a lack of product variation and no clear markesitrgtegy for promoting and distributing
products. Available commercial products are lardebused on the organised tour market
and are concentrated around major tourist hubdy sgcAlice Springs or Uluru/Ayers
Rock. Increasing the opportunities for Aboriginautism development in central
Australia, as well as in other remote desert regionight require an extended range and

diversity of products and new distribution stragsgio access new markets.

Very little is currently known about the demand Advoriginal tourism products from the
desert 4WD market and the potential for Aborigind@sert people to develop viable
products for this growing market sector. To additbss gap in knowledge, this research
sought to identify to what extent 4WD travellers dantral Australia are interested in
getting indigenous cultural experiences on thegedetrips and what kind of products they
might consume. The study further investigated mi@iion seeking patterns and trip
planning characteristics of 4WD travellers to fiodt whether current marketing and

distribution methods of indigenous tourism prodwets appropriate for this market.
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A qualitative study with domestic and internatiod&V/D travel parties was conducted in
central Australia to assess their demand for Aloaigtourism products and their
information search and trip planning strategiese Timdings suggest that Aboriginal
cultural experiences only play a minor role in theerall trip experience of 4WD desert
trips. In addition, the region’s current Aborigirtalrism offer, which primarily consists of
highly structured commercial tours, and a perceilaet of authenticity constitute major
barriers in marketing Aboriginal tourism producte @WD travellers. Aboriginal

experiences that would be desired by 4WD travellactude for example tours and
activities, which incorporate educational aspeptssonal and informal interaction with
Aboriginal people and individual or “off the beatérack” experiences as opposed to

experiences offered to tour bus groups and the masiset.

The findings furthermore suggest that 4WD marketsegally do not plan their trips in all

details. Decisions about products to be consumet amtivities to be undertaken are
normally made spontaneously on the way to or ad#sination. Information sources are
often extensively used prior to departure to enbahe knowledge about a certain region
but do not necessarily lead to a purchase decisi@avance. In addition, 4WD travellers
expect information about tourism products to beditgaavailable at places where they
normally tend to get information. Even if they metia lack of information about a certain
product they would be interested in, they do ndiivaty pursue and extend their

information search to chase a particular experidnae rather substitute it by another

activity that turns out to be available at the toma

Aboriginal tourism businesses interested in targetiWD travellers will have to consider

that information about available products needeéxh the market both prior to departure
and at the destination itself. This paper finallyphasises the need for Aboriginal product
suppliers to enter partnerships and alliances witlsting businesses that are already

catering to the current 4WD market to facilitatmare effective distribution process.
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ABSTRAKT

Der Tourismus in Wisten und Outback Regionen vostralien hatte in den vergangenen
Jahren mit zahlreichen Problemen und Herausfordemau kdmpfen. Tourismusvertreter
in der Region haben aus diesem Grund die Initiagjgstartet, neue Produkte fir neue
Markte zu entwickeln, um in Zukunft eine lebens@#hiTourimsuswirtschaft in diesen
abgeschiedenen Regionen zu gewahrleisten. In di@ssammenhang wurden besonders
Touristen, die mit Allradfahrzeugen als Haupttraorgpittel in die Wiste kommen (diese
werden in weiterer Folge 4WD Touristen genannty pbtentieller Hoffnungsmarkt
angesehen. Grund zu dieser Annahme liefert einé\&ahMarktbeobachtungen, die dem
AWD Markt eine relativ hohe Wachstumsrate in Wistamd Outback Regionen
bescheinigen. Dariiber hinaus zeigen 4WD Touristele starke Tendenz dazu, die
gangigen Hauptreiserouten zu verlassen und audbgenere Gebiete zu erkunden. Der
AWD Markt bietet somit eine Reihe von neuen Modtaten fir die Entwicklung von
neuen Tourismusprodukten in abgeschiedenen Regioniesbesondere fir die

Bevolkerungsschicht der australischen Ureinwohner.

Aboriginal Tourismus gilt als einer der Hauptwettleebsvorteile in der Region
Zentralaustralien. Trotz anhaltender Bemihungenersei Regierung und Tourismus-
verantwortlicher ist Aboriginal Tourismus in Zer@astralien weitgehend von einer
mangelnden Produktvielfalt gepragt und verfigt amsitiber keine klaren Marketing- und
Distributionsstrategien fur Aboriginal Tourismusgukte. Kommerzielle Produkte in
diesem Bereich spezialisieren sich zumeist aufatganisierten Reiseveranstalterbereich
und konzentrieren sich grof3tenteils auf die Hawpisousgebiete — Alice Springs und
Uluru/Ayers Rock. Um die Entwicklung von Aborigindlburismus in Zentralaustralien
nachhaltig zu steigern, werden deshalb vor allene éingebotserweiterung sowie die

Entwicklung neuer Vertriebsstrategien flr neue T@musmarkte als notwendig erachtet.

Zur Zeit ist relativ wenig uber die Nachfrage nadboriginal Tourismus seitens der 4WD
Touristen bekannt und Aussagen, wonach insbesomtigrdWD Markt ein potentielles
Betatigungsfeld fur die Aboriginal Bevolkerung dail, basieren weitgehend auf

Spekulationen. Die vorliegende Forschungsarbeit Rsath zum Ziel gesetzt,
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herauszufinden, in welchem Ausmal3 4WD TouristeZentralaustralien an Aboriginal
Kultur interessiert sind und welche Art von Produkbesondere Aussicht auf Erfolg am
4WD Markt haben. Diese Studie diskutiert im weiter@nne das Informations- und
Reiseplanungsverhalten von 4WD Touristen und degssswirkungen auf derzeitige

Marketing- und Distributionsstrategien fur AboriglnTourismus.

Im Rahmen der Forschungsarbeit wurde eine quaktaftudie mit australischen und
internationalen 4WD Touristen in Zentralaustralcairchgefthrt. Studienresultate weisen
darauf hin, dass Aboriginal Kultur nur eine sehtengeordnete Rolle im Gesamterlebnis
einer 4WD Reise spielt. Darliber hinaus gelten Vienadas einseitige Angebot und ein
Mangel an authentischen Erlebnissen als Haupthister in der Vermarktung von
Aboriginal Tourismus am 4WD Markt. Aboriginal Tosmus Produkte fur den 4WD
Markt sollten bevorzugt einen hohen Lerngehalt aiden, die Moglichkeit bieten, mit
Aboriginals direkt in Kontakt zu treten und indivielle Erlebnisse enthalten, die klar in

Abgrenzung zu den gangigen Massenprodukten poticsind.

4AWD Touristen treffen viele ihrer Reiseentscheicemgrst im Verlauf der Reise. Obwohl
sie sich zumeist ausfuhrlich vor Antritt ihrer Reigber die Region informieren, tragt
dieses Verhalten aber hauptsachlich dazu beiesiein Uberblick tiber das Angebot in der
Region zu verschaffen und fuhrt nur in den selemstdllen zu Kaufentscheidungen und
Buchungen. Weiters fallt auf, dass Zusatzaktivitater Ort zu einem hohen Grad
substituierbar sind. 4WD Touristen erwarten, dasforinationen uber mdgliche
Aktivitaten ohne groen Aufwand vor Ort erhaltlickind, die sie fur ihren
Entscheidungsprozess bendtigen. Falls Informatiotibar gewisse Aktivitaten nicht

vorhanden sind, werden diese spontan durch andegiidfikeiten ersetzt.

Aboriginal Tourismusunternehmen, die am 4WD Mankéressiert sind, missen erkennen,
dass Informationen dber ihre Produkte den 4WD Madivohl vor Antritt als auch
wahrend der Reise erreichen mussen. Diese Forssaioggt weist vor allem darauf hin,
dass Partnerschaften mit anderen Unternehmengdégdals Hauptinformationstrager fur
den 4WD Markt agieren, die Grundvoraussetzung fiie dessere Vermarktungs- und

Distributionsstrategie darstellen.
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1. INTRODUCTION

1.1. Background to the Study

Tourism has been recognised as one of the mairoatordrivers in desert and Outback
regions of Australia. Much of the main organisedrigm activity, however, clusters

around the major population centres like Alice Bgsi or a limited number of iconic

attractions in the desert such as Uluru (Ayers Ramk Watarrka (Kings Canyon).

(Tremblay (2006a), p. 2; Carson/Taylor (2006b)1p) In addition, tourism in Outback

and desert regions has to face a number of chaer@@utback Australia has struggled in
recent years to keep level with the tourism pertoroe of the Australian tourism industry
as a whole and has experienced a steady declwisitor numbers from both national and
international visitors since the year 2000. (Degé@nbwledge Australia (2005b), p. 4)

Major key markets, such as the backpacker markeexample, seem to be declining
(Carson/Taylor (2006b), pp. 1-2; Tourism NT (20Q6p) 1) and other performance
indicators like visitor expenditure, average lengthstay or repeat visitor rate have also
remained flat or continued to decrease. (Carsotdf2006a), p. 19; Desert Knowledge
Australia (2005b), pp. 39-40) Similarly, the numbar tourism related businesses in
Outback Australia has continued to decrease si86.1ibid.)

Desert and Outback tourism are also strongly aftetly global trends such as rising fuel
prices or the trend to shorter and more frequetitidngs. (Tourism Queensland (2004),
p. 8) This might have particular consequences &nate desert regions due to their
isolated location and the long distances to majorce markets as it might divert tourists

to other destinations which are easier to access.

Desert tourism stakeholders have an interest imegdiohg these issues in order to secure a
viable tourism industry into the future. The DesKriowledge Cooperative Research
Centre (DK-CRC) is committed to creating sustaiadblelihoods and viable economic
opportunities for remote desert people and settiésnirough the application of research
and training. (Desert Knowledge CRC (2006), n.ptakas directed substantial efforts to
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investigate a number of business activities whiok eonsidered to have potential for
economic, social and cultural development of Alistnadesert communities - including
tourism. (Tremblay (2006a), p. 5)

The DK-CRC funded a desert tourism scoping study2®5, which recognised that
supporting desert livelihoods through tourism wibst likely require opening up new
tourist experiences and new markets. One of themnagommendations coming from this
scoping study was that there is a clear need teldpwa comprehensive research project
that looks systematically at the developing driearism market, which already accounts
for over 70% of all overnight leisure trips in Aradta. (Taylor/Prideaux (2006), p. 4;
Olsen (2002), p. 12) Within this particular marlseigment the four wheel drive (4WD)
self-drive tourism market was considered to preseptential focus for this research.
(Tremblay (2006a), p. 3) This market segment has b@entified as a particular group of
interest mainly because 4WD allows travellers tceas more remote locations and

therefore may help to disperse tourism more effebti

As a result, the DK-CRC has initiated tke Trackresearch program, which aims at
assessing how a 4WD tourism industry in the desart contribute to better desert
livelihoods by examining the potential economic @&odial benefits of 4WD tourism and
evaluating at the same time potential pressuretherfragile environment, culture and
infrastructure of the desert. (Desert Knowledge QR@6), n.p.a.Pn Trackis supposed
to deliver a better understanding of 4WD travetlesert areas by describing the various
stakeholders that are involved in this special fayfndesert travel — 4WD travellers,
businesses, organisations and communities. WhileD 4Warkets potentially offer
increased dispersal and sustained market grongmgrirom continuing increases in 4WD
vehicle sales, their value to desert destinatienpadorly understood. In particular, the
capacity for desert communities, many of whom ab®rfginal, to benefit economically

from increasing numbers of 4WD travellers is unclé@arson/Taylor (2006), p. 3)

Given the relatively high proportion of Aboriginpbpulation in the Northern Territory —
about one third of the Northern Territory populatidentify as being Aboriginal or Torres
Strait Islander (NTTC (2004), p. 4) — this partAudstralia is closely associated with a
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strong influence of Aboriginal culture. The NorthefFerritory Tourism Strategic Plan
2003 — 2007 (2002, pp. 29-30) recognises indigemmnltsiral tourism as a competitive
advantage over other Australian regions and definas one of the main building blocks
of tourism which shall provide the foundation foutism growth in the Northern Territory
in the long run. Tourism NT (formerly known as thiorthern Territory Tourist

Commission) builds its current Indigenous Tourisrtrategy on previous research
(Australia Domestic Marketing Research (2000) gdate NTTC (2004), p. 4) which

found that the perception of the “ability to ex@oindigenous culture” is significantly
higher amongst visitors to the Northern Territdmgrt in any other region of Australia. In
particular, central Australia has been identifieley destination for tourists wanting to

experience indigenous culture.

Australian desert regions, such as central Australie characterised by a high proportion
of indigenous people, who own large parts of ddaed. Considerably high proportions of
this population live in small communities away fr@@rvicing towns (Desert Knowledge
CRC (2006), n.p.a.) and are only marginally invdlva tourism activity, meaning that
benefits received from tourism are rather low. Thenber of successful indigenous owned
tourism ventures (such as Anangu Tours at Uluruefample) is small (Boyle (2001),
p. 20) and hence a lack of indigenous involvemerihé tourism industry has already been
acknowledged (Tremblay (2006a), p. 23; Desert Kedgé Australia (2005a), p. 33).
What adds to the problem is that the Aboriginalrisou sector in central Australia is
currently characterised by a lack of product divgr&nd does not provide a clear
marketing strategy that proposes concrete actiom$ advice for promoting and

distributing indigenous tourism products.

To develop additional, more specific marketing tefgges Tourism NT has acknowledged
the need for further research to develop a betteterstanding of different market
segments in order to allow indigenous people to eneformed decision about their
participation in tourism. Proposed research dioeiinclude identifying which markets
have an interest in indigenous cultural experienabst they perceive to be an indigenous
cultural experience, where they choose to haveetlgagperiences, how much they are
willing to spend and how they seek information antsexperiences. (NTTC (2004), p. 8)
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The research does not only need to understand proaiucts and business types are
required by the market, but also how they can bestlistributed, making sure that the

right quantities of the right product or service available at the right place, at the right
time. (Wynne et al. (2001), p. 425) The role ofommhation in this distribution process is

exceptionally important in tourism due to the irgdnhe, perishable, heterogeneous and
inseparable nature of tourism products and serv{Bsger/Laesser (2004), p. 357; French
et al. (2000), pp. 216-20 Dickman (1999), pp. 10-TQurism has often been described as
an information intensive industry which heavilyiesl on constant communication with

tourists through various channels to market praxwstd build customer relationship.

(Poon (1993), quoted in Pan/Fesenmaier (200609). 8

Information acquisition is necessary for selectiagdestination but also for on-site
decisions of various trip elements, such as accoatian, transportation or activities

(Gursoy/Chen (2000), p. 583; Fodness/Murray (1998109; Snepenger et al. (1990),
pp. 13-14) Consequently, tourists must be abletess the information they need to both
develop a demand for the product and to identifpasfunities to satisfy this demand

during various stages of the trip planning procéssderstanding travellers’ information

search behaviour is therefore critical to develefidy marketing and distribution strategies
and improve service delivery. (Pearce/Schott (2005%0; Bieger/Laesser (2004), p. 357,
Gursoy/McCleary (2004), p. 353; Gursoy/Chen (2000583)

1.2. Problem Statement

To date, nothing is known about the demand forgedous tourism products from the
desert 4AWD market and the potential for Aborigin@sert people to develop viable
products for this growing market sector. The redeasought to describe how 4WD
travellers in central Australia make decisions dabmansumption of Aboriginal cultural

tourism experiences, and whether there are gaffeinature of the experiences provided
and the product distribution processes. To addresgyap in knowledge, this study aimed
to identify to what extent 4WD travellers in cehtfustralia are interested in getting
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indigenous cultural experiences on their desgrstand what kind of products they might
consume. The study investigates information seekpajterns and trip planning
characteristics of 4WD travellers to find out wrestlturrent marketing and distribution
methods of indigenous tourism products are appaiggrior this market. This research
finally identifies current gaps in the supply amddistribution strategies of indigenous

tourism products in central Australia.

1.3. Research Objectives

Specifically, this study aims to identify: -

1. The information search behaviour and trip planrahgracteristics of 4WD travellers.

* What sources of information do 4WD travellers userpto departure and during
the trip?

* What content and type of information are they logkfor prior to departure and
during the trip?

* How much time do 4WD spend on information searghes to departure?

* To what extent do they plan specific trip elemeprisr to departure and finalise
bookings (places to visit, accommodation, actigig¢c.)?

» Under which circumstances do they decide on spetifi elements en route?

2. The extent and nature of demand for Aboriginal isyarproducts from 4WD travellers.

* What kind of Aboriginal tourism products are cuthgieing consumed?
* What kind of additional Aboriginal tourism produet®uld they be interested in?

« What are the barriers to look for Aboriginal touamisproducts they might be
interested in?
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3. The gaps between current distribution methods obriymal tourism products and

information needs of 4WD travellers.

» Do 4WD travellers receive any information about Afgmal tourism products
prior to departure and en route?

* How do 4WD travellers perceive information aboutrent Aboriginal tourism
products?

* What information mismatches do exist and how mighy be addressed?

Figure 1: Conceptual framework of the study

4AWD Desert Travellers

Domestic International

Experiences sought
in the desert (¢ - !

Trip Planning and Extent and Nature
Information Search < > of Demand for
Behaviour Aboriginal Culture

Information and i
Distribution Gaps
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1.4. Significance of the Study

This study has both theoretical and practical @ppbns. It contributes to an enhancement
of the current state of knowledge about 4WD tourisndesert areas, which is at the
moment one of the main research focuses of Deseotviedge CRC. Not only does it
contribute to a better understanding of informats@arch or trip planning behaviour of
4AWD travellers and their demand for Aboriginal ieor in central Australia, but it also
provides additional insights into trip motivatioasd general experiences and activities
sought in the desert. Moreover, this study will addthe constantly growing level of
knowledge about information search and trip plagrstrategies of independent travellers

in Australia as well as internationally.

In terms of practical contribution, the researamsito provide guidance and suggestions
for the development of Aboriginal tourism productEentral Australia that meet the needs
and demands of desert 4WD travellers and to givees@advice on more effective

distribution strategies for this specific targebuyp.

1.5. Scope of the Study

Even though there might be other potential marketsndigenous tourism products in
desert regions this study looks only at desert 4WéRellers. Since the dominating market
for 4WD tourism is considered to be domestic whhe main market for indigenous
tourism appears to be from overseas, both domastianternational 4WD travellers have
been considered for this study to identify differes between these specific market
segments. However, this study does not further segrine complex 4WD market. This
research has been furthermore limited to the regiemtral Australia (as described in

2.1.5.1.) and does not explore other geographiomegn desert Australia.
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2. THEORETICAL BACKGROUND

Chapter 2 describes the necessary background kdgeland theory surrounding this
study. This chapter is divided into four separaib-sections. Section 2.1 provides the
background of desert tourism, section 2.2 describescurrent state of knowledge about
4WD tourism and section 2.3 addresses the topiadfienous tourism in Australia and,
more specifically, in central Australia. Finallyedion 2.4 introduces the theoretical
background for product distribution in tourism admines the role of information in this

distribution process.

2.1. Desert Tourism

2.1.1. Defining Desert and Outback Australia

2.1.1.1. Outback Australia

“Outback Australia” is not easy to define geographlly, as it does not officially exist
within governmental frameworks or boundaries. “Gu#d is often colloquially used for
describing any sparsely populated regions of Aliatrautside of major urban centres that
comprise the majority of inland and north Australidle Outback has also been described
as semi-arid and arid regions including savannahdasert landscapes, an extremely small
population density and large distances between lptpn centres. (Larson (2006), p. 2)
Under this definition, the Outback includes all @&gegions, but other environments as

well.

In “Our Outback — Partnerships and Pathways to Suceedourism” Desert Knowledge
Australia (2005b, pp. 1-4) extended Outback Austrakross five States (Queensland,
New South Wales, South Australia, Western Australfactoria) and the Northern

Territory as a starting point for analysing theguatal of cross-border tourism in Outback
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Australia. The following regional tourism aréagere included in this outline: Katherine,
Tablelands, MacDonnell, Alice Springs and Peterm#mn the Northern Territory),
Australia’s North West and the Golden Outback (\WestAustralia), the Flinders Ranges
and the South Australian Outback (South AustraNggllee (Victoria) and the Outback of
New South Wales and Queensland (Figure 2). Howétveras acknowledged that this is
not a final geographic definition of the Australi@utback and that a number of other
regions could still be added to this list in theufe.

Figure 2 : Outline of main regions comprising Outb&k Australia

; Tablelands l

%
) Alice Springs \_
Australia's MacDonnell E
--
. N

(Source: adapted from Desert Knowledge Austral@dgb), p. 38)

1 The Australian Bureau of Statistics defines etmlrism region by combining Statistical Local Asea

(SLA). These tourism regions are also used by th#oNal and International Visitor Surveys. (Tourism
NT (2007), n.p.a.)
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2.1.1.2. Desert Australia

There is no clear single definition of what congéts the Australian desert. (Taylor
(2002), p. 1) Semi arid and arid lands, which cawerghly 69% (5.3 million km?) of the
Australian continent, are often used to describsedeareas (Centre for Arid Zone
Research (2007), n.p.a.; Desert Knowledge CRC (R00.p.a.), whereas arid zones
account for up to 45% of the total land mass (FegB). Desert regions in Australia are
officially classified as remote or very remote are@ader the Remoteness Structure within
the Australian Standard Geographic Classificatid8&C), which indicates that physical
access to the widest range of goods and serviaces@portunities for social interaction for
the population of a given locality is relatively ggo (Taylor (2002), p. 5) Such regions
primarily include large parts of the Northern Temwy, Western Australia and South
Australia but also smaller parts of Queensland, I$ewth Wales and Victoria. (Guenther
et al. (2005), p. 1)

The following regions have been identified as tremdeserts in Australia: Great Victoria
Desert; Great Sandy Desert; Tanami Desert; Simpssert; Gibson Desert; Little Sandy
Desert; Strzelecki Desert; Sturt Stony Desert; Mikxesert; and Pedirka Desert (Desert
Knwoledge CRC (2007), n.p.a.) A detailed map ofralijor Australian deserts can be
found in Appendix D.
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Figure 3: Location of semi-arid and arid zones in Aistralia
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(Source: Taylor (2002a), p. 2)

The DK-CRC has defined deserts ‘@haracterised by a low and sparse population
spread over large areas of lower productivity lan@he population of desert Australia is
estimated to be around 574,000 people which acsdontapproximately 3% of the total

population in Australia (data refers to the cengsu2001). (Desert Knowledge CRC

(2007), n.p.a.; Taylor (2002), p. 4) Indigenousgeaomprise about one fifth of the total
desert population (compared to 2% of the populatiationally) and are predicted to
increase to 23.7% in the next ten years. (Taylo022, p. 12) While the majority of non-

Indigenous people live in major service centreghsas Alice Springs or Halls Creek,
Indigenous people are highly dispersed across #isertiregion residing in small remote
communities. (Guenther et al. (2005), p. 4) Sudtieseents are already estimated to
amount to 1,300 discrete communities which areidigied across Aboriginal traditional

lands and often have fewer than 50 residents. (DEsewledge CRC (2007), n.p.a.)
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2.1.2. Defining Desert Tourism

The phrase “desert tourism” can be referred to dwexsity of products, experiences and
environments and it consists of a collection of kets which arécharacterised by their
small scale and complex interactions with natursdcial and cultural environments”
(Tremblay (2006a), p. 1). Weaver (2001, p. 253-@8)ined a set of attributes that can be

used to describe desert tourism: -

« Exceptional geological features and climatic cands;
» Wildflower and other episodic floral displays;

* Ancient, large or unusual vegetation;

» Caravans or other desert trekking;

* Indigenous inhabitants;

* Oases; and

* Protected areas.

Desert tourism tends to be focused on a relatigedgll number of outstanding “iconic”

attractions or locations and is characterised bgtlaer sporadic and small-scale tourism
development in remoter regions. (Tremblay (200pa}3) In particular, Australian desert
regions offer some well established and well maddtigh-profile desert locations, with

Uluru-Kata Tjuta National Park and Watarrka NatioRark being the most prominent
ones. Conversely, areas which are less known osidered as secondary desert
destinations are mostly under-resourced for tourdmelopment in terms of access,
transport networks or hospitality services. Sudatimns normally attract smaller numbers
of mainly domestic or regional tourists and areyveften not protected for nature

conservation or tourism purposes. Weaver (20012pp--56) referred to both destination

types as upper-tier and lower-tier desert desbinati

Doris Schmallegger 12



Especially the most frequented top tier destinatitend to suffer from the following
issues: (Tremblay (2006a), p. 16) —

» Deterioration of natural and cultural resourcesuatbprotected areas with strong
attractiveness;

* Threats associated with indiscriminate and excesasse of all-terrain vehicles;

» Conflicts emerging from unregulated consumptivévaas, such as game hunting,
which can occur outside but still near protectesedeareas; and

* Resource scarcity and under-funding associated Mithpriority often given to
desert areas.

As fragile arid environments, desert regions angeeislly susceptible to the forms of
environmental degradation caused by tourism. Sinchats include: (Weaver (2001),
pp. 261-62) —

» Site-hardening in high traffic areas;

» Depletion of water sources;

* Increasing difficulties in fire management;

» Interference in corridors for migratory species;
» Introduction of pest species; and

» Threats to wildlife from excessive hunting and ifirghor accidental killings

For a better understanding of various desert tounsarkets and the different market
opportunities that might arise through them, it hasbe distinguished between two
intrinsically different types of desert tourism -arkets which come to the desert
incidentally, for example due to a unique attractiand markets which consider the desert
environment itself as an integral part of the tenriexperience. (Tremblay (2006a), p. 13)
These “real” desert travellers are most likely emture to new regions and consequently
can help to disperse tourism activity further asmasmote desert destinations. On the other

hand, they are also likely to have different neéedgerms of tourism infrastructure, product
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development or product marketing. Opening up newketa and more diversified tourist
products and experiences in regions other thanakiegctions might be required to meet

the demand of such travellers and benefit commasiti remote desert regions.

2.1.3. Desert Tourism in Australia

The economy of desert Australia heavily relies aning, pastoralism and, more recently,
on tourism, all of which are susceptible to extéfaeces and hence constitute a vulnerable
economic base (Wand/Stafford-Smith (2004), p. t¢nblay (2006a, p. 12) further found
that tourism is typically presented as a promising at the same time dangerous form of
development, of which the impacts on desert comtiasnare not entirely understood.
Generally, references in academic literature teedssand arid lands, and specifically to
tourism activity in such regions, are very limitdekamples are sporadically included in
literature discussing regions that can be claskifis either “remote” or “peripheral”.
Government and tourism management agehsi@setimes include such regions under the
cluster of “regional tourism”, which comprises noran forms of tourism across all types
of environments: coastal, mountain, island and iemgvironment. (Tremblay (2006a),
p. 12) Other tourism literature relating to tourisim desert environments includes

publications on ecotourism in natural and fragreas.

2.1.3.1. Tourism in Peripheral Areas

According to Sgrensen (1999, pp. 21-23) peripharahs usually comprise areas away
from economic, political, educational or social tres, which are also considered to have a
number of barriers to economic development. Hepegpheral areas are relatively remote
and situated in a dependency relationship withrdreearea. They often find it difficult to

attract investments and jobs because of disadvesisgch as the remote location, missing

infrastructure, low population density, a low leval education or a lack of skilled

2 An outline of the structure of tourism organisatian Australia is provided in Appendix C
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manpower. Hall and Boyd (2005, pp. 4-20) have ifieatthe following main features of
peripheral areas which have a strong impact on@oandevelopment: -

» Large distances from mass markets leading to hayisport and communications
COSts;

* Alack of product innovation, with new productsigeimported and not developed
from within;

* A general pattern of out-migration of skilled pespl

* Weak economic linkages between businesses leadliogvtmultiplier effects;

* Relatively high levels of local and state interventfor economic support;

* Weak communication and information flows betweemk®eis and suppliers; and

» High aesthetic amenity values with low levels ofelepment.

As tourism is often described as a low-skill anablar-intensive industry, many peripheral
areas consider it as one of the very few viablenecoc alternatives and as a sort of
“panacea” for economic revitalisation in such regio(Prideaux (2002b), p. 381; Sgrensen
(1999), p. 12; Baum/Hagen (1999), p. 302) For manyists peripheral destinations are
particularly attractive, not despite but becausehef very peripherality and its perceived
attributes, which include notions such“asithentic”, “off the beaten track] “unspoilt” ,
“exotic” or “undeveloped” (Carson/Harwood (2007), pp. 10-11; Sgrensen (199912)
Carson and Harwood (2007, pp. 10-11) suggest #mbte destinations have to continue
to promote their uniqueness and the authenticitythe nature-based and -cultural
experiences they can provide. Similarly, Wanhi4Z, p. 50) argues that the&rengths of
many peripheral areas lies in their strong natumalvironments and remoteness, which
make them increasingly attractive for tourism depeient at a time when ‘green tourism’
is in vogue”. At the same time he recognises the downside ofstouin peripheral areas

which primarily relates to environmental threahtdural resources through tourism. (ibid.)

There has also been growing interest in the chgdlerfiaced by tourism in peripheral areas
where acute climatic conditions in combination widsues of difficult access create

particular competitive disadvantage. (Baum/Hag&99), p. 302) Such challenges include
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for example a relatively high seasonality, limitedirism infrastructure and a low value-
added tourism economy that is increasingly affedigda lack of innovation. (Wanhill
(1997), p. 49) Furthermore, tourism companies mipperal areas are predominantly micro
or small to medium-sized enterprises (SMEs). Threyhaghly fragmented in market terms
and often lack an understanding of market dynamwdsich makes them relatively
uncompetitive to companies in non-peripheral arghsl.) Such small scale operators tend
to be characterised by a relatively low degreerofipction and service capacity (Morrison
(1996), p. 400), a lack of entrepreneurship andified staff (Page (2003), p. 264) and
limited experiences in the tourism industry (McKeedRobbins (1998), p. 173). They
often use inadequate marketing resources and arabh® to establish links with global
tourism systems. (Clarke (1995), p.137) Never8glesmall-scale businesses are
considered to have the potential for contributio@ tdiversification of regional and remote

destinations and enhancing their attractiveness.

2.1.3.2.  Ecotourism in Natural and Fragile Environments

Tourism in desert regions has also been mentionddrithe umbrella term of ecotourism
in natural and fragile environment. Definitions @fotourism in academic literature are
numerous. At the broadest level, ecotourism has losscribed as synonymous with
nature tourism, which implies a symbiotic relatioips between tourism and nature
conversation. (Clarke (1997), p. 224; Boo (1990114 Another common definition refers
to ecotourism astravelling to relatively undisturbed or uncontanaited natural areas
with the specific objective of studying, admiringdaenjoying the scenery and its wild
plants and animals, as well as any existing cultunanifestations found in these areas”
(Hall/Boyd (2005), p. 51; Blamey (1997), p. 125;b@kos-Lascurain (1987), p. 14) Boyd
and Butler (1999, p. 128-29) identified the keynabmts of ecotourism as being focused on
the natural environment, having minimal environnaéaind social impacts, having a non-
consumptive character and as being capable of girayidesired economic benefits to
local residents.

Ecotourism has been considered to have the pdtéatideliver ecologically sustainable

development to any region that has a unique natmaironment (Courvisanos (2006),
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p. 17) or to contribute to a robust regional redlgwament for areas facing economic
decline. (Hall and Boyd (2005), p. 21) During theernational Year of Ecotourism in

2002 the World Tourism Organization (WTO (2002),10) explicitly recognised deserts

to have great potential for ecotourism developmé&mantourism in desert regions can
provide direct benefits for desert communitieshie torm of alternative revenues and jobs,
and indirect benefits such as development of itfnature. (WTO (2002), p. 26; Weaver
(2001), p. 251)

2.1.4. Current Issues for Desert and Outback Tourism in Awstralia

Desert and Outback tourism recently had to faceiraber of challenges. As found by
Desert Knowledge Australia (2005b, p. 4) the taurigerformance of Outback Australia
had serious problems in the last years to keep wahehe Australian tourism industry as
a whole. The domestic market for Outback Austrdies experienced a rather flat
development between 2000 and 2004 with a slightigative growth rate of -0.01% in
overnight stays compared with an increase of aB&ttfor total Australia. International
visitor nights in the Outback were even worse affécand have decreased by 16.7%
compared with a 22% increase for total Australigh@ same period. Similarly, other key
success indicators like visitor expenditure, averaggth of stay or repeat visitor rate have
remained flat or continued to decrease. (Carsomdt2006a), p. 19; Desert Knowledge
Australia (2005b), pp. 39-40) In addition, majoiykmarkets in the Outback, such as the
backpacker market for example, seem to be in ded¢l@arson/Taylor (2006b), pp. 1-2;
Tourism NT (2006b), p. 1) and the number of tourisgtated businesses in Outback
Australia, including attractions, F&B outlets, skoptour operators and transport
companies, has continued to decrease in recens.yé@esert Knowledge Australia
(2005b), pp. 39-40)

Desert and Outback tourism also feel the impactglabal trends which have particular
consequences for remote regions in Australia duthdo isolated location and the long
distances to major source markets and urban cemtraamber of these challenges were
outlined in the Outback Destination Management Flaourism Queensland (2004), p. 8)

which identified the main economic, natural, polli socio-cultural, technological and
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industry trends for Outback tourism (Figure 4). Thest prominent of these challenges
include rising transport costs for road and aivetadue to higher fuel prices, an ongoing
trend to shorter and more frequent holidays as a®llan increasing competition from
cheaper domestic and international destinationd.jjball of which might finally divert

tourists to other destinations which might be easieccess.

Figure 4: Challenges and opportunities facing Outbek tourism

Change Drivers

ECONOMIC TRENDS SOCIAL & CULTURAL TRENDS
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Fluctuating glohal economy

ariable exchange rates and the value
of SAUD

Variable interest rates
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fourism

Impacts of tourism on natural
environments

Matural disasters

Changing family structure
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Increasing number of hours worked
Flexible work arangements
Interest in balanced lifestyle

Safety and security

Population growth in developed
countries
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NATURAL ENVIRONMENT TRAVEL, coastal areas
¢ Global warming/climate change TOURISM, & Health Risks
¢ Increased awareness of environmental TOURISTS &
sustainability HosT TECHNOLOGY TRENDS
¢ [ncreazed interest in nature-based COMMUMITIES Uptake of the internet

Interactive TV

Mabile Technology
Convergence of communication
Innavations in fransport- speed,

¢ Environmental degradaticn

comfort, safety

; » Liptake of GPS technology
POLITICAL/LEGAL TRENDS

¢ Recognition of tourizm by Government
and community

Palicies on environment
Paolicies on Native Title
Threat of war and terrorizm
Land clearing

Public liability insurance cosis

COMPETITIVE TRENDS
¢ Global on-ling revolution
¢ Competition for discretionary income

* Greater number of substitutes for
travel

¢ Greater competition in tourizm

L 2

INDUSTRY TRENDS
* Short break holidays * More frequent holidays * Drive holidays * High growth rate in 4x4 vehicle sales leading to increased
outhack visitation * On-line revelution for information & booking holidays * Unstable global environment and impacts on travel
kehaviour * Predicted growth in Internaticnal fravel * Relaxed travel impediments in developing international markets * Highly
competitive national travel enviranmeant * Market fragmentation and the emergence of more special interest markets

(Source: Tourism Queensland (2004), p. 8)
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The Northern Territory, with around 86.5% of itdalolandmass being considered as
“Outback” (Desert Knowledge Australia (2005b), &),3is particularly concerned with
recent developments in Outback tourism. As outlimethe Northern Territory Tourism
Strategic Plan 2003-2007 the Northern Territoryt lu particular its Outback, is
confronted with a range of potential threats andkmesses that might have negative
impacts on future tourism development. (NTTC (20@2R0) These include: -

» Air access constraints and long distances from nsmorce markets;
* Rising petrol costs and air fares;
» Lack of infrastructure;

» Lack of product diversity and renewal with a heamphasis on major attractions
in a few geographic areas;

» Limited access to key natural attractions includiigpriginal lands, due to land
tenure and land management issues;

* Overcrowding at icon locations leading to a decimeisitor satisfaction;
* Increased competition from overseas and domessiina¢ions; and

* A heavy reliance on a few key markets, particulartgrnationally.

On the other hand, the Outback Destination Managemlan (Figure 4) outlines a number
of change drivers which might provide some oppaties for Outback communities and

tourism operators. These include, for example, rereased interest in nature-based
tourism, innovations in transport and informati@chnologies or a predicted growth in
international travel. Of particular note in thiswext is a significant trend to drive holidays
and a relatively high growth rate in 4WD vehicléesawhich might lead to an increased
visitation of the Australian Outback. (Tourism Qnoskand (2004), p. 8) Based on the
numerous challenges and opportunities for tourigwelbpment in the Outback, Desert
Knowledge Australia proposes in its rept@iur Outback — Partnerships and Pathways to
Success in Tourismiew strategies towards a change in the structu@utback tourism

in Australia. An action plan was developed withefimain strategy themes suggesting
changes in current organisational structural netsjoproduct development, marketing,

infrastructure, investment, research and commupitastrategies. (Desert Knowledge
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Australia (2005b), pp. 10-31) This report also askledged the significant importance of
drive tourism, in particular self-drive tourism,rfdispersing positive contributions of

tourism across remoter areas in desert and Outlegobns. (ibid, pp. 18-22)

2.1.5. Tourism in Central Australia

2.1.5.1. Defining Central Australia

The central Australia region includes all partsled Northern Territory south of Tennant
Creek and is composed of the tourism regions ofManell and Petermann combined
with Alice Springs, the biggest town and major gsFvcentre in central Australia
(Figure 5). Alice Springs has a population of ab80t000 people and the wider region
including MacDonnell and Petermann receives arodti,000 visitors annually.

(Sustainable Tourism Services (2005), p. 2)

Figure 5: Regions comprising the central Australizarea
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(Source: Carson/Taylor (2006a), p. 9)
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The Petermann tourism region incorporates UluruataKTjuta National Park, Watarrka
National Park, Erldunda, Yulara, Curtin Springs afwlgera. The MacDonnell region
includes the West MacDonnell Ranges and the EasDiglanell Ranges stretching out on
both sides of Alice Springs. The main tourist atians in central Australia around Alice
Springs, besides Uluru and Watarrka National Phdye been identified as follows:
(Sustainable Tourism Services (2005, pp. 2-3) -

West MacDonnell National Park and Ranges, includangpson Gap, Standley
Chasm, Ochre Pitts, Ormiston Gorge, Glen Helen, bRekl Gorge, Tnorala
Conservation Reserve and Gosse BIuff.

» East MacDonnell Ranges, including Emily and Jesap RBature Park, Corroboree
Rock, Trephina Gorge, N'Dhala Gorge, Arltunga Histal Reserve and Ruby
Gap.

* Owen Springs Reserve, Wallace Rockhole, Hermangshtinke Gorge National
Park, Palm Valley and Boggy Hole in the Southwégtlme Springs

* Rainbow Valley, Henbury Meteorite Craters, Hugh é&i6tock Route, Maryvale
Station, Chambers Pillar, Ewaninga Rock Carvings 8anta Teresa in the South
of Alice Springs.

» Gemtree, Harts Range, Tanami Road out to TilmowadHouse in the North of
Alice Springs.

A particular attraction in central Australia witkgard to drive tourism is the Mereenie
Loop, a driving route including unsealed road neksofor 4WD trips. The current
network of roads includes an inner loop connechifige Springs with Hermannsburg and
Glen Helen and an outer loop which continues thinottermannsburg to Watarrka
National Park before joining the Lasseter Highw&@ kilometres east of Uluru — Kata
Tjuta National Park. (Carson/Taylor (2006a), p. T8 loop passes through Aboriginal
land-holdings and offers an alternate route fortais travelling from Alice Springs to
Uluru or vice versa. (Tourism NT (2006a), p. 4)
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Current key target markets for central Australialude: (Sustainable Tourism Services
(2005, pp. 5-6) —

» Self-drive tourism (cars, caravaners, 4WDs, doroestd international fly-drive)
* Budget and backpacker tourism (national and intemnal)

» Package tourism

* Group tours (special interest, school and educatigroups)

* Business tourism (meetings, incentives, conventions

* Event tourism (sporting events, festivals)

2.1.5.2. Tourism Trends in Central Australia

As to central Australia’s tourism performance, thgion has experienced comparatively
low rates of tourism growth over the past ten yemmd a significant decline in key
markets. (Carson/Taylor (2006a), p. 9) Particulanhernational visitor numbers were
severely affected. In the Alice Springs and Petamnmaegions, international visitor
numbers decreased by around 20% from 1999 to 20@be MacDonnell region by even
60%. (ibid.) While there was a slight upward trdredween 2004 and 2005 in the number
of international visitors to the Northern Territaamg a whole, this did not have any impact
on central Australia where the decline in interowail visitor numbers has at best halted.
Moreover, central Australia’s share of all intefoaal visitors to Australia has declined
during the past five years in all three regiong ttmanprise the broader area. (ibid., p. 10)
Domestic visitor numbers have decreased as well theesame period time for the Alice
Springs (by 8%) and MacDonnell (by 3%) regions éxperienced an increase of around
4% for the Petermann region from 1999 to 2005.

In addition to the decline in absolute visitor nwerdy the proportion of repeat visitors to
the region is relatively low and likely to be faltj, which indicates that central Australia is
often perceived as a “tick and flick” destinatiomeaning that the majority visits the region

once to see the major attractions and to “tickffittiee list”. (ibid., p. 19) Similarly, the
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length of stay in central Australian regions haodleen decreasing in recent years from
4.6 in 2003 to 4.3 nights in 2005. Especially thackonnell tourism region experienced a
harsh decline as the average length of stay felhbye than half from 2004 to 2005 and

the trend towards shorter stays is likely to camgirn the future (Carson/Taylor (2006a),

p. 19)

A number of other structural impediments can beepled in central Australia which have

direct impacts on the current tourism performamcené region: (ibid., p. 8) -

* A declining market base due to an emerging trerttierregion towards shorter and
less independent “standard” trips;

* The relative homogeneity of destinations and expees for visitors to the region;

» Clustering of attractions and tourism productsoications which are relatively easy
to access;

* A fragile economic base which is dependent on pub&ctor investment (for
example, parks and other publicly funded initiasivemicro-businesses, and the
engagement of Aboriginal land owners for produatedi@ment; and

» Infrastructure needs and expectations of developiatket segments, such as 4WD
visitors, which must be balanced with environmeatal cultural sensitivities.

There is reasonable evidence that visitors ares@sitngly on organised tours and less
likely to be on independent trips, which are suggoso be longer in duration. The

proportion of self-drive tourism as the main forfrtransport in central Australia has fallen

substantially, only the proportion of tourists 0WB tours has increased in recent years.
(ibid., p. 20)

2.1.6. Challenges for Innovation in Tourism in Central Audralia

A useful framework for better understanding theiésscurrently faced by desert tourism
systems has been proposed by Carson and Taylofl{2@p. 9-12), who argue that
managing and facilitating a culture of innovatiemecessary for desert destinations, such
as central Australia, to address these challengas. framework is based on the idea of

“systems of innovation” established by Carson, Rids and Rose (2004), who found that
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regional tourism destinations can be regarded @sosaic systems where innovation in the
sense of managing change purposefully is a keyessctactor. Such systems place a
greater value on knowledge about markets, compeigtod the performance of the system
itself and hence have a greater ability to ideraifil recruit new markets. (Carson/Taylor
(2006b), p. 9) General barriers to effective systehinnovation in regional tourism, as

described by Carson et al., relate to issues ssi¢thck of critical mass, lack of formalised

knowledge structures, poor links to product distiitn channels and shortage of skilled

workforce, which are of particular concern to desaurism systems. (ibid., p. 10)

Table 1: Key issues for desert tourism innovationystems

Characteristics of successful Challenges facing desert tourism systems
systems of innovation

Economic competence « Small and micro businesses operating on a dagyo d

“survival” basis may lack the capacity to attrazsaurces

(The skills to identify required resources and to support longer term planning.

to acquire them)

 Desert tourism businesses tend to be dispersebbat
) clusters in the major population centres. A smaithher
Resource clustering and of businesses can dominate the marketplace in eemot

critical mass locations.

(Physical proximity to customers, suppliers, ¢ The small resident population base means that there

knowledge providers, intermediaries, private local market to fall back on in tough periods.

sector and public sector organisations, and a

sufficient number of these to allow for * Removal of a single business from the system may
experimentation and failure) threaten the marketplace as there is no alternéfivis is
a particular issue for Aboriginal tourism businessa
Aboriginal lands.

(¢}

« Key partnerships with organisations physicallyaliecl
outside the destination are difficult to maintagchuse of
isolation, poor telecommunications, and a lack of

Networks economies of scale.

(Social and professional interactions betwgen Desert tourism businesses have access to a langeenu
organisations in the system) of collaborative structures, many of which are $mal
scale, non-persevering and have poorly defined
objectives. Selection of appropriate structuresafor
particular business is difficult.

» Tourism entrepreneurship often occurs in the fdce o
accepted conventional wisdom which has become
synonymous with the traditional sources of business

Entrepreneurship intelligence (including the national tourism resdar

agencies, State Tourism Commissions and so on).

(Leadership which can provide the vision and

take the risks necessary for change) » There is a strong sense that entrepreneurshiprivesd

tourism development in Australia, but that the entr

environment for tourism development has increasstd r

for entrepreneurs.
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Development blocks

(Points of focus including natural assets,
cultural assets, outstanding services or
specific tourist attractions which inspire
alternative views about their use and lead to
multiple options for development)

Current development blocks are primarily naturatdiees
which are considered ‘free’ to access. Commerdal u
and exploitation of these is difficult.

Development that is too concentrated at a few ftes
unlikely to be environmentally sustainable. Develamt
that is too dispersed may be difficult to sustain
economically.

Public/private sector interactions

(Governments not only provide the
institutional infrastructure for an economic
system through policies and regulations, but

often engage actively as users and producers

of new products. Interactions must recognise,

the key role of the small private firm while
providing public support for business and
staff development.)

The desert comes under the purview of many
government agencies (local, state and federalgahotin
international conventions that often have conftigti
agendas.

Land management in the desert has been about
preservation and extraction. Using land for tourism
provides a different challenge for the public secto
stakeholders.

Tourism in small destinations often involves cartfliof
interest with government. The government is regulat
planner, marketer, business manager and henceinfter
competition with the private sector.

Remote area governments experience high levelaifff
turnover and continuity is difficult to maintain.

Production and distribution
of knowledge

(Effective systems capture data about their
performance, their markets, their competitg
and the environment in which the system
operates. They also produce and distribute

new knowledge to inform decisions about the

need for change.)

There are generally poor systems of tourism kndgde
production and distribution in regional Australehich
are even worse in sparsely populated regions with
comparatively low visitor numbers.

A high value has been placed on tacit knowledgéchvh
is inherently unstable.

Social, political and cultural capital

(New initiatives require social “will” and
energy. The critical role of the host
population in tourism means they must be
engaged in system development)

Community organisations play a significant role in
tourism development, especially in smaller commasijt
and also have to act as operators (organising et

There is a strong feeling that communities do not
appreciate the value of tourism’s contributions to
economic, social, and environmental objectives.

(Source: adapted from Carson/Taylor (2006b), pp2)p-
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2.2. AWD Self-drive Tourism

2.2.1. Self-drive Tourism in Australia

The self-drive tourism market in Australia has bdefined asthose travellers away from
home for at least one night on holidays or visitiignds and relatives using their own or
a rented vehicle] which does not include any business travel osdhoavelling on bus or
tours. (Olsen (2003), p. 332) The motor vehicledassidered to be the predominant means
of transport for leisure trips in Australia andwing holidays constitute a significant
tourism activity, which is estimated to accountdoound 70% of all overnight leisure trips
taken in Australia by both domestic and internalamavellers. (Taylor/Prideaux (2006),
p.3; Olsen (2003), p. 332) The drive tourism markeross Australia also offers
considerable potential for promoting and dispersiagellers to regional and remote areas.
In particular in regional destinations outside loé tmainland State capital cities the drive
market has been identified as a key market wherepitesents up to 85% of the total
market. (Olsen (2002), p. 12; Carson/Waller (2002Y))

The significance of self-drive tourism has beerogeised by all State tourism marketing
authorities and the promotion of self-drive leistnavel has already been established as a
main focus in their marketing strategies. (DesemoWledge Australia (2005b), p. 3;
Prideaux (2002a), p. 36) The Australian self-dtimerism market is primarily considered
to be domestic. Over 75% of all overnight tripsdmymestic tourists included self-drive as
their main mode of transport, whereas the percentginternational visitors ranges
between 40% and 50%. In particular longer selfalrips (over 4 nights) and trips to
regional and rural areas are dominated by domgsatiellers who account for almost 90%
of this market. (Olsen (2003), p. 332) New SoutHé¥aQueensland and Victoria have the
largest shares in the national drive market (Ok02), p. 19), whereas the Northern
Territory attracts a relatively small proportion sélf-drive tourists, which comprised
around 4% of the total leisure self-drive market2@05 including international and

domestic drive tourists. (Tourism Research Ausiréd05), n.p.a.)
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2.2.1.1. Types of Drive Holidays

It has been argued that the drive market in Auatialnot a homogenous market segment
but includes a whole range of diverse subgroupis different characteristics. Scott (2002,
p. 86) suggested that there are two distinct mariketlrive tourism consisting of those for
whom the vehicle and the travel itself is the mesdential element of the trip and those
who are using the vehicle as a mere form of transmhere the destination or certain
activities play the most important role. Pridead®(2a, p. 35) also suggests a third form
of drive tourism which incorporates a mix of theoab mentioned types of drive holidays.
Olsen (2002, p. 19) classified drive tourism basedhe length of trip which resulted in
four different sup-groups with a short break raggnom 1 to 3 nights, a short tour ranging
from 4 to 7 nights, a big tour extending to 21 mgghnd a grand tour being more than 22
nights.

Other attempts to segment the drive market incfodeexample the work by Yann et al.
(1999, quoted in Olsen (2002), pp. 13-14) who sstgge segmentation not only by the
length of the journey but also by the number oftidations visited and the number of
stops on the way. He distinguished between “sha@aki and “long-haul” drive markets,
where the long-haul drive holiday is again chanaste by three different travel patterns:
multiple destination touring, A to B travel withogis in between and A to B travel without
stops. Especially the third kind of drive holidants to use the motor vehicle as a means
of transport only. (ibid., pp. 21-22) Furthermdianily and household structures were said
to have an influence on the type of travel chos@m.example young singles and families
with children were more likely to drive to a specifinal destination without having stops

in between, whereas older adults tended to taketthmee and make multiple stops. (ibid.)

2.2.1.2. Motivations for Taking Drive Holidays

Even though drive tourism is not a homogenous ntatkere are still certain
characteristics that the various market segments immcommon and which separate them
from other forms of tourism. Olsen (2002, p. 1Xntified a set of external and internal
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key factors that influence travellers to take sklf«e holidays. External influences include
for example travellers’ disposable income and eowoacondition, which indicates that
drive holidays are often preferred as a cheapeiompdb other holiday types. Internal
influences play another important role in the dedton and trip choice of drive tourists.
Drive tourists often have a distinct desire or wation to take drive holidays, which
satisfy special needs that other types of holid&ys:ot fulfil. Drive holidays convey a
certain feeling of freedom, independence and fléiiband those taking drive holidays
often consider themselves as “travellers” rathantttourists”. This purposeful separation
from other mainstream tourists is significant foivd tourists because it indicates that they
might prefer “real and local experiences” away frmutes and products that are generally

perceived as very touristy. (Olsen (2002), p. 13)

2.2.2. Self-Drive Tourism in the Northern Territory

Compared to other states in Australia the Northegrritory has a relatively small self-
drive tourism market. In 2005 about 30% of all toss to the Northern Territory travelled
either by private or rented vehicles as againsatiout 50% across all other states and
territories. (Carson (2007b), p. 2) This fact cam related to the comparatively long
distances from major source markets, neverthelpesself-drive market is still perceived
as a significant market for the Territory. Visitdcsthe Northern Territory are more likely
to travel by air or by long haul bus or coach.dipiOn the other hand, coach tourism in
Australia has been declining in recent years dueh&aper airfares and the only regularly
serviced commercial airports in the Northern Tergitare in Darwin and Alice Springs. As
a consequence, self-drive tourism may still havaespotential to grow in the future and
might help to disperse visitors across the Tewit@bid.) Given these factors, Tourism NT
has recognised drive tourism as a key market asccbmmitted to develop a strategy for
the drive tourism market, which aims at providingerned pre-visit information and
enhancing the self-drive experience through spseidltourism drive programs. (Tourism
NT (2002), p. 97)

Self-drive trips to relatively remote areas sucli@sert Australia or the Northern Territory

are likely to take longer than trips to other deatiions given the greater distances between
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attractions and amenities. (Carson (2007b), p. 2 A example, the shortest distance by
road between Sydney and Darwin, the capital of Nlogthern Territory, is over 4,000
kilometres. The nearest urban centre with a pojomajreater than 100,000 people outside
of the Northern Territory is Adelaide, which islisi,500 kilometres by road from the
Northern Territory’s most southern city, Alice Spggs, and 3,000 kilometres from Darwin.
Also within the Northern Territory distances betwesrious points of interest are often
enormous and there can be hundreds of kilometrisgeba towns or service centres that
offer fuel, roadhouses or stores for supply. A rogfhe road and highway network in the
Northern Territory is provided in Appendix D. Theost prominent roads are the Stuart
Highway from north to south, the Barkly Highway e#&s Queensland and the Victoria
Highway west to Western Australia. Additionallyetk are many more minor roads, some
of which have limited access through Aboriginaldaor may be closed during the wet

season from December to April due to floods. (ibpg. 2-3)

2.2.3. Current State of Knowledge about 4WD Tourism

Leisure travellers in 4WD vehicles are considered garticular sub-group of the overall
drive tourism market in Australia which has expecied considerable growth in recent
years. (Taylor/Prideaux (2006), pp. 2-4) Howevhig turrent state of knowledge about
4WD tourism in Australia is still very low and & bnly recently that systematic research to
examine the potential benefits and effects of thee of tourism has been implemented.
References to 4WD travel and tourism in the exgliterature are very limited and largely
discuss environmental impacts of 4WD vehicles ortiqdar types of terrain (see for
example Priskin (2003); McKercher/Robbins (1999) &ercock (1999)) or mention 4WD
transport in the context of tourism in a particuldestination. Other research
(Hamilton/Barbato (2005)) has focused on understandttitudes and characteristics of
A4WD owners compared to other vehicle owners but oid address attributes or
preferences of 4WD travellers relating to trip ecderistics or the activity of 4WDing.
(Taylor et al. (2007), p. 3; Taylor/Prideaux (200&). 4-5) As a consequence, Carson and
Taylor (2006, pp. 12-13) suggest that gaining Ibetiarket insights need to be a priority
for destinations that attract or wish to attractl@Warkets in order to establish or improve

their competitiveness.
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2.2.3.1. Defining 4WD Tourism

Given the lack of a widely accepted definition oVB tourism Carson and Taylor
(2006b, p. 2) proposed a simple product markehdefn to describe this particular type of

tourism, while pointing out that other definitiomsght be possible:

“Tourism experiences which the consumer and suppkeceive as heightened

in value by the use of 4WD vehicles.”

This definition was based on the concept that se¢par the vehicle from the overall trip
experience is difficult when discussing self-drit@irism and its various sub-groups.
While in many cases the vehicle is just the modeavfsport to access a destination but not
directly related to the real experience of the, tofher segments consider the vehicle itself
as an essential part of the total experience (Tatlal. (2007), p. 3) Derrett (2002, p. 26)
established a connection between self-drive touasthspecial interest tourism where the
vehicle is used to enable the pursuit of certaterasts and activities, such as fishing,
fossicking or bird watching for example. These growalue in particular benefits such as
adventure, excitement, escape, discovery and legrmihich are related to the vehicle or

the experience of driving itself. (Scott (2002)86)

Consequently, it was argued that 4WD travel mayehayparticularly strong link between
transport, destination and experience because ¢hilg is often considered as a pre-
requisite to access specific destinations or uallertiesired activities, which could not be
realised by the use of other conventional vehidl€srson/Taylor (2006b), p. 2; Prideaux
et al. (2006), p. 3) It was also found that ambiemtironment-based attractions such as
unique landscape, tracks, terrain or fauna ané flme more important to the overall trip
experience of 4WD travellers than for the genee#fldrive market. (Taylor et al. (2007),
pp. 3-4; Prideaux et al. (2006), pp. 2-3; Macbd®og), n.p.a.) Similarly, 4WD travellers
appear to identify strongly with their vehicles atié activity of “4WDing”, which is
further underlined by the proliferation of 4WD reation clubs across Australia and

internationally. (Carson/Taylor (2006b), p. 2)
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Furthermore, destinations and product suppliermpte specific tourism experiences with
the explicit term “4WD” in their labels and 4WD vele manufacturers as well as
accessory providers market their products and sesviby establishing a purposeful
connection between the vehicle and such experieli¢keat emerges from these findings is
that 4WD consumers, suppliers but also destinatstiase a certain set of concepts and a
specific language about 4WD experiences that fatk interaction in the 4WD
marketplace. This allows the tourism industry teate, offer, promote and manage
experiences associated with “4WDing” or “4WD tripahd at the same time enables
consumers to identify opportunities to engage ichsexperiences and develop a demand
for it. (Carson/Taylor (2006b), p. 2) Thus the d#éfon of 4WD tourism provided by
Carson and Taylor builds on this interaction aridved 4WD trips to include experiences
that are either on or off-road as well as expersrnhat are either completely dominated
by the use of a 4WD vehicle or include it as p&d targer trip experience. (ibid.)

2.2.3.2.  Segmentation of the 4WD Tourism Market

In order to better understand consumer prefereacdseeds Taylor and Prideaux (2006)
have undertaken research to identify a range &réiit segments within the 4WD market
and their particular characteristics. A number spexts were considered important in
differentiating various 4WD segments from each gtheluding the main purpose of the
trip, the type of travel party, the proportion bettrip spent 4WDing, the preference for
off-road driving or the preference for certain &mror environments. As a starting point
for segmentation, Taylor and Prideaux have classdiwD trips based on the composition
of the travel party and attributes of the vehideibhderstand the interrelationships between
attributes of 4WD trips and the composition of 4WHavellers’ itineraries (Figure 6).
(Taylor/Prideaux (2006), p. 6)
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The most common types of trips taken by 4WD trarslivere clustered as: -

* Independent travellers (travelling independentlthigir own vehicles);

* Multiple vehicle trips (travelling in groups of twar more vehicles);

e Club member trips (travelling in groups, organigca 4WD club);

» Tag-along tours (individual drivers follow a guige)

* International hire car trips (internationals trdwveg in rented 4WD vehicles); and

e 4WD bus tours (groups travelling in a bus, orgashisg a 4WD bus tour operator).

It was found that independent 4WD travellers orglgifvehicle trips tend to have less
formal and more flexible itineraries and try to gksired experiences during the trip.
Conversely, 4WD tour buses are on a relatively msga and consistent itinerary and are

largely focused on products and attractions.

Figure 6: Trip party — vehicle typology of 4WD trips

Experience based

Club member
Independent trips @
travellers
Tag-along
o tours
) . ltinerised/
Informal < ~  Formal
_ Multiple- @
International vehicle trips
o hire car
A\ AWD bus@

Product based

(Source: Taylor/Prideaux (2006), p. 6)

Further segmentation according to trip motivatiomg preferences and characteristics,

and the relative importance of 4WDing as an actiwas deemed necessary for a better
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understanding of the needs and preferences of 4¥aielters. (Taylor and Prideaux
(2006), p. 7) In this context it was found that mational drivers for 4WD trips and for

the activity of 4WDing include three main push tast -

1. Psychological factors— the main reasons for 4WD trips are the possitidi “get

away from it all”, personal self-discovery, socsalig and making new friends or

facing challenges.

Activity driven factors — the primary motivation for 4WD trips is to udeet
vehicle for accessing locations where favouredveies can be undertaken. The

trip is mainly based on the desire to undertakeattiwity.

Thrill seeking factors — travellers desire adventure-based experiencashwh
involve testing the vehicles’ and their own capéb# and applying a range of

formally and informally obtained skills.

A further analysis of trip preferences and chargsties — in short, tripistics — was

undertaken to get an insight into trip frequeneyngth, destination selection, travel party

and planning activities. In combination with thetmational push factors described above
Taylor and Prideaux (2006, p. 17) have identifibde¢ possible segments of 4WD

travellers:

Explorer travellers: This segment has a strong preference to experidine
isolation and natural attributes, in particularreiote areas in desert or Outback
regions. They go on relatively infrequent and edezhtrips with family, friends,
relatives or club members, mostly to places decluethe group or to new places.
Their main motivations are likely to include “getyi away”, socialising and self-

discovery.

Activity seekers This segment is composed of recreational trargeleho utilise

the vehicle primarily for its ability to access g#& where they can undertake
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certain recreational activities, such as bushwalkifishing, fossicking or bird
watching. They take relatively short trips and téadepeat visits to destinations.

They are motivated by the desire to undertake theity.

* Adventure-thrill seekers: This segment prefers relatively frequent and tshor
excursions to nearby environments which provide llehging experiences
including challenging terrain and driving conditsoand/or where they can test the
capability of the vehicle and the skills of thevan and passengers. Modifying the
vehicle for such environments is accordingly coesed important. They are
mainly motivated by the challenges of 4WDing and tpportunity to put their
skills into practice.

A fourth segment could be proposed in this contelxich includes destination focused
travellers who mainly transit from destination ABoThis segment is mainly interested in
getting to a certain destination and the 4WD vehisl generally used for its ability to
traverse tracks which reduce travel time or distanc

2.2.4. Potential Advantages of 4WD Tourism Markets in theDesert

In its quest to investigate new potential busirsdations for economic, social and cultural
development in desert regions of Australia, the ORE has recognised the need to open
up new experiences and markets to enhance therperice of tourism. In this context,
4WD tourism has been identified as a particulaugrof interest for future development.
DK-CRC has initiated thén Track research program, which aims at examining the
potential economic and social benefits of 4WD temriin the desert while evaluating
potential pressures on its fragile environment,tural and infrastructure. (Desert
Knowledge CRC (2006), n.p.a.)

It has been suggested that interest in Australiddisure-based 4WD trips is growing.
(Taylor/Prideaux (2006), pp. 2-3; Taylor et al. @29, p. 2) This assumption was based on
both statistical and anecdotal evidence outliniregihcreasing popularity of 4WD tourism.

Especially in desert regions, 4WD self-drive totsriare considered to have a number of
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advantages over other segments of the self-drumesto market: (Carson/Taylor (2006b),
p. 3; Taylor/Prideaux (2006), p. 2) -

* They have a tendency to look for new destinatioms get away from the well-
established high volume tourism routes. They atiéngito disperse and can access
more remote places.

* The journey itself is an essential part of the alldrip experience and is at least as
important as the end destination. Distances am@bstacles for most off-road 4WD
travellers but are often regarded as an attraetement of the trip.

* The number of desert travellers in 4WD vehicles bastinued to grow within
recent years in contrast to the market as a wioolddsert and Outback Australia.

e There has been a dramatic increase in 4WD ownerahipp in 4WD club
memberships in recent years and chances are tbadWD travel market will
continue to grow in the future.

« 4WD ownership has particularly increased amonge@tand early-retired people.
These age groups represent one of the fastest igyawnaveller groups globally.
(Tourism NT (2002), p. 13)

* 4WD travellers are potentially more loyal to des#gstinations and can generate
sufficient repeat visitation to sustain the desmutism industry over time.

* They show a stronger commitment to their vehidlesir modes of travel and their
holiday experiences. They might be willing to spemdre money on a wider
variety of consumables than other groups of selfeds and might be more
resilient to changes in the marketplace (suchsitsgifuel prices).

* Due to their desire to explore new destinations geidnew experiences on their
trips, 4WD travellers might be a particularly irgsting market for new tourism
products provided by Aboriginal people in remotseatélocations.

Additional market observations suggest a strong gnesving demand for 4WD leisure-
based experiences in desert areas of Australia.eNum state and regional tourism
organisations, for example Tourism South Austrdi@yrism Northern Territory or central
Australian Tourism, have developed marketing cagmmifocusing on the promotion of
AWD tracks or experiences. Desert images are atemipently featured in popular
Australian 4WD consumer magazines, such as 4x4rélisst4WD Monthly or Overlander
AWD. (Taylor/Prideaux (2006), p. 2) Desert KnowledgRC (2006, n.p.a.) suggests that
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there might be opportunities for desert commungies businesses to derive economic and
social benefits from a growing 4WD tourism market.

2.2.5. Potential 4AWD Market Segments for Desert Environmets

Of the segments described in section 2.2.3.2.,dfgpkravellers are considered to be the
group with greatest potential to contribute to gtow the desert 4WD tourism market.
(Taylor/Prideaux (2006), p. 20) The majority of Hoger-travellers show a strong
preference for trips in remote desert or Outbagkores and due to their inherent desire to
get to new and remote places they might be paatilsuinteresting markets for remote
desert settlements. However, for individual destoms and attractions in the desert repeat
visitation will likely be rather low since the maiiy favour trips to different or new
locations. (Taylor et al. (2007), pp. 12-13) It waghermore found that desert trips tend to
be longer than trips in other environments — tyibrdaetween two and three weeks — and
are taken by more experienced 4WD travellers. Déserellers are also more likely to be
travelling in groups with multiple vehicles or 4Wilub members. Older couples (aged 55
and over) are the dominant age group of desertlteas due to the fact that they generally
have more time and budget available for longer dg¢gps. Core destinations for desert
4AWD travellers are very often 4WD tracks such &Q@hanning Stock Route, Tanami Track
and Gunbarrel Highway. (Carson (2007b), p. 2)

To a lesser extent, Activity Seekers and Adventbré Seekers were found to have some
potential for tourism development in the desertthwaround a third of each segment
indicating a strong preference for desert enviramsie(Taylor et al. (2007), p. 21)

However, it is argued that these segments mightimea different approach in promoting
and delivering products and experiences to gedaéd to the desert. Activity Seekers, for
example, are considered to be more likely to creahgr itineraries around iconic

attractions and destinations or groups of desirabtesities and might therefore provide
opportunities for desert businesses to offer newctallenging activities in the desert

environment. On the other hand, Adventure-thrikl&es will require a different approach

Doris Schmallegger 36



which gives them the opportunity to test their wéhion challenging tracks, including for

example sand driving or river crossings.

2.2.6. Current Shortcomings in Understanding Desert 4WD Makets

Despite a purportedly growing demand for 4WD tauria desert Australia and a growing
interest in 4WD tourism in general, Carson and @ray[2006b) advise against too
optimistic expectations from this market in ternfseoonomic benefits. They argue that
growing numbers of potential 4WD travellers alon#l wost likely be insufficient to
automatically expect economic benefits for desedpte and that further research will be
required to develop a holistic understanding oftthe potential of this market.

Even though 4WD enthusiasts have indicated a stpoefgrence for travelling to desert
regions it still remains to be seen whether theéated preferences will in reality convert
into increased visitation of desert destinatiors. é&xample, Taylor et al. (2007, pp. 12-13)
found that 4WD travellers also indicated relativetyong preferences for other regions in
Australia, such as rainforests, alpine regions aastal environments. From the current
level of knowledge it is not clear under which ciieths 4WD tourists might prefer desert
regions over other environments. (Carson/TayloiOG), p. 4) The only things that are
commonly known about 4WD desert trips are that tteey to be longer, due to longer
distances that have to be covered to reach theedesnvironment, that they are engaged in
less frequently and that it takes longer to planti{Carson/Taylor (2006b), p. 4; Prideaux
et al. (2006), pp. 2-3) This research will furtleethance the level of knowledge about trip
preferences of 4WD desert travellers by analysnitgal motivations to visit desert regions

and to explore the range of experiences sougleiméserts. (See sections 4.2.2. - 4.2.4.)

Furthermore, current research has been limitechtierstanding the domestic 4WD market
only and to date, nothing is known about motivatiamd trip preferences of international
AWD travellers and whether they might provide ddéfg opportunities for desert
settlements. (Carson/Taylor (2006b), p. 5) Therir@gonal market is likely to be different

from the domestic market segment in many ways. Ereyprimarily clustered around the
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4WD hire car segment, are more likely to have &gserience in the desert environments
and might generally be on shorter desert trips.tli@nother hand, there is also evidence
that international travellers generally have greatderest in conventional tourism
experiences, including Aboriginal culture. (Schrhiea (2006), p. 8) Even if the main
market for 4WD tourism in Australia is composeddoimestic travellers (73%) there are
still important international markets from Germathg UK or Japan, which might provide

opportunities from an economic point of view. (Cer§ aylor (2006b), p. 2)

Another major concern in this context was that 4Wéavellers might not have a strong
demand for commercial products. 4WD travellersgesly long haul travellers, prefer to
be isolated and have a tendency to be relativdfysafficient on the way. Consequently,
there might not be such a strong demand for predoitter than food and fuel, including
tours, souvenirs, attractions or even accommodafiitad.) At the same time, it was
acknowledged that other sub-segments of the dd8®D market, such as short haul
travellers or international hire car travellers,ghti be more receptive to these sorts of

products and services.

It has been observed that current visitor flows @adel patterns in the desert just focus on
a relatively small number of iconic attractions d@adring routes. (Carson/Taylor (2006b),
p. 4) However, it has been observed that 4WD tlersetend to visit more destinations on
a trip than other desert travellers (NTTC (2005),an). Given that they have the necessary
technical capacities to drive off-road to remotgioas, it has been assumed that this
market might have more potential to disperse taurigctivity to remoter and less
frequented destinations in desert Australia. Howetles has been based on speculations
only and there was no clear understanding of hkehi4WD travellers are to be attracted
to new destinations. This study further investigate characteristics and the compaosition
of itineraries of both domestic and internation®[@ travellers in central Australia and

explores their level of interest in accessing remd#stinations.

Despite current developments in 4WD tourism it nah be guaranteed that the trend for
4AWD desert trips will continue to grow in the fuguiThe impacts of ongoing trends in the

society, such as rising fuel costs and changingetrpatterns towards shorter and more
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frequent holidays (Desert Knowledge Australia (2000%. 5) are poorly understood and
based on speculations only. At the same timeatgsied that the current global trend of an
ageing population might be an area for market gno€arson/Taylor (2006b), p. 4) For
example, Prideaux (2002a, p. 34) found that eslhediae size of the senior’s travel
market will grow substantially in the near futuie the so-called baby-boomer generation,
people who were born during a period of increaseth brates after World War I
(Muller/Cleaver (2000), p. 154), will retire. Du®e the increasing propensity of this
particular age group to undertake leisure travel Emlearn and experience new things
(Prideaux (2002a), p. 36) this might present oppoties to sustain a growing 4WD

market.

Carson and Taylor (2006b, p. 4) argue that growtlthe desert 4WD market might be
limited by a lack of effective product distributiofProduct suppliers and destination
marketers alike need a better understanding ofnmdition needs and preferences of the
AWD market to deliver their information to the metrkin the appropriate form and
channels. It was outlined that this might be patéidy challenging for the distribution of
indigenous tourism products, which do not have sste mainstream distribution channels
(ibid.) or where the match between consumer denand the interests of indigenous
product suppliers is often poorly understood. (Twky (2006b), p. 1642) This study will
build on the current state of knowledge and wilplexe information needs and trip
planning patterns of desert 4WD travellers as waeglanalyse their demand for Aboriginal

tourism products.
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2.3. Indigenous Tourism in Australia

2.3.1. Definitions

2.3.1.1. Indigenous Peoples

The term “indigenous peoples” is used as an un@tefim to describe races of people who
are endemic or native to a destination. (Hinch/8ut1996), p. 9; Xie (2006), p. 558) They
are considered to be original tribes or first pespwho are still living in their homeland
areas and have unique cultural beliefs and practiceich are closely linked to local
ecosystems and the use of natural resources. (Euide (1996) quoted in Zeppel (2006),
p. 3 and Boyle (2001), p. 15) Russel (2000, p.@&3Xcribed indigenous peoples as those
who are“generally minority groups in their territories, lv& developed a unique culture
which may include social and legal systems, andselamcestral connections to a region

are pre-colonial”

A whole range of alternative terminologies is usedhe literature to describe tribal or
native groups of people who fall under the indigen@oncept including terms such as
Indian, Aboriginal, Native or First Nations. (Hin&utler (1996), p. 9;
Cunningham/Stanley (2003), p. 403) The selectionwbfch expression to use varies
according to the geographic context, the spectfitucal group or the objective of the
author. For example, in Canada the term First Matis preferred to describe Indian or
Inuit populations, in North and South America irehigus peoples are often referred to as
Native Americans, Indians or Amerindians, whereasAustralia they are commonly
known as Aboriginal people. (Hinch/Butler (1996), 9p Zeppel (2006), p. 4;
Cunningham/Stanley (2003), p. 403) More specificait Australia the term “indigenous”
comprises people of Aboriginal or Torres Straitamgler descent, whereas the term
“Aboriginal” is more commonly used in marketing #pations, due to the greater
understanding of this expression in the Australad international marketplace. (NTTC
(2004), p. 7) This thesis will use the term ,Abamig"“ and “Aboriginal tourism” in
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connection with Australia and, more specificallgntral Australia as it is the preferred

term in this region.

2.3.1.2. Indigenous Tourism

According to Smith (1995, p. 287) indigenous towriss based on four interrelated
elements, which have been identified as the fourofsndigenous tourism: habitat,
heritage, history and handicrafts (Figure 7). Thetmments describe the indigenous
tourism phenomenon as culture-bounded visitor eepees which depend on the
geographic setting, the ethnographic traditiong #ffects of acculturation and the

marketable handicrafts.

Figure 7: The 4 Hs of indigenous tourism

Heritage

Indigenous

Tourism

Handi-

crafts

(Source: Smith (1995), p. 287)

In Australia, indigenous or Aboriginal tourism igfohed as a tourism product which is
either Aboriginal owned or operated, employs Abioid people, or provides consenting
contact with Aboriginal people, culture or lando(h Australian Tourism Commission
(1995) quoted in Zeppel (1999), p. 21 and in Sh&Dason (2002), p. 82) The terms
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“Aboriginal tourism” and “indigenous tourism” aresed interchangeably (Tourism
Western Australia (2006), p. 3; Zeppel (2006), paBhough Pitcher et al. (1999, p. 3)
argue that “indigenous tourism” offers a more coehmgnsive term than “Aboriginal
tourism”, as it mean%All forms of participation by Aboriginal and ToreeStrait Islander
people in tourism as employers, employees, inv&sjomt venture partners, providing
indigenous cultural tourism products or providingaimstream tourism products”
(Aboriginal and Torres Strait Islander Commissidl®q7) quoted in Boyle (2001),
pp. 15-16)

Hinch and Butler (1996, p. 9) define indigenousrigm as“tourism activity in which
indigenous people are directly involved either tigh control and/or by having their
culture serve as the essence of the attractibhey argue that the factor of control is
critically important for the sustainable developmemd management of indigenous
tourism and classify various types of indigenousiton according to two key aspects —
the level of indigenous control and the extent tbiclk the attraction is focused on
indigenous culture. (ibid., pp. 9-10) They idemtififour different scenarios (Figure 8) and
further derived four different categories of toamiactivity from this typology.

Figure 8: Classification of indigenous tourism

INDIGENOUS CONTROL

Low Degree of Control High Degree of Control
INDIGENOUS |ndigenOUS CULTURE CULTURE
THEME Theme DISPOSSESSED CONTROLLED
Present
Indigenous NON-INDIGENOUS DIVERSIFIED
Theme TOURISM INDIGENOUS
Absent

(Source: Hinch/Butler (1996), p. 10)

Doris Schmallegger 42



e Culture Controlled: Tourism activities are controlled by indigenomserests

which feature indigenous places and/or indigenbames.

e Culture Dispossessed: Tourism activities are controlled by non-indigeso
interests which feature indigenous themes andfliggmous places. Examples
would be guided tours by tour companies to Aborgsites where tours and
interpretation are conducted by non-Aboriginal gsicdr art galleries owned

and operated by non-indigenous people.

» Diversified Indigenous: Tourism activities are controlled by indigenous
interests which do not feature indigenous themeswhich may occur at
indigenous places. Examples would be native-own#thciions such as

casinos.

* Non Indigenous: Tourism activities are controlled by non-indigesdnterests
which feature neither indigenous themes or placegkirwwhich indigenous
people may or may not be employed. This categdly ifato the classification

non-indigenous tourism.

2.3.1.3. Indigenous Cultural Tourism

Indigenous cultural tourism is often mentioned he tontext of cultural tourism and is
often used as an overarching term for ethnic tourigibal tourism, anthropological
tourism or any form of tourism that involves contadgth indigenous peoples or their
culture. (Smith (2003), p. 117; Boyle (2001), pp-17) For example, Harron and Weiler
(1992, p. 84) describe “ethnic tourists” as togriseéeking first hand, direct and authentic
experiences with people whose indigenous or culto@akground is different from the
tourist. This might involve visits to native homasd villages or the observation of or
participation in traditional activities, such awuals, ceremonies or dances. (Smith (2003),
p. 118) The definition of “ethnic tourism”, howeyalways involves some direct contact
with the host cultures and their environments. (béodo/Pearce (1999), pp. 416-17) The
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human element and authentic contact is centrahi® form of tourism, as against to
general “cultural tourism”, where the element oftare can also be involved in an indirect
way. (Boyle (2001), pp. 17-18) Indigenous cultucalrism usually involves visiting native
or indigenous people, such as tribal groups or iethminorities, in their natural
environments, which might be in a designated caltlandscape, a national park or in a
mountainous, rainforest or desert region. Suchtimea comprise, more often than not,
remote regions and relatively fragile environmentsch are not easily accessible to the
average tourist. (Smith (2003), p. 118)

Parsons (2002, p. 14) argues that there are vatypes of indigenous cultural tourism
enterprises, each allowing a different kind of iat#ion between host and guest. Such
businesses can be characterised in terms of degréstsmacy and, defined by their core
business, may be distinguished in terms of havimg, Imedium and high levels of
intimacy. The lowest level of intimacy is providbg forms of indirect tourism, where no
face-to-face encounter takes place, and wheretilteral experience is entirely delivered
by non-indigenous people. In Australia, the maiamegle of indigenous indirect cultural
tourism is in the purchase of Aboriginal art anéfcmproducts from non-Indigenous
retailers in capital cities. The typical exampleaof indigenous cultural tourism enterprise
with a medium level of intimacy is the Indigenousred art and craft retail outlet. There
is a face-to-face encounter between the Indigesalesperson and the customer, which is
limited to the sales process only, rather thanispax cultural experience. Businesses with
a high level of intimacy invite tourists into thesommunities or onto their traditional
lands. They include, for example, interpretive gagidours of sites by traditional owners,
and the equivalent of “farm-stay tourism” experiendn Indigenous communities or
homelands. There are generally more opportunibesufistructured interaction and free-
flowing questioning and discussion between hostgunest. Such opportunities obviously
increase with the extension of the time frame.{&as (2002), p. 14)

Harron and Weiler (1992, pp. 85-87) suggest that ritotives of tourists seeking and
engaging in indigenous cultural experiences arg @ulorly understood. Smith (2003,
p. 118) argues that the profile of indigenous aalttourists is changing rapidly. Some can

be characterised as adventurous or intrepid indalglwho are motivated by curiosity and

Doris Schmallegger 44



the pursuit of elite peer approval and always témdseek the unexplored and the
untouched. This type of tourist is more likely &k indigenous cultural experiences while
engaging in activities such as hilltribe, mountamdesert trekking. Others prefer rather
short-time and not-too-close encounters and areeptise to more passive forms of
indigenous tourism that involve cultural heritagets and crafts or village tourism. They
are also more likely to respond to mainstream s$marpackages featuring indigenous
culture. (Smith (2003), p. 118)

2.3.1.4. Aboriginal Tourism Product

Zeppel (1999, p. 124) referred to an Aboriginalrtem product as an attraction featuring:
Aboriginal people; Aboriginal artefacts; Aboriginbushcraft skills; Aboriginal cultural
practices; and Aboriginal spirituality or the “Dreang”. This terminology has a sacred
meaning for Aboriginal people and is used to exptae myths and legends of the creation
of the universe, nature, humanity and the cycldifefand death. (Aboriginal Tourism
Australia (2007), n.p.a.) While Aboriginal tourismay or may not have a cultural
component, the term “Aboriginal tourism product”used to describe the actual offer
made to the market and features some aspects aighta culture. (Tourism Western

Australia (2006), p. 3) An Aboriginal tourism prarinas been defined as follows: -

* Atourism product, which is wholly owned and opethby Aboriginal people; or

* A tourism product, which is in partnership with rahoriginal people and has the
ongoing consent of the appropriate Aboriginal peoghd recognised Aboriginal
authorities, such as local Aboriginal Land Councilscal Traditional Elders’

Councils or local registered Aboriginal Corporaspand

* Includes those businesses that are owned and/tmotted by Aboriginal people, as
well as those non-Aboriginal businesses (i.e. ntiegam businesses) that deliver
authentic Aboriginal cultural experiences developgdway of joint ventures or

collaborative marketing.
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In Australia, the range of Aboriginal tourism pratiiincludes for example cultural tours,
art and craft galleries or cultural centres andguerances. Other diversified indigenous
tourism products include accommodation facilitiémat cruises or additional visitor

facilities, such as roadhouses, regional airlined tiansport companies. (Zeppel (1999),
pp. 21-22)

Based on the discussion above, Zeppel (2006, ptd)des a list of key features that are

relevant for describing indigenous cultural tourism

* Tourism connected with indigenous culture, values taaditions;
* Tourism products owned and operated by indigeneoglg;

* Tourism based on indigenous land and cultural itlerdontrolled from within by
indigenous groups;

* Tourism which includes indigenous habitat, herifdgstory and handicrafts;
» Tourism that typically involves small businessesied by tribes or families; and

» Tourism focused on indigenous knowledge of culurd nature.

2.3.2. Current Aboriginal Tourism Trends in Australia

In 2005, about 16% of all international visitors Aaistralia participated in Aboriginal

tourism activities, which has increased from abb2f6 in 2001. On the other hand, the
participation of domestic tourists in Aboriginalutism has remained rather low, with
about 0.8% of total domestic overnight visitors amdy 0.2% of domestic day visitors
participating in such activities. The majority otternational (88%) and domestic visitors
(76%) who had an Aboriginal cultural experiencetlogir trip experienced Aboriginal arts
and craft and cultural displays. A smaller propmrt{around 40% for both international
and domestic visitors) visited an Aboriginal site @ommunity. (Tourism Research
Australia (2006), data based on the National atefhational Visitor Surveys)
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The dominant market for Aboriginal cultural tourisappears to be international visitors,
with the largest source markets coming from theté¢hiKingdom, Germany, United
States, Japan, New Zealand, and China. It must dimowledged, though, that
considerable proportions of these markets — alMd08 (Tourism Research Australia
(2006), n.p.a.) — travel in organised tour grodpswhich the indigenous cultural activity
is very often an integrated part of the itinerdiiyyemblay et al. (2005), pp. 13-14) Visitors
from Germany and the US had the strongest propettsietngage in Aboriginal activities
while in Australia. However, for more than half afi visitors having an indigenous
experience is not among the main motivating factorscome to Australia (Tourism
Research Australia (2006), n.p.a.), which outlitnesrather low significance of Aboriginal
culture in the overall trip experiences of touristsning to Australia. Ryan and Huyton
(2001, p. 281) suggest that many tourists choos&perience indigenous culture primarily
for the entertainment value rather than out ofrangf interest in the culture. On the other
hand, it has also been acknowledged that touriaig perceive indigenous culture as part
of a more complex image of the destination and eodkathe value of the overall

experience. (Petheram (2005), p. 46)

New South Wales attracted the largest number efnational visitors who participated in
Aboriginal tourism activities, followed by Queensth Victoria and the Northern
Territory. Conversely, the Northern Territory raca the highest number of domestic
overnight visitors who participated in Aboriginalultural activities, followed by
Queensland and New South Wales. The most populdriti@s in combination with
Aboriginal culture were visiting Aboriginal art, aft or cultural displays (54%), visiting
Aboriginal galleries (32%), visiting Aboriginal dufal centres (28%), attending
Aboriginal dance or theatre performances (25%)\asiting Aboriginal sites (22%). Only
around 2% decided to stay in an Aboriginal commuwit take part in an indigenous
cultural festival (Figure 9). (Tourism Researchsfalia (2006), n.p.a.)
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Figure 9: Experienced Aboriginal tourism activitiesby international visitors
54%

Art or cultural Art gallery Cultural cenirea Dance or theatre  Community visit Guided tour Indigenous Indigenous
display performancs accommadation fastival

(Source: adapted from Tourism Research Australigp, n.p.a.)

2.3.3. Demand for Aboriginal Tourism

A large body of literature has addressed the isgsugemand for indigenous tourism in
Australia in previous years, including a numbergovernment reports, strategy papers
working papers or conference proceedings. Howewemy of these documents had a
tendency to cover the topic quite superficiallyemaggerate interest in Aboriginal culture
and made overly optimistic claims about the potgnif indigenous tourism to support
economic growth. (Schmiechen (2006), p. 10; Pethg2005), pp. 37-39; Boyle (2001),
p. 20; Ryan/Huyton (2000a), p. 15) Although it ledgen been acknowledged that it is
critically important to understand the true natofethe demand for indigenous tourism
(Petheram (2005), p. 37; Altman/Finlayson (2003)8p; Carson (2002), n.p.a.; Boyle
(2001), p. 11; Ryan/Huyton (2000b); p. 54) muclihaf previous research was confined to
general issues of demand from international visjtand to a lesser extent from domestic
visitors. This lead to a number of rather broad kegings which were summarised by
Tremblay (2006b, pp. 3-5) and Petheram (2005, p.-61
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* The dominant market for indigenous tourism appéarbe international visitors
(particularly from Western Europe). They also expewre interaction with
indigenous people.

* Indigenous experiences are not a primary motivetatpr for most visitors.

* Natural surroundings and iconic attractions playoke in visitor motivation to
experience indigenous tourism.

 Demand for indigenous art is highest and leadsdstmmevenue compared to other
indigenous tourism products.

» ‘Authenticity’ and meaningful interactions with ilggnous people are decisive
aspects for visitors.

* Factors such as time and budget play a role inlvenefisitors will participate in an
indigenous experience.

* The level of interest in and demand for indigenmusism can be dependent on the
regional context in which it is presented.

Interest in Aboriginal tourism tends to be muchagee than participation levels. This can
be related either to a lack of appropriate prodactgricing, insufficient information about
the available products or to the perception of sgise commercialisation. (Tremblay et al.
(2005), p. 10) For example, in the Northern Teryitd appears that while international
visitors expressed greater interest in indigenoymerences, they seemed to participate
less in tours with Aboriginal themes. (ibid., p.) Ptevious research (AGB McNair (1996)
guoted in Boyle (2001), p. 31) found that espegiaiiternational visitors expected to
interact with Aboriginals in the Northern Territotlgrough routine activities, similar to
experiences made with indigenous peoples in Asththa South Pacific. They tend to
expect informal contact with local Aboriginal peeph shops or hotels but are often poorly
informed about living conditions of Aboriginal pdepand that informal interaction with
them is not possible in the way they expect it that it involves either knowledge,
connections or protocols. (Tremblay et al. (20@5)12; Boyle (2001), p. 29)

Furthermore, it was argued that many travellersiaiodo extensive pre-trip research and
wait to investigate options to engage in Aborigiaetivities until their arrival in Australia.

While many of the more in-depth indigenous culteaperiences are available outside of
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urban areas, visitors get immediately confrontedhwhe marginalisation and social

isolation of Aboriginal people upon arrival. Suanéonting images were often supposed
to deter tourists from pursuing their interest ihofiginal culture any further. (Petheram
(2005), p. 49; Boyle (2001), p. 30)

Many visitors are primarily interested in indigesoart and artefacts and expect to
purchase Aboriginal art directly from Aboriginal qug#e. The opportunity to speak and
negotiate with an indigenous person enhances ttineticity and the value of the object.
(Petheram (2005), p. 49; Boyle (2001), p. 29) Iswaso found that the demand for art and
artefacts would be even higher if tourists werevafld to watch the items being produced
and to learn about background stories and traditidihere is a high level of importance
placed on authenticity, meaningful tourist-hostermattions and the credibility of
indigenous cultural experiences. (Petheram (202%2) Similarly, cultural tours need to
be authentic, well-presented, educational and estarg. Visitors need to be entertained,
enjoy themselves and go away having learnt songthloout indigenous content. (Boyle
(2001), p. 37)

In this context the meaning of “authenticity” neexisne clarification as it appears to be
used almost as a matter of dogma in connection imdigenous cultural experiences.
Altman and Finlayson (1992, pp. 8-9) found thatcgss in indigenous tourism relies on
trade-offs between authenticity, interpretation amderstanding of indigenous culture by
non-indigenous people. Aboriginal Tourism Australefines authenticity as a declaration
of identity, belonging, knowledge, respect and oesybility for Aboriginal culture.
(Zeppel (1999), p. 25) Instead of stereotyped irmagenvolves cultural ways dfiving,
thinking and knowing what it is to be an Aboriginaind the historical experience of being
indigenous in Australia. In the context of ethnaurtism MacCannell (1979, p. 596)
introduced the concept tétaged authenticity; meaning that culture is often presented for
tourists in a way that cultural traditions and ons$ get manipulated. On the other hand it
has been acknowledged that indigenous tourist gnges rely on presenting traditional
stereotyped images of Aboriginal culture to attraon-indigenous audiences. (Zeppel
(1999), p. 25) It has also been argued that authentture can not be purchased but is

only found“at the back of the stagethrough informal and non-commercial interactions.
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(Dyer et al. (2003), p. 85) It is therefore possibihat authentic tourist experiences and
products do not exist at all. (Xie (2006), p. 5€hhabra et al. (2003), p. 704; Dyer et al.
(2003), p. 85; Wang (1999), pp. 350-51)

Another issue facing indigenous tourism providsrthe problematic nature of demand for
indigenous products among domestic visitors. Givan the traditionally main growth and
interest area for indigenous tourism remains thermational market, there has been a
considerable lack of focus on the domestic marketermining the level of domestic
demand is a widely acknowledged research gap (B@0®1) p. 20; Pitcher et al. (1999),
p. 28; Ryan/Huyton (2002), p. 635) and has impdntepercussion for Aboriginal tourism
because of the importance of the domestic markekustralian tourism. (Schmiechen
(2006), p. 8; Fuller et al. (2005), p. 893) Domesbiurism accounts for around 75% of the
Australian tourism industry and contributes marlgeth regional economies through
improved amenities and infrastructure, with donoesiurists nearly three times as likely
as international visitors to stay outside of thganaapitals or destinations. (CBSR (2004),
p. 28) However, it has already been claimed thatethis a strong potential domestic
market for indigenous cultural experiences, but tha needs of these tourists are vastly
different to those of international markets andefae different marketing approaches are
needed. (Miller (2000), quoted in Petheram (20p582)

A clear need for more research into the field ahded for indigenous tourism has been
emphasised. (Tremblay (2006), p. 10; Petheram (200537; NTTC (2004), p. 8;
Ryan/Huyton (2002), p. 644; Pitcher et al. (1990)27-28) In particular, there appears to
be a greater need for more focused research oifispearkets in specific destinations. So
far, specific core markets, such as the backpatieeket, have only rarely been addressed.
Carson (2002, n.p.a.) claimed that more successfsgarch in the future should be
conducted at regional rather than national level Ratheram (2005, p. 61) suggests that it
would be useful to further explore indigenous temriunder particular “special interest”

aspects.

Also in the case of the Northern Territory it haseb found that the information available

to date does not explore the nature or charadterist demand for indigenous tourism in
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any meaningful way, nor does it effectively relate specific places in the Northern
Territory. It has been recognised that the Northegrritory holds a potential competitive
advantage with indigenous tourism over other dastins in Australia because it is
commonly perceived to offer the greatest opporyund explore Aboriginal culture.

(Young (2005), pp. 114-117) Tourism NT acknowledgde need for a greater
understanding of the needs and wants of the Taristeisitors with respect to indigenous
tourism experiences. (NTTC (2004), p. 1) Furtheenaqualitative studies to understand
the requirements of different markets which areectwr the NT would be insightful.

(Young (2005), p. 117)

2.3.4. Aboriginal Tourism in Central Australia

Indigenous cultural tourism has been recognisedras of the main building blocks of
tourism in the Northern Territory, which is estimatto offer the region significant
potential for tourism development in the longemte(NTTC (2004), p. 4) Since the
Northern Territory has the largest proportion afigenous population in Australia — about
one third of its population identify as being Algpnal or Torres Strait Islander — this part
of Australia is closely associated with a stronfjuence of Aboriginal culture. Tourism
NT (formerly known as the Northern Territory Todri@ommission) builds its current
Indigenous Tourism Strategy on previous researclistfalia Domestic Marketing
Research (2000) quoted in NTTC (2004), p. 4) whioficated a significantly higher
perception of the “ability to explore indigenoudtate” in both central Australia and the

Top End than in any other destination in Austrgjiiaid.)

Data from the National and International Visitorm&ys in 2005 revealed that over 80%
of international visitors who spent at least orghhin central Australia participated in an
Aboriginal tourism activity. The majority of thesetivities include visits to Aboriginal art,
craft or cultural displays, visits of Aboriginaltss or communities and attending an
Aboriginal performance. As to domestic visitorspuard 23% of Australian tourists who
spent at least one night in central Australia eedaig an Aboriginal activity. (Tourism

Research Australia (2006), n.p.a.)
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Australia’s desert regions, such as central Ausirare characterised by a high proportion
of indigenous people, many of which live in smaliranunities away from servicing towns
(Desert Knowledge CRC (2006), n.p.a.). Tourism tisn been promoted as a tool for
economic development of such rural and remote a@rhgs communities and as a method
for maintaining cultural heritage. (Schmiechen @0@. 6; Fuller et al. (2005), p. 892;
Mapunda (2001), p. 220; Hunter (1999), p. 1; HiBchler (1996), pp. 12-16) Zeppel
(1998, quoted in Sharma/Carson p. 83) identified fbllowing key issues in the

development of a sustainable indigenous tourisrastrgt as follows: -

e product development;

» access to marketing and product distribution chisnne

» staff training;

* management of community impacts;

* increasing participation in the industry by indiges people; and

e maximizing economic benefits.

However, there are still many barriers to indigengparticipation in the tourism industry
(NTTC (2004), p. 30; Mapunda (2001), pp. 226-228rkih (2001), pp. 259-60) and in
particular, desert regions such as central Austak faced with a number of challenges in
achieving sustainable development and deliverirdigenous cultural tourism products.
Many Aboriginal communities are located in remoteas away from main existing
tourism flows. Although this feature contributesestially to the perceived authenticity of
indigenous cultural attractions, access is stittrigical issue. It is not only difficult to
attract tourists away from major tourist icons &oifl the beaten track”, but the remoteness
of such regions also means limited access to iméretsire (Sharma/Carson (2002),
pp. 78-79), relatively long distances from key digsp and markets and high transport
costs. Further, low economies of scale due to tbmimchtion of small and micro
businesses, shortage of capital or a lack of adcesgmnagement skills and skilled labour
add to this problem. (Fuller (2005), p. 893; Altnffanlayson (1992), pp. 2-3)

In addition, not all Aboriginal communities are ammatically interested in engaging with

tourism because they might fear negative effectsonimercial tourism activity on their
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cultural identity. (Barre/Jafari (1997), pp. 474:78ltman/Finlayson (1992), pp. 2-3)
Access to land for tourism activities is conseglyenften difficult (Dyer et al. (2003),
p. 84) and, in some cases, cultural misunderstgadend decisions taken by non-
indigenous people have created barriers to thebledtment of sustainable business
relationships (Dodson/Smith (2003) pp. 6-7; Mapu2@01), p. 228) or even to social
tensions (Harron/Weiler (1992), p. 88)

2.3.4.1. Types of Available Aboriginal Tourism Products

Perhaps as a consequence of the factors discusemse, athe number of successful
indigenous owned tourism ventures has been smaWléB(2001), p. 20) and a lack of
indigenous involvement in the tourism industry loéten been acknowledged (Tremblay
(2006a), p. 23; Desert Knowledge Australia (20Qb)33). Existing attractions include
well known “Anangu Tours” at Uluru or lesser knoWdesert Tracks” out of Pitjantjatjara
country. Wallace Rockhole Tourist Park and Hermbhaong Cultural Precinct as well as
some community art centres are other examples hwdrie, however, not very well known.
(Tourism NT (2006), p. 4) A scan of indigenous tsuor products and cultural experiences
in central Australia advertised through Tourism INTTC, (2005), n.p.a.) revealed that
the current range of products in the region offesy little diversity. Tourism NT lists a
number of Aboriginal cultural experiences on itsbgige and classifies them under the
categories Aboriginal culture attractions, toursgammodation and events. It was found
that available indigenous products and experienaasbe roughly split up into three main
groups — Aboriginal art and craft galleries, afti@ts featuring Aboriginal culture such as
Aboriginal rock art in nature parks and conservati@serves and standardised tour

packages from mainstream tour operators.

The core of indigenous involvement in the Australiaurism industry is the production of
arts and crafts for sale to tourists. (Whitforchet(2001), p. 153; Boyle (2001), p. 19) Also
in central Australia, the majority of available igenous cultural experiences features
Aboriginal art and craft in Aboriginal art gallesiemost of which are located in Alice
Springs and are accessible free of charge. Ab@aliginltural centres, such as the famous

Uluru-Kata Tjuta Cultural Centre, Alice Springs @ual Precinct or Hermannsburg
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Historic Precinct fall in this category as well. $pi#e growing sales numbers of Aboriginal
art in the Northern Territory (Boyle (2001), p. 2e range of available products in
galleries offers very little variety. Other Abonigil cultural elements can be encountered in
protected areas, such as Ewaninga Rock Carvingse@ation Reserve, Corroboree Rock
Conservation Reserve or Chambers Pillar HistoriRaserve. They are often accessible
free of charge but offer very limited indigenousotvement and interpretation work. In
addition, there might still be a considerable prtipa of visitors who do not want to
purchase indigenous art but for whom seeing pajatand artefacts in galleries or rock art
in protected areas is already synonymous with fyaaim indigenous cultural experience.
Transforming and enhancing such low yield visit@sgments is likely to require
indigenous tourism stakeholders to be proactived@veloping new and innovative

products and experiences.

Package tours promoted through the Tourism NT vteltend to promise similar types of
experiences to one another. They are highly stredtin their itineraries in terms of time
schedules and activities, mainly involve transpgaiain coaches and are concentrated
around major tourist hubs such as Uluru. The segofeéiackaged Culture traveller; as
defined by Tourism NT (NTTC (2002), p. 115), is mdikely to participate in indigenous
activities as part of the tour itinerary. Typicalpvailable itineraries vary from single day
trips (for example day trips from Alice SpringsUituru, Watarrka or to West MacDonnell
Ranges) to longer packages in the Red Centre regaoiging from three to eight days.
Given that many travellers experience the NortAemitory as part of a coach tour (Boyle
(2001), p. 44) and packaged holidays used to bdr#aktional mainstay of visitation to
central Australia (Sustainable Tourism Service080p. 6) many tour operators have

tailored their packages to this very specific marke

However, one of the continuing trends in internaiotourism today is the growth in
independent travel and a relative decline in paekagvel. (Hyde/Lawson (2003), p. 13)
Independent travellers are more likely to be orilflle itineraries, they look primarily for
the sense of freedom and self-determination whaeelling, avoid big crowds and try to
be different from the mass. (ibid., p. 14) Hendegyt are likely to avoid high-level

structured tours, which do not allow for any flektly in terms of itinerary planning. As
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some of the key markets to central Australia, sashhe self-drive or backpacker visitor
segment, also fall into this category of leisuravéllers, this might have in particular
effects on the performance of indigenous tourismppBers in the region. By catering

primarily to the package tour markets indigenousrafors are most likely to miss out on a

considerable proportion of potential customers.

2.3.4.2. Indigenous Tourism Marketing Strategies

In addition to the apparent homogeneity of the Adinal tourism market, central
Australia lacks a clear marketing strategy for poting and distributing indigenous
tourism products. Despite a continuous commitmesifTourism NT to fully integrate
indigenous tourism products into its mainstreamketamg activities (NTTC (2004), pp.
17-18) the current Indigenous Tourism Strategyioesl rather broadly defined marketing
directions for either the domestic or the interoiaéil markets but does not provide any
suggestions on how to address specific marketswyngaeater depth. For example, the
marketing emphasis for domestic and internatiorerkets is defined as follows:

“[...] the NTTC’s [Northern Territory Tourist Commissiodpmestic marketing
activities will incorporate an ongoing emphasis tme indigenous experiences
available in the Territory. This will include: adiesing campaigns to strengthen the
Territory’s brand as a cultural and nature-basedstieation; tactical activities to
convert interest in cultural tourism into actuaatrel; and public relations campaigns
to generate media promotion for specific culturaleets, such as festivals.”
(NTTC (2004), p. 18)

“All of the Territory’s priority international markts (UK/Ireland, North America,
Europe, Japan and New Zealand) strongly associaé Northern Territory with

indigenous culture. The continued integration afig®nous cultural experiences in
the NTTC'’s international promotional efforts in #gemarkets will remain a priority.
Additional opportunities will also be sought, thghupublic relations activities, to
further showcase the Northern Territory’s indigesawltural appeal.”(ibid., p. 19)

Moreover, online promotion of indigenous tourismogucts through the help of

government websites has been emphasised:
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“The Internet offers indigenous businesses a reddyi low cost promotional tool
which can be used to directly market their prodoctonsumerd....] The NTTC has
committed to incorporating ongoing promotion of igehous cultural tourism
experiences on its websites and to assisting imdige business to maximise the
benefits available from this marketing too{RITTC (2004), p. 19)

To develop additional, more specific marketing tefgges Tourism NT has acknowledged
the need for further research to gain a better nstaeding of different market segments in
order to allow indigenous people to make informedision about their participation in

tourism. Proposed research directions include ity&mg which markets have an interest in
indigenous culture, what they perceive to be aimgambus cultural experience, where they
choose to have these experiences, how much theyillirey to spend and how they seek
information on such experiences to find out whatribution channels and technologies

might assist in growing the indigenous tourism eedibid., p. 8)

Developing more options for experiencing Aborigimallture will require a careful
consideration of the range of tourists visiting tbeal area and experiences to be targeted
towards particular segments of the visitor mark&tGBMcNair (1996) quoted in Boyle
(2001), p. 43) Expectations and needs of variouskets are often intrinsically different
from each other and therefore need to be respomdelifferent ways. (Parkin (2001),
p. 263) This implies that not only the nature aedénd for a certain type of product but
also the required information and distribution tealegies will differ from market to
market. (Williams/Richter (2002), p. 405) In praeli terms, this means that indigenous
operators first need to understand the (potentialiire and (potential) extent of demand
from a specific target market and it is vital tawnect the ways in which information about
products is distributed to the specific informatis@arch and trip planning strategies of
certain key markets. The following chapter will deise the background of distribution
methods in tourism, in particular to the independeaveller market, and will further

analyse the role of information in this distributiprocess.
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2.4. Distribution of Tourism Products and the Role of Ifformation

2.4.1. Distribution Systems in Tourism

Distribution can be seen as that part of the marfgenix that makes the product available
to consumers and establishes the link between y@ppal demand. (Pearce/Schott (2005),
p. 50; Laws (2001), p. 53) Distribution channelséalso been defined as pathways by
which firms execute the communication and sale loéirt products and services.
(Williams/Richter (2002), p. 404) The importance adgveloping effective distribution
systems has often been recognised in the pasepsth considered as key elements of the
marketing mix, which enable enterprises to improtleir competitiveness and
performance in the marketplace. (Kotler et al. @99¢. 451; Buhalis (1998), p. 412) They
ensure that the right quantities of the right peidor service are available at the right
place, at the right time. (Wynne et al. (20014 25)

According to Buhalis (2001, p. 8) the primary fuoos of distribution in tourism are

information, combination and travel arrangemenvises. Distribution channels provide
information for prospective tourists and intermeiéis, bundle tourism products together
and establish the necessary mechanisms that ecaidemers to make, confirm and pay
for reservations. The fast changing environmenheftourism industry intensifies the need
for more effective communication and distributidmannels in order to provide sufficient
information and to facilitate transactions. (Buba(R006), p. 178) The functions and

benefits emerging through tourism distribution atela have been summarised in Table 2:
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Table 2: Functions and benefits emerging through tarism distribution channels

Functions and benefits emerging through tourism distribution channels

< Provision of information by using various mediadtinures, leaflets, maps, videos etc.);

e Consumers’ guidance and consultation for particoéankages or products;

* Undertake pre- and post-experience marketing resear consumers’ needs and experiences;
* Assemble tourism products from different providacsording to tourists’ expectations;

« Facilitation of selling process of tourism prodydtg reserving and issuing travel documents;
« Improve inventory management by managing demandsapgly;

e Issue of travel documentation, for example tickgtvouchers etc.;

e Utilize a clearing system where each channel memdmsives payments for their services;

e Spreading the commercial risk between tourismiigtion channel members;

* Arranging details and ancillary services, suchnasiiance, visa, currency etc.;

« Promotion of particular products or packages;

e Complaint handling for both customers and industry

(Source: adapted from Buhalis (2001) p. 9)

The distribution mix in tourism is characterised by use of direct and indirect
distribution channels to make customers aware aflave services, facilitate purchase
decisions and finally deliver services. (Morrisd®89), p. 274) Direct channels normally
involve suppliers who develop and maintain diredes contact with consumers without
the help of intermediaries. In particular, SMTEsymraly primarily on direct sales to
tourists. (Stuart et al. (2005), p. 237) Convstseldirect distribution occurs when parts
or all of the communicating and selling process laadled by a third party, usually a
travel trade intermediary (e.g. wholesalers, inliband outbound operators, retail travel
agencies, regional or local tourism organisatioii@jilliams/Richter (2002), p. 404) A
combination of various distribution channels isoaleferred to as “distribution mix”.
(Ujma (2001), p. 41)

Distribution strategies can be characterizedirisnsive when the tourism product is
distributed through all available intermediariegglusive when only a limited number of

channels are used; @elective when a mixture of intensive and exclusive striat®g
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occurs. (Buhalis (2001), p. 10) In this contextfuitther has to be distinguished between
distribution through horizontal and vertical intaion. Horizontal integration takes place
when homogenous enterprises at the same level distabution channel merge to

distribute their products, whereas vertical intdgra occurs when enterprises from
different levels cooperate, for example, when toperators cooperate with retail travel

agencies. (ibid.)

Distribution channels have also been analysed fi@patial perspective, which describes
where and at which stages of the trip the provadempts to reach the customer. There is
a need for destinations and individual businessesmterstand where in the trip planning
process tourists seek information, make reservation complete transactions. (Pearce
(2005), p. 427) Pearce and Tan (2004, p. 230)ndisish between distribution strategies
that target the customérnt the market” prior to departure, €n routé to the focal
destination and finally &t destination (Figure 10). Generally, it would appear that more
intermediaries are involved to reach the markebrpto departure, while distribution
strategies at destination tend to be either doeatvolve a single intermediary. Given the
complexity of distribution systems in tourism, & critically important for tourism
suppliers and destination marketing organizatiansiriderstand the product preferences
and market support needs of both customers andhehg@artners prior to entering into
strategic alliances (Williams/Richter (2002), p548uhalis (2000), p. 97)
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Figure 10: A spatial perspective of distribution sgtems in tourism
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(Source: adapted from Pearce/Tan (2004), p. 230)

2.4.2. Distribution of Information in Tourism

The role of information in this distribution proses exceptionally important in tourism,
which has often been described as a very informatitensive industry due to a number of
distinct characteristics. (Bieger/Laesser (2004)3%7; French et al. (2000), pp. 216-20;
Dickman (1999), pp. 10-12; Werthner/Klein (1999p, 8-10) A typical tourism product

can be characterised as: -

* Intangible — Consumers can not see, feel or touch the prdmiiote purchasing it.

* Heterogeneous — The product is complex and often consists of ymiadividual
components (such as transport, accommodationcting etc.).

* Perishable— The product can not be physically stored.

* Inseparable — The consumption and production of tourism présliaways coincide

and supplier and consumer have to take part imptioisess simultaneously.
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Kotler and Keller (2006, p. 536) established thadrketing communications arght
means by which firms attempt to inform, persuad, Bemind consumers — directly or
indirectly — about the products and brands thatytkell.” The main functions of such pre-
purchase information in the process of distributioarketing are manifold. Suppliers use
information to raise awareness of a product inrttagket, kindle interest, generate desire
and finally facilitate an action (Figure 11). (S&&ihn (2001), p. 208)

Figure 11: The role of information in distribution marketing

Awareness

Advertising

A\ 4

Motivational
Information = ------m---------------

Detailed information

and booking details --------------------- v

Action

(Source: Desert Knowledge Australia (2005a), p. 38)

In addition, it has been argued that tourists mequiifferent kinds of information at
different stages of the trip. (Werthner/Klein (1998p. 61-62) The time and the place of
the initial decision are most likely to be diffetefrom the time and the place of
consumption and any changes that might occur duting time span needs to be
communicated from the supplier to the consumer \d@od versa. For example, tourists
might consider acquiring additional products during trip or changing their travel plans,
which implies further use of information at the weation. On the other hand, even at the
post-trip stage of the trip information exchangeassidered necessary for managing and

maintaining relationship with clients.
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As shown in Figure 12, information needs of consignaad the business processes of the
supply side have to be coordinated. This interfamesists of the service delivery — the
creation of the product, and the medium to supih@icommunication between both sides,
either directly or indirectly through intermediaigWerthner/Klein (1999), p. 62) Given
the unique nature of tourism products, it is caititbo guarantee constant information flow
between both supplier and consumer sides during different travel phases and
transaction processes. Getting the right infornmatitotourists in the right form, in the right
time and in the right place is therefore a paréidylimportant means of promotion for the
tourism industry. (Molina/Esteban (2006), p. 1038hto et al. (2005), p. 161;
Werthner/Klein (1999), p. 10)

Figure 12: Interface between supply and demand
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(Source: Werthner/Klein (1999), p. 62)

2.4.3. Travel Planning and Information Search Behaviour

Given the importance of information in the trip qéng process, the terms “information
search” and “travel planning” have often been usgdrchangeably in a number of
empirical studies. (Hyde (2005), p. 44) A vacatman represents the culmination of a

series of decisions made by the tourist beforevarat the destination. Stewart and Vogt
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(1999, pp. 80-82) argue that tourist construct@rahge their travel plans based on the use
of information, experiences and expertise, mentages, perceptions and judgments of

alternatives.

Vacation planning includes a sequence of activitied the tourist undertakes, from pre-
trip through to post-trip (Figure 13). Planning alby starts with the recognition of a

certain problem or related goals, as well as theexa or setting, followed by retrieving a

case from memory that was used successfully inm@asi situation. This retrieved plan

mostly contains many elements or sub-plans (inolydiestination, transport, activity

choices). The actual plan elaboration then involspscific decisions. As the vacation
starts, plan elaboration continues and plan acatets in. Depending on the extent of
plan failures further revisions need to be made dyctle of actuation — failure — revision —
actuation continues throughout the whole trip, getssed after the trip and finally stored
for future planning decisions. (Stewart/Vogt (1998). 83-84)

The central role of plan revision suggests thanhgka will be made during the trip as the
planner actuates the plan. Reasons include thessogu of new information that expands
the awareness of more attractive alternatives angbs the judgment of an alternative’s
attributes; variety seeking as the visitor geteedowith an activity or place; heterogeneity
of preferences within the visitor’s travel party;umanticipated constraints to participation,

such as illness or bad weather. (ibid.)

Figure 13: Model of vacation planning process
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(Source: Stewart/Vogt (1999), p. 84)
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It has been found that consumers are most likehetmfluenced in their buying decisions
during the process of information acquisition (Gy'dicCleary (2004), p. 353) and a
growing body of literature recognises that undewditag how tourists acquire knowledge,
develop vacation plans and make decisions is d fagat in developing effective tourism
marketing and communication strategies. (Pearcets5¢005), p. 50; Hyde (2005), p. 43;
Bieger/Laesser (2004), p. 357; Gursoy/McCleary £0@. 353; Money/Crotts (2003),
p. 191; Laws (2001), p. 61; Baloglu (1999), p. 8#prmation acquisition is necessary for
selecting a destination as well as for on-site slens of various trip elements, such as
accommodation, transportation or activities (Guf€tyen (2000), p. 583; Fodness/Murray
(1998) p. 109; Snepenger et al. (1990), pp. 13-14)

2.4.3.1. Internal versus External Information Search

The human information behaviour is defined as thenpmena of access, searching,
retrieval and use of information to avoid or reddke level of uncertainty in a given
buying situation. (D’Ambra/Wilson (2004); p. 732; odey/Crotts (2003); p. 191;
Werthner/Klein (1999), p. 58) In the context of fistn, many attest that the information
search process typically involves the recognitiba @roblem (i.e. the need for vacation
travel), information search for a destination aethted choices, and the evaluation of
alternative destination-related choices. (Kerstéiteo (2004), p. 962) According to
Prestipino (2006), p. 4) information behaviour anpasses not only information seeking

but also unintentional information acquisition.

Engel et al. (1990, p. 494) define information shaas“the motivated activation of
knowledge stored in memory or acquisition of infation from the environment'This
search can be either conducted internally or eatlytninternal information search
involves retrieval of decision-relevant knowledgeni memory and determines whether
external search will take place at all. Internadrs may be insufficient if the consumer
lacks prior knowledge of the product or previouschase expertise, if a significant
amount of time has passed since the last purchiake, consumer perceives that personal

circumstances or product features have changefdpsevious purchases turned out to be
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unsatisfactory. In such cases, consumers will tiegtention and effort to external
information search, which involve acquiring infortiea from the marketplace and the
environment. (Kerstetter/Cho (2004), pp. 962-64; e@Bursoy (2000), p. 584;
Fodness/Murray (1998), p. 109; Engel et al. (1990%494) External information sources
have been organized into four basic categoriesn@yCrotts (2003), p. 193) —

Personal (e.g. word-of-mouth advice from friends or relagye

Marketer-dominated (e.g. advertisements in print and electronic media

Neutral (e.g. third-party sources such as travel agerddranel guides)

Experiential (e.g. direct contacts with retailers)

The internet has often been considered as a fiftquely interactive source of external
information, while others still classify homepages an electronic sub-group of either
marketer-dominated or neutral sources. (ibid.) Maasearchers agree that internal as well
as external personal sources of information, ssclwad-of-mouth are most influential in
the trip planning process. (Laws (2001), p. 64) &cently, the internet has increasingly
been used as an electronic form of personal infoomaource, providing word-of-mouth
information from travellers in form of travel blogntries in virtual travel communities.
(Lin/Huang (2006), p. 1201; Carson (2007a), p. 9)

A number of other researchers have divided extemfrmation sources into two
categories - formal or informal sources of inforimat (Schwabe/Prestipino (2005), p. 8;
Case (2002), p. 289; Pigato (2001), p. 35; Raitkzhdg1989), p. 45; McDonough/Ackert
(1986), n.p.a.) Formal sources include informattbat product or service providers
deliberately plan to use and disseminate to estalglbontact between consumers and their
products. Generally, information that is preserntedugh formal sources can be controlled
in terms of content, quality and timeliness. Exaspfor formal sources include print and
electronic information channels from product sugglj intermediaries or other third party
organisations, such as destination marketing osg#ions. In contrast to that, the informal
sources provide information that product supplieften do not have control of. The

content and ways how informal information is presdris difficult to influence. Examples
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of informal sources include personal informatioonfr friends, family members, relatives,

repeat visitors or other forms of word-of-mouth.d®™nough/Ackert (1986), n.p.a.)

2.4.3.2. Information Search Strategies

Previous research into information search behaviotwurism has found that information
search is a lengthy process and can be conceptias a series of interrelated activities
and factors. (Laws (2001), p. 64; Bieger/Laesse042, p. 359-60; Kerstetter/Cho (2004),
p. 962; Gursoy/McCleary (2004), p. 365) FodnessMuoday (1998, pp. 109-10) suggest
that in any given purchase situation there are eastl three distinct strategies for
information search that tourists make usespftial, temporabndoperational The spatial
dimension describes where the search activity tpksese — internally or externally. The
temporal dimension represents the timing of theckeactivity. This search can be either
ongoing building up a stock of knowledge for future puask decisions, qre-purchase
responding to a current purchase problem. The tpeeh dimension focuses on the
relative effectiveness of particular sources obiinfation for decision making and problem
solving. It distinguishes betweerontributory and decisive information sources.
Contributory tend to be used in combination withestsources whereas decisive are used
as the sole source for trip planning, leading fmal decision. Furthermore, Fodness and
Murray (1999, pp. 220-22) identified other forclatthave a direct influence on tourists’

information search behaviour. These include fongxa:

* Product characteristics, including purpose of theedr mode of travel;

» Situational influences, such as composition ofttheel party or nature of decision
making (whether decisions are routine or requireentione and effort);

» Tourist characteristics, such as the socio-econataitis and the family life cycle;
and

» Trip characteristics, such as length of stay, nundbelestinations and attractions
visited, or travel-related expenditures.
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2.4.3.3. Information Search Behaviour of Independent travrsll|

Independent travellers have been defined as abtiarc travellers who do not purchase
travel packages and who arrange their travel commsnthemselves. (Hyde/Lawson
(2003), p. 13) The holiday is not treated as arnviddal package but rather as a set of
multiple components. (Figure 14) An integral pafttimdependent travelling is that the
vacation is very often not planned in detail. Inglegent travellers appreciate the unknown
and unexpected on their trips and consider a cedegree of freedom and flexibility as
one of the key values they are seeking when thegsehindependent travel. (Hyde (1998),
p. 1022) Rather than following a fixed itinerarpetitinerary tends to evolve as the
vacation proceeds and decisions about destinati@rsport, attractions and activities are
made relatively spontaneously. (Hyde (1998), p.91@&tuart et al. (2005), pp. 244-45) As
found by Hyde and Lawson (2003, p. 18), the tenpsrgquence of the vacation planning
and decision-making process followed the pattewb-destination — travel route —
attractions — activities. Only as independent titave approach a sub-destination do they
seek detailed information on that sub-destinatimhits attractions and activities.

Figure 14: Independent trips versus package tours

Holiday as a set of
multiple components

Holiday treated
as one package

Package tours or
inclusive tours

More individual

package tours
Tailor-made or

itinerary-built tours

A
A J

Tour operators Independent tourists

(Source: adapted from Werthner und Klein (199953).
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This phenomenon has already been described in ctbomewith the backpacker travel
market, which has a tendency to prefer indepengemtyjanized and flexible travel
schedules, according to the mottbé plan is there is no plan(Suckling (2006), n.p.a.)
Further research into the planning behaviour oépshdent travellers has found that core
decisions such as the choice of the primary ddsiimand key “anchor points”, travel
party members, budget, and travel mode tend to bhdenwell in advance prior to
travelling. Within the destination, however, secaryddecisions about specific activities,
accommodation or side trips are somewhat flexibklkely to be made en route. (Carson
et al. (2007), p. 9; Hyde (2005), p. 44)

In general, the volume of information search arabdl decisions appears to increase as
independent visitors get closer to the destinati@imen their tendency towards incomplete
itineraries, the general approach to target indépentravellers focuses @m routeand/or

at destinationdistribution strategies. (Stuart et al. (2005), pp4-45) The purpose of pre-
trip information gathering is mainly to identify wariety of options for activities,
destinations, transport and accommodation and iid b a stock of knowledge which
they can choose from at a later stage of the (Hyde (1998), p. 1019) This plan of
multiple “researched befofeitems is mostly complimented by unplanned purelsas
including “researched after” items and spontaneous purchases which are encednte

serendipitously on the way or at the destinatidnd(, p. 1020)

2.4.3.4. Information Search of the Self-Drive Market

Given the characteristics discussed above, selédtourists can be classified as
independent travellers. Previous research intodselé tourisms has revealed that this
market has a set of unique characteristics in teomghe level of planning and the
preference for certain information sources. (OI42002), p. 14) Similar to other
independent travellers, the drive market uses tistindt phases of information collection
and planningpre-trip anden route Drive tourists tend to plan their main route esigely
but leave other aspects of the trip including acomaation or activity choices rather
unplanned and decide upon such trip componaristtie road. This planning behaviour

is largely consistent with the findings that drieeirists are seeking freedom and flexibility

Doris Schmallegger 69



during a drive holiday and that pre-trip plannisgamong the most enjoyable parts of the
whole trip. They generally book as little as poksiim advance and rely on completing
their itinerary on the way. It has been argued that amount of pre-trip planning is
directly related to the length of the trip, meanthg longer the trip the more planning is
done. (Yann et al. (1999), quoted in Olsen (20p2)14)

As to the sources of information used prior to diepe, the drive market relies mostly on
one or more of the following sources: Automobilebd, State Tourism Organisations,
word-of-mouth and the internet. The majority offskive travellers use maps as their first
points of reference. In addition, information isuaby collected in form of brochures and
travel guides from State Tourism Organisations. dMafrmouth has an exceptional
importance in the decision making process of selfedtourists and is often used as a filter
to other printed information material. (Olsen (200@p. 14-15; Derrett (2002), p. 26)
Furthermore, drive tourists tend to use differeatirses of information for different
purposes. For information about attractions andgdato visit on the way they rely
primarily on sources such as State Organisationsdief-mouth, motoring organisations
and travel guides. For route information — inclgdhistances, major stopovers or other
regulations such as safety issues — the main sba@areemotoring organisations followed

by maps and the State Tourism Organisations. (J&eoR), p. 15)

Information sources used en route differ a lot fiibiwse used prior to departure in the way
that drive tourists primarily try and get local anfnation on the way. This kind of
information is primarily considered as “insider anfhation” that is more reliable and
reveals some of the regions’ secrets. (ibid.) Esfigovisitor information centres (VICs)
play a key role in this information collection pess. It has been argued that information
obtained from VICs may have an influence on thegdavisited and furthermore increase
the amount of time and money spent in a region temall degree. (Olsen (2002),
pp. 15-16, Ware/Budge (2002), p. 67, Fesenmai&d4)1 p. 44)

To date, research into trip planning and preferdoncenformation sources of the 4WD
market has been very limited. Taylor et al. (20p7,11) examined the choice of

information sources of domestic 4WD enthusiasts famochd that the vast majority use
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maps or word-of-mouth to help plan their trip. Tdé&s a relatively high tendency towards
the use of special interest 4WD magazines among 4wWtbusiasts, whereas the internet is
used less frequently compared to other sourceseMenyit is not clear how and for which
purposes 4WD travellers use various sources ofnmdton to develop travel plans and

make travel decisions.
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3. METHODOLOGY

3.1. Introduction

The objective of the research was to analyse cuirgerest in and consumption of
Aboriginal tourism products and to identify prodgetps in the supply of those products.
In addition, the study sought to identify 4WD trlees’ trip planning and information
search behaviour. The research objectives (asatkiimSection 1.3) emphasise the need to
investigate and explore subjective topics includiagments of personal attitudes,
motivations and behavioural patterns of 4WD detrestellers. The research design and
methodology used in order to address the problerthig study followed a qualitative
approach using semi-structured in-depth interviassthe main means of primary data
collection. In-depth interviews were consideredrappate for this study as they yield rich
insights into individual persons’ experiences, ealuattitudes and feeling. (Hesse-Biber/
Leavy (2006), p. 119)

3.2. Justification of the Qualitative Paradigm

In recent decades, qualitative methods have beegadedy accepted in leisure and tourism
studies as they produce in-depth information omallsnumber of individuals and look
beyond people’s obvious behaviours. (Veal (1997)1,9%; Hyde/Lawson (2003), p. 16) In
general, researchers distinguish between two nmproaches to theory development from
social scientific research — the inductive theowlding and deductive theory testing.
(Carson et al. (2005), p. 5; Veal (1997), pp. 31-Be deductive theory approach, also
referred to as quantitative or positivist viewpoistcharacterised by a focus on description
and explanation of numerically quantifiable phenomeln contrast to quantitative
research methods, qualitative research design tékesform of an inductive or
interpretative perspective, meaning that theonysisally generated through understanding

and interpretation of a specified issue or probl€ualitative and quantitative research
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approaches can be described as follows: (Ritchrg4 €003), p. 3; Carson et al. (2005),
pp. 62-65; Veal (1997), pp. 34-35), -

* Quantitative researchs concerned with testing explicitly stated hypse and
theories and deriving objective conclusions based statistical analysis and
numerical evidence. Relatively large samples arede@ to ensure sufficient

reliability.

* Qualitative researchis concerned with providing an in-depth and intetpd
understanding of the human behaviour and the sacidtl of research participants.
Theories are generated by rather subjective coiocisivased on interpretations of
the social circumstances, underlying motivatioxpegiences, values, attitudes and
feelings. Information is gathered from a relativedgnall sample and by non-

guantitative means.

Qualitative research methods are typically operednahd related to a specific temporal
and spatial situation and are suitable for addngssjuestions of how and why things
occur, whereas quantitative methods are more apptepfor answering what and how
many things occur. (Carson (2005), pp. 64-66) Thnnustification provided for using
qualitative methods was the ability to provide mmsights and a deeper understanding of
the phenomenon under investigation. (Ritchie/Le2903), p. 3) Qualitative data
collection methods usually involve close contadiMeen the researcher and the research
participants, are interactive and remain open o uhexpected, which allows emergent

issues to be explored. (Neuman (1997), p. 146)

Qualitative methods generally require a more flex#épproach to overall research design
and conduct than other approaches. For examplet, quasititative research tends to be

sequential in nature, following a detailed pre-pkash sequence. Qualitative data involves a
more fluid relationship between the various elemmeauit the research. In this recursive

approach, hypothesis formation evolves as the relseprogresses, data analysis and
collection take place concurrently, and writingofsen an evolutionary, on-going process.

(Veal (1997), pp. 131-32)
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Peterson (1994, quoted in Veal (1997), pp. 130) msarses the potential uses of

qualitative research as follows: -

to develop hypotheses concerning relevant behaaodmattitudes;
* to understand how decisions are made;

» to identify the full range of issues, views andtadtes which could be pursued in
larger-scale research;

» to develop new product, service or marketing stratdeas;
» to provide an initial screening of new productyvsas or strategy ideas; and

» to learn how communications are received, partrtula relation to advertising.

3.3. Criticism of the Qualitative Paradigm

Analysis of qualitative data often requires persaudbjective judgements to be made by
the researcher. Common limitations discussed ititgtiae research include the issues of
validity and reliability of the obtained data. ity refers to the extent to which the
collected data truly reflects the phenomenon umagstigation. The validity of leisure
and tourism data can rarely be as certain as thaata in the natural sciences since it is
largely concerned with people’s behaviour and wgs. Reliability of data has been
defined as the extent to which research findingalvbe the same if the research were to
be repeated at a later date or with a differentpsarof subjects. This is rarely the case in
the social sciences, because they deal with hun®ng® in ever-changing social
situations. Qualitative research presents a snapesha group of people, which is subject
to change over time. (Veal (1997), pp. 35-36; Dillet al. (1993), p. 130) Generally,
disadvantages of a qualitative research approatide: -

* Sample sizes are commonly too small to allow fonegelizations beyond the
selected sample.

* Reliability of data can be difficult and it can nlo¢ guaranteed that the study is
replicable.
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* The meaning can be de-contextualized, if interpiaias taken out of context.
» Interpretation might be subjective and explanatimight be oversimplified.

* In-depth, comprehensive approach to data gathé&nmis scope.

3.4. In-depth Interviews

Qualitative technigques which are commonly useceiaure and tourism research include:
in-depth interviews, group interviews or focus gyeuparticipant observation, textual or
image analysis, biographical methods or ethnogra@¥gal (1997), pp. 131-32) In-depth
interviews are a special type of qualitative reskeanstruments that are used to elicit
subjective responses and allow for a deeper uradetistg of the participant’s point of
view or situation. In-depth interviewers aim toleot detailed and content-rich personal
information from one or more individuals. (Kaufmdh994), pp. 123-25) In-depth
interviewing involves open-ended questions anchirrallows the researcher to follow up
with probing questions when additional data andlangtions are deemed necessary.
(Carson et al. (2005), p. 74; Mayring (2002), pp-68; Veal (1997), pp. 132-33; Berry
(1999), n.p.a.) This method is considered usefulgietting a detailed understanding of
complicated behaviour or confidential, sensitiveearbarrassing topics. Given the open-
ended nature of this approach, every interview stualy, even though dealing with the
same issues, will be different and hence enabkeseadearcher to get a broad spectrum of
different opinions and ideas. (Veal (1997), p. 133)

In-depth interviews tend to be used in three dibaat (ibid.) —

1. The research subjects may be relatively few in rennbo that a quantitative
approach would be inappropriate.

2. The expected information is most likely to vary smierably from participant to
participant.

3. A topic needs to be explored as a preliminary stagdanning a larger study, for
example a quantitative study.
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Patton (2001, pp. 342-46) suggests three basicoappes to conducting qualitative
interviewing: the informal conversational interviethe general interview guide approach
and the standardised open-ended interview. Thgsestpf interviews have also been
defined as unstructured, semi-structured and stredtinterviews (Atteslander (2003);
pp. 146-48; Jennings (2001), pp. 164-66) and cadifterentiated by the extent to which
interview questions are determined and standardigddre the interview is conducted.
(Patton (2001), p. 342) Standardised interviewssisbrof a set of open-ended questions
which are carefully worded and arranged to endhae éach participant will be asked the
same questions in the same way. Conversely, umsteacinterviews rely primarily on
informal conversations, during which questions arig the natural flow of the

conversation.

Semi-structured interviews are a mix of these twpraaches and are widely used as a
popular qualitative method of data collection. (Mag (2002), pp. 66-68; Flick (1998),
p. 76) As with unstructured interviews, semi-stanetl interviews are fluid in nature and
follow the thinking processes of the interviewegennings (2001), p. 165) They involve
the use of an interview guideline or schedule tmaitains a set of predetermined general
issues to be explored to make sure that basidadlysame information is obtained from
each participant. However, in which order and taclvlextent these are discussed can vary

based on the conversation flow of each interview.

Interview guidelines can be developed in more es ldetail, depending on the extent to
which the interviewer is able to specify importassues in advance. (Patton (2001),
p. 344) The guideline provides a framework withihiei the interviewer would develop
guestions, sequence those questions and makeamhscabdout which information to pursue
in greater depth. (ibid.) The interviewer is free @xplore, probe and ask additional
guestions that might arise during the conversatBucth probing may allow the interview
to develop into new directions that, while not arajly considered as part of the interview,
might help to meet the research objectives. (Chulidacobucci (2005), p. 86;
Atteslander (2002), p. 148)
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3.5. Advantages and Disadvantages of Semi-structured latviews

Table 3 highlights the most common advantages aadidantages encountered with semi-

structured in-depth interviews:

Table 3: Advantages and disadvantages of semi-strured in-depth interviews

Advantages

» Multiple realities can be determined since the sstmictured interview does not constrain the
participant to following the interviewer’s a priogasoning.

* Rapport can be established between intervieweirdad/iewee which can facilitate deeper and
more meaningful insights.

» ltis possible to gather data on complex and seagisues, as the interviewer can take time to
establish rapport and explore specific issues yngaaat depth.

» Detailed information regarding attitudes, opiniamsl values may be elicited.

e The questions are not objectively predeterminedhsanterviewer is able to ask for further
clarification and details and can pursue theseessuthout negatively affecting the quality of the
data collected.

* Queries can be clarified and researchers can gitleer explanations on a question without
causing bias to the data collection process.

» Follow-up questions can be framed to further extgmetific responses and can be altered to
follow the path the interviewee is focused on pimgu

*  The semi-structured schedule provides a more relaxerview setting.

Disadvantages

» Using different interviewers results in differenadgnteractions, which might reduce the
comparability between data collected.

e The interviewees are able to interpret realityeathan the interviewer and lead the interaction.

e This style of interviewing is closer to unstructtitban to structured interviewing. Critics might
arise in terms of reliability and validity of that@ collected.

» Replication is almost impossible since the socitdriaction between the interviewer and the
participant is influenced by the day, type of sgftand the social circumstances.

* Semi-structured interviews take much longer thaucstired interviews.
» Data may prove useless if the researcher doeshoivfup by probing.

» Rapport is necessary to gather the complexity andivity of data in a trusting environment.
Much time may be needed to establish rapport poithe interview and to get to know each oth

1
-

* Researchers may bias the data by only pursuingarteular line of prompting.

(Source: adapted from Jennings (2001), pp. 16&z6udrchhill/lacobucci (2005), p. 88)
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3.6. Research Design and Data Collection Strategies

3.6.1. Interview Instrument

Based on the identified research questions anvieterguideline was developed prior to
commencing fieldwork, including a checklist of gesdeopen-ended questions and related
probing questions to structure and deepen the csatien. The interviews started with
several general introductory warm-up questions takeminterview participants feel
comfortable and to sequence to the main questiEasiing to the research problems. This
approach has been recognised by many researcharsiseful means of setting the right
context for the interview. (Mayring (2002), p. A&nnings (2001), p. 165) Although not
specifically related to the study’s research protdethese introductory questions also
generated a great amount of additional data whacttribute to a better understanding of
4AWD desert travellers’ motivations and trip patseamd could therefore be included in the
data analysis. An outline of the interview guidelican be found in Appendix A. Table 4
contains the main topics and sub-questions incluitiedhe interview guideline and
describes how they contribute to understand thatiitksd research objectives: -

Table 4: Topics in the interview guideline and thairelation to research objectives

General topics addressed | Relation to research objectives

This section contained a set of introductory questi It examined
general motivations of 4WD travellers to choose diesert and central
Australia as a destination, their reasons for udMD vehicles and their
preferences for exploring remote destinations.

Trip motivations and
characteristics, general trip
patterns and preferences

This section investigated which places and regisese included in the
itinerary and whether specific activities were dutugn their trip. It alsg
included questions about best and worst experieacesuntered durin
the trip. The focus at this stage of the intervigas to lead into why an
based on which knowledge they chose to visit aeidab-destinations g
undertake specific activities.

OO

Itinerary

=

This part of the interview uncovered which elemeoftshe trip were
Trip planning planned at which stage of the trip and under witictumstances 4W[
travellers decided on specific trip elements.
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Information search This topic examined the sources and types of infdion that 4WD
behaviour travellers were looking for and for which purpokeyt were used.

This section looked at general interest in Abo@gjitourism products. |
investigates which activities were already beinglartaken and whicl
Demand for Aboriginal activities they would still be interested in. Isalexplored the relativ
tourism products importance of Aboriginal culture in the product mok the region and
tried to identify potential barriers for 4WD bamgeto engage in
Aboriginal tourism activities.

D =

The last part of the interview was conducted adtgplaining the exact
Current distribution purpose of the study to the participants and adkedheir persona
methods of opinions. It investigated how they perceive and lwate current
Aboriginal tourism products | information and distribution methods of Aborigirtalurism products in
central Australia and what they would suggest figquriovements.

3.6.2. Sampling

This study used a purposive sampling method, wliak often been recognised as
appropriate for conducting qualitative small-scatedepth studies. (Ritchie/Lewis, 2003,
p. 78) Purposive sampling, also referred to asguuent sampling, seeks information-rich
cases which can be studied in depth and there istatestical model as to how many
participants need to be recruited to guaranteeeseptative samples. (Patton (2001),
p.230) The focus is on selecting respondents withacearistics that enable the researcher
to generate new theories through investigatingsdeesights and opinions of those who
can offer some perspective on the research quegibarchill/lacobucci (2005), p. 327)
Patton (2001, pp. 230-243) identifies and describéstypes of purposeful sampling,
including extreme or deviant case sampling; intgnsampling; maximum variation
sampling; homogenous sampling; typical case samppbiratified purposeful sampling;
snowball sampling; criterion sampling; opporturdsgsampling; or convenience sampling.
The sampling strategy for this study involved aderstratification method to divide the
sample into meaningful sub-groups, to capture majoaracteristics and variations

between each sub-group and to facilitate compasison

Doris Schmallegger 79



A set of thirty semi-structured qualitative intexwis was conducted in September 2006
with 4WD travellers at three different locations eentral Australia (Figure 15): Alice
Springs, Kings Creek Station near Kings Canyon @beh Helen Resort in the West
MacDonnell Ranges. The latter two feature remot®m@enodation establishments which
are located on the 4WD route known as the “Meredmep”. As recruiting 4WD
travellers prior to or after their trip was consel difficult, it was decided to approach
potential interview participants while being on a&fon trips in the desert. All three
interview sites represent popular points of congrog for 4WD travellers in central
Australia and therefore have been chosen as straietgrview locations to facilitate

access to a meaningful sample.

Figure 15: Interview locations in central Australia
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(Source: adapated from Tourism NT (2007), n.p.a.)

Potential interview participants were identifiedsbed on the criteria of being on a leisure
trip and using a 4WD vehicle and were thereaftéedsto participate in a qualitative
interview, either individually or together with tihéravel party. A total sample of thirty
4WD travel parties was obtained which was comprdfet domestic and 14 international

travel parties (Table 5).
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Table 5: Origin of interview participants in relati on to interview location

I nterview Location Domestics Internationals
Alice Springs 10 3
Kings Creek Station 6 5
Glen Helen Resort 0 6
Total 16 14

Most international respondents originated from ouarital Europe, with Germany being

most represented (7) followed by Switzerland (3§ &rance, Holland and Denmark
(1 each). One participant was from Canada. Althotingine is a strong representation of
German participants this outcome is not unexpeatedmay not constitute significant bias
since this is an important source market for 4AWd¥etlers to remote areas. The Northern
Territory Travel Monitor (NTTC (2004), n.p.a.), atucted on behalf of Tourism NT from

1997 to 2004, suggests that visitors from Germang ather parts of Europe were
relatively over-represented amongst internation&lD4travellers, even though they are
ranked behind the cluster of the UK, Ireland andr8iinavia in terms of absolute visitor

numbers.

The majority of Australian interview participanterm from Victoria (13), mainly because
the interview timeframe coincided with school hald in this State. The three remaining
domestic travel parties were from Queensland, NeutliEWales and Western Australia.
While the strong representation of Victorian 4WRvellers may have induced bias,
Taylor and Prideaux (2006) have established thatntibtivations of 4WD travellers for

trips to remote areas vary little across StatesTamdtories.

Further stratification was sought based on the @mitipn of the travel party in order to
capture a relatively broad spectrum of differemgety of 4WD desert travellers and get a

greater variety of opinions and ideas. (Table 6)

Doris Schmallegger 81



Table 6: Travel party type in relation to origin of participants

Travel Party Type Domestics | Internationals
Families with children 9 4
Couples/families travelling with friends in a group 4 1
Couples without children (>40 years) 3 4

Couples without children (<40 years) -
Total 16 14

3.6.3. Data Collection Process

The interviewer is fluent in both English and Gemmavhich allowed interviews with

international travel parties from Germany and Seviemd to be conducted in German,
while the remaining interviews were conducted irglish. Interviews typically lasted

between 20 and 45 minutes and were audio-tapedthatiapproval of participants. Since
all participants agreed to their interviews beinglia-taped, notes were not taken during
the interviews. After completing the interviews yhagere transcribed in form of summary
statements and verbatim quotes. For the purposaifarmity and in order to facilitate the

use of the transcribed data for future researclept® at the hosting institution Charles
Darwin University, interviews conducted in Germaere translated into English by the
author. Original transcripts and audio files areaailmble from the researcher and the

Tourism Research Group of Charles Darwin University

3.7. Ethical Issues

Ethical issues in qualitative research have ofteanbsubject to discussions. Common
ethical issues pertaining to qualitative reseanckuide confidentiality, informed consent or
emotional safety. The basic principles of ethieegsh state that no harm should befall the
research subjects and that they should take parhtasily and on the basis of informed
consent. Prior to each interview, the participamse explained the purpose of the study

and received a written project description, inchgda guarantee of their right to privacy
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and their right to withdraw from the study at anyd. Furthermore, each participant was
required to sign a letter of consent. (Appendix B)e research protocols were given

approval by the Charles Darwin University Humanéesh Ethics Committee.

3.8. Data Analysis

Qualitative research typically involves inductiveadysis of data, meaning that critical
themes emerge out of the data. Data analysis gliadmenced during the data collection
and transcribing process, which provided an oppdtuto identify emergent categories
during interviews and to explore these further vather respondents. After completion of
all interviews they were completely transcribed #imoiroughly reviewed and screened to
get further familiar with the enormous amount ofad@nalysis was started with an “open
coding” approach, meaning that main themes and compatterns were identified from
the raw data and grouped into meaningful conceptatdgories to get more manageable
data units. (Hoepfl (1997), pp. 54-55)

These categories were gradually modified, exterategbplaced as the analysing process
proceeded. Through continuous re-examination adgmates it was further identified how
the various categories were interlinked and hovepitdl connections could be established.
This process is also referred to as “axial codiagtl helps the researcher to build a big
picture and holistic understanding of the problender investigation. (Hoepfl (1997),
pp. 55-56) Veal (1997, p. 135) argues that theressef any analysis procedure must be to
return to the research problems and questions auinbto sort and evaluate the
information gathered in relation to the questionsqa and the concepts identified. Based
on this concept a “coding tree” was developed, tviniatlines all identified categories and
subcategories in relation to the research questodsforms the framework against which
the collected data was analysed. (Figure 16)
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Figure 16: Coding tree
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3.9. Limitations

Given that interview participants were selectedoaations in central Australia, some of

the travel parties were still in the early stagetheir desert trips and could not talk about
past experiences but rather about their expectatod planned activities. It might be the
case that conducting interviews at the end of tipevtould have revealed a more realistic
picture of their overall trip experiences and atdretinderstanding of the problems under
investigation. However, in order to facilitate peigant recruitment and to achieve a more
meaningful sample of both international and donese$@D travellers it has been decided
to include travellers who had not finished theajp &t the time of the interview. As it turned

out, travel parties who were interviewed towards #émd of their trip focused more on

evaluating their experiences in the desert whagdr parties interviewed at earlier stages

of the trip tended to reflect more on their initlabtivations and expectations.

One of the limitations that were identified durithg interview process was the tendency of
participants to provide information relating to oadétrip preparations and not specifically
to the part of the trip in desert locations. Thganty of international 4WD travellers were
on trips which incorporated different regions ast pd a larger round trip in Australia.
Also domestic 4WD travellers often included othestihations outside central Australia
on their trip. Consequently, responses to questionsformation search processes and the
application of these to trip planning may have beee in the context of the overall trip.
It was not possible on all occasions to separaeal#@sert trip component from the overall
trip. On the other hand, the situ nature of interviews in desert locations is likedyhave
elicited responses from some respondents whichteckle&xclusively to the desert

component of their trip.

Another limitation relates to the use of Englishad$oreign language for interviewing
international 4WD travellers. While interviews withiternational travellers from German
speaking countries were conducted in German, jaatits from Denmark, France and
Holland were interviewed in English although it wast their first language. This might
have caused some deficiencies in the consistentlyeofollected data. In order to reduce
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these limitations the researcher used continudipgoand response clarifications during
the interviews in order to avoid any misinterpneias.

Comparing domestic and international travellersteiasts in and attitudes towards
Aboriginal culture in this study has proven par&ly problematic since both groups are
most likely to have an intrinsically different bagkund knowledge about Aboriginal

people and their culture. In some cases, intemalitvavellers did not seem to understand
what is commonly referred to as Aboriginal cultue what constitutes an Aboriginal

tourism product. On the other hand, this limitatisralready an interesting findirger se

as it shows that different background knowledge hinigave a particular influence on

issues such as interest in or demand for a proandttherefore might require further

investigation.

Since the specific nature of qualitative reseassuits virtually excludes generalizability

(Carson et al. (2005), p. 69) it can not be clairtied the findings of this study represent
any particular proportion or sub-group of travedleGeneralization beyond the data
obtained from this sample will need to wait forther research studies or surveys done

later on.
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4. RESULTS

4.1. Introduction

The main objective of this research was to findleaw 4WD travellers in central Australia
make decisions about consumption of Aboriginal walt tourism experiences, and
whether there are any deficiencies in the natutb@txperiences provided and/or product
distribution strategies. The focus of the intengemwas on examining to what extent 4WD
travellers are interested in getting Aboriginaltatal experiences, what kind of products
they might consume, the trip planning and infororaiseeking patterns of 4WD travellers,
and the implications for product consumption.

Before addressing these issues in the interviearsicjpants were asked to provide some
background information on their trip motivationsdacharacteristics in order to set the
context for the interviews. During the analysisvés found that the additional information
obtained through such introductory “warm-up questioprovided some very useful
insights into trip planning behaviour and contrdmito a better background understanding
of the types of experiences sought during 4WD degps. This chapter will first present
the findings on trip characteristics and motivasicend will then examine the role of
Aboriginal culture in the overall trip experiencéHND travellers including the product
development and distribution opportunities that hhigexist for Aboriginal tourism
products. The last section of this chapter will e the information search and trip
planning behaviour of 4WD desert travellers and lioi relates to product consumption
in the desert.
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4.2. Trip Characteristics and Motivations

Relevant information obtained during the introdugtstages of the interviews was centred

around the following topics: -

» Trip characteristics and components of their itanexs (length of trip, places visited
or tracks used);

* Main motivations for visiting central Australia amtharacteristics that are most
appreciated about the desert environment;

* Reasons for using a 4WD vehicle on the trip;

* Specific activities and experiences sought ontiipe t

42.1. Characteristics of Itineraries in Central Australia

Since different trip itineraries of domestic andemational 4WD travellers in central
Australia may signify differences in trip plannirzghaviour, the study first addressed
characteristics of various itineraries in centrals&kalia. The majority of domestic 4WD
travellers were visiting central Australia as thaimdestination and spent between one and
three weeks in the region. Some travel partiestsgmreral weeks driving to or back home
from central Australia while visiting many otherapes on the way. Typical itineraries
included for example a drive trip from Victoria upe Oodnadatta Track and Stuart
Highway to Alice Springs, while the main destinatistill remained central Australia.
About a third of interviewed domestic travel pastiere on a longer 4WD trip around
Australia, which lasted between two and twelve hmeniThey included a visit to central
Australia as a relatively small part of their ovetdp, despite staying there for several

weeks.

In contrast to domestic 4WD travellers, the mayodt internationals were on trips which
incorporated many different regions in Australiaarrelatively limited period of time.
Most international 4WD travellers could be clagsifias fly and drive tourists, meaning
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that they flew into either Alice Springs or Ulurbired a 4WD vehicle there and spent
several days driving from Alice Springs to Uluruwce versa before flying to their next
destination. Hence, their 4WD desert trip typicabnstituted a small part of their overall
time in Australia and international travel parttegdly ever spent more than one week in

central Australia.

However, actual itineraries within central Austaalvere similar among respondents in
both groups. Almost all interviewed travel partiesited the major tourist spots in central
Australia, including Alice Springs, Uluru — Katauf@ National Park, Watarrka National
Park and the main tourist sites in the West Mac@tdnRanges such as Glen Helen,
Ormiston Gorge or Standley Chasm. This finding ficaurse little surprising since all
three interview locations are situated in the vigirof the main attractions of central
Australia. Nevertheless, it indicates that the majourist sites still dominate the
development of itineraries, even from independeavdlers such as 4WD tourists.
Domestic visitors spent more time at each locasiod included more sub-destinations on
their itinerary than international visitors. Foraexple, domestic visitors were more likely
to include side trips to places such as Palm Vakayke National Park, Rainbow Valley,
Chambers Pillar or the East MacDonnell Ranges, hware generally not as popular as the
West MacDonnell Ranges.

4.2.2. Main Motivations for Visiting Central Australia

This research could identify three main motivatiactors that influenced 4WD travellers
to visit central Australia on their leisure triphdse factors include environment-based
factors (including attractions and the unique laagg), educational factors and
psychological factors. It was furthermore invedigghto what extent specific experiences
and activities had an influence on choosing cetatralia as trip destination. The main
driving factors to visit central Australia variedl@ between domestic and international
4WD travellers. While domestic visitors rated natuand landscape aspects of the desert
environment as their most important motivationyigit the region, international visitors

mainly came to central Australia in order to sertiost famous sights in the Red Centre.
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4.2.2.1. Environment-based Factors

Domestic 4WD travellers indicated that they chosevisit central Australia mainly
because they wanted to experience the naturalsaskéte region and to explore remote
and untouched places. Attributes that were consitlers most attractive in the desert
environment included for example: the remotendss,vestness and the open space, the
impression that‘there is just nothing out there”the quietness and loneliness, the
wilderness, the dramatic landscape and the colthesyarious types of terrain, vegetation

and animals, and the stars in the desert sky.

“l just love the desert. Why? | don’t know, | juste it! | love the dust, the
corrugations and the rocks! And the colours and thensets are just
beautiful!” (Domestic travel party, Alice Springs)

“It's amazing what you see out here — it's suchiiedent countryside! We
have taken some tracks that we were not goingke &md it's just amazing
how different everything is. The nature changes ékery 500 yards — from

rocks to sand and stone, red sand and white sa(mbestic travel party, Kings
Creek Station)

In contrast to domestic travel parties, internaletWD travellers generally visited central
Australia to see the major iconic attractions —rU)wKata Tjuta and Kings Canyon. In
particular, Uluru is still considered to be&‘raust-see sight”in the region and almost all
international interview participants visited Uluon their trip. While also the majority of
domestic travel parties visited Uluru and Kings @amn only one of them indicated that
seeing the major icons of the region was the maaison to visit central Australia. Other
aspects mentioned in connection with nature andsieape as a motivational factors for
international visitors were for example: the greatety of landscapes, the red colours and
rock formations, the sunsets in the desert, theteness and the quietness of the Outback,

and the open space.

“I's not so much the landscape itself because &y dry and not so
colourful [...] but there are always highlights in between tha absolutely

fascinating. And Uluru is so famous and you havesdée the ‘tremendous
stone’ once you go to Australia¢fhternational travel party, Alice Springs)
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4.2.2.2. Educational Factors

Both domestic and international 4WD travellers nrmdd educational aspects to be
among the main reasons to visit the regigetting to know the Outbackand“seeing
something different”which they had never experienced before were amsmgh
motivations. Especially Australian families ofterdicated that an important reason to go
to central Australia was to make their children ifean with a different part of their

country and to enable them to get some educatexgdriences while being on holiday.

“We wanted to see something different on this tile’ve never been here
before and we’'ve never experienced the desert wn \@may before. You
normally have quite a good grasp of what Uluru at& Tjuta is like but you

don’t hear and see so much about the other plag@armestic travel party, Kings
Creek Station)

“The most important reason to come was to show anyily, especially my
children, the grandeur of our country. | wanted rtheo get aware of the
expanse of our country, of the colours and theuceltand especially to

educate them in a way that they do not get in aimanu society!” (Domestic
travel party, Kings Creek Station)

4.2.2.3. Psychological Factors

Domestic 4WD travellers mentioned that they camesetatral Australia in order to enjoy
the isolation and the silence of the desert enwiramt. A general desire tget away from

it all” could be observed among many domestic visitorsth@rother hand, some travel
parties indicated that they just wantedtiok it off the list” as a part of a longer Australia

roundtrip, without having any particular motivatitmvisit the region.

“I live in a city and the last thing | want to de spend a holiday in big cities! |
could not spend my holiday at a resort like SuffBaradise — that just drives
me crazy! The places are just too bugy.] I've got a very strenuous and
demanding job and every now and then | just neegetoaway from mobile
phones and just chill out!{Domestic travel party, Kings Creek Station)
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4.2.3. Reasons for Choosing 4WD Vehicles

It was important for domestic 4WD travellers todide to access remote places that only
4WD vehicles can get to, to see relatively untodgblaces off the normal highways and to
get away from the crowd and main tourist sites. diésire for doing tripsoff the beaten
track” was often mentioned in this context. Being différand getting to places which are
basically inaccessible for “normal” tourists seentedoe a main motivational factor for

domestic 4WD travellers.

“What | like about off-road driving in the desed that you can avoid the
crowd. You can see so much more scenery if yoafggtte highway and away

from the people. You can really see pristine couatrd untouched places!”
(Domestic travel party, Alice Springs)

Similarly, international 4WD travellers wanted te &ble to access remoter places and see
something else than the main tourist attractionsné&international travel parties sought a
higher degree of flexibility and independence hytirg a 4WD vehicle and wanted to be
able to decide spontaneously to get off the maghways. Even though they sometimes
decided to stick to bitumen roads they just wariteadvoid to have limited trip options

because of not having the right vehicle.

“We wanted to go to places where not so many aditerists go to. We would
have never joined any of those bus tofirs] Because they just visit the places
which do not really represent the character of tegion here and secondly,
you have to hang out with so many people who yaiallg don’t want to hang
out with!” (International travel party, Kings Creek Station)

Another decisive reason for international travellezlates to safety considerations. Some
travel parties indicated that they were concerrexliiroad conditions in central Australia
and that they wanted to avoid getting stuck on we. In addition, it was often
recommended in travel agencies and travel guidassittwould be safer to rent a 4WD
vehicle and that it would be a prerequisite fomgsspecific tracks, such as the Mereenie

Loop.

“You also get the feeling that it is a lot saferchase you can’t get stuck that
easily somewhere in the middle of nowherglternational travel party, Glen Helen)
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4.2.4. Desired Experiences and Activities in the Desert

Domestic and international 4WD travellers alike dwt visit central Australia for doing
any specific leisure activities. Seeing the maghts, bushwalking and going for short
hikes, camping in the wilderness, as well as dg\hrough a dramatic landscape were the
main experiences that 4WD travellers were lookimgi the region. Some domestic and
more experienced 4WD travellers mentioned in paldicoff-road driving as one of the
main activities sought during their desert trip.alénging 4WD tracks, including river

crossings and sand driving were found to be amanl sotivating activities.

“I want to do sand driving in the Simpson Desdrt.] It's more like a
challenge, you can go longer distances. It's a ldmge in the way if the car or

you can make it and if you have enough water aet”fyDomestic travel party,
Alice Springs)

Additional activities were mostly undertaken spoetausly after finding out about
available options at the destination. Such acéisitincluded for example guided walks,
visits to museums and galleries, helicopter flyiogmel riding, hot air ballooning or quad
biking. On the other hand, it was often criticis#tht available commercial leisure
activities were too expensive and just geared tdsvamainstream tourists, which kept
A4WD travellers from pursuing such opportunities afwther. In particular, some
international travel parties demonstrated that thented to be different from other

mainstream tourists and tour groups.

“We did not plan where to eat or what other actastwe would do on the way,
like the camel ride we did today with the kids. ak&likely to do these sorts of
things when they are aroundibomestic travel party, Kings Creek Station)

“I don'’t like such outstanding adventure activitiglse parachuting or bungee
jumping or even helicopter flying. If 1 wanted to ¢hat | could also go

elsewhere, you don’'t need the Outback for thatiternational travel party, Kings
Creek Station)
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4.3. Trip Planning Behaviour

This part of the research sought to gain a betteferstanding of how domestic and
international 4WD travellers in central Australidamp their trips and what kind of
information they are looking for both prior to addring the trip. Questions in relation to

trip planning and information search behaviour mefé to the following issues:

* The sources of information used prior to departene;oute and at the destination;
« The content and type of information sought priodéparture and en route;
* The amount of time spent on planning and infornmasiearch prior to departure;

e The amount of specific trip elements planned (Mate visit, accommodation,
activities etc.) prior to departure; and

* The extent of booking finalisations prior to depaet

4.3.1. Timing and Extent of Pre-trip Planning

4.3.1.1. Domestic 4WD Travellers

As to the timing and extent of pre-trip planningwas found that the planning timeframes
of domestic 4WD travellers differed tremendousbnifir‘just a couple of nights beforeto
“about four years since the last 4WD tripAs a generalization one can say that the longer
the trip, the longer the planning timeframe. Esakécthose who indicated that they had or
were going to use relatively challenging 4WD deseatks, such as the Tanami Track,
Gibb River Road, Canning Stock Route or Birdsvillack, invested a lot more time into
pre-trip planning. By and large, they mostly retafge-trip planning to vehicle and safety
preparations, which included getting informatioroatbdistances between settlements or

major service stations, required fuel suppliescodfand water supplies for the trip.

“It's very different to planning other trips and nmdy about preparing the car.
And in the desert you always have to be sure wiauecan stop overnight or
stock up fuel and supplies, how many people areratan the area in case

Doris Schmallegger 94



you have a breakdown, which roads to take and whath things like that.”
(Domestic travel party, Kings Creek Station)

While such safety aspects were often highly plann@spects concerning detailed
itineraries, sightseeing and activities were deébsy left more flexible. Domestic 4WD
travellers generally had a very firm idea aboutrtimeain travel route and about major
sights and stopovers which they were going to ohelwn their itinerary. However,
gathering of destination or region specific infotioa, especially with regard to available
attractions and activities, prior to departure segnto be limited. Many travel parties
indicated that they felt they already had a fagbod knowledge about the region — either
from previous visits or from friends and relativesand therefore did not feel the need to

get a lot of information about the region prioidparture.

Some domestic 4WD travellers stated that they dedilely avoided obtaining too much
information in advance because they appreciateertain degree of unforeseen surprises
on their trips. The strategy appears to be to iaeraries very roughly and to head out in
a general direction, having only a couple of maaps or attractions in mind before. They
wanted to remain flexible in their choice of whéoestay or how much time to spend at
each location. Generally, they were very likely itewlude short side trips or stops
spontaneously in between if they happened to carnesa something interesting on the
way. Only some travel parties indicated that theferred havingat least a fair idea” of
what they were going to do each day, although #iglyadmitted that they were flexible
enough to include spontaneous side trips or aiesvibn the way. Interestingly, people
travelling in a group as a multiple vehicle trapairty tended to have more detailed and

structured itineraries than single vehicle traaties.

“We don’t know yet which places we will go to orr ssay home because we

are very flexible. We don’'t book and we don’t haveet itinerary!” (Domestic
travel party, Alice Springs)

“No, we didn’t! [develop a detailed itineraryWWe normally have a pretty
flexible itinerary. So, we ‘Just go! I'd say weeaflexible enough to stop in

between if we find something interesting or do @rtskide trip” (Domestic travel
party, Kings Creek Station)
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“We just knew that the first night we would spendviorgan and on the next
day we would be at the ‘Flinders Range-ish’, an@newhere around that
‘-ish’, so it was pretty vague. We would stop wkerk If | decided, yes, it

looks nice here, we would stop and could go campimgvhere!” (Domestic
travel party, Kings Creek Station)

4.3.1.2. International 4WD Travellers

In contrast to domestic 4WD travellers, internagiotmnavel parties generally indicated that
they invested substantial time in planning theipstrand that they started their trip
preparations several months prior to departure efomes up to a year in advance. It has
to be considered, however, that international 4\W&bdllers also visited other regions in
Australia and were often on a relatively tight tirmehedule. In addition, international
travellers were not as familiar with the regiondsefthe trip as many domestic travellers
because they did not have any prior knowledge fpsavious trips or from friends and
relatives who had been to the region before. Gihenfixed timeframe of their trips and
the high degree of uncertainty, a relatively highel of pre-trip planning was considered
necessary to decide on what they wanted to seadh éestination and how much time
they had available for each region. ltinerariesemgenerally not as flexible as those of
domestic visitors and international 4WD travellglig not include as many additional

spontaneous stops in between as domestic visitors.

“I think we started already nine months afmlanning the trip].And then we
went to a travel agency to get some ideas of wieateuld do in four weeks.
[...] And then we decided on what we were going to deebtes, just from

what we found in some travel guides and on therrete (International travel
party, Kings Creek Station)

While domestic travellers often mentioned vehiahel @afety preparations in connection
with trip planning, international 4WD travellers rgemainly concerned with finding out
about interesting places and attractions in thereghich could be included on their trips
in addition to the main planned anchor points. Tikisi0ot necessarily surprising since
international travellers were generally not as feanwith the region as domestic travellers
and they were not going to drive equally long dists or use challenging 4WD tracks like

many domestic travel parties did.
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“We knew that we wanted to see Ayers Rock, theOdga Kings Canyon,
and we also knew that we had just five days altegehere in the Centre.
These places had absolute priority for us. We hitgd vehicle just in case
that we should still have some spare time aftersaahd luckily we’ve found
that we still have some time. So we are going tehéoMereenie Loop drive
and stop at some places between hgfengs Creek Station]and Alice
Springs.” (International travel party, Kings Creek Station)

For some international visitors it was importantsteess that they developed and decided
on their itineraries themselves without having ediesl other travel intermediaries. This is
consistent with the assumption that independeneliexs try to maintain a certain degree
of independence and freedom of choice on theis.triyevertheless, many international
interview participants indicated that they arrangeatious trip components, such as
accommodation or transport, from home to reducerm@t risk and uncertainty factors in

advance.

4.3.2. Bookings in Advance versus Spontaneous Decisions

4.3.2.1. Domestic 4WD Travellers

The extent of pre-trip bookings was very limited fdomestic travel parties. For the
majority, the preferred strategy was to be flexibfel just‘turn up” at certain places to
check for availability of accommodation facilities they decided spontaneously to go
camping“in the wilderness” somewhere along the way. Only seldom did it hapibeai
domestic 4WD travellers organised their accommodain the desert in advance. This
was for example the case when they felt that cepaces might be busy due to special
events, such as the Camel Cup in Alice SpringserBirdsville Races in Birdsville, or
school holidays. Others indicated that they onlpKkeal their accommodation at major

stopovers along the route, such as Alice Springigulbr Port Augusta.

“We don’'t book accommodation anymore in advance'viéValready made
quite a lot of bad experiences with pre-bookings,eixample when we never
got to the right places in the right time. So wefpr staying at certain places
for a couple of days just when we feel like stayiingre.” (Domestic 4WD
traveller, Alice Springs)
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4.3.2.2. International 4WD Travellers

In contrast to this, about half of all internatibmaspondents indicated that they had
organised most of their accommodation and transfipduding domestic flights and
rental cars) prior to arriving in Australia, eithterough a travel agency or, less frequently,
on the Internet. The main reason for pre-bookimg W be on the safe side since many
were advised by travel agents that the region woeldjuite busy during that time of the
year and most of the cheap accommodation wouldbkdal out. On the other hand, some
travel parties indicated that they just booked rtlasicommodation in major cities (like
Sydney, Melbourne and Darwin) or at starting poofttheir self-drive trips (Alice Springs
or Uluru), while leaving their accommodation opsoin remote areas more open. During
their journey these respondents preferred to gopoagnor access other forms of cheap

accommodation, such as cabins or motels.

“Actually we don't like booking in advance becawse like being a bit more
independent. But here in this region there is notinchoice]...] And we
don’t want to take the risk and then stand in frohtclosed doors because
everything is booked out, so that we finally havstay at the resort for 300$
or more per night!”(International travel party, Kings Creek Station)

“We don’t really need to book any accommodationm8&iomes we just show
up at caravan parks like this of®acDonnell Range Caravan Parkjr we
stay at other camping sites. And we also have itjie-top, so we can sleep in
the car.” (International travel party, Alice Springs)

Neither international nor domestic intervieweesivaty planned or pre-booked any
additional activities or tours for their deserpgi Apart from driving, walking and seeing
the major sights in the region, none of them indidahat they actively planned to include
any other specific activities on their trips. Indeenany domestic travel parties admitted
that they would generally be tempted to includenesting activities spontaneously if they
found out about new alternatives or opportunitieghe way. Such activities included for
example camel riding, helicopter flying or hot éallooning. Nevertheless, they were
mainly regarded as ancillary and peripheral todherall trip purpose and were therefore

not actively sought before.
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“And we haven’t booked a tour at the Rdélyers Rock] either, we are just
hoping that we can get on one when we get therinetle were other things
around we would be tempted to do them. | don’t kmiwat is around, though.
We haven't planned anythingibomestic travel party, Kings Creek Station)

“If it there is something, | think it will be indided somewhere and we won't
miss it! But we did not look for it before. If wetgomewhere and it happens
to be there, then we will definitely do it, buhdt we are not too sad about it
either. We would not drive a hundred kilometrest jtts get on a camel
somewhere!(International travel party, Glen Helen)

4.3.3. The Use of Information Sources for Trip Planning

This part of the research sought to understand statces of information 4WD travellers

used for planning their trip, at which stages @f tip planning process they were used and
what specific role these sources had in the detisiaking process. Table 7 and 8 provide
an outline of the ranking of information sourcesdzhon how many travel parties used

these sources before or during their trip.

The Internet appears in the top three informatioorees used by both domestic and
international 4WD travellers. Apart from websitelymestic travel parties also made
prominent use of word-of-mouth and road maps fanping their 4WD self-drive trips
and did not consult any travel agencies or comraktour operators. Only domestic
travellers mentioned specifically the use of roampmand 4WD magazines. On the other
hand, international travel parties strongly preddrrtravel guides, books, and direct
information from travel agencies and tour operatorformation through word-of-mouth
was not as common among international visitorsrasng domestic travellers, but both
groups demonstrated that they got information fresitor information centres during the
trip. Other sources include brochures and pamphbtatected at accommodation sites and

other public access places, or direct informatromf product and service providers.
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Table 7: Ranking of information sources used by doestic 4WD travellers

I nformation Sources Used by Domestics (n=16)
Internet 11
Word-of-mouth 10
Maps 9
Visitor Information Centre 7
Travel Guides, Magazines and Books 5
4WD Magazines 3
Travel Agency and Tour Operator 0
Other 7

Table 8: Ranking of information sources used by irgrnational 4WD travellers

Information Sources Used by I nternationals (n=14)

Travel Guides, Magazines and Books 13

Internet 8

Travel Agency and Tour Operator 7

Word-of-mouth

Visitor Information Centre

Maps

4WD Magazines

w| O o] u| o

Other

4.3.3.1. Pre-Trip Information Search

43.3.1.1. Domestic 4WD Travellers

Most sources used by domestic 4WD travellers inptetrip planning stages were of
contributory nature, meaning that they were priljansed to enhance knowledge about
the destination and to investigate a range of abhil options to choose from at the
destination. For domestic travellers, the most peopwsource for getting pre-trip
information was the Internet. Other sources used @anning tool prior to departure were
road maps, travel guides, books and magazinesasdme extent word-of-mouth from

friends or relatives who had been to the regiomieefAs against international travellers,
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none of the domestic interview participants corezultour operators or travel agencies
prior to departure for information or bookings, aliniemphasises once again the desire for

flexible and unstructured itineraries.

“No travel agency! We prefer organising it oursedy@nd you don’t actually

need a travel agency for a self-drive trip. Whyegirem the money?bomestic
travel party, Kings Creek Station)

The primary function of the Internet for interviengspondents was to obtain regional
information including a broad overview of the deation and its available attractions and
places of interest. Some tried to get general médion about specific places by using
search engines and performing “destination audits”see what is available at the
destination. Others tried to get more specific imfation about available accommodation
facilities, to print out maps or to get information various 4WD tracks, road conditions or
recommendations about distances and expecteddosumption. More experienced 4WD

travellers used special member-based 4WD commubsites, such d&xplorOZ.

“We have gone on the net several times but onlgee what the driving

conditions would be, for example on the Oodnadatiak.” (Domestic travel
party, Kings Creek Station)

Some travel parties indicated that they made ustnefofficial government destination
websitd, although its content and the structure were oftéticised. In general, websites
containing destination specific information wergeafregarded as a relatively ineffective
planning tool, since they were sometimes not ugat® or did not contain sufficient
details, for example about driving conditions oaigability of accommodation facilities. In
such cases, they preferred doing follow-up resedrghcontacting tourist information

centres or service suppliers directly.

Domestic 4WD travellers also ranked road maps antibeig top information sources and
planning tools used prior to departure. Severariui¢w participants, in particular more

experienced 4WD travellers, indicated that detaftead maps in combination with prior

*http://exploroz.com.au

* http://travelnt.com.au
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knowledge about the region from previous visits eveften enough to set up their main
itinerary and select various places of interesh@lthe way. Some travel parties indicated
that they used road maps to verify some of therimé&tion obtained through other sources,
such as word-of-mouth, and to determine distance$ tme needed between sub-

destinations and overnight stops.

“Some friends told me before that | should go theme do this and this...and
then | just started to work through the maps taifegout how big the distances

really were and how many of those places | couldogand see in six weeks!”
(Domestic travel party, Alice Springs)

Domestic 4WD travellers appeared to rely heavilypensonal and informal information
from friends and relatives who had been to theorediefore. Again, information sought
prior to departure included recommendations abtades and attractions along the main
route as well as information about accommodatidroap or driving conditions. This kind
of information was generally regarded as more mftive and reliable and was highly
influential in the development of itineraries. Ippeared that many domestic 4WD
travellers accumulated a very comprehensive knaydeabout various trip options and
then finally made decisions about their itineraryaséd on word-of-mouth
recommendations from friends or relatives. In toatext, the Internet was also employed
by some respondents as a de-facto word-of-mouthrnrdtion source. Several interview
participants said that they were looking fexpert information” about specific tracks or

vehicle preparations provided by other 4WD travslia form of travel blogs or forums.

“A friend of mine recommended the Mereenie Loopwds there a few weeks
ago and he just loved it...] Then | got a call from another mate and he said

that the road was in a great condition. So | knehat to come!”(Domestic
travel party, Kings Creek Station)

“I only went on the net to check a few things, babuldn’t find a lot. But
actually, 1 didn’t need a lot more information. héw everything | needed to
know from my friends in Alice Springs(bomestic travel party, Kings Creek Station)

In relation to printed information sources, domegiVD travellers generally did not use
travel guides very often for pre-trip planningwlias found that they preferred using other

publications including camping guides or specialiseVND literature, such as 4WD
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magazines, to the broader travel guide contenpahticular, trip reports and recounts of
trip experiences in 4WD magazines by other AustrefWD travellers were considered to
be very useful. As with travel blog entries on thiernet, this reflects again the emphasis

on word-of-mouth as a decisive source of infornrafar domestic 4WD travellers.

“They [other 4WD travellersknow the region because they are the ones who
have been out here and done it and write about #ngderience. They know

all the tracks and the distances, or where to sto@ get fuel...’(Domestic travel
party, Alice Springs)

4.3.3.1.2. International 4WD Travellers

Due to a lesser degree of flexibility and limitedop knowledge of the destination,
international 4WD travellers invested more timeoirgre-trip information search than
domestic visitors. As with domestic travellers,ithpeferred strategy was to become more
familiar with the destination and build up a gehesttack of knowledge about the region
and available products, which emphasises once dbaiwidespread use of contributory
information sources. Nevertheless, international DAWfavellers showed a stronger
tendency towards organising various trip elememtzdvance in order to reduce perceived
risks at the destination. It could be observed ghattrip information led more often to a
final purchase decision among international thaoregndomestic travel parties. The most
common sources of pre-trip information for interoaal travel parties included travel
guides, magazines and books, the Internet andl ageacies. To a lesser extent, they also

obtained word-of-mouth information from friends whad visited Australia before.

Travel guides were by far the most popular sourcenformation before leaving their
home countries. Travel guides that were most contynmentioned include thé&onely
Planet IwanoswskyPolyglott Frommer’s Stefan LoosandReise Know-HowAlmost all
international interview participants indicated thhey used travel guides to plan and
develop specific itineraries and to find out abaatommodation options and places of
interest. Despite this, hardly any bookings wereegated based on pre-trip information

obtained from travel guides. On the other hand,esparticipants criticised travel guides in
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terms of their content. Information provided inviegaguides was sometimes considered as
very superficial and descriptions of various placesiterest were rather poor. Instead, it
was found that the information was mainly centreduad references to commercial

businesses and was therefore not very objective.

“We got a lot of information from travel guides anthgazines, but | think it's
sometimes very superficial what you get out of th&here are so many
references to commercial tour operators, whicheaally annoying. And | get
the feeling that it's not always true what they terthere and that they just
want to rip off tourists!”(International travel party, Kings Creek Station)

Similar to domestic 4WD travellers, internationaitors used the Internet solely in the
pre-trip stages. The Internet can be primarily rdgd as a contributory tool for pre-trip
information search strategies but not as a decsiugce per se. Search engines, such as
Google or Yahoo, were commonly used to find outuattbe available product mix in the
region and the Internet was also used to crosskcimformation obtained by word-of-
mouth or from travel brochures. International tieare generally tried to avoid
commercial websites in favour of non-commercia¢siprovided by tourism promotion
agencies. Relatively few interview participantedishe Internet to obtain information on
specific products or suppliers in the region anchagdt no commercial transactions or
bookings were undertaken during pre-trip Internse, uexcept for rental car bookings.
Instead, many international travel parties spediiffclooked for travel reports and blog
entries from other travellers on the Internet tbageidea of possible itineraries and various

recommendations dtio’s and don’ts” in the region.

"Travel reports from other people are the most imipot source of

information for us. We just googled them on therimet!” (International travel
party, Kings Creek Station)

Half of all international respondents visited av&lsagency, mainly to obtain brochures and
seek personal recommendations on what to do in rdggon. Most international
interviewees utilised travel agents to pre-boollgirrip elements such as flights or rental
cars and, to a lesser extent, accommodation atrnsmpovers. However, other
complementary products including accommodatioremate regions and tours were often

arranged spontaneously during the trip or onlyva days in advance rather than through
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these intermediaries. More importantly, travel ageshwere a prominent recommender for
hiring a 4WD vehicle to travel in central Australia

“We didn’'t need a travel agency to get more infotima to organise our

itinerary! We just booked our flights, the car atite three hotels there!”
(International travel party, Kings Creek Station)

Obtaining information through word-of-mouth prico tleparture was not as common
among international 4WD travellers as among dorme®mnly some travel parties received
recommendations from friends or relatives who hagnbto Australia before. Such
recommendations mostly referred to places and Bpetiractions that should be included
on the itinerary. Given that those information pdevs often had visited Australia a
relatively long time ago, the effects of this tygeword-of-mouth information were not as
decisive as for domestic travellers and the infdiomareceived was sometimes not
regarded as up-to-date. For example, personal maenaiations from friends or relatives
were never related to specific accommodation oerotiurchase decisions. However,
word-of-mouth seemed to make some contributionsskecting additional places of

interest along the main travel route.

“Our niece spent several months in Australia fivears ago on a ‘Working
Holiday Visa'. And she also went to central Austraduring that time. She
told us a lot about the region here and also showed lot of pictures. And

that was so impressive that we decided we wantedeto it ourselves.”
(International travel party, Glen Helen)

4.3.3.2. En Route and At Destination Information Search

It has been observed that specific purchase desissuch as bookings of accommodation,
tours or activities, but also definite decisionsattspecific places to visit were most of the
time made during the trip. The most prominent sesiraf information in these stages of
the trip were informal and included word-of-mouthformation from locals or other
travellers, information obtained at visitor inforiwd centres or direct information
obtained from various service providers, such asmmodation facilities, restaurants or

national park employees.
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4.3.3.2.1. Domestic 4WD Travellers

One of the most decisive sources of informationdomestic 4WD travellers during the
trip was word-of-mouth information from other tréiees or locals they met on the way.
This kind of information had a particularly impantainfluence on the choice of
accommodation or additional activities. Decisiobswt spontaneous side-trips which had
not been considered in the pre-trip planning stagee often triggered by informal
conversations with other travellers who recommengegibus sites or tracks.

“For example, we also went to Boggy Hole and fiveg didn’t know anything
about it. We first heard about it from other peopjethe Birdsville Track and
thought it would be interesting. So we spoke towpte of other people on the

way and they said it's absolutely worth going ther@omestic travel party, Alice
Springs)

“We met another couple at the other caravan parld éimey told us that this
one[MacDonnell Range Caravan Parkpuld have great facilities, especially
for the kids!” (Domestic travel party, Alice Springs)

Visitor information centres (VICs) were mainly usiedobtain more detailed and localised
information on arrival at the destination. The pmrole of VICs was to obtain brochures
and pamphlets and get recommendations about au@litdaces of interest in the area.
Domestic travellers also sought up-to-date locébrmation on road conditions. The

information centre that most of the 4WD travelleterred to was located in Alice Springs
and it was found that hardly any bookings were gaed there. It could be observed that
many domestic 4WD travellers were not satisfiechwlie information provided in VICs. It

was criticised that available brochures mainly deatinformation about commercial tours

and cater relatively poorly to the independent-deife or 4WD traveller market.

“They really need to cater more in tourist buredos self-drive tourists! We

wanted information on Palm Valldy..] and on any other points of interest
along the way. They could not even give us a bmecbu anything else. We
also asked them where Albert Namatjira’s house arasthey could not even
tell us.” (Domestic travel party, Kings Creek Station)

Some travel parties contacted product supplierb siscaccommodation facilities directly

once they were in the region or vicinity. Anoth@manon way of getting information
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while already on the way was by picking up brockusad pamphlets at accommodation
sites or other public places like restaurants. Dstindravellers mentioned several times
that they'stumbled across’information at such locations, which was ofterhhygiecisive

for selecting overnight stopover accommodationadiition, leisure activities, such as
camel riding or helicopter flying, and evening etdement activities, such as didgeridoo
shows or slide shows, were spontaneously undertattenarriving at the destination and

investigating available options at the selectesdannodation site.

“These[camp sites]are the best places to meet people who are irtetes
the same kind of thing$!..] We didn’t go to the visitor centre. We basically
relied on the information in the caravan park shqpomestic travel party, Alice
Springs)

“We found out about Ross River Resort just by chambat was more a spur
of the moment thing...] We went to this 24-hour place in Alice Springs and
there we found a small booklet about this resost.Wife and my daughter saw

the pictures and thought that it would be nice amaith a try.” (Domestic travel
party, Alice Springs)

4.3.3.2.2. International 4WD Travellers

International interview participants indicated thfay used travel guides during the trip in
order to decide on various places of interest mal Hut about accommodation options in
the region. The main reason for their use wastimeentration of all destination relevant
information in one single medium. Some travel partindicated that they often selected
specific attractions or activities for the subsequ#ay based on what they had found out

from reading travel guides the day before gettothe destination.

“We found out about this camp groufidings Creek Stationfrom our Lonely

Planet when we were already on the way and lookimga place to stay!”
(International travel party, Kings Creek Station)

While international travellers often consulted #hagencies and tour operators before
leaving their home countries, they did not constdarel agencies as very useful once they

got to the destination. Available tours at the id@$ion were not of interest to them and it
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was found that international 4WD travellers deldiely shunned tour operators and
agencies in the region.

“The last thing that we wanted was to get on a tbus with many other
tourists and then you stop somewhere for half aur lamd you are told that

you’d now have time to look at this and this and.thl” (International travel party,
Kings Creek Station)

Instead, many international travel parties wenth® visitor information centre when they
arrived in Alice Springs before starting their sdfive trip. The primary role of the
information centre was to obtain brochures aboditehal places of interest in the region,
information about accommodation facilities and majs with domestic 4WD travellers,
international travel parties did not make any bagkithrough the VIC. Only permits for
crossing Aboriginal land were likely to be purclédbere. Although it was mentioned
several times that the employees of the visitortreewere exceptionally friendly and
helpful, it was again criticised that the VIC ini¢d Springs was mainly catering to tourists
interested in tours and activities offered by comuia tour operators. Information for
self-drive tourists, such as proper maps with adgbescription of all interesting places on

the way, was regarded as very poor.

“We bought our permit for the Mereenie Loop therelave also got a flyer

there from Glen Helen. We actually tried to findn&thing offside the main
tourist sites, but there was not a lot there. Thay heaps of those nice tour
brochures but nothing that really would have helpsd So we finally took a
couple of brochures about some day-tour offers. tNat we would have done

it, but we got some ideas of where else we coull @aernational travel party,
Glen Helen)

Word-of-mouth information from other travellers the destination was hardly ever
mentioned as an important source of informationthviie added complication of language
barriers, international visitors appeared to prefere formal and impersonal sources of
information. However, some travel parties mentiotieat they received very important
information during the trip through direct contawsith service suppliers, such as
accommodation providers or car rental companieszi@eproviders were contacted either
shortly before arriving at the destination or om tthay of arrival. Based on personal

conversation with service suppliers, internatiortehvel parties made sometimes
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spontaneous decisions at the destination, especwath relation to the choice of
accommodation. Other decisive on-trip informatiocluded flyers and brochures that
international travellers sometimes came acrossilligplaces or various accommodation

sites.

“We called the people directly, otherwise you doget the information that
you really need!” (International travel party, Kings Creek Station)

“We had this flyer about Glen Helen and so justeg#wvem a ring. Originally,
we wanted to stay in Hermannsburg but when we aallere they told us that
it was all booked out. So, Glen Helen sounded anzkthen they also asked us
whether we wanted to book a table for dinner, ardtlought ‘actually, why
not?”” (International travel party, Glen Helen)

4.4, The Role of Aboriginal Culture in the Overall Trip Experience

What further emerges from these findings is thabridinal culture has only a secondary
role in contributing to the attractiveness of thestthation mix in central Australia. Most
4AWD travellers did not appear to consider Aborigioalture as a unique asset of the
region and Aboriginal culture was hardly ever amtmg primary reasons to visit central
Australia. The majority of 4WD travellers did noawe Aboriginal culture in mind when
planning a trip to central Australia. Only one migtional travel party indicated that one of
the reasons to visit central Australia was to segr@al Aboriginal art.

“When you are an Australian you know pretty wellatvkthe Aboriginals do.
[...] Our intention to come here was certainly not sk with Aboriginals.
This is not our interest!{Domestic travel party, Alice Springs)

“No, we were more interested in the scenery here e landscape and we
wanted to see all the famous sights. This was mngpertant than the culture.

Aboriginal culture is nothing that we would reatlgme for!” (International travel
party, Glen Helen)

Generally, it was found that domestic travel parti@ particular families with children,
showed a greater interest in getting experiencés Aboriginal culture on their trip, while
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many international travel parties appeared to bmesdhat indifferent about Aboriginal
culture. Domestic families seemed to appreciatertaim educational aspect during their
trips and mentioned that they intended to maker tbeildren aware of the country’s

heritage and history, including Aboriginal peopitelaulture.

“And this is also why we are coming here becausekitdy have never ever
seen any Aboriginal peoplelbomestic travel party, Kings Creek Station)

4.4.1. Encountered Experiences with Aboriginal Culture

Even though Aboriginal cultural experiences doaygpear to be associated with initial trip
motivations and are not among the activities andeagnces sought beforehand, the
majority of both domestic and international 4WDvebers still have included some

aspects of Aboriginal culture on their trips whante briefly outlined in Table 9 and 10.

Aboriginal cultural activities were mostly limitetb non-commercial activities such as
visiting art galleries in Alice Springs or the Qutl Centre at Uluru. Only rarely did visits
to art galleries encourage 4WD travellers to pusehAboriginal art and it appeared that
many travel parties considered looking at Aborigpeintings and artefacts as constituting
an experience with Aboriginal culture. Some intéioral travel parties participated in free
ranger guided tours with a non-Aboriginal guideJairu (also known as the Mala Walk)
which they rated as an Aboriginal cultural expeceas well because they received a lot of

information about Aboriginal people and the towwk@lace on Aboriginal land.

Table 9: Aboriginal cultural experiences made by dmestic 4WD travellers

Aboriginal cultural experiences made by domestic 4WD travellers n=11

Art galleries in Alice Springs

Cultural Centre at Uluru

Aboriginal guided tour at Uluru

Aboriginal guide at Alice Springs Desert Park

Rock art sites in the East MacDonnell Ranges

R NN N W ol

Historic precinct and art galleries in Hermannsburg
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Table 10: Aboriginal cultural experiences made by dmestic 4WD travellers

1
©

Aboriginal cultural experiences made by international 4WD travellers n

Cultural Centre at Uluru

A O

Art galleries in Alice Springs

Historic Precinct and art gallery in Hermannsburg 2

Some travel parties had previous experiences witbriginal culture on their trip before
arriving to central Australia. Such experienceduded for example: Aboriginal talks in
Tennant Creek, Aboriginal guided tours at Lake MufgSW), Kakadu National Park or
in Arnhem Land and visiting art galleries, rock sites or Aboriginal interpretation centres
in South and Western Australia. One domestic trpagly deliberately wanted to visit an
Aboriginal community along the Gibb River Road.

4.4.1.1. Reasons for Participating in Aboriginal Culturaltidies

The main reason for participating in Aboriginal toudl experiences appeared to be that
they just turned out to be among available sidesggpces at the destination. Most travel
parties who experienced Aboriginal culture had fbuwut by chance about available
options once they arrived at the destination, eitheough word-of-mouth from other
travellers, in the VIC or directly from employedsaacommodation facilities. The reasons
for deciding to undertake these activities weraegitthat they had no other plans at that
time or that they got curious to find out what th@xperiences were all about. Some travel
parties visited Aboriginal art galleries in Alicgorshgs in order to buy didgeridoos and
other souvenirs, whereas just two domestic trawattigs indicated that they were

specifically looking for paintings from certain Afiginal artists.

Only few interview participants decided to undeetain Aboriginal activity due to
information received prior to arriving at the deation, for example by travel guides or
word-of-mouth. Some travel parties, in particulaternationals, who were still in their

initial stages of the trip, indicated that they Wwbbe prepared to participate in Aboriginal

Doris Schmallegger 111



cultural activities if they happened to be avakabhce they arrived at the destination.
However, such activities were largely consideregaiential “gap fillers” to be used in

order to complete itineraries and fill in additibspare time.

“We went to one of the gorges near Ross River Resal we also had a look
at the Aboriginal rock art there. But we wouldndaue made the trip out there
just because of the Aboriginal art, but in fact were in the area, had an hour

or so to spare, so we went and had a look at th@®mestic travel party, Alice
Springs)

“If there was, for example, an Aboriginal art galjeor something like that on
the way, we probably would have a look at it. Bugt jfor a short stop. We
don’t want to spend too much time on things thahaioreally have priority for
us!” (International travel party, Kings Creek Station)

4.4.1.2. Evaluation of Available Experiences and Activities

Opinions about available Aboriginal experiences antivities in central Australia were

consistent among domestic and international 4Wietlars. One of the main complaints
from both groups related to the range and diverstgboriginal tourism products. It was

repeatedly criticised that the only available elgrezes in the region were focused on
Aboriginal art galleries or on organised tours fraour operators at the main tourist
centres. Such tours were often regarded as notarghentic or interesting and as mainly
being targeted towards big tour groups from ovexskapressions of experiences obtained
in museums, art galleries or cultural centres wi having seen one is somewhat

synonymous witlihaving seen them all”

“We have been to some art galleries but every tenais up looking the same.
It gets a bit boring if you try to get to every Aigmal cultural thing in town
because it's all the same(bomestic travel party, Alice Springs)

Domestic 4WD travellers complained about a lackopportunities to meet Aboriginal
people“off the beaten track] in their communities and on their traditional darEven

though they acknowledged a huge interest in vgitemote regions including Aboriginal
land they often shunned such places because tloeghh that they were basically not

accessible for them or that tourists were not weko Some domestic travel parties
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criticised in this context that there was not erfowg no clear information about which
areas require access permits and which commumaes to receive tourists. In contrast to
domestic 4WD travellers, international travel pestwere not so much concerned with
access to remote Aboriginal land but they generfallynd that Aboriginal culture is not
present along the way. They criticised in partictifeat the possibility to interact and talk
to Aboriginal people in the Red Centre was notdleard that they could not even see any

Aboriginal people on their own land or near touaitactions.

“[...] There are pretty strict rules from what you've reau pamphlets if you
need permits. And then you think, well, I'll stayay from there just in case
you do need a permit. Sometimes you are sort akedct drive through

somewhere because you might need a permit or tightt tve offended. But if

there was something saying that you are allowed therould go through!”
(Domestic travel party, Alice Springs)

“The cultural centre was not that gredt..] The artwork was nice though but
we actually had expected a bit more because Ayeck B said to be such a
big Aboriginal spiritual place. But you can not eveee Aboriginals working

there. We would have expected that you can talkhémn and ask them
guestions, but there was no such thinghternational travel party, Alice Springs)

Another reason for dissatisfaction with Aborigitalirism products in the region was that
many of the cultural activities on offer are penfi@d by non-Aboriginal people. Especially
domestic travel parties did not appreciate expedsnwhich were originally associated
with Aboriginal culture but then turned out to belidered by white people. On the other
hand, travel parties who had participated in an rAgomal guided tour or had the
opportunity to listen to Aboriginal talks (also regions outside central Australia) were
generally highly satisfied with the experiencesereed. Such activities were regarded as
very educational and beneficial, especially wherythincluded explanations and
demonstrations of preparing bush food, traditidnaiting or Dreamtintestories and gave

them the possibility to talk to Aboriginal peopiea more or less informal way.

“The first night that we came here we heard tharéhwas a didgeridoo show,
so we went there because we thought we could pilgerddoo and that we

®>The “Dreamtime” or “Dreaming” has a sacred mearfimgAboriginal people and explains the origins of
the universe, the nature of humanity and the cgpéléife and death. (Aboriginal Tourism Australia
(2007), n.p.a.)
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were gonna be taught by an Aboriginal guy. But tivenjust got a white fella
playing didgeridoo.”(Domestic travel party, Alice Springs)

“There is no point in sending out a white Australiperson to explain ‘This is
Aboriginal culture!’. The Aboriginal people have b2 much more involved

themselves because it's their own culturédomestic travel party, Kings Creek
Station)

“But then in Tennant Creek there was this Aborigioahalf Aboriginal bloke
in the caravan park and for example he cooked upes@boriginal food, like
witchetty grubs and that sort of thing. And thairgeresting, you know,
because you learn a few thingsibomestic travel party, Alice Springs)

4.4.1.3. Further Desired Experiences with Aboriginal Culture

The results suggest that in-depth experiences dimgueducational aspects and genuine
insights into Aboriginal culture are largely misginn central Australia. Especially
domestic travel parties mentioned that opportunite learn something about Aboriginal
culture and to get first-hand experiences with Adioal people are very limited in central
Australia. Consequently, all interview participamtsre asked if there were any additional
experiences with Aboriginal culture that they wolde interested in but which had not
been encountered in central Australia. The follgyvaection will provide an overview of

Aboriginal cultural experiences that 4WD travellamsuld be interested in.

“I think the demand is there. | was fascinated émakt’s why we also went with
the children to this exhibit so that they could exgnce the different culture
and understand the way how people survive, thaiets and why they belief.
And | think it's inherent to this country. But | mlbthink it has really been
tapped into enough and that the opportunities foatthave been really
provided!” (Domestic travel party, Kings Creek Station)

“Yes, yes | anjinterested in Aboriginal culturé]n fact, every time I've gone
out with an Aboriginal guide I've learned a lot neothan | have when I've
gone out in a white group, so to speak. And thadgpened at Kakadu, that’'s
happened at Lake Mungo and that's happened at ARerk and each time
I've learned a lot, whereas, you know, in thosetevBbrt of tours you don’t
learn as much(Domestic travel party, Alice Springs)
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Many domestic travel parties acknowledged interiestpersonally guided tours by
Aboriginal people to see some remote places and l#athe same time something about
Aboriginal traditions. Especially families demorsgéd a high level of interest in such
experiences and mentioned that they would appeecprticular educational and
participative activities for their children. Somendestic travel parties would also like to
participate in personally guided 4WD tag-along sowith Aboriginal guides to less
touristy places of interest such as Palm ValleyinBaw Valley or Chambers Pillar. Such
tours could include interpretational aspects at#ddriginal culture and history while the
main emphasis should be on the self-driving compboé the trip and on small groups
and personal guidance. It was mentioned severastithat conventional tours to such
places either do not offer the desired degree efibllity and independence or were

considered to be too artificial and expensive.

“Some of my friends told me that further northhink it was Tennant Creek,
there was an old fella who used to come aroundhéoctaravan park and for
20% he teaches you about bush tucker and thingsthi&t, take the kids for a
walk out in the bush. And | thought, you knowhdéytdid the same thing here, |
would have certainly done that{Domestic travel party, Alice Springs)

“If you had like a very knowledgeable and well eatec Aboriginal guide
setting up a budget kind of trip for people, evast put into Palm Valley and
stay there for a night et§...] And if there are four people and all pay around
50%, | mean that's already 200$, and therefore émches you all about the
area that you go into. That would be an attractsat of trip because you
learn a lot and you understand what the historyPafm Valley is and what it
is all about!” (Domestic travel party, Alice Springs)

Some domestic interview participants would have regppted special evening
entertainment activities involving Aboriginal culey such as evening talks and
presentations about Dreamtime stories and Abolligiaditions at various accommodation
sites in the desert. This has been consideredmstularly interesting opportunity for
Aboriginal people to engage in tourism since tdaris general have a lot more spare time
in the evening than during the day and are theeefoore likely to participate in such
activities. Especially accommodation facilities Isuas caravan parks or camping sites in
the region were mentioned to be the ideal and mbsictive settings because they offer a

rather casual atmosphere and a high concentratitiike-minded people”who could be
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easily encouraged to participate. Other desiredhiageactivities included art workshops,
such as dot-painting. Similar activities are alsedeing offered at Uluru but interview
participants, who acknowledged interest in suclvidiets, either did not have enough time

there for participating or found the offers to leatily overpriced.

“They could be doing much more with these dreamsinees. Even herfat

the camp site]if they had like a campfire and a corroboree omething |
reckon you could get half the people here to attéx if they were telling
dreamtime stories under the moon, | mean, of counseuld take my kids
there!” (Domestic travel party, Kings Creek Station)

On the other hand, international 4WD travellersnsee to be rather sceptical about any
commercial Aboriginal tourism products, such asaaiged tours or evening activities.
Only few international travel parties would haveeienterested in joining an Aboriginal
guided tour to remote Aboriginal land in order s® s real traditional community. Most
international participants generally considered wdoal tourism products as not
authentic and declared that they did not want ttigyate in activities that come across as
something that is specifically staged for touris&milarly, some domestic travel parties
indicated that they were not interested in experren Aboriginal culture but that they
would join self-drive tours guided by Aboriginalque, for example as tag-along tours, to

remote parts of their traditional land just in artiebe able to access remote regions.

“It should not turn out to be something like a tlreawhere everything is just
staged and made up from a commercial tour operadmmetimes you just get
the feeling of being ripped off{international travel party, Glen Helen)

Several interview participants were not interestedny commercial activities at all. For
them, visiting traditional Aboriginal communitiesic seeing how and where Aboriginal
people nowadays live in the desert would constiteeal and authentic Aboriginal
cultural experience, rather than getting explamatifvom guides about the way they used
to live in the past. In this context, both domesiia international 4WD travellers would
desire personal interactions with Aboriginal pedplelaily routine situations. Some travel
parties would appreciate to see more Aboriginapfebeing employed at various tourist
attractions along the way, who do not try to awmdtact and show interest in sharing their
culture with tourists. Again, talking to Aborigingleople and being able to ask them
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guestions about the history and the meaning olicelaces of interest were rated as the
most important aspects.

“The easiest way to experience real Aboriginal orétis to actually speaking
to the people. Around Uluru there is probably lekance to do itf...] | don’t

want a ‘Disneyland-experience’ for Aboriginal cuk like pushing forward
the ‘howdydoody’ Aboriginal side of things! If thiaye in squalor, fine, but |
want to see what that is! But if they live in tri@@hal ways then that’'s what |

want to see. | don’t want a sanitised and politigalorrect version!” (Domestic
travel party, Kings Creek Station)

“If there was the possibility to go and visit a te®boriginal community and
stay there for a while, we would go. We’ve doneething similar on our last
trip to Fiji, which was great!”(International travel party, Kings Creek Station)

4.4.2. General Level of Interest in Aboriginal Culture

As already discussed in the previous section, Ajroai culture is not among the
motivating factors to visit central Australia ana$h 4WD travellers did not associate the
region with the ability to experience Aboriginallttue before commencing their trip.
Nevertheless, when being asked about their getearall of interest in Aboriginal culture,
the majority of both domestic and internationalvélaparties indicated that they consider
Aboriginal culture as very or at least partly imtgting. A minor part of both sub-groups
admitted that they were basically not interested\ioriginal culture although they still
participated in various Aboriginal cultural acties as they turned out to be available at the
respective places of interest. Similarly, some rmagonal travel parties had not been
interested in getting in contact with Aboriginaltcwe before leaving their home countries
but the longer they stayed in Australia and the emitrey found out about Aboriginal
people in the course of the trip the more theyigi@rested in it. Only two domestic travel
parties deliberately wanted to avoid getting angtact with Aboriginal culture on their
trip because they had the feeling that they hadadly made enough experiences with

Aboriginal people and culture in daily life.

“We have already seen it all. We don’t need to Aebriginal culture on this
trip!” (Domestic travel party, Alice Springs)
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“I think it became more important as we travelledpecially after we’'ve been
to Kakadu. We saw and found out a lot about Abpabculture there and so
I'd say, we also got more alert to those kind andis!” (International travel party,

Alice Springs)

4.4.3. Effort to Investigate and Pursue Available Options

This part of the research sought to understancftioet that 4WD travellers invested into
exploring options to experience Aboriginal cultaed to what extent information about
Aboriginal products received before and during thp influenced 4WD travellers to
undertake in Aboriginal cultural activities. Asabuld be observed throughout the whole
interview process, a great majority of both donteatid international travel parties did not
actively try and get information about any Aborajinourism products before or during
their trip. Even travellers who had acknowledgemsomable general interest in Aboriginal
culture or who were looking forward to getting espaces with Aboriginal culture during
the trip did not actively investigate about avaiabptions in the region. Travel parties
who expected to experience Aboriginal culture intad Australia largely relied on finding
out about available products and experience duhadrip, while others who did not plan
to get such experiences often decided spontanetuglgrticipate in Aboriginal activities

when they stumbled across certain opportunitieshance.

“Look, I'm not gonna research for a month or two mtits before we go on
holiday because we don’t have time! We are workimg,are busy. Maybe
some people might do that but we are more a bé ldst-minute. So if we
stumble across things, that’s fine and that's hogvgenna learn and do it. |
thought that there would be more of that stuff @ehil (Domestic travel party,
Kings Creek Station)

“I think, in general, people do not come to theigggto see Aboriginal people.
If they happen to get a nice side-experience, baethey won't really look for
it!” (International travel party, Glen Helen)

It was further found that some travel parties hathe across some information about
Aboriginal tourism products in the course of theip preparations prior to arriving in
central Australia. However, at that stage of tiye pfanning process they were mostly not

considering Aboriginal culture as a potential comgrat of their itinerary and therefore did
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not really pay attention to that information. Maingivel parties were of the opinion that
such pre-trip information would only have an infige on the planning behaviour if
tourists already had a relatively strong interestgetting experiences with Aboriginal
culture in the first place. Otherwise tourist jughuld not notice the information at hand
and the effects of such pre-trip information wob&lvery limited. On the other hand, some
travel parties mentioned that more general infolwnaabout Aboriginal culture and
available experiences prior to departure would rdonte to a higher awareness of such
products, which could facilitate spontaneous denssi at the destinations. This is,
however, based on assumptions from a limited nunoberavel parties only and could

therefore not be investigated any further.

“But you have to be really interested in it and savhat receptive to this kind
of information. People who are not that much ins¢éee will probably not even
notice it!” (International travel party, Kings Creek Station)

“We haven’t come across anythifjgformation about Aboriginal tourism
products]before at home. But | also have to say that wendidreally look for

it, so maybe we just missed it. But nobody realyommended it to us and
nothing really drew our attention to Aboriginal tule, maybe if we had got

some more information before we would have beenenzware of it!”
(International travel party, Glen Helen)

4.4.3.1. Evaluation of Current Distribution Methods

This section was originally supposed to investigater interview participants perceived
and evaluated information about Aboriginal touripnoducts received before or during
their trips through various media in terms of comtejuality and accuracy and to what
extent it encouraged them to undertake activitidswever, as it turned out during the
interview process, most of the travel parties detther actively nor passively obtain any
promotional information about Aboriginal tourismopiucts and therefore this research
could not provide any insights on content and duadriteria of various information

materials. Instead, it was tried to elicit furtheformation about how they evaluated
current information and distribution methods of Amal tourism in central Australia

once they had found out about available offer@region.
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It was mentioned several times that most of theoregnd destination specific information
Is mainly focused on nature and landscape assdtshah Aboriginal culture is not being
portrayed as an essential tourism experience likeerd'must-see sights”in central
Australia. It is relatively easy to find out abougjor tourist attractions in the region, but
getting information on not so popular places orezigncesoff the beaten track’requires
much more independent research and being moret@ac

“I've gone on to the internet and I've tried to dirout, particularly if we have
gone camping in certain areas, what you can doghAnd you can get limited
information [...] but it tends to be more on flora and fauna than tbe

Aboriginal cultural area which is not emphasizeda#it” (Domestic travel party,
Kings Creek Station)

“If you hear something about Australia and tourifimen it is mostly something
about nature and landscape, red sand, Ayers RbekGreat Barrier Reef and
also Sydney....] In order to find out something about places likdnP&alley
or the Mereenie Loop you have to invest a lot meffert and time into
research and getting information{international travel party, Kings Creek Station)

Another point mentioned in this context was thatcmwf the available information is
concentrated on commercial tours only and is afisplayed in a very superficial and little
appealing way. Available products are not reallffedeéntiated from each other and
promote more or less the same kind of experienndsvalues, while being exclusively
targeted towards the mainstream mass market. Asdhge time, this point of criticism
refers more to a general lack of products and ésmpees than to a gap in information and

distribution methods.

“Most of the information always tries to appealds many tourists as possible
and it's always about the same things — many stvaot or three-hour tours
which are basically all about the same things amdhie big mass of available
tours, not only Aboriginal but also general tourthey just disappear

somewhere. Nothing really stands outliternational travel party, Kings Creek
Station)

Both domestic and international 4WD travellers peshout that there is hardly any
information available about more genuine and intdepxperiences with Aboriginal
culture, which they related to the fact that there simply no such products on offer. In

their opinion there would be much more informaterailable and a lot easier to find if
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there were relevant products offered in the regibms outlines once again that 4WD
travellers generally expect information to be afalg® where they normally tend to get
information from and that they do not actively mesany activities that had not been

planned in before as a fixed component of theieitary.

“At the moment | could not enumerate any placesraiygu can find or do
something with Aboriginal culture. The only thirat | can remember is this
art gallery in Alice Springs!{International travel party, Glen Helen)

“If we ran here around into a local who said ‘Conamd have a look!" we
would go and do that, no worriegl.] Or for example if we were out here in
the caravan park and talked to different people wail ‘Yeah, we’'ve been out
there and spoke to ‘so and so’ and we went out ocomoboree...” or
whatever there might be. But that sort of thingst jdon’'t seem to happen
around here.”(Domestic travel party, Alice Springs)

“If there was happening a IdqAboriginal cultural activities] think you'd find

out about it but you don’t seem to hear much abtbtt (Domestic travel party,
Alice Springs)

4.4.3.2. Recommendations for Future Distribution Strategies

When being asked about suggestions for a bettaribdiSon of Aboriginal tourism
products in the future, interview participants niseferred to better coordinated on-trip
distribution strategies, including more active sad@d promotion and a more efficient use
of on-trip information channels. The need for elshing partnerships with existing
businesses and well established attractions cauddhefr facilitate a better distribution

process.

“I think it’'s the active sales process that hash® improved. You know, like
you've got to sell your product, we're not going $earch the product,
though!” (Domestic travel party, Alice Springs)

One suggested way to improve the current distioutif Aboriginal tourism products was
to provide better services at VICs. Firstly, 4WDavellers would appreciate more
information specifically for self-drive touristsngie the majority of available information

about Aboriginal products seems to be focused omercial bus tours only. Secondly, it
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was often criticised that staff members of VICsndo actively recommend any Aboriginal
tourism products or experiences but just providermation that tourists specifically ask
for. VICs should be mor#proactive” and try to promote such products. It was mentioned
that there should be Aboriginal people employedviEs or at government tourism
organizations to advise tourists on available eyiorhis would not only be regarded as
more reliable and trustworthy information but it wle also give Aboriginal people the

opportunity to have more influence on the distridaufprocess of their own products.

“They are not proactivgstaff members at the VICNo one tells you ‘Listen,
while you are here make sure you do this and théstais!” or ‘These are the
top three things that we suggest’. You just recailiat you ask for but no one
recommends you anythingiomestic travel party, Alice Springs)

“I don't think it's useful to get a piece of papand put all the Aboriginal

culture on that because | think people don't relhgs anyway, you know? |
think what would help is a nice tourist informatibaoreau and a government
organization which has employed some very reliadtel knowledgeable

Aboriginals and they should go to 4WD clubs or &aoavan parks.”(Domestic
travel party, Alice Springs)

It was further suggested to make more informatiboua Aboriginal tourism products
available at various points of convergence in #ggan. Such potential distribution points
include public places and highly frequented touasiractions, accommodation sites,
restaurants or rental car companies. In additiowas emphasised that direct involvement
of Aboriginal people in the promotion and distriomt process would be highly
appreciated. Tourists wanted to see and listenbtoriginal people and wanted to get the
impression that Aboriginal people are really instee in sharing their culture with tourists,
which they generally did not get from flyers anddirures or from pictures on TV or on

the Internet.

“If tourists don’t get the information you have get the information to the
tourists! For example at public places like h¢kengs Creek Station]where

SO many tourists pass by or even stop, there cbaldnore information!”
(International travel party, Kings Creek Station)

“For example, we don’'t watch TV, so you wouldn’t ggough to us by that
way. And we don’t read brochures either unless 'tteegot a really pretty
picture on the front that makes you focus on thdiereas if you have like one
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introductory night hergat the caravan parlkgnd they come here and say ‘Ok,
next Friday, this is where we go and what we do sménd so many cars can
join us!” This would be a lot more effectivéDomestic travel party, Alice Springs)

4.4.4. Barriers for Seeking Aboriginal Cultural Experiences

This research further tried to identify potentiariers for 4WD travellers to engage in
Aboriginal tourism. It sought to understand variogasons for not seeking experiences
with Aboriginal culture or for not participating iavailable activities and tried to explore
additional concerns and opinions having a negaiflience on tourists wanting to
experience Aboriginal culture. The main barrierpatting on consumption of Aboriginal
tourism products were found to be the extensiveamptmn of commercial tours and
activities which are not perceived as authentie, ribgative attitude of many Aboriginal
people and communities towards tourists and finsdigial and political issues, including

poor living conditions of many Aboriginal peopletime desert.

4.4.4.1. Commercialism and Authenticity

The major barrier for 4WD travellers to seek Aborad cultural experiences on their trip
appears to be that most of the available prodecid to be extensively commercialised and
are therefore regarded as largely staged actiaresas not authentic. Guided tours were
often claimed to be heavily overpriced and it appéahat many 4WD travellers were
simply not willing to pay high prices for activisethat did not really have priority for
them. Other activities, including Dreamtime dinnerstraditional dances were mainly
perceived as shows that are specifically set updiarists and do not comply with the real

life and traditions of Aboriginal people at all.

“I've seen on a television show that there are Agioial places where you can
go and live in a tent which is 5-star luxury andpke leave there 1500$ a day,
but families could not afford that! | think the béisings are free — sort of out
in the open under the starsibomestic travel party, Kings Creek Station)

“Yes, we would like to do something but as we foantithere is not a lot
around to do. We just saw some flyers about a apdtiner for tourists where
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Aboriginal people dress up and dance around a bike ‘hulahula’ [unreal
and staged spectaclglr tourists!” (International travel party, Kings Creek Station)

“The only thing that concerns me is that becausemsmh of the Aboriginal
culture is really private, how much of it is actlyafactual and how much is
performance for the tourist$...] | think a lot of the Aboriginal stuff that is

advertised comes over as pretty fake and | domiktit’'s genuine.” (Domestic
travel party, Kings Creek Station)

4.4.4.2. Perceived Attitude of Aboriginal People

Many interview participants, in particular interioaial travel parties, had the impression
that Aboriginal people were not interested in tenrior even tried to avoid contact with
tourists, which apparently contributes to a furtladienation between tourists and the
Aboriginal population. Both domestic and internaab4WD travellers indicated that they
sometimes felt insecure about how to behave iptesence of Aboriginal people or which
places they could go to without offending Aboridinpeople. In addition, some

international travel parties compared such touriBbst interactions with experiences from
previous trips to other countries, for example fniga, Asia or South Pacific. Encounters
with indigenous culture in such countries were galhemore positively evaluated due to
a more welcoming attitude of indigenous people mode possibilities to interact with the

locals.

“It's also hard to say whether they want us actyat be involved. I've been
to some places where | actually felt uncomfortadole unwelcome. We went
for example through Hermannsburg fairly late athtignd | didn’t feel it was
a safe place to be with my family®omestic travel party, Glen Helen)

“We have been to Kenya on a previous trip and we gquée a lot of Masai
people there, but compared to the Aboriginals, theyre so much more
friendly and welcoming. And they still lived théiaditional life, they wore
their traditional clothes etc. but the people hareAlice Springs did not make
a good impression at all/{international travel party, Glen Helen)
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4.4.4.3. Social and Political Barriers

Another decisive reason for not wanting to getaanch with Aboriginal people were the
poor living conditions of many Aboriginal people Wice Springs or Hermannsburg.
Communities were generally regarded as not safeaandirty places. The big alcohol
problem in the cities and communities, especiallyew tourists got confronted with
drunken Aboriginal peoplélying around or yelling and swearing in the stre&t was
often mentioned to deter 4WD travellers from goitogcommunities or seeking any
Aboriginal cultural experiences. In addition, thadbpicture that is often delivered by the
media, especially in the Southern states of Auafraleemed to keep many domestic

travellers from trying to get in contact with Abginal people.

“We went for a walk down the mdlfodd Mall in Alice Springsjand we heard
Aboriginals yelling and screaming around and thaswot appealing to us at
all. And where they were in the mall there, | mdeom a distance we
principally would have liked to go there and lodktlaat particular area. But
because of this yelling and screaming carrying o $he swearing and the

drunkenness, that turned us right off. Not intexdstiust walk away from it!”
(Domestic travel party, Alice Springs)

“And | think it's because of bad publication anddoanedia throughout the
country. It's presented like Aboriginals are alluthk, lazy and dirty...that's

why white people all think that way, especially gleofrom down south!”
(Domestic travel parties, Alice Springs)

“They don’t seem to be open and welcoming towandsigts. Alice Springs is
the best example — you can see them there lyinghdracompletely drunk and

yelling around and you can see that the people naattetour to avoid them!”
(International travel party, Kings Creek Station)
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5. DISCUSSION OF RESULTS

5.1. Trip Characteristics and Motivations

This research has addressed a considerable gapoimlddge about trip preferences of
4AWD travellers visiting desert regions. As argugdQarson and Taylor (2006b, p. 4), it
was not clear under which conditions 4WD travellerght prefer desert regions over
other environments. This research has found tleatrthin motivation to undertake a 4WD
trip in the desert varied a lot between domestit iaternational 4WD travellers. The main
motivation factors could be divided into three éifint categories: environment-based,

educational and psychological factors.

In particular for domestic visitors, natural anddacape aspects of the desert environment,
including the possibility to explore remote andauthed places, were among the most
important reasons to visit the region. This relatengly to the existing literature which
established that environment-based attractions) sisclandscape, terrain or fauna and
flora, are very important to the overall trip expece of 4WD travellers. (Taylor et al.
(2007), pp. 3-4; Prideaux et al. (2006), pp. 2-3jtkermore, a general desire“tget away
from it all” and to experience isolation, remoteness and teecsi of the desert could be
observed among many domestic visitors. This is etswsistent with results from previous
research into the motivations of 4WD travellersjalifound that domestic 4WD travellers

seek to get away from the crowd and the city. (@dirideaux (2006), pp. 10-11)

In general, the reasons for which desert regione wensidered as most attractive for
domestic 4WD travellers compare well to the findirfgppm other researchers, who have
investigated the attractiveness of remote and perg) destinations. (Carson/Harwood
(2007), pp. 10-11; Sgrensen (1999), p. 12; WarihBO7), p. 50) Similar to what was

found in this study they argued that visitors toigteeral regions mainly choose such
destinations because of their remoteness, thetimoland the strong and unique natural
environment. Domestic 4WD travellers showed a inedht strong tendency to look for

new destinations and to get away from well-esthablishigh volume tourism routes, which
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encourages the assumption that 4WD tourists miglve hsome advantages over other
desert tourism markets in dispersing tourism toatemregions. (Carson/Taylor (2006b),
p. 3) In addition, many of the interviewed domestavel parties have been visiting central
Australia repeatedly, which emphasises a relativetyong preference for desert
environments. This indicates that domestic 4WDdlavs are potentially more loyal to

desert destinations and can also contribute toghehirepeat visitation rate than other
desert tourism markets, which might help to sustiandesert tourism industry over time.
(ibid.)

In contrast to domestic travel parties, internalowvisitors mainly considered the most
famous sights in the Red Centre as their primaryivation to visit central Australia. It

was found that the international 4WD market is mikaly to stick to the main established

tourism routes and to visit the main clusters trfaations in the region. As suggested by
Tremblay (2006a, p. 13) this type of desert trarsllprimarily comes to the desert
“incidentally” due to iconic attractions and not smch because of the unique desert
environment as such. Venturing to new regions tsveoy likely to happen and hence their

potential contribution to disperse tourism actityremote destinations is rather limited.

The main reason for choosing 4WD self-drive tripsrevto be able to access remote and
untouched places off the normal highways that herotehicles can get to and to get away
from the crowd and main tourist sites. Being deferfrom “normal” tourists was one of
the common motivational factors for using 4WD védsc This purposeful separation from
other mainstream tourists is also significant fengral drive tourists and indicates that the
self-drive market prefers “real and local experesicaway from routes and products that

are generally perceived as very touristy. (Ols@022, p. 13)

In general, psychological factors played a veryongmt role for 4WD travellers in the
choice of their travel mode. In particular, for destic 4WD travellers the impression of
being among the first to access remote locationsetimes conveyed the feeling of having
achieved something special and outstanding andhigddy valued with regard to their
overall trip experience in the desert. This ousirmce again the exploratory nature of

domestic 4WD travellers and the desire for facirwllenges and gaining personal
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recognition during their trip. (Taylor and Pridea(2006), p. 7) While domestic 4WD
travellers mainly considered the vehicle as an reggdepart of their trip experience,
international travel parties tended to use it anesie form of transport, where the final
destinations played the most important role, arfétgaconsiderations were among the

primary reasons to rent 4WD vehicles.

Educational aspects, such &getting to know the Outback’and “seeing something
different” which they had never experienced before, wereiderexd important in the
choice of destination by both domestic and inteomal 4WD travellers. In particular,
Australian families with children were most likelg visit the desert for the purpose of
education and getting new experiences. In contashis, specific activities had only a
minor role in motivating 4WD travellers to visit rdeal Australia and were mostly not
considered as essential for the pre-trip plannifigtheir itineraries. The range of
experiences sought in the desert was mostly cahfitee experiencing the desert
environment through simple routine activities, sashdriving, walking or camping in the
wilderness. As a consequence, the demand for coorhproducts in the desert, including
Aboriginal tourism products, appeared to be soméwimated. This confirms one of the
arguments made by Carson and Taylor (2006b, pwi2), warned against too optimistic
expectations in terms of economic benefits ariimgugh desert 4WD tourism.

Further behavioural differences between domestitiaternational 4WD travellers were
identified in the composition of their travel itnagies. While domestic travel parties
generally spent between one and three weeks inrateAustralia, the majority of

international visitors only stayed for a coupledalys in the region. According to Olsen’s
classification of the self-drive market based ore ttength of trip (2002, p. 19),

international 4WD travellers were largely on shours, ranging from 4 to 7 nights, while
domestic travellers were more likely to undertalg tburs and grand tours, extending to
21 nights and more. However, actual itinerarieshiwitcentral Australia were similar

among respondents in both groups. Almost all inésved travel parties visited the major
tourist spots in central Australia, which indicatkat the major tourist sites still dominate
the development of itineraries, even from independsavellers such as 4WD tourists.

Nevertheless, domestic visitors spent more timeaah location and visited more sub-
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destinations than international visitors, which emicies once again that domestic 4WD
travellers are more inclined to visit remoter regicand include locations off the main

tourism routes on their itineraries.

5.2. The Use of Information Sources

4AWD travellers used different channels for différegpes of information and at different

stages of their trip. The most important sourcesnédrmation for both domestic and

international 4WD travellers were classified oni-adriable continuum diagram according
to whether they were used in a contributory or sieeiway and whether they were formal
or informal by nature. This analysis is based oevipus attempts from researchers to
classify various sources of information and thelerin the information search strategy. As
suggested by Fodness and Murray (1998, pp. 109ih)rmation strategies can be
classified according to operational dimensions Whuistinguish contributory from

decisive information sources. Decisive sources temde used in isolation to make
decisions about trip elements, while contributooyrses are used in combination with
others for enhancing visitor knowledge about threyeaof available alternatives, which can

contribute to decisions either before or duringttiye

At the same time it is possible to distinguish kedw formal and informal sources of
information. As discussed by numerous researchéos éxample Case (2002);
Raitz/Dakhil (1989) and McDonough/Ackert (1986)prrhal sources are relatively
consistent in terms of the structure and contenthefinformation they provide. Their
content is usually closely managed and regularhdaged and their influence on travel
behaviour is easier to control and to predict. Eplas for formal sources include print and
electronic information channels from product sugglj intermediaries or other third party
organisations, such as destination marketing osgéions. On the other hand, informal
sources, including personal information from frienéamily members or other forms of
word-of-mouth, are often difficult to control antdkir influence on trip planning and travel

behaviour is hard to foresee and respond to in rambda(McDonough/Ackert (1986),
n.p.a.)
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As demonstrated in Figure 17, informal informati@btained through personal
conversations with service suppliers and throughdved-mouth from friends, relatives or
other travellers can be classified as most infliaénb the decision making process of
domestic 4WD travellers. This finding is in linetviexisting literature which suggests that
the most common channels of information for indejgen travellers are informal,
including friends, family, repeat visitors or lodgi employees, and that formal channels
are mostly used to a limited extent and primarity the early stages of a trip.
(McDonough/Ackert (1986), n.p.a.) Similarly, OIsgt002, pp. 14-15) and Derrett (2002,
p. 26) have found that informal information througird-of-mouth has an exceptional
importance in the decision making process of selfedtravellers. Other decisive sources
for 4AWD travellers that contained more formal stmwes included special interest
magazines such as 4WD magazines and road mapsel Tganmes, visitor information
centres and even the internet were used mainlyoasriloutory sources by domestic

travellers with travel guides being the most foriauadi least decisive source.

Figure 17: Classification of information sources usd by domestic 4WD travellers
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The classification of information sources used ttgrinational 4WD travellers (Figure 18)
delivers a partly different picture. As with domestWD travellers, personal information
from service suppliers and through other word-ofdsthowas again considered as very
decisive. Additionally, information obtained frorhet Internet, from visitor centres and
from maps was placed on the contributory side efdbntinuum. The most formal and at
the same time the most decisive sources of infaoméor international travellers were
travel guides but also information obtained fromvél agencies. It has to be pointed out,
however, that these sources were mainly used ieraml create their own itineraries
instead of using them for their intended purposemi@ke final bookings. Hence, the
traditional intermediation functions of these sasrcas distributors of products and
services for destinations were largely bypassedoider to acquire more detailed

knowledge on the destination itself.

Figure 18: Classification of information sources usd by international 4WD travellers
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Similar to what previous research into informatsearch and trip planning behaviour of
independent travellers suggested (Stuart et ab5R(p. 244-45; Hyde (1998), p. 1019;
Fodness/Murray (1998), pp. 109-10), both domestid mternational travellers used a
variety of information sources in the pre-trip sag@f their trip to build a relatively broad
stock of regional information about possible itemées, activities and attractions. During
the trip, information needs changed as the journefplded and access to particular
information sources including local knowledge beearalatively easier than from home
(Prestipino (2006), p. 8).

Actual decisions based on the information acqupedr to departure were very rare for
domestic visitors and it is not clear to which extehis information contributed to

decisions made at a later stage of the trip. Itlmamssumed that pre-trip information for
domestic visitors is primarily contributory untilis retrieved and revised again during the
trip when being confronted with a given purchaseiagion. For international 4WD

travellers, the relatively high use of formal sagdike travel guides and travel agents
stands in contrast to the information search graseof domestic travellers. International
travellers seem to conduct more pre-trip infornrasearch and invest more time into trip
planning prior to departure. The primary motivatifam the extensive pre-trip research
appears to be to avoid risks which are associatédtiavelling to a remote and relatively
unknown destination. A similar approach has beeggssted by Fodness and Murray
(1999, p. 222). International 4WD travellers neecestablish a base level of destination
knowledge first in order to reduce the level of emginty and develop stable itineraries
within which they can find some scope for spontariseand flexible decisions. lItineraries
within a region are relatively fixed temporally giv a tighter time schedule, which also

may encourage the use of more decisive pre-trgrimétion sources.

5.3. Trip Planning Behaviour

This research further suggests that many 4WD tiergeldo not make their choice of
specific side trips, attractions and activitiesiluhey arrive at the destination. This attitude
iIs common among independent travellers in gen@salHyde and Lawson found in their
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study about trip planning behaviour of independeatellers to New Zealand (2003,

p. 21), an integral element in independent tragethe enjoyment experienced from not
planning too many details of the trip beforehande Temporal sequence of the vacation
planning and decision-making process followed tategpn: sub-destination — travel route
— attractions — activities. (Hyde/Lawson (2003)18) Only as travellers approached a sub-
destination did they seek detailed information bat tsub-destination and its attractions
and activities and detailed plans for choice afaations and activities are often made for

the immediate 24-hour period only.

Similar to what Hyde and Lawson (2003, p. 15) foumtheir research about independent
travellers, 4WD travellers tend to make use ofdtanformation centres and seek personal
word-of-mouth information on the way to and at el destination. Such information
does not only influence an independent travelleisice of attractions and activities in the
destination area but can also impact on the lengtstay in the region. In addition, the
itineraries of 4WD travellers were complementedspgntaneous purchases and decisions
when tourists “stumbled across” new opportunitiesthee destination without actively
seeking information. This has already been dematestrto be a common phenomenon
among independent travellers who tend to make jagesh during their trip that are
encountered serendipitously during the trip upomtentional acquisition of information.
(Prestipino (2006), p. 4; Hyde (1998), p. 1020)

This research has further revealed that 4WD traxgelbften develop general plans and
rough preliminary itineraries before their tripthalugh these plans were often subject to
change, in particular with regard to on-site aticas and activities. In their work about
vacation planning of independent travellers Steveard Vogt (1999, p. 92) had found
similar results. They argue that one of the maimsoa for travel plan revision is the
acquisition of new information at the destinatibatteither expands the awareness of more
attractive alternatives in the region or changesjtilgement of an alternative’s attributes
that had not been considered as interesting enpugh to arrival at the destination.
(Stewart/Vogt (1999), p. 85) Their study furtherggeasts that the high probability of
independent travellers to substitute elements eir thriginal vacation plans during the

actual trip requires detailed and high-quality mfation about available attractions,
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activities or other readily substitutable elemeatt¢she destination. Going one step further,
they argue that travel information should furtherenbe designed for repeated reference
and ongoing use, at least throughout the duratidineotrip. (ibid., p. 92)

Information use with regard to activities and stsstinations is mainly employed at a
regional and rather localised level and decisiogrsoften made subsequent to information
acquisition on the way to or at the destinatiorthis way, 4WD travellers did not have the
impression that the flexibility of their itineragould get compromised and decisions were
therefore still considered to be spontaneous. Ezlhedomestic travellers seemingly tried
to maintain options to substitute planned or selamped trip elements with other elements
that are discovered during the trip based on newiyced information. In practical terms,
this might mean that information sourced at thdidagson may not lead to a final decision
if it is considered to compromise the flexibility the itinerary or to detract from the
desired exploratory nature of the trip.

5.4. Implications for Product Distribution to the 4WD Ma rket

Considering all this, opportunities to influencaurist behaviour may often arise when
visitors are on the way to or at the destinatiohisTimited window of opportunity for

product suppliers and other tourism stakeholdarspmbination with the independent and
flexible trip preferences from 4WD travellers, makedifficult to effectively predict and

manage consumer behaviour of this specific markethie region.Tourism service

providers expect the visitor to plan ahead andelgrgely on the planning period as a time
when potential visitors are likely to be suscegtiltd external influences and stimuli
through product related information. As tourism gigrs mostly provide services that can
not be stored and resold later and are often suleccapacity constraints (e.qg.
accommodation), their ability to deliver qualityrgees depends partly on obtaining
commitments for sales on a given day in advancegi{¥#esenmaier (1999), pp. 79-80)
Especially for destinations that attract substhmtianbers of independent travellers this

presents a very critical issue. (Hyde/Lawson (20p321)
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Consequently, remote destinations that access oldwiee to access the 4WD market are
confronted with a number of critical challengesnc®i pre-trip information provided by
traditional intermediaries apparently does notlifate pre-trip decisions (in particular
bookings or purchases), destination marketers mplagte more emphasis on at or near
destination information. An effective local diswion of tourism products seems in
particular important for smaller local start-up imesses which tend to rely more on the
independent traveller market, including the 4WD ke&ar4WD travellers expect to receive
relevant information about regional products anttaaetions once they get to the
destination without having to invest any effortanhformation acquisition. In practical
terms, this means that even if travellers notitsck of information about certain products
they might be interested in, they may not actiyalysue such interests and extend their
knowledge about potential ways to satisfy this desna Instead, they may choose to
substitute certain trip elements of interest bythaoactivity that turns out to be available
at the location and for which information was eateaccess at the time.

5.5. The Role of Aboriginal Culture in the Overall Trip Experience

As a consequence of the factors discussed in thequs sections, there may be particular
challenges for the distribution of Aboriginal toeam products. Enhancing Aboriginal
tourism activity in remote desert regions by tairggethe 4WD tourism market might be a
way to explore further, although too optimistic egfations from this market should be
avoided. This research has suggested that both dfiemend international 4WD travel
markets can be classified as rather homogenousrinst of activities and experiences
sought during their trip in the desert. Non-comnaractivities focusing on nature and
environment-based attributes of the desert andQh#hack seem to be the primary

experiences that 4WD travellers are looking for wheming to central Australia.

As to the interest in and demand for Aboriginalturd, this study has found that
opportunities for Aboriginal businesses to capd¢D travellers might be limited. Even
though Aboriginal culture is often positioned ag @f the main pillars in the destination
mix of central Australia and as a competitive adaga of the region (NTTC (2004), p. 4),
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4WD travel parties in this research generally ditl appear to consider Aboriginal culture
as one of the main attractions in central Australiais finding is not really surprising
given that various previous studies have alreatibéshed that Aboriginal culture is not
among the driving motivation factors for visitatiand that visitors to the Northern
Territory are primarily motivated by the naturavennment and well known tourist icons.
(Petheram (2005), pp. 48-49; Young (2005), p. Bo§le (2001), pp. 29-31; Ryan/Huyton
(2000b), p. 53) Nevertheless, it outlines onceraffat Aboriginal experiences figure very
low in planned and actual travel activity of 4Wauellers and are not considered as
important enough in the overall trip experienceb®included as a fixed component of
their itineraries.

The willingness of 4WD travellers to actively lod&r ways to experience Aboriginal
culture is very limited. Only in single cases diéy try to find out about possibilities to get
in contact with Aboriginal culture. Despite this, \aast majority of domestic and
international 4WD travellers still made some Abora cultural experiences on their trip
to central Australia. This finding implies thattredugh 4WD travellers can not really be
attracted to the region by Aboriginal culture ie first place, they can still be motivated to
participate in indigenous cultural activities ortkhey arrive at the destination. This is partly
in line with the work of Ryan and Huyton (2000a,3%), who argued that Aboriginal
experiences are often considered as part of thglesnmosaic of destination features and

products which creates the uniqueness of a destmand which tourists can choose from.

The majority of Aboriginal cultural activities undaken in central Australia included non-
commercial activities which were mainly chosen loseathey turned out to be available at
major tourist centres and did not require any aaltiil cost or effort to engage in. This
confirms findings from previous studies which argjtleat factors such as time and budget
play a major role whether visitors will participate indigenous experiences. (Tremblay
(2006b), pp. 3-5; Petheram (2005), p. 61) Althoymrticipation in non-commercial
activities appears to be relatively high among 4Wé4vellers, their benefit for Aboriginal
operators and communities remains highly questienakgainst the common statement
that demand for indigenous art is highest and ldad®iost revenue compared to other
indigenous tourism products (Tremblay (2006b), B, Petheram (2005), p. 61; Boyle
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(2001), p. 20) this research has found that viettabf galleries and cultural centres only
rarely resulted in additional purchases. Some lrgaties also considered buying
souvenirs including Aboriginal art and design imsaodigenous retail stores as having an
Aboriginal cultural experiences. As discussed bydHi and Butler (1996, p. 10), such
experiences can be classified as culture dispasdasdigenous tourism and tend to bring
very limited economic benefits for Aboriginal detsgeople.

5.6. Barriers for Seeking Aboriginal Cultural Experiences

It appeared that many 4WD travellers made extensseeof available free activities and
also appreciated a wide range of different expegsrat the destination. However, only in
single cases were they prepared to pay for additierperiences and activities if they
perceived them as heightened in value by educdtiana entertainment aspects.
Commercial activities involving Aboriginal culturecluding guided tours, were largely
avoided as most of the available organised tours aativities were regarded as not
authentic enough and as products tailored to tresmmarket. Other factors in this context
which deterred 4WD travellers from participating onganised tours were rigidly fixed
itineraries and time schedules or organised tramsipotour busses. 4WD travellers
deliberately tried to set themselves apart fromntlaénstream tourism market and were not

interested in products offered by commercial tquerators.

This research further sought to identify potenbairiers for 4WD travellers to engage in
Aboriginal tourism. Apart from the perception thatailable products generally lack
authentic experiences and are extensively promdiwgdcommercial tour operators,
additional barriers impacting on consumption of Agmal tourism products were found
to be the negative attitude of many Aboriginal deagnd communities towards tourists
and finally social and political issues, includipgor living conditions of many Aboriginal

people in the desert.

Many 4WD travellers had the impression that theyeaet welcome and that Aboriginal
people deliberately tried to avoid contact withrisis. Especially international visitors
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compared such interactions with experiences froavipus trips to other countries, for
example in Africa, Asia or the South Pacific regi&@mcounters with indigenous culture in
these countries were generally more positivelyaitald due to a more welcoming attitude
of indigenous people and more possibilities toraate with the locals. Previous research
has come to similar conclusions (AGB McNair (1996pted in Boyle (2001), p. 31) and
confirms that in particular international visit@spect to have informal contact with local
Aboriginal people through routine activities. Howeyvthey are often poorly informed
about their living conditions or about the factttiv@formal interactions with Aboriginal
people are mostly not possible in the way they @aaxpect it due to cultural protocols,
land management issues or living conditions of Adinal Australians. (Tremblay et al.
(2005), p. 12; Boyle (2001), p. 29) What evolvesnirthis discussion is that not all
Aboriginal people automatically consider tourismaasinteresting economic opportunity
and are willing to engage in tourism. This phenoomehas already been addressed in the
past by various researchers who argued that Alb@ligiommunities are often sceptical
towards commercial tourism activity because of ptigé negative effects on their cultural
identity. (Barre/Jafari (1997), pp. 474-76; Altmaimlayson (2003), pp. 2-3)

The disastrous living conditions of many Aborigiqedople in cities and in communities
along the main tourism routes also had a negatmpact on both domestic and
international 4WD travellers to look for Aboriginalltural experiences during their trip.
This has traditionally been a common issue in ikeugsion about demand for Aboriginal
tourism. It has often been argued that many visiget immediately confronted with the
social marginalisation and isolation of Aborigin@ople upon arrival to the destination,
which deters tourists from pursuing their inter@st Aboriginal culture any further.
(Petheram (2005), p. 49; Boyle (2001), p. 30) In¢burse of this research, domestic travel
parties often mentioned the need for a better gémelucation of Aboriginal people and
for making Aboriginal communities “more presentdbte visitors. Such comments,
however, were largely based on political attituedad opinions, which were not intended

to be explored any further in this study.
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5.7. Opportunities for Product Development

Although it has been a common assumption that natemnal tourists would be more
receptive to Aboriginal culture than domestic tetsi (Tremblay (2006b), pp. 3-5;
Petheram (2005), p. 61; Boyle (2001), p. 20), #waiits of this study suggest that domestic
4AWD travel parties, in particular families with hien, have a greater interest in getting
experiences with Aboriginal culture on their trigah international 4WD travellers. Given
that the main source market for the region consntee be domestic visitors, this can
present remote Aboriginal communities with a rarajeinteresting opportunities and

therefore might be an avenue to explore further.

Desired activities and experiences in combinatiath vboriginal culture would have to
be educational, interactive and intimate in natame involve a high degree of personal
involvement of Aboriginal people. However, produttat would meet the interests and
demands of 4WD travellers are currently not beiffgred in central Australia or are only
carried out on a sporadic basis. Identified prodyags could be classified into three main
categories: interpretive guided tours to Aborigisdes and land, evening or afternoon
activities at accommodation sites involving Abomigi culture and visits to genuine remote
Aboriginal communities. Notions such d&uthentic experiences” and “genuine
interactions” with Aboriginal people were commonly among the trabssired aspects of
Aboriginal tourism products. This result comparedlwo existing literature which found
that tourists generally place a high level of intpoce on authentic and credible
indigenous cultural experiences and meaningful isodmost interactions. (Petheram
(2005), p. 42) Similarly, Boyle (2001, p. 37) hamurid that cultural tours need to be
authentic, well-presented, educational and interg@ssince visitors do not only desire
entertainment but also appreciate the feeling efrigalearnt something about indigenous
culture and history.

Guided tours would need to be small in group simeserve the flexible nature of self-
drive itineraries in the way that tourists can ubeir own vehicles, and include
individually tailored activities, such as educatbactivities for children, explanations and

demonstrations of survival techniques in the deseatbout the cultural significance of the
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natural or built environment. Similarly, eveningtigities at accommodation sites should
involve educational aspects of Aboriginal cultured gparticipative activities, including
Aboriginal talks, presentations or workshops, arwbusd give 4WD travellers the
possibility to talk to and interact with Aborigingleople. Visits to remote Aboriginal
communities, however, might be more problematic.D4thavellers would expect to visit
communities spontaneously on the way through cleAtrstralia without having to ask for
permission or making prior appointments or bookingis would require a clear
commitment from communities to welcome tourists arconstant basis and additional
products and services to be ready for sale at ar@ngpoint in time. Tourists would further
expect to interact with Aboriginal people in dalife situations, which might not be

accepted by Aboriginal communities.

Considering the high importance of the domesticketato tourism in remote Australia,
Miller (2000, quoted in Petheram (2005), p. 62)rakd that opportunities for indigenous
operators to capitalise on the potential of the elstim market might exist, but that
domestic visitor segments are most likely to regulifferent marketing approaches than
international markets. Similar suggestions havenlpgevided by Ryan and Huyton (2002,
p. 642) and Parkin (2001, p. 263), who argued tre¢ way forward for Aboriginal
communities who wish to be involved in tourism eisdeek means of providing “added
value” to experiences that are more likely to begkb in the region, for example by
positioning Aboriginal culture within the contextf ahe landscape and the natural
environment. One way to cater specifically to tioeneéstic 4WD market could be to offer
experiences that do not focus so much on cultgpées but more on the natural desert
environment and provide the opportunity to accessote parts of traditional Aboriginal

land that would otherwise be inaccessible.

5.8. Opportunities for Enhancing Distribution Strategies

This research has found that 4WD travellers do amively seek Aboriginal cultural
experiences before or during their trip and thasthad them do not make their choice of

attractions and activities until they arrive inegion. Given that 4WD travellers apparently
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do not try and get information about available Aol cultural experiences, product
marketers have to make sure that the informatids @ethe tourists. Aboriginal product
suppliers therefore need to move away from conweaati distribution methods through
commercial tour operators. Such experiences arergly not regarded as authentic
activities and do not correspond with the trip prehces of 4WD travellers and their

desire for flexible, unstructured and exploratdnyararies.

This research has demonstrated the willingnes$\db 4ravellers to substitute segments of
their itineraries, activities and commercial trastgms based on information discovered
once they have arrived at a destination. This g@veaapplication of on-trip and at-
destination information means that opportunitiegnftuence behaviour are at least partly
confined to periods around access to informatidmchkvplaces a greater importance on the
quality, appropriateness, timeliness and religbitif information provided. Developing
effective mechanisms for distributing informatiohoat Aboriginal tourism products to
4WD travellers to encourage bookings or purchassmgsnequire a local approach, meaning
that information about products needs to be maddilseavailable at various places of
interest and popular points of convergences inréggon. Operators of attractions and
activities would therefore be advised to conceateigood proportion of their marketing

and distribution on localised activities within thewn region.

Especially if businesses are located some distiiooe the traditional tourist travel routes
or from popular points of interest for 4WD traveieoperators must question how tourists
could access the product more easily. Tourism lisabbut partnerships and this is
especially true for newly emerging and small séalsinesses, such as Aboriginal tourism
product suppliers targeting niche markets. (Not¢@04), p. 38) Apart from having the
product constantly ready for sale from the premidesert businesses should also consider
entering partnerships with other parties that wdaddwilling to act as booking agents for
them. These might include visitor information cestrlocal moteliers and hoteliers in their
region, camping sites and caravan parks, serviaBoss, car rental companies and
operators of businesses similar to their own. Adddlly, 4WD travellers tend to be
largely responsive to personally delivered inforigratwhich is generally regarded as less

commercial and more reliable and trustworthy. ha$ enough to rely solely on providing
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passive information in form of brochures or pamildn fact, products need to be
actively promoted by business partners and in naases Aboriginal product providers

have to be personally involved in the promotion distiribution process.

At the same time, the importance of detailed, ateuand high quality pre-trip information
should not be ignored either. The results of thigly suggest that information about
available products also needs to reach the marlattp departure. This is consistent with
findings from the survey of Aboriginal Tourism i®99, which revealed that Aboriginal
tourism operators need to constantly promote &ducts through the main channels of
distribution and information in order to make ws# aware of possible opportunities to
experience indigenous culture before arriving ire thestination. (Tourism Western
Australia (2006), p. 20) Given 4WD travellers’ exteve pre-trip information use for idea
finding and preliminary itinerary planning, thereaynexist opportunities for product
suppliers to deliver product information throughusmes that are most commonly used
prior to departure, including destination basedsitels, 4WD websites and magazines and

general travel literature.

This strategy could contribute to raise productramwass prior to departure and might help
4AWD travellers to identify opportunities and alt@times more easily once they get to the
destination. As their information search tends éoldrgely driven by the location and
destination itself rather than by activities or espnces they might want to undertake, one
way to facilitate pre-trip product information cdube to enter partnerships either with
existing product and information suppliers in tledevant region or with businesses and
organisations catering to the 4WD market. Thesehtmigclude co-operations with
destination management organisations, major attrescbr accommodation facilities in the
region as well as partnerships with 4WD marketrdgd organisations such as 4WD clubs

and magazines or rental car companies.
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6. CONCLUSIONS

This research sought to identify gaps in the curreange of Aboriginal cultural
experiences in central Australia and in the distitn processes of Aboriginal tourism
products from the perspective of the 4WD travel kairAs described in section 1.3 the

main objectives of this study were to investigate:

1. The extent and nature of demand for Aboriginal israr products from 4WD
travellers, including an analysis of the types ofducts that are currently being
consumed, the types and nature of additional ptsdared experiences they would
be interested in and potential barriers to seekribwl cultural experiences.

2. The information seeking patterns and trip plannictgaracteristics of 4WD
travellers, including the use of various sourcegnidrmation at various stages of
the trip, the content and type of information sdughe amount of time invested
into information search and the extent of pre-tpfanning as against to

spontaneous travel decisions during the trip.

3. The gaps between current distribution methods afrigimal tourism products and
information needs of 4WD travellers, including araleation of the amount and
quality of current information about Aboriginal phacts and suggestions for

improving the distribution methods for Aboriginalirism among the 4WD market.

Summing up from the discussion in the previous tdrag\boriginal cultural experiences
only play a minor role in the overall trip expercenof 4WD desert trips and activities
sought prior to departure hardly ever include Apioial tourism products. Nevertheless,
the majority of this market ends up including Algimal cultural aspects on their trips.
These are, however, largely confined to non-comiaksctivities, involve virtually no
interaction between tourists and Aboriginal peoghel are only concentrated around the
major tourist centres. This indicates that the 4\&&N-drive market is very likely to
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consume products in the destination if they areevesasily available at places where 4WD
travellers tend to converge. Even though they ajgoet® favour non-commercial activities
at the destination, there may be opportunitiesniprove the attraction of Aboriginal
cultural tourism for the 4WD market by focusing auwtivities that are educational,
interactive and intimate in nature and involve ghhdegree of personal involvement of

Aboriginal people.

One of the main deficiencies in the structure arghoisation of Aboriginal tourism in
central Australia appears to be the widely perakiaek of diversity in product offerings.
This research has shown that 4WD travellers aralsndiscouraged by the perception that
most Aboriginal tourism products are more suitdblethe organised tour market. 4WD
travellers value their independence and see thxpiereences as substantially different to
those available to the mass market via packages.tdewoducts for this market will
therefore need to be clearly positioned in conttasproducts for the organised tour
market. In particular, they will have to focus oergonal contact, unique experiences and
the ability to engage in such activities spontasgowithout the need to follow rigid
itineraries or to make reservations in advancerdbtirproduct development opportunities

identified in this research could be classifieditiiree main categories —

» Interpretive guided tours to Aboriginal sites aadd, offering individually tailored
itineraries for small groups in 4WD vehicles;

* Evening or afternoon entertainment activities atoaemodation sites involving
Aboriginal culture, including participative and edtional activities tailored to
children; and

» Visits to genuine remote Aboriginal communities.

The role of specific sources of information variggdeatly between domestic and
international 4WD travellers and different informoat sources clearly made different
contributions to the decision making processes ath bpre-trip and on-trip stages.
Domestic travellers generally preferred relativieliormal information sources, including
word-of-mouth from friends and other travellers,ilhnternational visitors used more

formal sources, such as travel guides or recomntiemdafrom travel agents. Pre-trip
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information sources were often used extensivelyrder to enhance the general knowledge
about the destination and to develop broad itinesancluding the main “anchor points”
of the trip. Actual pre-trip decisions based oroiniation sourced prior to departure were
generally very limited and bookings hardly everwoed. In particular domestic visitors
did not make their choice of side trips, attracti@nd activities until they arrived at the
destination and bookings in advance were genegalbjided in favour of spontaneous
decisions in the destination. This presents produgipliers and destination marketing
organisations with a number of critical challenges they prefer travellers to make
commitments prior to the trip commencing. It is,wewver, clearly in the nature and
psychology of 4WD travellers to have relatively lammed itineraries that can be adjusted
on a day to day basis. They prefer to “stumble sractivities and discover new

experiences, which constitutes an important eleroktiite overall trip experience.

This behaviour may have particular consequencestifer distribution of Aboriginal
cultural tourism. The findings suggest that 4WDvéliers did not actively try and get
information about Aboriginal cultural experiencaglahat preferred information sources
did not give prominence to the type of Aboriginaltaral experiences in which they might
be interested. One of the major challenges indbigext is the heavy reliance on word-of-
mouth information. If previous visitors have nogaged in Aboriginal cultural activities,
there will be no positive information to pass orptospective visitordn addition, current
Internet based marketing of Aboriginal cultural iem as well as printed information
material available at visitor information centresde regarded as largely ineffective for
independent 4WD travellers. They do not respond/éb sites or brochures that feature
only commercial Aboriginal tourism products but anere interested in the experience of

the destination as a whole, not just in specifitvdes in isolation.

Since their information search is largely driventhg destination rather than individual
activities and experiences, Aboriginal product digpp will need to make sure that
information about their products reaches indepenttawellers at locations where they
normally tend to get information from. This processuld be facilitated by entering
partnerships with other tourism players in the eaghat are already successfully catering

to the 4WD market. Since participants highly valuegpert knowledge including
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recommendations from locals or visitor informati@@ntre staff, opportunities for
successful partnerships for information distribatiomight include VICs, local

accommodation facilities, restaurants, serviceigtat or even car rental companies.
Additionally, 4WD travellers tend to be largely pessive to personally delivered
information, which is generally regarded as lessnroercial and more reliable and
trustworthy. It is therefore deemed necessaryghaducts have to be actively promoted by
business partners and in many cases Aboriginalugtogroviders have to be personally

involved in the promotion and distribution process.

At the same time, information about available paidalso needs to reach the market prior
to departure. The importance of pre-trip informatis emphasised by the extensive
information search of 4WD travellers for idea fingiand preliminary itinerary planning
prior to departure. There may exist opportunit@sgroduct suppliers to deliver product
information through sources that are most commaskd prior to departure. This might
raise product awareness among the 4WD market betreng to the region so that they
will be able to identify opportunities and alterimas more easily once they get to the
destination. Again, this distribution strategy wbukquire partnerships with established
businesses and organisations in the region whiomipently feature destination-based
information for 4WD travellers. These might includ®-operations with destination
management organisations, major attractions or ractmlation facilities as well as
partnerships with 4WD market oriented organisatismsh as 4WD clubs and magazines

or rental car companies.
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7. RECOMMENDATIONS AND FUTURE OUTLOOK

Enhancing the potential for wide ranging econoneaddits for Aboriginal people from
Aboriginal cultural tourism is linked to an undenstiing of the total experience desired by
a specific marketVarious markets are often intrinsically differembrh each other, not
only in terms of product preferences but also mgeof trip planning and information
needs. Aboriginal communities and operators whdwoesengage in tourism and establish
Aboriginal tourism products in the desert will tefre need to cater to specific markets
and adjust their products to their specific needld mterests. While the organised tour
market seems to be responsive to relatively shod structured activities, such as
organised Aboriginal talks or performances of aatuceremonies, as an integrated
component of a pre-arranged package, independerdller markets, including the 4WD

market, will most likely require a completely diféat approach.

Getting Aboriginal tourism products to the 4WD netrkemains a challenging task for
Aboriginal communities, operators and also destmatmanagement and marketing
organisations. If Aboriginal product suppliers ameerested in attracting 4WD travellers
and seek to capture trade from the 4WD market sheyld avoid designing products and
experiences similar to other conventional massigoumproducts. Instead, they should
focus on trip characteristics and attributes tmatagppreciated by this type of travellers, in
particular with regard to educational, interacteved flexible experiences which can be
considered agoff the beaten track” Furthermore, distribution strategies have to be
adapted to the specific information seeking arglgtanning patterns of this market, which
outlines a strong emphasis on regional and loahliseormation in combination with a
high degree of direct distribution, including paerabinvolvement of Aboriginal product

suppliers and business partners.

Opportunities for Aboriginal product development flole 4WD market in central Australia
do exist, however the extent to which these mighhdlate into increased economic
benefits for Aboriginal desert communities stillm@ins unclear. Given the high

importance of the domestic tourism market in Adstraa significant challenge for
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Aboriginal people in the desert lies in understagdithe nature of domestic travel
experiences and how economic opportunities can deldped in response. Visitors
generally tend to regard Aboriginal culture as aanicomponent of the diverse product
and attraction mix of a destination and Aboriginalture generally does not appear to be
significant in the nature of experiences sought4byD tourists. Aboriginal product
suppliers will have to understand that focusingtio® Aboriginal cultural element alone
will most likely be insufficient to develop viabteurism businesses. In particular domestic
visitors will require different approaches to gdtracted. It may therefore be more
profitable for Aboriginal businesses to link th@roducts to experiences that are more
likely to be sought in the desert, especially witigard to the landscape and the natural

environment.

This study has provided insights into the naturehaf problem of Aboriginal cultural

tourism product distribution for 4WD travellers. Wever, further research will be required
to propose and test new models of information éejivand product design. Future
research into the field of information disseminatiand distribution strategies for
Aboriginal tourism products might explore the pai&n of using information and

communication technologies (ICTs). Considering thregoing global trend and fast
proliferation of ICTs in tourism, further enhancertsin these information distribution
processes could also have positive influences @manting the experience for 4WD
travellers in remote desert areas. There is retstelieve that information technologies
will continue to play a greater role in providingora comprehensive destination
information in the future and therefore offer a #idange of possibilities to tailor

information delivery according to consumer motigas and trip preferences.

Enhancing the range of economic opportunities fdorginal desert communities is
undoubtedly a prerequisite to encourage the creatib sustainable livelihoods for
Aboriginal people living in the remotest parts dketcountry. Tourism has often been
considered as a potential way to contribute to ecoa and social benefits. In particular,
the trend of independent travel, such as 4WD tramgkemote regions is likely to continue
to grow in the future. Similarly, there seems toabendency towards more personalised

and differentiated experiences from an increasiredgerienced traveller segment. This
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might provide Aboriginal product suppliers withange of new opportunities to capitalise
on tourism activity and hence stimulate economitcames in their region. Targeting
specific niche markets by offering individuallyltaied products and experiences might be
a possible way to reduce perceived negative impatttheir cultural identity through an
extensive commercialisation of Aboriginal culturelowever, the extent to which
Aboriginal desert communities are prepared to eagagiourism activity is only poorly

understood today and needs to be further addréssed future.
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9. APPENDICES



9.1. Appendix A: Interview Guideline

Interview Guideline
(Alice Springs — Kings Creek Station — Glen Helen)

~ What were the most important reasons for you to come to the desert?

How did you expect it to be and what did you expect to do or to find here?

» Which places in Central Australia have you visited?

Which tracks have you used?
Why did you choose these particular places / tracks?
How long have you been travelling around?

» What are the best experiences that you’ve made so far?
How / Where did you find out about it?

» What was the most disappointing aspect of this trip so far?
If you could do / plan this trip again what would you do differently?

~ What specific activities did you include on this trip?

Why did you decide to do it?
How / Where did you find out about it?
Did you come across anything that you decided to do spontaneously?

» How often do you go on a 4WD self drive trip?

How familiar are you with the desert in Central Australia (been here before)?
How important is it for you to go to new and remote places? (unsealed, off the beaten track...)
Have you come across any Aboriginal land?

~ Have you done any activity on your trip involving Aboriginal culture?

Why did you decide to do it?

How / Where did you find out about it?

How important is Aboriginal culture for you?

What would you be interested in?

Would you include such an activity on your trip if you happen to come across it?
Did you actively look for any information about it before or during the trip?

» Who are you travelling with?

What type of 4WD? (F.I.T., tag-along, club tour...)
Who planned / decided?

» How long in advance did you start to plan your desert trip?

What components of your trip did you plan before (deliberately not plan)?

Was there a particular source of information that you used for planning (why this one)?
Which are the most important sources of information for you?

What type of information did you look for — what did you need to know before departure?
Was the planning of this desert trip different from planning other trips?

Explain purpose of the study:

#~ In your opinion, how would you describe the way that information about Aboriginal
tourism products is presented and distributed?

Is there enough information available?

How well is it presented? (attractive, informative = making people want to experience it)

Do you think that the distribution and presentation of the information can be improved?

Do you think people are more likely to do a specific activity if they get information about it before?
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9.2. Appendix B: Letter of Consent

C.

DESERT KNOWLEDGE
CRC

4WD Self Drive Tourism

Desert Bnewladoa Cooperative Fesearch Ceebme
|

4WD Trip Patterns in the Desert — Project Information Sheet
Introducticn

Tom have Been invited 1o participats in a3 smdy being conducted on behalf of the Dezert Erowladze
Cooperative Fesearch Centre by the Tourism Fesearch Group st Charles Darwin University (COUY}. The sudy
is part of a large national research program called On Trock which is examining the petentizl for SWID tourism
10 contribute to the economic and social liveliboods of desert conunumities.

The purpose of this stady s 1o wdentify the miotivations of 4WD tourists for coming o the desert and the
aciivinies they undertake during their desert mips. The focus will be on finding ouwt bow 4WD mavellers,
especizlly those on self drive trips, plan their desert rips and where they get the required infornmanon from
Drazz will be collecred in fore of an informal intsrview abous various aspects of your latest WD desert mip.

What information will vou be asled about?

Tom will be asked sbour your reasons for coming to the desery and what your tnirial expectatons were We will
also ask you about the places vou have visited or still want to vist and what sctivines o particular you have
done or plan to do oo your oip. We are also meterested v fimding out what aspects of your g vou have plsuned
pefore departure and what kind of information yom neaded for planning this wip.

How have vou been zelected?

Thus study is teinz conducted with oavellers who are cwrrenily nndertaking solf drve 4WD imips I various
locations in desert Australiz. Travellars are selectad by convenience bazed on where our intervieaers ars ar the
nme.

Frocedure

Inrerviews will take arovnd 30 mirures and your permission will e sought to exrend an inrerview beyond this
ume. The guestions are genarally non-intmsive. However, if you feel uncomfortable sbout any question youw are
free o withhold vour response. If vou agree, the interview will be recorded oo andioiape, however, you are fres
o Tequest inteTviews not be taped. In this case permmission 1o take notes during the merview will be requestad
Awy time you can give o this project, no matter how shor, is graefully ackpowledzed.

Your right to privacy and the secority of records

Tom will not be asked to provide any personal mformanoe snd vou will remsin sponymows when any darz fomn
the interview iz published. Original records of mrerviews, including notes, manscripes and mdic-tapes, will be
kepr in & locked and secure place ar COTU7. A copy will be Kep: under locked and secure condifions ar the
researcher’s place of residepce. Participstion in this smdy iz wolunfary sod vou may withdraw from the
interview without the need for a resson to be given, and atr awy tioee. If you withdraw, all copies of notes, tapes
aid transcrprs will be destroved and the data will oot e used m the project.

Enguirie:

If vou bave any guestion: plesse ask your forerviewer. [o cass wyou should bave any concerns afier ths
completion of the mterview, you ars wvited 1o contact the Execurive Officer of the Charles Darwin Universicy
Human Fesearch Edhice committes oo 08 2048 7064 or by e-mail: ficoa steeleidcdu.edu sy The Executive
Oificer can pass on any concerns to appropriate officers within the University.

This iz for you 1o keap!
e |
FO BOx 2111, Alce Springs. NT 0571, Ausirata 3@:

o Frome: 08 G50 7162  Fax OB &350 7187  waw. desenknowiesge. com. auicrs
L8144 H'.:"'!'E'WIH"':I
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4WD Self Drive Tourism

¢

DESERT KNOWLEDGE

CRC Desert Knoudedge (ooperative Research (enire
] B

Part A: For the participant to complete

0  have read and understood the introductory letter.

0O Iamover the age of 18 vears and would be pleased to be invelved in the project.

0 Iagree to my interview being recorded on audio-tape.
OR

00 Idonot agree to my interview being audio-taped and prefer the researcher to take hand
Written notes.

0 lunderstand that all references in niy interview to third parties will not be incorporated
in published work unless the third party consents.

It O eSS e
(independent from project)

Signature of WIIESS .o Date:

Part B: For the researcher to complete

I certify that the terms of this research have been carefilly explained to the participant by letter and follow-up

discussion (if any), and that the participant appears to have understood.

The participant has indicated the following restrictions are placed on anv data generated during the research

(note if none applv):

Name of researcher: Signature of researcher:
Date:

The researcher will keep this conseni.

I |
(\ PO Box 2111, Alice Springs, NT 0871, Australia Tp

DESERT KNOWLEDRGE
CRC

Phone: 0& 8850 7162 Fax: 08 8350 7187 www . dessrtknowledge com.aul/ere CRC
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The Organisation of Tourism in Australia

Appendix C

9.3.

Structure and Organisation of Tourism in Australia

Department of Industry, Tourism and Resources (DITR)
Is the primary source of tourism policy advice to the Australian Government

Provides tourism infrastructure and facilities

Is involved in research & development and
education and training

..m + Provides advice on issues such as: bilateral tourism relations with other countries, visa regulations and passenger processing, transport
m and security, industry standards and reguiation, taxation, education and training, and regional and niche tourism development
M Tourism Division in DITR Tourism Australia
L Umﬂm_.ubm and _Su_m:._m_.__”m Federal . mmmﬂczm__u_m for international and domestic tourism qurﬂ_:u of the no_.__._s__
Government policy and programs « Delivers research and forecasts for the tourism sector on a national level
State Tourism Authorities (Tourism Northern Territory, Tourism QLD, Tourism NSW, Tourism WA)
.mp_- » Responsible for international and domestic State or Territory marketing
m + Facilitates destination development _:_.o_.__m: research, —uo__.n< and _:n_r_m.:t planning
@ + Facilitates product development and distribution
+ Provides advice to industry and government
w Regional Tourism Organisations (RTOs)
m « Provides regional marketing, leadership and development
m.l.._u_ « Coordinates industry, local government and community destination marketing activities
x
Local Government Authorities Local Tourism Organisations Visitor Information Centres
(LGASs) (LTOs) (VICs)
= | *» Coordinates local community and tourism + Liaises with community, Local Government | « Provides current information on local
W businesses with state government and and RTOs attractions, activities and events
..m encourages cooperation within industries + Conducts marketing activities « Makes reservations for visitors

+ Provides up-to-date advice on local
travel

INDUSTRY
ASSOCIATIONS

(National, State or
Sector Specific)

Lobby voice — ensuring
government considers
the interests of tourism

Industry leadership

__._n_:m.z.f education and
training

Professional advice

Raise industry
standards

Industry promolion

Networking
opportunities
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9.4. Appendix D: Maps

Major Deserts in Australia

(Source: Department of Environment and Water Ressuf2007), n.p.a.)
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Alice Springs — Uluru-Kata Tjuta National Park
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West MacDonnell Ranges
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Road Network in the Northern Territory
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