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‘/ :’ This tiorksho,p/ "Tourism,'. and the, GreatBarrier' 'R&f" : ,' 
,,was sponsored by" the' Great Barr,ier ,,Ree.f .Marine 'ParkAuthori!ty :I' ' 1, 

,' .and the (then) Queensland Government's ,Department' of :Tou,rism. ,' I,, 
,It w'as,held a't the Mackay City Council Chambers from the 19th~: to 
11th' April, ,1979,. ' / 
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I,,, 1 ',. :,;I., 

,: 
' ,':The "purpose 'of,, the workshop was 'to bring together 'a : ,: 
,, cross-se8ction,of representatives associated with tourism 1i.n the ',, ," , 

Great Barrier Reef Region, enab,ling them to: ., 
,' i ,# :,,, ,: ,;.,, 

> discuss ,.'marketing,, 
: _. 

7 conservation ana research.: ,,I5 I', 
needs for Great Barrie,r Reef' Tourism;' , 

'I , II 
I " I' ', 

', 

I  

>'review, by open forum, 
‘3 (, ., 

'the; roles 0.f government 'Y; 
agencies which 

,," 
have a public, responsibility I' 3 ,,,' ': 

,' ')/ : towards the reasonable use of the Great' Barrier 
,' Reef.' 8, .'+, , 

;  *:q/ 

( . ,  ,, f. 
b, .1 One hundred and a'nd ,I 

'carticipated 
twenty 

actively in 'the 
one ,delegates '.attended 

program, which fe'atured five ,,:s“ : ', ',,I 
'workshop sessions with discus&ion periods, 'forum 'panelsand, a ', ,. 

'reef, flight excursion. . ,, . 
,( 

I ). ,'~ ,, :, , 
IN , I, ,, ,' a 

<’ Key no,te and panei speakers were selected .for, their .', 
expertise and ability to communicate their ,particular 'topic. '!,I ':. 
Each lworkshop session ,was chaired ,by 'a recdgnised industry ' ._I 

,!'I&, specialist. The proceedings were recorded in full; papers' and ; 
delegates, deliberations have "been edited, to give a ibroad ,' ,: ,' 
representation of the discussions. I' ,' ,, 

1. : :; 0 
The proceedings and, recommendations, demonstrate the 

,treme,ndous ,potential for tourism to the,, Great Barrier Reef,, ' ( 
Region. r I,. ,, ,' 

A major result of the workshop, was the establishment 1 
' 0.f a 

,,: 
steering committee composed of tourist industry I," 

"representativesti The "Re'ef, Region Tourism Task " Force" 'is ,I( ',:, 
welcomed by the 'Great Barrier Reef', Ma,rine Park AWhority, as a' 8,' s I, 
me,ans of providing' representativ,e c,ontact in, a ,' generally ,' ,',. 
fragmented industry.. ,, " : '11, ,3 I, "1 ,: I,, '1' 

'< I' 
,, I, ,. ,,I I' 7': t, 1 " (' I . , " 

" ,I ,_/ ,, ", . 1 ,', " ,, : 
,,: 
,', 

' ' " ;' ( ,' 
,' ,, I, ",I ,,:, ,:, I'; '., 

,, ' 1. " ,' : '3 .' ,,,':, 
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.’ WGRKSHOP OPENING : 

(Chairman 7 Peter Wakeling 
Di,rector of Marketing, Department of Tourism) 3 

WELCOME: The Mayor of Mackay, 
Alderman A.F. Abbott, C.B.E. 

., : 

I would like to extend to you a most sincere welcome 
to, the city of Mackay, the heart of the tourist industry of 
North Queensland. For those of 'you who do not know, the Mackay 
region is the largest sugar producing and exporting centre in 
Australia. Another industry of great significance to this 
region is the mining of coking coal for export. Other smaller 
industries include a very good beef industry with an export 
abattoir, a dairying and a timber industry. Mackay being 
stationed so closely to the Barrier Reef, has vast tourist 
industry potential. 

This is a most important workshop and a' highly 
commendab,le project. The Department of Tourism and the 
Queensland Government Tourist Bureau have over the years played 

role 
&ez!sxnd 

in promoting Queensland's natur'al attractions. 
is extremely fortunate -in having one of the great 

tourist attractions of the world -5 the Great Barrier Reef - 
stretching along some two thirds of its eastern seaboard, but 
for 'a number of reasons, the tourist potential is at present 
under-exploited, and under-capitalised. It is difficult to 
compete with international tourist markets because of the 
relatively high cost of internal domestic air transport and 
accommodation charges. 

Full utilisation of the Reef compatible with its 
protection is extremely important, and the setting up of the 
Great Barrier Reef Marine Park Authority and the Great Barrier 
Reef Region are wise and progressive steps. 

Tourism in Australia has regrettably not achieved the 
industrial importance it has achieved, in many other countries, 
due in no way to a lack of major attractions, but more so to 
our remoteness from the source of supply of potential visitors 
and to our great distances and small population. 
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1 believe that tourism has, not yet,been accepted by 
government& in Australia as a major industry with vast 
potential. In addition, the tourism industry itself is too 
insular and too fragmented. There must be a co-ordinated 
approach to publicity and a proportionate acceptance of the 
cost of that publicity by the people who benefit. Too many 
within the, industry are prepared to accept the benefits without 
personal contribution. 

I believe' it is important to sell the Reef as a unique 
and beautiful feature and as individual operators, to provide 
the visitor with individual requirements. This progresses to 
specialised regional and individual selling, service and 
customer satisfaction, which is undoubtedly the most effective 
selling forum. 

This workshop must be viewed as an industry education 
program from which benefits can be gained on a proportionate 
basis to input, derived from an intelligent participation in 
the discussions. I would like to briefly elaborate on a couple 
of points I raised about operators who believe that the 
industry and the ,world owes them a living. They must learn to 
expect from the 'industry 'only what they are prepared to 
contribute ,to it. Too many for too long have sat back and said 
"What am I going to get out of it? Who's going to pay for 
me?" There seems to be a general trend in believing that the 
public views tourism as being on a pedestal, producing the 

__ tourist. dollar which will-bring- great wealth to everyone within 
s 

the region. 

I have agitated and stated for years that I believe 
the tourist dollar does circulate and benefits do accrue within 
the region, and to everyone within it. But does the average 
person see this? ',As 'far as he is concerned, the tourist 
operator is getting money for himself through his business. To 
some degree this is quite right. You are in the industry to 
make a living from it. You are there to offer service and to 
pay a contribution towards the cost of publicising. that 
industry. 

I have been recently criticised quite strongly for 
talking on a regional basis. I say to you again now, the only 
way tourism can be sold is on a regional basis and then for the 
individual operators to come back and sell their own commodity, 
their own particular area and the parts they can sell to the 
visiting public. 
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The Great Barrier Reef is ia natural feature that can 
be exploited for tourism. To db-that we i'must,,try 'and 'bring 
people ,from overseas.' We 'must bring 
Queensland, 

them directly to North 

,I bring them,, 
'and to do 'that we need to look ,at ,where we should 

international 
'Ladies 

and' how we can get a,n airport!. 
and gentlemen, not that I've got 'any 

'Townsville, b,ut I .will say this, 
brief ,'for 

logical place that 
Townsville would be the only 

any government would look at when 
considering the expenditure 
airport. 

required for an international' 
Townsville is geographically central to the Reef1 

region and has facilities for good commuter services. 

If industry is going to exploit Reef tourism, it 
should look at supporting an international airport for North 
Queensland and that should be at Townsville. 

so I ladies and gentlemen, whether that's hypocritical, 
whether that's taking it away from my own place or not, I do 
not know, but I believe that would bring to Mackay and to other 
centres along the Reef, the type of tourist the industry is 
seeking. 

This is a seminar where you must express your views. 
There will be a very high standard of paper presentation. You 
will be able to go away with some indication of your own 
feelings and the requirements that you think are needed. You 
'must,make an input to get a feed-back. 

To you all I say thanks for coming to Mackay. We are 
happy as a Council to participate in this workshop, we are 
happy to have you in our home. I hope that the two and half 
days of your workshop are successful, and I wish you well with 
it. Mr Chairman, Ladies and Gentlemen, 
in officially declaring 

I have great pleasure 
this workshop 'Tourism and the Great 

Barrier Reef' open. 
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RES PL;NSE - 0 Mr David Jull, M.H.R., 
'(Member for Bowman).~ 

‘Mr Mayor, Mr Casey, the leader of the Opposition in 
the Queensland Parliament, and my parliamentary colleague, Mr 
Ray Braithwaite, Mr Angus Innes, M.L.A. and Mr Ray Jones, 
M.L.A., Mr Chairman, Ladies and Gentlemen. 

Thank you very much Mr Mayor for your welcome to 
Mackay and your discussion regarding the future of the North 
Queensland tourist industry. I agree with many of the points 
you raised. Many will be discussed during my programmed speech. 

But firstly, I must apologise for the absence of 
Senator Webster, the Commonwealth Minister for Science and the 
Environment. A telegram was received from him late yesterday, 
which read: "As I am in the Northern Territory this weekend, I 
very much regret am unable to attend your workshop and 
conference. My best wishes for the success of this particular 
project" signed J.J. Webster, Minister for Science and the 
Environment. 

Mr Mayor, the Commonwealth Government takes this 
conference most seriously. I was interested to hear your 
comments on the role that should be played by the government. 
In the past, all levels of government; Federal, State and Local 
have not given the regard to the tourist industry that it has 
deserved. ‘It is -only now that governments are seeing the real 
benefits that tourism can provide. Governments are aware of 
the wealth and the prosperity that tourism can bring. It is 
very easy to say "let's bring the tourist in". 
There's a lot more that has to be done with a lot of care if 
the full benefits of tourism are to be obtained, and indeed if 
we are not to make a mess of our own society in the process. 

I believe these are some of the points that will be 
discussed during this workshop and I trust that the 
deliberations, decisions and recommendations made will be 
forwarded to all areas of government: concerned. 

Tourism is a huge industry world-wide. At the moment 
it is the second biggest industry in the world, after oil. 
Last year I tourism was worth something like $360 billion 
world-wide, and Australia's share of the tourist dollar was 
0.07%. We have a long way to go before we can take full 
advantage of the benefits of tourism, both international and 
domestic. I am sure that all the delegates here today will 
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-:considerations 
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lKlSRKSl-iCP s ESS ICN ONE 

‘:’ +- G;&x.T BARRIER REEF IN THE INTERNATIONAL TOURIST SETTING 

(Chairman : Peter Wakeling 
Director of Marketing, Department of Tourism) 

- .- 

House of Representatives Select 
Committee on Tourism: Findings 

relevant to tourism to the Great Barrier Reef 

bY 

MR DAVID JULL, M.H.R. 

(Member for Bowman) 

Chairman of the House of Representatives Select 
Committee on Tourism 

I must personally congratulate the Queensland 
Department of Tourism and the Great Barrier Reef Marine Park 
Authority for the effort put into organising this workshop. It 
is very timely, tourism in Australia is on the verge of great 
adv(a-ncements. As I said in my reply to the Mayor Alderman 
Abbott, Australia's share of the international tourist dollar 
has been very small fry in the past, but now the situations and 
conditions are being created where we can start taking greater 
advantage of that tremendous .wealth and prosperity that tourism 
can bring. 

I would like to give you a little bit of background 
about the report "The House of Representatives Select Committee 
on Tourism". I know a lot of you have probably read it. It's 
a report that achieved a number of firsts. As far as 
parliamentary committees go in the 'Federal sphere, it was the 
committee that created the record number of witnesses. The 
committee spent quite a lot of time in North Queensland taking 
evidence and observing the available facilities and talking to 
many of the tourist operators. I believe it's a most 
significant report and one that should act as a bench mark in 
the history of tourism in Australia. It is obtainable at 
Australian Government Publishing Service Bookshops for $4.00 a 
COPY. I understand it's also creating some sales records. I 
think that's an indication of the interest that has developed 
in tourism in this country over the last few years. 
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tIfi'gureds 
,'. 'I, ,. ‘hearing's of. the Housex:of !Representative,s 

,Tour'ism: 0, 0, 
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In their evidence, In their evidence, the Australian ,Tourist Commission, the Australian ,Tourist Commission, I', ,I, I', ,I, 

,,',acknowle,dged two attractions which ,potentlal ove'rseas,,visitors ,'! ,, I ',, ,,',acknowle,dged two attractions which ,potentlal ove'rseas,,visitors ,'! ,, I ',, 
I I cited,,as reasons they would want to'visit Australia. cited,,as reasons they would want to'visit Australia. '(One of ',, ; 1 '(One of ',, ; 1 

,/ ,/ 'these 'these attractions attractions was was Great Great / / , Ba,rrier Reef'. , Ba,rrier Reef'. 
Ayres ,Rock' 7 ,I .the other, the Ayres ,Rock' 7 ,I .the other, the ,, ' , ',, ,'i, , ,, ' , ',, ,'i, , 

,I' ,I' 
<' <' 

,’ 
I’ ” 

: 

’ ,I !I 'However, although the' Reef was desir,abl'e:; ', 
,I 8; destiination, evidence provided showed that it terms #of: .' : (Il., 
,'I international visitors, very few in recent years real,ised' their 

'!( * h " .' desire of spending time on the Reef, because ofs'the 'distance ' ;,, '11 : 
!, ,; I' away .from the international gateways and the h'igh cost .of‘,'." 2' :,) 

c, !j domestic fares to and from the Reef. ,I '11 '. ' ( I,/ 
L ,/' / ,, it, 

,:I 
the evidence showed that while'seventy-eight ' ' ; ,i " In fact, ',!':*;' 

," '@e,rcent of international tourists visited ,Sydney,.' thirtyyfiye ','I I( ,.:I::' 
,,, percent visited Melbourne, ttienty perce'nt' visited Hri,sbane; and. , /I ,:,I' '1 

c "'seventeen .I percent visited ,Canberr,a, only four' percent visited, 
,t " / "rth'e Great' Barrier Reef, andt two pe,rcent visited Ayres Rock. ' '." ',',,I 

/' : ,' : ,. I: .I ,( , :, /,;, ,I 
i (, ,I. Airfare.s 'have always been a problem. 

" ,geographical location 
Aus,tr'alia by, its :I' ,,,,) 

.is 
b '.,I,,_, 

a long haul destination. 
the distances between attractions are great. 

Once there (I ', (": 
The cost' of '; ', 

1 , !I domestic ,travel in Australia is not expensive when' compared to "' II 
overseas markets on a basis of cents per kilometre. Incredibly, ,: , 

$' '/ most .visitors to the Great Barrier Reef hav,e 'to'fly ,from Sydney j 
,'( :,or Brisbane and, then turn around and fly over exactly the same '8 

I,, " route, back to their gateway port. 
of:< 

The Great Barrier Reef 'is, '::;.' 
( courser a most popular destination with ,domest'ic road 

travell,ers, ,despite the' conditions of some North Queensland' II', ,’ ,, r,oads. ,. 
,,I ,I I ', 

18 believe 
sub,stantial 

that North Queensland must' firepare, for ',: '; I' 
'increases in the numbers of ,*,interna,tional and :, :,, 

', ,, qI dome'stic tourists. The introduction of cheape2r .inte@nati'onal I',' .I;,,'1 
" ' airfares has resulted in an increase in ,the number of'overseas ,',,i I' ,,,' 

/ ,,viSitprs : coming to Australia. Ear'ly figures, m'ake it ,hqrd ,,.to 1' ',I,: , /,,11 de,tesmine,a precise,figure, but'the most con?ervatitie, estima'f,es ', I "' I' (8 (( ,.,, 
8: 

indicate an .increase this year of ten percent; while optimistic‘:, 
4 estimates, are as high as,,twenty;five percent. 

8, ,, 
,', Discussions a,re I ,'/,,: 'I" j( 

@rGsently being held,: to determine new lo'wer, ,airfares: on 'I, '_ ,' 
: national jet routes. ,,;' ,This will heip, increase the" 

ar,ri,ving at this spectacular ,and unique destination.' ~ 
numbe'is 'I' ';I ,,I , ,: 

( ', :' 1, 
4 ,  . ,  

: ,  . , .  ; / :  ’ 

,,I’ I  f,’ I I I  

, :  
,,’ ” , ,  ( I  I’ ” I . .  

I  ” 
/ I  

/  I ,  /’ 
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However, is the tourist a friend or foe? The quality 
of the natural environment plays an important role in 
attracting tourists. Prominent factors in this context include 
climatic conditions, scenic beauty and natural potential for 
recreational activities. The coastline is Australia's most 
important natural asset in terms of tourism. Beaches provide 
the major outdoor recreation for many Australians. Much 
development on the coastline has been haphazard, badly planned 
and influenced by speculative land markets resulting in a 
ribbon of diluted suburbia. Appropriate planning can assure 
that future development does not repeat past mistakes, The 
Australian Heritage Commission (AHC) referred to National 
Estate Grants projects which have examined ways in which the 
coastal areas could be better managed and protected. The AHC 
pointed out that these areas bear the major brunt of tourist 
activities. Reference was made by the then Department of 
Environment, Housing and Community Development to the need for 
a coastal environment policy. The committee concluded that 
there is a requirement for greater co-operation among state 
governments, local governments and land developers to prevent 
badly planned urban ribbon development on the coastline. 

I believe the government is conscious of these dangers 
relative to the Great Barrier Reef and as we noted in our 
report - 

"The Great-Barrier Reef Marine Park Act became law in 
June 1975 and is designed to ensure the control, care 
and development of the Reef as a resource to be 
enjoyed and maintained. The Great Barrier Reef Marine 
Park Authority (Marine Park Authority) is a statutory 
authority set up in 1976 to establish and manage the 
Marine Park. The Marine Park Authority is responsible 
for recommending areas for declaration as parts of the 
Marine Park, preparing zoning and management plans for 
these areas and for ensuring that research relevant to 
the Marine Park is carried out. The Act also 
established a Consultative Committee which advises the 
Minister and the Authority. As yet no parts of the 
Marine Park have been declared, but the Marine Park 
Authority informed the committee that an area 
including the Capricorn and Bunker groups and Lady 
Elliott Island is currently being considered for 
declaration. This area contains some of the most 
accessible reefs and is subject to increasingly heavy 
use. 
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The Marine ~Par,k, Authority stated, that at ipre'senti there 
is' very little monitoring being 'undertaken 'inthe Reef ' 
area'and 'it is not known how ,much damage is done,' It' 
named Green Island as a major' area where damage is~. 
obvious. Green Island is a coral cay within : easy ,, 
reach of 'Cairns by motor launch and is visited by one' 
hundred and eighty thousand people per annum. 

The lack of informational a'nd interpretative 
facilities about the Reef is noted by the committee. 
The Marine Park Authority stated that it hoped 'to be j 
able to provide, perhaps in conjunction with the 
Queensland Government, an information service advising 
prospective visitors what to do and where to go, as 
well as the best times to visit the Reef. Some 
operators of resorts and commercial aquaria make an 
effort to explain the phenomena of the Reef to 
,visitors but it appears that many tourists do not have 
the opportunity to appreciate fully what is the 
world's largest assemblage of living coral and 
associated organisms. The Marine Park Authority 
pointed out that at marine parks in 'Miami Florida, f'or 
example, educative and interpretative facilities are 
provided on a'major scale. It was also,pointed out to 
the committee that education of the public can reduce 
the necessary level of surveillance. 

According to evidence from the Marine Park Authority 
the Consultative Committee, to the Authority has not 
yet been as active as it would have hoped. The reason 
given was that the Authority, which had a staff 
ceiling of eight, is also responsible for providing a 
secretariat service to that committee. The Marine 
Park Authority further stated that with this staff 
ceiling, zoning procedures within the Marine Park may 
take up to one hundred years. To complete the zoning 
procedures within 
that a 

twenty years the Authority stated 
full complement of professional and 

administrative staff are necessary to allow for the 
completion of declaration a%nd zoning procedures within 
twenty to twenty-five years. 

The committee recommends that: 

(a) the staff ceiling of the Great Barrier Reef Marine 
Park Authority 'be lifted to a level where zoning 
procedures for the Great Barrier Reef Marine Park can 
be completed within twenty-five years, and 
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(b) sufficient funds be, made available to allow the 
Authority to provide interpretative facilities for 

'tourists at the major destination areas adjacent to 
the Reef." 

On Thursday of last week, the Minister for Industry 
and Commerce, the Rt. Hon. Phillip Lynch, whose portfolio 
covers tourism, advised the House of Representatives in his 
reply to the Select Committee Report that staffing arrangements 
for the Marine Park Authority were awaiting the outcome of 
discussions between the Commonwealth and Queensland Governments 
concerning jurisdiction over the territorial seas. Mr Lynch 
confirmed that funds for the provision of interpretative 
facilities are now being considered in the context of the 
forthcoming 1979/1980 Budget. 

As well, I believe there is an urgent need for the 
surveying and mapping of the Reef. 

As far as tourist infrastructure is concerned a great 
deal of work is still needed if maximum advantage is to be 
taken of the increased wealth generated by the tourist 
industry. We should be aware of the tremendous advantages the 
community can enjoy from increased tourism. At a time when 
Australia does have problems with employment, when industry is 
shedding labour and concern is expressed at computerisation and 
automation, it is the tourist industry which stands out like a 
.~.eacqn~as.._an,industry that can help .sol.ve these problems. 

'Evidence given to our committee by the Australian 
Tourist Commission indicated that for every twenty-five 
thousand extra international tourists coming into Australia an 
extra fourteen hundred jobs were created. In terms o.f domestic 
tourism, an extra 1.2 jobs were created for every $10,000 spent. 

A most significant recommendation was that a study 
should be made as to the exact economic consequences of the 
tourist industry on the Australian economy as a whole. The 
initial study has begun under Professor Johns of the Bureau of 
Industry Economics. In a working 'paper released a couple of 
weeks ago the initial figures indicate that the tourist 
industry in Australia is about as big as the motor (vehicle 
industry. That is most significant. When we look back over 
the years at the tremendous assistance given to that industry, 
the tourist industry has missed out in a number of areas. Some 
of the blame fo,r missing out can be laid at the door of the 
tourist industry itself. We found in our hearings that the 
tourist industry was very fragmented. I think most people 
would agree with that. There wasn't in actual fact one 
hard-voiced industry body' that could provide industry 
representation to government. 
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,I ',It's essential' that there .is:' a lobby group. ,available;:,' :: ,~ 

I, : 
,‘tO let all'levels, of,ggo.verriment know exactly!what'is going on., i*.,i, ,‘, 

It :-was ,sadde:ning 
',, s 

., " to think that there were so m,any tourism' II :": , 
'i a" " i.ndustry ~org.ani'sation~~ $1 virtually opera,ting on~,a.Yshoe-string' , ', " 

;, bud,ge,t : including, 'the 
1 Australian -National' 

alleged national industry body, <he' ,:I ,'I: ". 
Travel Association 

AfinanciAl 'support from the tourism industry 
(ANTA). ANTA's ! :;' /;I,, 

I, ., was vet? sma,ll , 1 ': (.., :, ' 
." reducing the number of'effective,staff that could be employed'. I' ;: ), ,',,.I ,' 1 

,I " So if nothing more can be gained from the House of I.' ' /I 
53' Re,presentatives Select Committee on Tourism' report, one would : 
1, hope that 'the in'd'ustry itself as 

, ," 
now s/s ', ,, '; i,ndu,stry,,' 

would- ,recognise 
a very big 

'an ,; , , ,*I 
I industry. w,hen looked at in terms 'of the' ! 

: motor vehicle industry, and that the people .would come together., " ,:: 
in 'one common goal to try to promote themselves as an industry, ,,, III 
not only'to government 'but to Australia 'and to the world. '; ,, ,' ", 

L : 'i, 
, ',' I previously mentioned the , impact : ’ che’aper ” .” ‘I 

,/ 
i 

international,and domestic airfares will have on the Reef 'and, ,'.,li:t“ 

', North Queensland; but the effect of. domestic tourism is still "","I"':! 
,!' .: 0,f paramount importance. /'I. ,, ,I' 

j,,,Sl ',;'I 
'< ; )/ I II 

<'Almost. fifty percent of the population in 'Australia:' '/,i'.':i' 
, ;' does ,not take an annual holiday. ,, That is a scary ,$roposition. ,' /: "I 

: '( But it',5 great for 'the tourist industry because fifty 'perceht 'I (! 
of 'the nation are .out' there unmoti,vated. They are there, ,j '.I', 

d 1 1. waiting' to be, told 'to get off their backsides and 'go o.n a 
c/ ' holiday. " , 

,' 

i, 
Eighty-s,ix percent of Australians going on domestic ,I,' 

hoiidays use their own private motor vehicle, and s'ince road ', 
I travel accounts 

travel within 
for approximately ninety percent of' leisure ', : 

Australia, the 
, 1 adequately 

provision ,of roads to cater j 
for this traffic is of special importance to the ,/), 

I,development of tourism in Australia. 
' :Association (AAA) 

The Australian Automobile I ', 
suggested that a major requirement ' for I:/ 1,' 

increased domestic tourism is a ready access to" the' 'many ~:; 81, iI', 
,undoubted tourist attract,ions 
particular 

the country 
there is a need for 

has to offer. ,,.,In', "",lG,;,, 

all-weather road communications. '. 
vastly upgraded, safer: ',,*, ::: 

1, \ "'Y,,*, 
I  

, I  I’ I’ 

While acknowledging 
,i, I;': 

' 
I 

that much work has been done on' 'I l',;,;t,! ',' 
,, ,' the',national roads the AAA considered it would' be ,,many yeark' j' 

,. 8) q "before these roads reached, a satisfactory standard .over thelir :, 1'11, ;,,:,j& ,' 'entire iength., ,,It was also suggested that climbing "lanes ";I1 I: 
,' Lshould ,be provided onmany more arterial roads as a'short term ,:, , 'II, 

" "solution t'o a general upgrading of the roa'ds system. .' ,,"' 
,, .,' 

,', 1' ' ,. 
,,,. 1 ,,,. 1 ,', ,' :, : ,', ,, \ ,: \ , , 

’ ' ,,‘/I$ 'I1 
0 0 
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,, ,' the',national roads the AAA considered it 'would' be ,,many yeark' j' 

,. 8) q "before these roads reached, a satisfactory standard .over thelir :, 1'11, ;,I:,& 
,' 'entire iength., ,,It was also suggested that climbing "lanes ";I1 I: 

,' Lshould ,be provided onmany more arterial roads as a'short' term ,:, , 'II, 
" "solution t'o a general upgrading of the roa'ds system. .' ,,"' 

,, .,' 
,', 1' ' ,. ,' :, 
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In a submission to the Commonwealth Bureau of Roads, 
the Australian National Travel Association (ANTA) claimed that 
Australia's road system is not geared for motor tourism and 
cannot adequately meet the needs of tourism. Overcrowding of 
access routes at peak times, poor standard of some road 
surfaces, inadequate distance and directional signposting, 
insufficient kerbside facilities, the high cost of wear and 
tear on motor vehicles and the motorists' poor opinion of the 
road system are all factors limiting the growth of motor 
tourism in Australia. 

The declared National Highway system comprises the 
major links between adjacent capital cities, the Northern 
Territory, and the Australian Capital Territory as well as the 
highways between Brisbane and Cairns, and Hobart and Burnie. 
The States are eligible for full financial assistance from the 
Commonwealth for approved construction and maintenance works on 
declared national roads. The development of national roads is 
undertaken with the co-operation of the States, with an annual 
program of works being submitted by the States for approval by 
the Commonwealth Minister for Transport. 

The Whitsunday'Wonderworld Travel Council claimed that 
a major problem for the local area was the condition of the 
Bruce Highway between Mackay and Rockhampton. The road is the 
main link between Brisbane and Cairns, but year after year it 
is cut by floodwaters. The Department of Transport in its 
1976/77 annual report referred to the construction of a new 
flood-free link, but-. the.Whitsunday Wonderworld Travel Council 
expressed concern that such work was not likely to be completed 
until 1985, 

MY committee concluded that the future of motor 
tourism in Australia requires a co-ordinated approach to the 
development of Australia's road network with due recognition 
being given to the requirements of tourists to an area, as well 
as those of local residents. Particular highways of concern 
are the Stuart Highway, the Bruce Highway and the Alpine Way. 

Our recommendation is listed for discussion at the 
Tourist Minister's Council in June this year. 

We have also examined requirements of visitors for 
accommodation and service facilities for hotels, motels and 
caravan parks. There is already evidence that there could well 
be a shortage of suitable first class and deluxe accommodation 
in North Queensland. There would probably be enough of the 
Mum's and Dad's type motel accommodation. 



,accommod'ation ',provided on 
I,., , 

'a,, ' Bar,rier Ree,f islands. could hardly be classed As.-, first ."class.l: ": ,':' " 
'1 ,,*+ P : ,' I I"m sure' it's. / quite acceptable for 'the 'dome,stic,' market. j, 'V ',:: ,'I 

'/ 
~+ .', 

However some, of t'he <more 
probably looking for' 

'.discerning ,overseas v'isito'rs ,are, ,'!I '1:':. ,;;: 
h.i'gher' standards. The infrastru'cture. 1 ,, ):. 

,. service with'in the hoteland the ,motel industry is' 'another a,re:a: "; ,,.i j'{, 
.' II' ,; in which .the committee expres'ses some~ cohcern,. 

:s : 
If a' c.heaper, ", ,: ,; :;I‘ 

international airfare is 'negotiated between Australi,a and,Japan j 
I 8, ,and ,we start seeing greatermovements of Japanese around the ""':/ '1 

'I ,. ," country, 
,, :I(" 

one wonders just how well set up we are td: cater for I:,, 11 Is, , 
‘,.such tourists; 'I wonder how many ,,hotels and mote.ls in t,his o'r G t' ,',I: 

',' I. /' any ,other North: Q,ueensland city have got ,or would -be,,prepared 1:'; .?I\ 
'/ I /to ,',get :,:' " Japanese ,speaking: staff. ,How many ,prop$ietors:, a,re ; '1 

prepared to print room' service , /,, menus in a multi-lingual form. " :e~,', 
*,1: ', How maqy of the local coach operators,are ,available to speak to I :'!I I: 
.,' ,, a# group of Germans or Japane'se in their na'tive 'tongue?i' ,' " ,I , *' ; )" , ,,I ,,' ,I;' 0, 

,,', ,I G' ,,, / ,.s ",. 1 
/I., There" ,hasn't really been a co-ordination or! $1 , 

,:a ',) ': 
I_ ;' compilation of stan.dards ,for our hotels, ,mote$'s,; .and' carbvan ,: .: ,,; : ' 
',. ,,' I #'parks .L ,We ho,pe that',tbis will develop very soon' because this', / ,..,! 

t I.,' will. assist', in 
', ~hlLfis,ts'. 

sel,ling spec,ific destinations ' to overseas"' "1 ', 
,! An interesting development that has cropped up ',in ,', ;, 

re,cent times is qu.ite' a big overseas market for the younger 
I) (' ,, 

9. typ,e of travel1e.r who' is perhaps not looking for the complete.ly ,u (":l ,: 
', : sop:histicated holiday, ,The camper-van type I the under 30's 

,', type f, the adventurous ,type, 
'8 *;') , 

could be here in very #great force : 1,' 
'. during particular, perhaps untapped,.,seasons to dome. It'has ', 

been suggested about possibly motivating more New Zealanders to ', ,,',,, ,,, 
move ;around Australia bearing in mind that New Zealand is '., 

1 , ,Ausfral'ia's greatest 'international market at this stage.', ; ' "'8, 
(  ”  , I  

,  

,. I ,. I Qne of the, Qne of the, bi.g bi.g tourism .problems"' facing tourism .problems"' facing local local ,' '(I:' '; ,' '(I:' '; 
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I was interested to hear the comments of the 
Mayor, Alderman A.F. Abbott, this morning regarding the 
designation of Townsville as the international airport for 
North Queensland. In fact that was one of the committee's 
findings. We recommend that Townsville be designated an 
international airport for the reasons mentioned by Mr Mayor 
this morning. Townsville already has much of the 
infrastructure available. It is possibrle to land 707's and one 
version of the 747 in Townsville. From my talks with the 
Department of Transport in Brisbane, the concept of ad hoc 
direct charter services into North Queensland is feasible. The 
Department would not be averse to allowing an ad hoc charter 
situation in Townsville. 

There are a number of charter operators, clubs and 
groups around the world looking for new destinations. The 
American "Adventurers Club" has one hundred and forty thousand 
members in the State of Illinois alone. They own two Boeing 
707 aircraft which are used ferrying groups around the world. 
Why wouldn't they be looking at the Great Barrier Reef as a 
destination? 

If we are to be stuck with scheduled services into 
Australia, one would hope that we could see the day when some 
sort of relaxation of the restrictions on those scheduled 
services would apply. One of the reasons that we put forward 
the propqsition .of upgrading Townsville to an international 
airport was in the hope that we might be able to create circle 
routes around some areas of the Pacific. Already we're seeing 
some movement in this *direction in Tasmania. One of our 
recommendations was the designation of, a Tasmanian airport as 
an international gateway. Through the efforts of some rather 
vocal Tasmanian members in the House of Representatives, 
investigations are underway about the feasibility of starting 
up Christchurch to Hobart services. The Gold Coast has got on 
the band wagon and they have contacted the people in Hobart I 
understand to see whether or not it may be possible to get a 
Christchurch-Hobart-Gold Coast-back to New Zealand situation 
out of that particular set-up. 

Abqut three times the number of Australians go 
overseas compared to the number of in-bound foreign tourists. 
What is wrong with the concept of combining a domestic holiday 
with an overseas holiday? With a gateway port such as 
Townsville this could be done. We may never stop Australians 
going overseas and in many respects, I don't think we would 
want to, but we must try to get that back-up traffic coming 
in. We should take advantage of those departing Australians 
and encourage some of their holiday dollars staying in the 
local area. Surely the proposition of somebody from Brisbane, 

i 
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.Sydney or' Melbourne flying to' 
i 

North Queenslan'd. and spending a 
bit of. time‘ on a Barrier Ree'f island,' 
Guinea, 

then 'flying3 to 'New 
Bali or Singalpore, before' returning to Australia ,via 

one of the islands 'off the Reef,' could be quite attractive, ,, 

I believe that in terms of numbers and 
wealth, 

generated ,, 
No,rth Queensland has a rosy future. The ,Reef 1 

environment is one of the,great natural wonders of the world. ,' 

That in many ways is rather a 
something like 

rough coverage of 
forty-five conclusions and recommendations from 

the House of Representatives Select Committee on Tourism 
report. Our committee is virtually out of business now. The 
Commonwealth has set up a back bench Committee on Tourism 
attached to Mr Lynch and that committee is continuing with much 
of the work that was started by the Select Committee. I'm' 
pleased that I'm able to continue my association with the 
tourist industry through that particular committee. One would 
hope that in future, there will be greater communication 
between all sections of the industry and all levels of 
government. 

Just in closing, I ,think I should say that'the Select 
Committee comprised people of all political parties in the 
Federal parliament. There was not one dissenting voice on any 
of the recommendations that came forward. One would hope that 
we at all levels of government and industry can work together. 
I believe our duty at this workshop is to try to'realise just 
how the government and the industry can work side by side for 
the'benefit of all. 
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DISCUSSION: (Chairman' -‘-Peter Wakeling) 

ROD WILLIAMS, Great Barrier Reef Marine Park Authority: What 
barriers exist for adventure club entrepreneurs landing planes 
in Townsville? 

DAVID JULL: One of the criticisms that tends to be made by the 
international charter operators has been the red tape to get 
landing rights in Australia. I hope we'll have the pure 
charter concept towards the end of 1980. That's when Mr Nixon 
says he will look at the Laker and other proposals again. Can 
you imagine the effect that a couple of 707's a week dropping 
into Townsville would have on the local markets? They're 
carrying one hundred and fifty to one hundred and eighty people 
at a time. 

TOM EDMISTONE, Keppell Island Cruises: You mentioned in your 
talk about motivating interest in levels of government. Just 
looking at the list of attendees at this seminar today, only 
one local authority, Mt Morgan, is represented. How can we 
increase local government motivation in tourism development? 

DAVID JULL: It's very hard for me to comment on attitudes of 
local government. The Select Committee found there were some 
local government authorities that were very switched on to 
tourism, and you can have one next door that couldn't care 
less. I think that one of the most prominent examples in the 
evidence wa.s the situati-on that existed between Swan Hill and 
Mildura. Swan Hill was going all out to promote tourism and to 
do everything they could to get them in there; the council 
next door just didn't want to know. I think it's part of the 
education process. The Federal government has had to be 
educated about the true values of tourism. Some of the state 
governments over the years, I suppose, have had to go through 
that process as well. I'm sure that it's part of the job of 
the industry groups to tell the real story of tourism to the 
local authority areas. One can understand that some local 
authorities say lnweil, it's going to cost us so much more in 
rates to provide so many extra 'public toilets around the 
place". But the local economy benefits from tourism. Ism 
sorry there's only one local government official here, and that 
there aren't more officially represented. Local government 
authorities are the closest. lev,el of government to the people 
and, you know, tourists are people too. 

1 

ED CASEY, M.L.A.: The 1977/78 three month comparison figures 
for June, July, and August show a significant increase to 
twenty-five thousand incoming visitors to Australia. Coming 
back to the figures you quote of four percent of visitors going 
to the Barrier Reef, that means that only about one thousand 
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extra visitors over that period visit&d the Reef,. that's about 
eighty per week. From my 'ob'servations orie of the biggest 
problems,J and your report certainly touc'hed' on it in an 
excellent way, is the problem of depreciation' all,owanc,e., 
Developers want to invest in these. major areas,' yet ,,the: 
depreciation allowance is really holding this investment ::back, 
'Can YOU actually tell this meeting what is happening ' in 
relation to these matters? 

I’ 
/ 

I 

DAVID JULL: A great deal of research on deprec,iation 
allowance for new tourist buildings has come from the 
Department of Industry and Commerce, from our committee,' and 
from ANTA, I'm probably speaking a little bit out of school. 
I'm reasonably confident that we're going to get somewhere with 
it at last because it is one of the things that is essential to 
-encourage more sophisticated development. The inve'stment 
allowance has to be extended and broadened. Australia is one 
of the few countries in the world not providing assistance for 
new tourist plant. Look at the development in Manila, Thailand 
and Singapore, since the tax holidays and other incentives were 
introduced. Obviously if we're going to start competing in a 
real way with the international market, we've got to provide 
the incentives as well. , 

MAX' HQOPER, M.L.A.: I think everyone acknowledges that if 
there is to be an international airport in North Queensland, it 
will go to Townsville and this I'm very pleased to hear, 
especially when the Mayor of Mackay this morning acknowledged 
that fact. Mr Jull also made mention that the amount of 
first-class accommodation in North Queensland is totally 
inadequate to meet an influx of international tourists and most 
entrepreneurs also agree with that fact. But Mr Jull, back in. 
1975 the Pacific Area Travel Association held a workshop of 
this nature in Townsville which comprised all the Pacific area 
nations and travel representatives. At that stage Thai 
Airlines and Singapore Airlines both said they were quite happy 
to come to Townsville the following year with charter tours. 
They also made the point that aircraft do not make money 
sitting on the ground, so if they 'bring an aircraft say from 
Asia or Hawaii to Townsville, it has to go back the next day 
with a plane load of tourists. The point they made, which 
doesn't seem to have 'been accepted so far by the travel 
industry, is that the travel agents in North Queensland should 
be arranging trips for North Queenslanders. I want to make 
that point quite strongly, the tourist, agencies in North 
Queensland should be very very active in trying to arrange 
charter trips overseas from our area. There'll be plenty of 
people wanting to come back here on return flights. 
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DAVID JULL: The whole . concept of charters is a very 
interesting one. We have certain obligations to Qantas which 
nobody .would deny. But there are completely new markets 
available and it's these new markets that we have never really 
looked at. If only we can start tapping some of those 
reserves. Do you know there are charters coming down as far as 
Bali? Itus not too far to fly from Bali to Townsville. It's a 
pity if we're going to miss out on that traffic. I think 
thereus got to be a basic change of attitude between the 
airlines - the domestics as well as the internationals. The 
big growth figure in aviation at the moment is tourism and we 
have to become more tourist-orientated in our attitude to 
aviation, The airlines have to become more than just a 
carrying service. One of the ways that we can do that is to 
look at charters and holiday packaging - two components 
referred to by Sir Freddie Laker when he appeared before our 
committee. His is one airline that's made a profit every year 
of its existence, since the late 40's. He was prepared to come 
in and pick up Australia and package the whole concept, take it 
back to England and sell it there, and the two areas that he 
was interested in were the Great Barrier Reef and the Snowy 
Mountains. Our recommendation was to give a two-year trial 
period to scheduled air.charters. 

What I get sick of in this country is the negative 
attitude. One would hope that there would be a basic change of 

I attitude--to -being positive againand realise we've got a great 
product here. Let's get everything right. Let's get out into 
the world. Let's get into our domestic markets and let's sell 
the thing. Stop mucking around with it. Get them here and 

I 
let's take their money off them. 

DR JOHN PIGRAM, University of New England: I would like to 
take up the recommendation in Mr Jull's paper regarding the 
zoning procedures for the Great Barrier Reef in the hope that 
they could be completed within twenty-five years. I wonder if 
you've worked out that is 2004. That's an awful long way away 
to me. If we look at that year, 2004, in the context of the 
suggestions that have been made here at this workshop and in 
various publications, I can see a great disparity between the 
numbers of people who are projec'ted to visit the Reef region, 
and the time schedule in terms of its capacity in getting the 
Reef ready to accept them. And I would like to place those 
comments, in the context of the last remarks by Mr Jull that we 
should be positive. I think that the government today has been 
positive up to date. Perhaps it could continue this positive 
line and inject sufficient funds that reflect its belief in 

t tourism, and the Great Barrier Reef Marine Park. Because the 
Great Barrier Reef Marine Park as a tourist destination is not 
going to succeed on private initiatives alone. There's going I. _ L;u have to be a partnership between .government and 'private 
enterprise. I think the government should show the way. 
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Dr Pigram Gas one expert: advisor to our committee, 
and I agree with his comments. 
said that all they 

Mr Lynch in a,recent statement, 
were waiting for was the ,ou:tcbme of 

discussions between the Commonwealth and 'Queensland Governments 
con:cerning" jurisdiction over the territorial seas. 
that would be concluded soon. 

He said ;! 
You're quite right -,we!ve got, " 

.to make every effort we possibly canto proclaim areas of the 
Marine Park if we are going to take 'full advantage of tourism 
to the Reef. I do, not necessarily think that it would. stop ' 
people' coming here and one would hope that Sections of the 
Marine Park could be completed along with infrastructure such .' 
as expert advice and commentaries for the visitors, to 
enlighten their understanding and enjoyment of the Reef. When 
put in those terms, if we're looking at 2004, ,.it's not a 
terribly good prospect. 
priority and, 

Obviously it ,is a matter of high 
as you rightly say, governments should be working 

with private industry as soon as possible. 
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The Current and Potential Market 
for the Great Barrier Reef in the 

International Tourist Setting 4 

bY 

JOHN I. RICHARDSON 
(Assistant General Manager 

Australian Tourist Commission) 

Since receiving the program for this workshop, I have 
been mentally congratulating the organisers, not only on the 

, straig‘htforward thrust of the planned proceedings, but also on 
-their sense of timing. None of us is in any doubt what this is 

all about --- "Tourism and the Great Barrier Reef" is a plain 
but potent workshop title --- and the timeliness relates to the 
impact on Australian tourism of new international and domestic 
air service arangements. 

"The Current and Potential Market for the Great 
Barrier Reef in the International Tourist Setting". It's a 
pretty straight-forward title despite its length, but I did 
think of rewriting the title of the paper I was asked to speak 
on and I thought of something like this. 

"The Great Barrier -Reef:. Paradox in the International Tourist 
Setting". 

The paradox is this: and this 
Jull has already made, of all the things 
to attract the overseas visitor none is 
countries than the Great Barrier Reef. 

is the point 
there are in 
better known 

Yet, only 
international visitors bothers to.go near it. The unpleasant 
fact is that the Great Barrier Reef is one of the principal 
lures used to get people to this country, but then it loses out 
competitively to other' Australian attractions. 

which Mr 
Australia 
in other 
1 in 25 

Why? 

Is it a fault with the product? 

Or is it a fault with marketing 

I would say both. For all its beauty and excitement, 

the product? 

the Great Barrier Reef is, for the international visitor, 1250 
miles of unfulfilled promises. 

.  .  

1 



I’ s’ 
‘/I 

p'. (:I: ; ',: /,, / : ',I ,, ,,,8' 
'/ ,' Every, firstl'time viis'itor ~has a ,pre-image G’f #'the RelefI, t,' i: ,' ',a , ,,' 

c, 1/ ' : '/ , , and <,its fatrilities and'- his 'or,. her likely experiehces ./there. ," j ,';- '. 
: ' That, image ,has b.een $artl:y formedby h,is 'or her' knowledge',, of,: ,,, .I ,, 

,: ,/ #warm, water resorts, as well a's infonnat'ion on the ,harticul!ar 
,arqa. he .or she is to:'vi'sit. That ma'y have .come from ,,as,', l.ittle,,' ,'I I",8YYi,," ( ,'C $s a few lines ',in' a tour brochure. S,'Fulfilling th'at pre-image, ' '1 

, ?,rnay not be too hard, but let's,, be optimistic andl:think, it'miykht 1" 'I 
,'be,better, and it often is. :, 3;, ;' ", I 'I ,' * , ,:: '. I.' : " ,, 1, 
I//:. : ' i" 'I 

But we are still talking of only 'pa,rt ..of the produtit,'., ,,,, '; 
; ',,!Z' , 

,' ',, '. 
' ,, the essential attraction side of it, butstill only :part. ,,: The": '1 I 
/ ', other parts, which are often in the 'hands of o'th,er' pe,ople' and:, I, ,**' :: % 1 taken for granted, are just as, impor:tant. They ar.e often the, : 'A., 

bits of the promise which are unfulfilled.: ',.,:( ,' #,,: : I':' ", 
,. I___ "5, :, I, 

,' 
They 

iI 
include being able $6 :get to' the' ',&tt&ct,ion '/':' 

quickly, safely and comfortably, value for nioney for "1 ,.I 
acc.ommodation and recreation facilities, international standard , ji, I,, 

'I, 

'I presentation - that includes how staff are dressed - and so on; ,I' 
',/ ! '. I ,' b 'I,, _,.( 8 We' know ,there's 

I/. 
,_, .I' nothing wrong with !the' essential' ; s ,/;:/I 
s attraction 'in these parts because nature took care $of that' for : ‘.,;',. :'. I,, "' us, Llbut we do need 'to dissect the entire prod'udt and see how. /I',, 

', each bit of it measures up.. a : .' ., 1, ., ,,, * ./ ", s;,: 
At this point, 

.!" 
y' ; 1 so you khow from.l'wh,iqh stahdpoint ,I' am ,' 1 " .' 

, tal-king, I am going to do something unusual'. 'I am, going to :;,"'~:~'C~'~ 
,; resist the temptation to bewail the fact that investors have : 

not been attracted ',to spend th,e tens, P; 'perhaps " scores ',of, .,',:,,f,, I' 
millions of dollars to' give us one or more resorts ,o,n.:,an* ,, 'II 

I,, ,I international scale in the Reef area. A large-scale 'I I, 
centrepiece development, which would give an accurate pre-ima,ge I , 
to many 'would-be visitors, would' make it easier to, sell., the ,,I: I 
Re,ef .overseas. It would bring in its wake better and' perhap,s ,' ,) 1:,, 
more exciting transportation facilities. And ,it must ', be ic ., ,' ' ; ,, 
'admitted that the cost in money :and time in getting to a: Reef ", 

,, 

resort is often the major deterrent for 'an, overseas visitor..:, 1 : I,, (. 3 I I' 
Bust it is more fruitful to; discuss"the product :in its ':, I:' 

'I ,. 

present state. ,' We haven't got an, international,-scale, 0 
development in the Reef,,area. 

II 
I know, .of no plans for one and ' 

,1, the lesson around the world is 'that .investors look, upon 'resort' : ,', 'I 
development with less enthusiasm than they do big city hotels':- ;,,'c 
and investors arenPt exactly lining.up to put their,money ,,i'nto ', 1, : 
hotels in Australia's big cities, at the moment. 1, ,'I,, , 

far a:s large-scale 
,In fact,,as ,I 

resort development goes, the, ;lesson ;from,, ,' ': 'm:', 
,; around the world is that it usually ,requires government .action : ',c:;,, I .,(. 

to' get'it moving., / m' :I ,I , '_ ! 



-22- 

SO let's look at what we have. Think of the term 
'product' in this case as. embracing the total experience of a 
Reef visit. For the international visitor, it includes the 
journey from where he arrives in Australia, it includes 
accommodation, food, entertainment, contact with staff the 
total cost and of course, the ability to satisfy his particular 
reason for wanting to visit the Reef. There are three 
principal gateways from overseas to the Reef - Sydney, Brisbane 
and Cairns. I nominate Cairns because it has flights from 
Papua-New Guinea and is the entry point for a fair number of 
overseas visitors mostly Americans, who travel on a package 
tour circuit which includes the Centre and the Reef. 

Clearly, Australian airlines don't agree with what I 
say about the journey being part of the experience. But let me 
give you an example of what I mean. Some years ago, I took a 
direct flight from New York to Honolulu. It was an icy 
December morning. But once. on board the aircraft the 
atmosphere was transformed to sunny Hawaii - and we hadn't even 
left the airport. It cost the airline hardly anything beyond 
imagination. All it took was a few touches, the stewards and 
stewardesses were dressed in colourful Hawaiian clothes, there 
was Hawaiian music playing and Hawaiian drinks were served. 
The passengers' imagination did the rest. It was a long 
flight, 10 hours, but it was a good one - and I doubt if many 
on that plane thought back to the cold and troubles they left 
behind them. 

But, in Australia, a flight is a flight is a flight! 
From one of the jump-off points to this incomparable natural 
wonderland, fun islands, blue skies, blue seas and, hopefully, 
for those who want it, romance, it's a flight to anywhere. I 
think that's a pity. Usually, that jetflight is only part of 
the journey: a light aircraft, helicopter or boat is necessary 
to get the visitor to his destination. This can be planned as 
part of the experience and marketed as such. 

Surely, with imagination and an understanding of the 
customerqs comfort and expectation'; plus good marketing, the 
problem of the journey could be turned into an asset or, if 
that is stretching it, at least made more bearable. 

Making sure that the journey is part of a pleasurable 
experience, means attention to detail - it means ensuring 
comfort, cleanliness and practicability of airport terminals, 
it means efficient passenger and baggage handling, good 
presentation of staff and, in particular in friendly welcoming. 



I have mentioned presentation a couple of times. It 
means' people, how they look and how they act towards visitors,. 
,I capnot .stress the importance of it for the international 
visitor. It can make' up,for deficiencies in accommodation or, 
even food. It means everything that overseas visitors be 
Properly, welcomed, served and directed. Presentation also' ," 
means how things look. It may be quite sanitary to bag garbage 
and stack it on the beach pending removal - and I saw this on 
one Reef ,island last year - but that is not presentation. 
Presentation requires training of staff. It cannot be left to I, 
natural instincts. When properly trained, Australians are very ,' 
good. 

Marketing means looking at another set of people: the 
cu'stomers. People want to come to'the Reef ,area for different 
reasons and that holds true for international, 'as well' as. 
domestic, travellers. They may have a speciaiised interest 
such as snorkel or scuba diving, big game fishing or studying 
the environment. Such people usually have a very strong 
motivation for making the visit, though' it may have to be 
awakened. Others want to,see the,Reef merely because they know 
it to be one of the wonders of the world. Still others go ' 

P because it's on the itinerary of 'the package tour they bought. 
Other than New Zealanders, few international visitors will go 
to the area for a sun and sand holiday, though that's not to 

.' 'preclude them turning it into one when they get there. 

The reasons why people travel need to be studied and 
the particular attraction of a product for particular people 
needs to be understood. This is highly pertinent to the 
international market for Australia at the present time because 
it is a period of rapid change. The new airfare arrangments 
give us an opportunity to increase tourism from overseas. 'At' 
the same time, it must be realised that the n.ew airfares favour 
the individual rather than the ,group traveller and this has 
implications for the Australian travel industry. 8' 

The continuance of inclusive tour packages from some 
markets, particularly the U.S.A., Canada and Germany, is in 
doubt. Inclusive tour packages may be partly replaced by what 
are called add-on packages; that is, packages of the Australian, 
content only f without the international airfare, included. 
Add-on packages have been sold successfully in the British 
marKet in the past few months, but we do not have a yardstick 
there because there have been very few Australian packages of 
any kind on the U.K. market in recent years. So we can't 
measure the' success or otherwise of add-on packages against 
inclusive tour pacitages; 

/  

’ 

,  

‘1 a,‘, 



-24- 

With the United States, it is different. I donut 
think add-on packages will sell as well on North American 
markets as inclusive tour packages and there seems no doubt 
that the number of inclusive tour packages to Australia out of 
the United States will decline, perhaps sharply. This could 
have profound effects on certain areas of Australia and certain 
sections of the Australian travel trade. To bring it closer to 
home, it could affect that nice bit of business in which 
American wholesalers link Cairns and Alice Springs. One 
expanding market which will remain devoted to group travel for 
the foreseeable future is Japan. We expect lower airfares by 
mid-year and more wide-bodied aircraft on the Tokyo-Sydney I 
route soon afterwards. 

Overall, the message in the wake of the new airfares 
is quite clear: there is change, not only in numbers, but in 
market profiles and how the travel industry must work. Not 
everybody in the business will be a winner. The spoils will go 
to those who quickly discern the significance of the changes 
and are first in at the right spot with their wares, We can 
expect more younger people, many of them coming without presold 
travel arrangements. And this is already happening, the 
travellers information centre at Sydney Airport, reports a 50% 
-increase in enquir-ies-since-the new airfares were introd.uced. 

The greatest increase is in Germans, there is a 
significant increase in enquiries from Britons and some 
increase from Americans, mostly from the west coast. Many of 
these people are arriving without even a hotel booking for the 
first night and so they are fronting up to hotels in Sydney and 
theyOre going not to the major first class hotels but the 
second level hotels. ThereDs a marketing lesson there surely. 

Market segmentation - breaking up a potential market 
into target groups of particular types of people - becomes even 
more important. The Australian Tourist Commission (ATC) has 
recently pioneered a new type of segmentation study in New 
Zealand. In non-technical termso the researchers asked a lot 
Of questions of a statistically acceptable cross-section of the 
community, did something peculiar with a computer and ended up 
with the bit which I could understand: people grouped 
according to their wants and needs in a holiday. This is 
different to the traditional way of segmenting a market 
demographically; that is, basically by age and income levels, 
The researchers pointed out as an example that a 21-year-old 
student and a 56-year-old businessman, poles apart 
demographically, at a given time may both need a relaxing 
holiday and so the same sort of resort may appeai to .both. so 
the New Zealand study grouped people into unusual categories 
for the research businessp called them 'new experience 
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seekers', 'lstay-at-homes', 'young'fun and sun seekers' and,,so 
on. The b'igge,st ,categor,y, 23' percent, were l.escapiststm. I' am 
assured the term refers only to holiday criteria,; This; kind' of ,- 
grouping gives the marketing man something to work on, because 
he can frame his appeals to fulfil the defined se,ts of 
desires. To the tourist plant operator, if h,e thinks about it, 
it also has benefits. Which of those needs and wants does his 
product satisfy? Which groups does it suit? What if' his, 
product, measured by this criteria, doesn't shape up? If he 
wants that kind of business, he will have to modify the 
product. Market segmentation if used properly, could lead to 
products becoming more acceptable to overseas visitors. 

ATC will extend the segmentation studies to other 
markets this year. It is part of our plan to match specific 
products to specific market segments in the various countries 
in which we operate. This is an exercise 
'product/market fit' 

called 
and involves evaluation of what Australia 

nas to offer the overseas visitor, a formidable exercise, it's 
a big country. 

It seems to me this exercise could be practised on a 
regiona. scale and in a ,less complicated form in the Reef 
area. As far as the Reef is concerned overseas, there is a 
problem of image. There is a phoney image that all resorts are 
much the same and all intimately connected with the Reef. We 
know, this isn't true: there are not 
differences, 

only great geographic 
but also a satisfying variety of tourist plant and 

style which produce a variety of experiences and cater for a 
variety of market segments. 

The image problem is there, and is the principal 
reason for my earlier statements about unfulfilled promises: 
After writing this speech, I asked our overseas officers what 
they thought of the Reef from their point of view, entrenched 
as they are in a variety of markets. Specifically, I asked 
them questions about awareness, cost, and 
seasonality. 

accessibilty 
They're all good questions to ask about the Reef, 

but what came most was 
image. 

through strongly this question of 
It was saleable in every other 

quote a few of them, 
respect. I'll lust 

for example from our Los Angeles office, I 
quote: "Most people who know of the Great Barrier Reef think 
of coral and fish, not of actual islands‘. Awareness of 
individual islands is limited"; from Frankfurt: "&either 
trade, except for our specialists, nor consumers have precise 
ideas about what activities can be undertaken.. 
is the resort islands try 

Our impression 

without defining 
to sell us a sun and sea holiday 

associated activities which give specific 
reason for visiting the Reef as opposed to the Mediteranean and 
Bahamas, etc." . This is an indication of how. they see 

! 

,“ 
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competition, incidentally. From Tokyo, a clip that said "only 
Green Island is known generally. We need comprehensive Great 
Barrier Reef booklets, films and audiovisual material". One 
travel counsellor sent a confidential note (and I'm breaking 
her confidence but I want to make a point) saying' she 
recommended only a handful of islands, and I won't name them, 
adding that "the other islands are only vague attractions to 
promote" 0 One consequence of that comment is that we'll give 
her a familiarisation tour. 

I want to make the point that we're not blameless in 
this and it might be easy for you to say "well if this is the 
impression overseas, WhY hasn't the Australian Tourist 
Commission done something about it beforehand?". That's not 
quite the problem, the real problem is we can't create the 
definitive images, the images which really do something for a 
product, the operator has to do that. He can consult us, we 
can give him advice on how we feel it should be tackled for 
various overseas markets because we rarely speak of just one 
overseas market, but in the end it must be he who decides who 
he markets to and what he should offer. 

I don't know how this "it's-all-the-same-thing" image 
grew up. I know there have been some successful marketing 
efforts pitched at defined sections of the market. Even so, 
looking at the advertising and promotional material prepared 

-.-- --f-o-r----the- --domestic market, I -find--t-he- experiences promised- as 
being very much the same, too much the same. 

As an aside, I would concede that this problem'-is not 
only confined to Reef marketing. Perhaps Australian travel 
marketing, particularly advertising, is going through a bad 
period. It lacks product definition. Everything is much the 
same in the land of contrasts. The basic problem is an old one 
in Australia, by saying too little about too many things you 
say nothing. 

In the Reef area, there.. are a great variety of 
experiences to be had. The differences aren't being made clear 
enough. Yet every place I have been to, islands or on the 
mainland, has at least one distinctive feature which could be 
made its trademark. If there isn't one then one can be made. 
We need to accentuate the positive, and let the rest merge into 
the Reef background which can often be taken for granted. 

Now, with a distinctive image in mind, it is possible 
to decide which market segments to aim for. In the 
international field, ATC is in a position to help determine 
this and we will be happy to do so. The appraisal must be 
carried full circle. Take an example of an island resort. It 



may have features ' whic,h 'instantly 
particular market' segment, 

suggest appeal to 'a, 
but is it complete appeal? Let me 

illustrate with a market segment we were looking at a few years' 
ago. It's a segment which would require too much fine 'tuning 
for any Reef resort, I know of to attempt to reach and, satisfy.' 
But it ,i s useful for illustration. It is the 
professionals: 

young 
median age 35; making it as lawyers, doctors, 

accountants and business executives; unmarried or married 
without children; and with plenty of income for discretionary 
living. 

Their lifestyle is very upscale. You can see it in 
their cars, clothes, clubs and so on. They may well take a 
sincere and intelligent interest in the Reef area during the 
day and enjoy the facilities for diving and fishing. But they 
would not enjoy, for too long, Australian homeliness in the 
dining room at night. 

You may think I have not'made a direct attack on the 
subject I was given to speak to. You remember? "The current 
and potential market for the Great Barrier Reef in the 
international tourist setting". But I have made ,some 
observations which bear on it. As far as the' current market is 
concerned, it is being only feebly tapped. The statistics tell 
that story. More imagination, and attention to detail of 
presentation doesn't cost much, but can make the world of 
difference to the acceptability of a product. In marketing,, we 
should develop a much more distinctive and positive approach, to 
product definition, picking out a trademark feature, spreading 
the word on it and making sure the product lives up to its 
promise. That doesn't cost much either. In other words, I 
believe the Reef could be positioned much .more firmly in 
international markets wi>th some hard work, lots of co-operation 
among all relevant parties and modest expenditure. The market 
in the future will be greater than ever. We will not have to 
wait 10 years before our present overseas intake is doubled. 
By'that time, I think we will be well on the way to developing 
more regional tourism for international visitors to Australia 
and the Reef area should be a prime beneficiary. The 
competition will be fierce. And, to. keep up will require 
developmental investment. It is an interesting decade ahead. 

. . . . 
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DISCUSSI,ON: (Chairman - Peter Wakeling) 

TOM MCLEAN, Roylen Cruises, : We've been operating cruises to 
the Barrier Reef for 32, years. It's a very dangerous 
proposition to suggest to people that the Reef is always . accessible. There are 10 to 15 weeks in the year, when it is 
impossible to approach the Reef. And it's just not a matter of 
getting there. When you get there, you've got to put people in 
glass bottom boats, and we've faced many dissappointed and 
sometimes very vocal customers from America, Japan and Germany 
who have come to the Barrier Reef and were unlucky enough to 
strike one of those foul weather periods. So you're faced with 
the problem. Do you say *'I'm sorry, we can't gall, or "Well, we 
won't go because it's too rough", or if you take them, they may 
say: "You should have had more sense and not go)(. The Great 
Barrier Reef should be promoted with the inclusion that it 
cannot be visited year round. We notice the bulk of American 
visitors come between late January and March and we do our best 
to please them. We try hard because that's our sole source of 
income. But somewhere along the line, we've got to warn people 
that the statement, "when .weather permits" is a very real one 
and one we've got to take notice of. 

JOHN RICHARDSON: Captain, that is a very good point. In 
,advertising -the Great Barrier the ._ _- -.._---. _. _ _. Reef we. must tell people 
truth from the start, and ensure they reaiise there are 
alternative activities to enjoy in the Reef area apart from 
just seeing the Reef. It's not always possible and not always 
-pleasant. 

JOY RUTLEDGE, Grace Bros. Travel: I was fascinated to read 
about the ATC New Zealand segmentation investigations. 
Germans, Japanese and Americans all have different wishes and 
different personalities. 

JOHN RICHARDSON: That is why we're doing these segmentation 
studies. We have a very interesting market and one that is 
beginning to take off quite rapidly. It's been an interesting 

i 
exercise because we've been concentrating on getting a response 
from one particular market segment. In fact I'm having some 
argument with our Frankfurt office because I'think they've been 
over-concentrating on just one market segment, the adventure 
seeking type of person,' but they point to success. The German 
in particular, is interested in getting away from his own 
crowded living. I was talking to some German travellers at the 
week-end on Lindeman Island. As an exercise, 
decided on 

I traced how they 
their holiday choice. You know, the whole 

motivational cycle in getting them to Lindeman. 
j 

~ ? 



The interes,ting thing was that it all started'with reading an 
article which, desc,ribed walking along, the plateau! at, Lindeman 
I,sland and s'eeing the huge sky, "the' sea and al,1 the, other 
islands. The article,, 

'feeling of 
written by a German journalist, evo,ked,'a: ,, 

spaciousness a'nd that was the motivation" that 
sta'rted them off on quite' extensive research before they got, to 
Lindeman. 

MAA HOOPER, M.L.A.: I, think we've skipped far too ligihtly over / 
that.statement made by Captain McLean. The real crux of the 
matter. is why are people not going to the Barrier Reef. 
Executi,ves.of both domestic airlines have told me quite*frankly 
they hesitate to promote sending people to North Queensland and 
the Barrier Reef. Now there are thousands of islands around 
the Pacific as good as the islands we have off the Queensland 
coast, and you can't escape that fact. There are all sorts of 
reef areas around the islands which makes them very 
attractive. Surely to goodness, this workshop must talk about 
something constructive on how to get people to the Barrier 
Reef .$. I've heard lots of suggestions put up at various times 
that are unusual, for example, a large, tanker should be located 
out there and made into a motel OK hotel type operation, or 
take tourists out by helicopter. These things cost millions of 
dollars, It's going to need some federal government action, I 
believe, and I would hope that the Select Committee ton Tourism 
might have done something towards that, in advocating some 
financial assistance to entrepreneurs to actually get people on 
to the Barrier Reef. 

JOHN RICHARDSON: Well, I certainly wouldn't speak against 
that. What I was trying to do was to confine my own remarks 
here to what exists now, rather than looking forward to 
millions of dollars investment because I don't know quite where 
it's coming from. I take the point that if some means can be 
found to ensure that people can get to the Reef at any time, 
that's a great plus., My other point is that, I repeat myself 
here, there's an awful lot of wonderful things 'to do in the 
area without going out to the Reef too. We just ought to be, 
honest about telling people that sometimes they can't get to 
the Reef in comfort. 

ALAN STRINGFELLOW, P. & O., Australia: I guess that the f,irst 
thing I could say is I am staggered. This is a workshop of 
tourism on the Barrier Reef and we've got a number of people 
talking about difficulties o'f getting people to the Barrier 
Reef. Let's face it. We have two resorts in this country 
which are on the Barrier Reef, Green Island, and Heron' Island. 
I think we're talking a lot of nonsense if we don't recognise 
the fact that we have a number of resorts which offer different 
things which have in some instance,s been promoted, differently 
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but.which can offer right now access to the Reef, 365 days a 
year. Now, there is no need to talk about the need to cruise 
the Barrier Reef, the need to spend millions of dollars. In . 
1978, on Heron Island, 40% of the people who came to the island 
came from overseas, so they know how to get there. The 
products are there now, they may not be as good as we would 
like and I think that we would all like to see better resorts 
on the Reef, but the reality is that there is a facility for 
getting to the Reef all the time.' 

JOHN RICHARDSON: But I think Alan, you'd agree, that in our 
ter,,s , you0 re speaking of one island with limited capacity. 
Heron is a very promotable island overseas. When the ATC 
started special interest promotions in the United States in 
1974, we quickly over-reached ourselves on the capacity for 
scuba-diving. We didn't have the boat facilities, which was 
the big problem at that time and we withdrew from it as other 
specialist operators took more interest, many of whom you do 
business with now. The 'point I was talking abou,t. is in a 
larger framework, in other words, existing plant needs to be 
used. Existing investment in this country is under-utilised 
despite all the talk about needs. If we have a better tourism 
distribution system, that is, getting people in and out and all 
over the place, we would solve a lot of our problems. 

t 
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I * , / .' How Successful Are We?. 
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by 

PAUL STRANGLEMAN-DUC 
(Australian Manager, Tour Contractors Pacific Pty Ltd J 

My travel or leisure business experience began ass .' 
magician' illusionist. This stood me in good stead for the )' 
travel industry as I found both were closely related. 

Leisure is anything where people can relax. 

Leisure and entertainment are thus inter-related. 

'It is the same for a visitor to any country. He wants 
to see, learn, visit, without placing too much effort in making 
things happen. , 

This is where the inbound tour operator, the 'hotel,,or 
the airline prov'ides the service to look after the visitor. 

Inbound tour operators have a definite place, in the 
travel industry. They may consist of a small dedicated group 
of individuals or may be part of a large group of companies. 
They attempt to learn as much as possible about their subject 
and spend time familiarising themselves with the country. 

This gives them the satisfaction of being able to show 
their own country with enthusiasm and pride. They are only too 
aware that the country is enormous and yet unseen by many of 
its own inhabitants. 
This is probably normal for any country. 

The inbound tour operator must be conversant with the 
arts, politics, the way of life and many specialised SUbJeCtS. 

in which visitors are interested. They are the liaison between ', 
the service provider and the client, agent and/or the 
wholesaler. 

Lower priced airfares will encourage more tourists to' ' 
this country, but by how much nobody knows. The client.;' 
tourist/visitor cannot expect to see everything in one visit 
because of the vast size of Australia. It is most important 
that we do everything to' encourage them to talk about the-many 
comparisons, differences, attractions and unique ways of life 
that Australia has to offer, with the objec,t that they wiil 
talk to others when they get home. Those who have come to 
Australia will want to return for another sample of 3 ill- 
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hospitality and those who have not been here will be encouraged 
to travel the long journey to a geographically isolated area of 
the world to experience Australia for the first time. The 
finest form of advertising after all is 'word of mouth'. 

How, therefore, do we achieve"fhis 'when we have so 
much competition - so many cheaper destinations from which the 
tourist can choose? 

The U.S,A, offers packages such as la-day Acapulco 
holidays for around $370.00. Hawaiian charters are available 
for as little as $300.00. 

How do we in Australia, encourage the American, 
European or Asian to visit us instead of the less expensive 
product? 

Surely we must get our own house in order before we 
rely totally on the marketing organisations, and airlines, to 
supply us with tourists. 

It is easy for the European wholesaler/agent to put 
together a very attractive package to the Costa de1 Sol because 
he can go and look for himself fairly inexpensively and sort 

I 

out fact from fiction. Similiarly the U.S.A. wholesaler/agent 
can put an Acapulco package together, but when it comes to .? 

Australia,“-we---mus-.-become more dependant on- the specialist 
inbound tour operator. It is our job to ensure that what the 
brochures say is actually what is given. The onus of 0 
responsibility is on us. 

For example in Queensland . . . how many times does an 
unsuspecting tourist arrive on a Barrier Reef island after 
travelling 12,000 miles or more to be told that it is "not 
actually a Barrier Reef island at all". They have to travel 
further to see the Reef itself. Again 'word of mouth' 
promotion, what are they going to say when they get back home? 

Does the service provider say in his'brochure: 

(a) What he ,is offering; 
(b) What he thinks he is offering; or 
(c) What he would like it to offer. 

Taking a good look around me it worries me that so 
much is done by so many to discourage the tourist to ever come 
back to our country again. 

1 ' 

J 



i, \' <_:, *What can we' do,'to ensulre ', that t<uristq piaise 
,I 'services"and Srecommend that.others 'come to IAustralia; 

o'ur; 1 : ,/j!': 
/ .$u'reiy; /'. ,'., I' 

./, if we ear,n 'our I,,. ,, living 'by qiving 'service then 'it is'. most: ,:,I ,' 1 
,I ,' important that we'learn to serve. <,1 t, : I. ,; , ,, : 8, 4 ' , 

:’ “Y.’ ” : ,' 
I, 

, " 
,: 

The expertise of a good host is enjoyed'by al.1: the':;, "I 

! ' 
,'client' who enjoys the congeniality, service and Ifood'; the ': 

/, restaurant owner who has sat,isfied clients who will, return and "' :, 
f ,, talk about their experiences with others; the waiter 'who ,ha&. :' 

/ /I given. pleasure by his expertise as a professional 'servant' -and ,' I, ',' 
I " , 'who 'is proud' of 'his ability to serve 
/' I* profes,sional attitude; and so on. 

his ‘fellow man,'witn 3' I' " j .I (' 
'I : ../ I, + I' 3 I' ,, , .I' 

In no way should the customer feel 'put down'. ',We':al! ,' 1" ," 
Is ,e,xpec,t a se,rvice from those we employ. This is 

.I (~ ', important lesson we can learn. 
'the' most ' 1: ,,I 1 

, 1 3'. '( : ', /', / ', (1 ' / 
iow many times do we 'take, a good 

: 
look at our own, I, " " C/', situation in order to improv'e our service?, 

are usually the 'most' difficult to' see. 
The simplest thi.ngs i 1:' _/ ,'. 

',have proble& 'too - an 'understanding 
Perhaps our own staff :' I',::. . employer, is" always 4': ' 

respected and <engenders' a greater 'appreciation of.-our 0 wn : 'I / IL 
,, " c business. \ <' ', 
! ', I ., ,.,,' 

L I 
,,I' As ,a tour guide, I used,, to think about 

times. 
this many' 1' IJ. ', I I My jqb was to impar.t my knowledge, my Seducati;on,' my“ " 

,,assistance and always a sympathetic, 'ear,. After .all,, the tour, ,. I,,,, ' 
'. members were paying my salary so 'I owed it to them to,ensure '."' 

l . tney had a carefree holiday. I <,I. ( 

, ,  I' We all, have a choice of what job we do. If,,, one does ,, 
not like a complaint from a client then perhaps we had' bet,ter 
se,e who is right, the client or ourselves. 
'right,' ,apologise, 

If .the clien,,t ,,is I: 

you, for .it. 
it does not hurt and the clie,nt, 'will. respect':,, " 1' ':,,, 

Then, correct 
again. 

the fault so it does not ha,ppe,n j "j,' 
'. I, : :, 

/ I 8' e, 
; The'ehotel manager 
,; ' through .the, 

that disciplines h:imself ";to' 1,ook '# " 
hotel regularly' to. see 

,;; , carpets are frayed in the corner.; 
for himself ,,whethec :the '8 ,"'L I 

',, been serviced; chec,ks for 
looks at a roo'rn, after it h,as ,"), ,' 

"upholstery in the 'lounge; 
cracked crockery; ,:checks', t\he 11 ,. I 

',problems ,,and 
he.is'the manager who is aware of the 

can perhaps do .sdmething about. it. 
managers, supervisors, 

Ow,ners, '!, 
'(8 must teach their staff and' ed,ucatk,'theti 

, to understand 'the importance 
i', own position. The best 

of the client relative ,to f!heir ', 
', example. ',Time must be 

form of' teaching is to ,show'i by" ";I ,' 
" ,taken to explain that the,'cl,ient, is ', 

,: 'I/ * 'I their ,,business. ,. '1, ; ' : .- I 
" "' : .' ,: 

‘, 

‘,’ 

, ,  

,\/’ 
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There is always room 
ending task. 

for improvement, it is a never 

We are now competing 
offer. If we succeed tourists 
is definitely worth putting up 
here. 

with the'world and what it can 
will recognise the fact that it 
with 15'hours air travel to come 

Let us show the world that we, have the most beautiful 
country which is worth visiting again and again and again. 

I would like to leave you with . . . . 

'It is a funny thing about life, if you refuse to 
accept anything but the best, you .very often get itl* 
(Somerset Maughan 187401965). 



: Discuss what v,isitors are seeking in a Barrier Reef holiday.. ',I, 

Comments are divided between ,the. purists who 
,.’ see the Reef itself, 

want t(Y)' 

activities. 
and those, who want the Reef,: plus extra,> I,:, / J: ( 

They need,far more than coral. .Perceptionsli,of the', " 
Reef are dif,f,erent between promoters ,and 

'it, 4 
visitors. 'j Th,ie.,I. ,/,;: 

promoters seem to know far more than the visitors, who' seem'to: 'I ,;:,,;(l 
know 
they 

incredioly little about the'.geography of the environment;,' :;,,, 
are, visiting. 

#'Reef proper', 'and 
Internatio'nal visitors want to visi:t the I :, : 

them; 
a normal tnre,e day package seems tg, satl,sf<.. !, 81' 

but we need' 
3eing 'a,ttradted 

to identify why certain, visitors are ,q& I 
‘, 

I’ 
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'Kdit,or's Note': 
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In this session, delegates,, 

discussion groups, 
allocated to one o,f 'fi$e: ';', 

reviewed the following common set of ,, 
que,stions designed by the workshop organisers. 

// ',, . 
' ,'I:, 

, ',' 
'. !, ,, 

I' 
i' :,I . Discuss what 'visi,tors are seeking in a Barrier" Reee,' e " ,I( 
i,, I 'holid:ay . 

'4 
!I '/ .f ?. '1 /* 1 

1, 5 Do you donsider visitor 
'Reef holiday3 

expectations are 'met by tr!e:r " ,,; 
" ,I 

. 
I. :, 

'Is the Reef the centra,l drawcard? :,I 
J, . 'If so,, why? /' 

, " ~I ; ,," " I ,:, 

,; ', <*' Are there other drawcards -'for example', the mai'niand? : ): 

:, 
l . To what extent are visitor expectations being'met :by,. ',I',' 

,< these? " .' 
I.I I ;, : 

II ' 
,, II .Fach gro,up included a discussion leader, a ,tiar,ke'< " "(I'( 
,. adv,isorand a$minutes secretary. . 

', ! 
I,' ; Group reports are given below. /.,I. 

1 ., 'I! , 
, .,,'. ,,Group ,One Report 

, '. 
I 

, @ Group' Leader: David Coleman 
,s 

" ', /, ,, " 
Market Advisor: ,Alan Stringfellow 

'\ ,I I ,, ' 
P ! ! ,, 'I 6, 

,’ 
* 

./ 1 1 

,' 
/" be " 

We believe that.'the island resort and its .ambience ca;l" '!,, j,', 
carried generally by the word Reef, but we 

,d'jf'ferentiate between the two. 
have: to 8I'l; ' (,' 

', : 
I" confused. 

Perceptions of <the Reef are ' 'I ": 
1 ',. ., ' developed. 

The res,ort islands are .badly marketed, promotedand :, ,:' (I;" 
,,,*I ,' : I, 

.We, need to market twozpackages; the'coastal'resor,t ,, ,,'I 
., ,holiday and, the' Reef .ho'li'day. People 
: ,,, 

are d,isappointed, i'n n&t, j * ;;sm : 
,,' ,I "getting,,to the Reef, 

, " int!erpretatjon 
not being told enough about the Ree'f,. 0u.r ',, I ,,, 

is extremely ,: bad both for the domestic market ' ,I( ':,iI,, 
'1,1, and the,'ititernational market. , " 'II " 

:.,,, , I ,, 
.' ,, I ".,, I,, (2: 

',, Ill ,, " .: ,' '/ ,I 
,I I,,' ', /, , 

I, I iI 
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* Is the Reef the central drawcard, and if so, why? 

Yesp we agree it is a great drawcard both 
internationally and to a lesser extent domestically. For the 
international visitor, there has to be activity to ensure 
repeat visits. Game fishing is a big attraction. Overseas 
visitors are not attracted just by island resorts. The 
critical component is to provide visitor information services 
as expectations tend to exceed realities because of the current 
lack of information. We feel weather conditions are important, 
the Reef must be seen in the right conditions. 

Availability and accessibility to the Reef' is 
important. The market position of the Great Barrier Reef is 
slipping because promotion exceeds realities, and the realities 
basically at the moment are not met. We also feel that the 
constraint of not being able to get to the Reef is pathetic. 

Why does the Reef not sell on the overseas market? 
Very often the Reef is not being promoted enough yet the resort 
islands are. Highly desirable specifics such as photography, 
diving, fishingp exploration of the Reef, and coral and aerial 
viewing should be promoted as an integral part of the Reef 
experience. For example, tomorrow we will experience a once in 
a lifetime aerial flight over the Reefs of the Mackay region. 
Why couldn't the airlines promote this as an integral part of a 
Reef package? .- --- 

Do you consider visitor expectations are met by their Reef 
holiday? 

Yes, so long as the specific drawcards have been 
experienced. Their expectations are not met when they go only 
to the continental resort islands which cannot give the same 
experiences as an isolated Reef holiday. We feel that 
continental resort islands -.are promoted on the domestic market 
using drawcards other than the Reef proper, this is how Great 
Keppel Island is promoted. Many domestic resorts are not good 
enough for the international visitor. 

Group Two Report 
Group Leader: Nevin Ellis 
Market Advisor: Paul Strangleman-Due 

Our group represented a diverse population; travel 
consultants, resort managers, boat owners, politicians, 
in-bound tour operators and advertisers. 

. What are visitors seeking in a Barrier Reef holiday? 
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-,,but it wa,s rathe'r difficult', to ekpress" i 
., 

'A holiday , ,; 
4 ( ,these expectations. ; I / 'I ,' 1' </ ', .,' i ' ,; /, :/ :: /,,' ', I 

drawcard of course wa.s the Baryier Ree,f ,'.'.Y.:: I '. 
,: 

The. major 
that brough,ttourists to the area. The concept of the Reef has ,I , ,' 
an air of mystery about it. Some i,n,terpret it as being!,pretty' "' ,; 

, coral and pretty fishes, others, perhaps are a little 'mo,re 1 
uncertain of its origins and its'mystery'of nature and .perh'aps 1: 
wish to seek something more extensive - but generally the' main .') ,' 
expectation was for a Barrier Reef holiday. In meeting these " 3 4 expectations',' the general, view was that as a whole, the Barrier 8:' ,I 

,, ,' Reef.- was inadequately available' to visitors and that' its', ., '1 
prese,ntation'had a lot to be desired. In'addition to the Reef 
and 'th,e'mystery of' the islands 'which compose:part of.it!, other' ,I "I jr1 

b activities such as diving.and fishing 1,oom large i,n the hinds '1,. ,, 
of visitors - yet overall the central, d,rawcar,d was indeed the 
.Barrier Reef. There ,were other attract'ions nearby' which:, were !* _I ', ; ,, ! 'available to visitors - rain forests,.the ‘sugar industry';, ,the ;, 1 ;; ,' I, national parks. Whilst being mavalilable,' these aspe#,cts were',not '1 ,,;:, 

I,: ."generally known about.,' so t,liat vjsitors' expectations , .wi.th I:' 1; 
,:respect to attractions other than, the Barr'ier, Reef were ,: :' 

inadequately catered for although,the facilities generally were' ,I,,., ' 
available. a ,/ 

* 
Group Three Report / : 

b ', ' Group Leader: Dr John Pigram. : Market Advisor,: John Richardson 
* 

3,. * Discuss what visitors are seeking in a Barrier Reef holiday> :. '1 

It was difficult to achieve concensus amongst a varied 
range ,of 'people, but we agreed that tourists were seeking )I ' 
contact with something, vague, that we defined as the Reef ', ,, :I. 

'province; they were seeking a holiday exper,ience which brought '$(I, ',, 
them in contact wit,h that Reef' environment 'but not necessarily ,I 

;the Reef itself, 
'!, ,' 

although this may have been the central ', >,,'I 
drawcard., , 

/ ' 
,: (, 

., I ', 3 
Ree'f 

/ ', 
The I' itself was probably' the symbol ,whi'ch : ,: ,' 

I' attracted visitors and drew them in the ' first p&aye to, 8' ', 
I undertake the .holiday, ;I 'and at the back of their ,minds, they '1's' 

were seeking a tropical holiday; palm trees, perhaps girlson ',I :,' 1 
<( 'the sand and'coconuts and a whole range of visions or' images of ',,' , ",., ,I ,, pictures which would make up their Barrier Reef holiday.' o We : ,' 

,drew the contrast between experiences and expectations the same,, I I,;, 
( " group of people might be- looking for,,iri 'a visit to central ,, j,: 

Australia or, Tasmania. A holiday in Western Europe, was also:,, ' ,', ,, suggested as :a contrast to a Barrier Reef holiday. We ag'reed': ',, 
'Ithat there was suc,h an experience 

,'1 I' ,,( 
as ,a'Barrier Reef holiday bu,t 

it did ,not 
,',, ,,' 

' : / necessarily require constant contact' with the, 'I :', I, 
',1 ', Barrier Reef. In fact most of the holida,ys and most' of the,:',. ,, s :, ,< /I. ," 11 visits ,would. have relatively fleeting contact with the 'Barrier (/,I 9,; 1 ',, $ 
:, !' Reef.., I ', .., 

I' 
'I ,,.' '. ', 1; ,',,' : 

,; :' I', II ,' ~,' ,I '8 ", 1, . ! I 'I ! I ,, (. ,, ,, I :is : ; / I'!" , I 
P" ',' ,; '; ~ ! _ 

I : ',, .,/I<, .' 
;' (, (/ 'I:,; 'I 8, I, ': 11, ,, 1, I ,I, "I>/ ,g, ,, I I ,', 

/' / '. ,' ,; ,,. 1 71<, :'I :I,, ,' I: ;' . , I', 1 I, : ,, f' '1 ! : 
I', !\ I, : ': 

,,'I ', " 1 " 
I, ," ,I ;/, ,,j ,,.: I , ,, ', 1' ' : .' ,I, "I 11 ', I ,,. ,,c:, I, ;-' .I' /, I' ',,, I 
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Do you consider visitor expectations are met by their Reef 
holiday? 

Reef holiday expectations are not met because of the 
lack of visitor information services, The visitors may have 
all sorts of expectations which may very well have been 
honestly promoted, but partly because of lack of interpretation 
when they get herep their expectations are not met and they 
leave dissatisfied. 

. Is the Reef the central drawcard? 

I think I have covered the Reef as being the central 
drawcardo but to reiterate, while it may be the central 
drawcard* it isnet the central theme of the holiday once they 
get there, 

The other drawcards are the islands obviously and the mainland 
attractions apart from the rainforests and sugar plantations, 
the potential of the towns themselves and whether they could be 
developed as tourist attractions with a relatively small effort. 

To what extent are visitorsn 
ihese? 

expectations being met by 

There were all sorts of suggestions why v.isitor 
--------expectations werenat be-ing--met. The one group of reasons might 

come under the cosmetics that Paul Strangleman-Due mentioned 
earlier, the hygiene part of it, whether the service is right, 
but interpretation again was important and whether people 
actually get the fullest satisfaction, the fullest appreciation 
Of the environment which they have been brought in contact with. 

We suggest that there were quite marked differences 
between why domestic and international tourists were attracted 
to the Reef and we thought this would be a useful area for 
future reseach, 

Group Four Report 
Group Leader: Dr Des Connell 
Market Advisor: Doug Nettleship 

In common with all other groupsp we had a wide 
selection of people ranging from travel consultants, private 
operators, travel organisations, regional travel councils, and 
government departments, to reef scientific researchers. 

4 
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The firkt thing we addressed ourselves to, 
" "8 

Ba,rrier, Reef? 
:w+, what is, t,de ', 

Wha'-t : are people expecting when they come to';:'&@ 
,-the, Ba'rrier Reef?; 

1 ,:,, ( 

is?< 
What do people really think the barrie;i Reef',, '1': : 

Is it the 'osute,r edge of the Reef'or is it the'inner !Re,ef', ,, 
or is ,it some other area? I. 

0 I b 
! We considered that the Barrier Reef could be .found '. 

anywhere on' the Reef area providing it had coral, fish; and: 
clear water. We weren' t so concerned with 
definition of the Reef. 

the' biological 
We felt that if people saw cora,l and, 

fish in inshore areas, there wasn't a need for a iong sea I8 
voyage to isolated coral islands-. ' /' 

. Discuss what visitors are seeking in's Barrier,Reef holiday, : " 
,' :. a. 

We subdivided peop.le i,nto a *number of di,ff&ent ', ( 
groups. The first group were .people coining from overseas.. We ,.I, 
felt that their expectations were different from Australians. ',/ 
People.from overseas want to see coral and fish. 
visit resor,ts, that can provide 

They want to 
these; Domestic visitors:'had 

(less of 'a tendency, to fwant.'to see corals and fish, and we 
subdivided the domestic visitors into two categories. 1, One: was " 
a group of young v,isitors who came to the ,Reef for thee social 
life, the attraction of living on i,sl'ands,' the aesthetic appeal' 
Of islands and particularly the climate. 
traveller 'group were 

The' other domestic 
those who travel by private, transport' 'to ' 

',,, i/ , 
'. 

the Reef. We' ‘felt that ,they,'came for corals, fishing, diving 
and. the att,raction of geographical exploration. " 

. Are visits to the. Reef meeting the 'expectations lof these 
people? 

It was felt that for the overseas 
weather. was a 

visitors j th,e 
major problem. Visitors from the ,-northern ,' 

hemisphere come here for their'twinter,cwhich'is our heavy wi?d '(' 
season. The seasonal factors' for the ,Reef shoulddbe ,m,ore' 
,widely ,known. 
'day, ,.trips 

Domestic visitors were' easier to satisfy: witi- 
to the Reef. Weather is not so important ki'tk,' 

dqmest'ic visitors because 
,' 

they are 
periods of 'time. It was suggested 

usually here for' long,e,er- 
that domestic 

,, :', 1" 

visitors' do not want to return to 
inte'rstatte #)' ', 

the Reef. 
enough. 

,One,, trip ~5 ,I;, 
'Bad roads and high accommodation costs lead ,t,S 'thr3 " : 

suggestion.. I: 
I,,, 'I(, I;i ,' 

.I We had ,some suggestions on 
tourism .in 

improving the qual'itiy "02 I: 
the 'I'Reef and these wer'e 

i 

sugg,estions.' 
pretty down to' ear',th, ,I 

There should be good quality sea food served 'at:,, ". ',i .#, 
tourist resor.ts. Visitors 
savouring rock lobster, 

expect to have ,the ,opportuni,ty '3,,f : ', "' 
coral trout and oysters andrthis is 'no,%" 

always so. 
', 1; 

',, ,, Neither is tropical fruit readily obtainable; I! (1 '. 
" I; I'1 ,I /~ , 

./, $I .'j , I 
1 ,I 

,, ,' !, 
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0 Is the Reef the central drawcard? 

We agreed that it is the central drawcard. It is a 
* 

wonder of the world. 

. Are there any other drawcards? 

We looked at the other drawcards in geographical terms 
and we felt that these were'more important in the Cairns area 
than in the central and southern part of the Reef. 

a To what extent are visitor expectations being met by these? 

Visitor expectations are not so high with the mainland 
attractions. 

Group Five Report 
Group Leader: Stephen Le Page 
Market Advisor: Wally Franklin 

We had a very diverse group consisting of educational 
and institutional representatives, people from various North 
Queensland resorts as distinct from Reef resorts, government 
officials and sales operational people. 

Most of the groups that have gone before have .' 
paralleled our- own findings, with one or two-differences. 

e Discuss what visitors are seeking in a Barrier Reef holiday. . 

We had a problem actually in product identification, 
we couldnst decide what exactly constituted a Barrier Reef 
holiday. There is so much division, that we moved across to 
the types of things that people might want to get out of a 
holiday. For the overseas visitors, we identified that the 
primary objective was to see and experience the Reef, to get 
out and about in it, not just to view it from an aeroplane or 
from a glass-bottom boat but in act~ual fact to get in amongst 
it. The secondary objective was to have a tropical and 
romantic holiday. The third objective needed to be an activity 
orientated holiday to participate in activities that could not 
normally be done at home. The primary underlying motivation 
throughout for the overseas visitor was the need for an 
educational experience, perhaps something that could be taken 
home to their folks,, As far as domestic visitors go we saw the 
tropical climate as being very important - the climatic 
differentiation between here and down south. They did look for 
educational experience but it wasn't as important as the 
general carefree Barrier Reef holiday whichever way they 
defined Barrier Reef. In fact we saw that Barrier Reef was an 
emotive term which in fact denoted for the domestic tourist a 
carefree holiday rather than an educational experience. 

d 
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'. Do :you consider visitorj'e'xpectations. are: met by theirl!Re,ef 
/' ,,'holiday,? ,' (' 'S ,,' i .'I ',, ': : , 
( 

We::concurred tnroughout on 
I.. .: ', : 

this one ': 
,over'seas visitors were not beiqg met: 

expectat$on‘s, ,'jfo,L'. ' 
The reasons 'being that I: 

the,re were a lack of interpretative facilities '~0th ',ori la 
conimercial basis and an official basis. There is questionably. 
an inabili,ty to' readily experience the outeir ,Reef.' You': C'?n',L 
expemrience the fringing Reef off. the tropical islands q,ui,te" 
readily, but you cannot necessarily get to the : outer, Re'efi 

' easily and this reflected itself on 'the fact that there :was not 
enough products available for overseas or *domestic ,'tourLs'ts? 1 
There was a contention when answering this question; that'the 
Barrier Reef, is essentially a non-product '- I':11 deal,:,w~tii.~"t'h1,~ 
later .because it comes through and its a very important. one. 
B'Uf, the. contention was that it was a non-,product' which ha6 'been 
over-sol,d overseas. In other words, there is an'inabiLit,y in. 
physical.termsto ,experience',the outer .Reef', there is 'a .Ij&ck dt 
product., there is a lack of special interest tours a,ntl, 
operations or activities such as SCUBA diving, reef' wallfling and 

,so on. In other words we are selling something which,we,, cannot 
provide.' ',' 

Is the Reef the central drawca.rd? 
* '.I ;I . .' a 

'the 
It was felt by 'the group'#that this was ,not neces'sarilj 

case. What was felt as impor,tant was the 'total 
environment, a tropical environment, the Barrier 'Reef being a 
m.ost important and integral part of it. 

/ 
,. Are there other drawcards - for example, the mainland,? 

.I,, i (' 
We had' the benefit of various resort' operators' 

experience, and they came to the concluG,io,n in fact that each' 
market differed considerably. They felt that Reef viewing'.war,: 
not all, that important, that it was essential and.necessary, to' 
have a variety of other mainland attractions, such 'as national, 
parks, and various man-made attractions. There is a need,'for a 
'general recreational experience. : ( ' ~. 

8' ,' 
,,,' We didn't get enough time, ,'Mr Chairman, ,to ‘1 ahher - 
question five, but there was. one ,other point which, I:'would;.li'ke 
to :bring to notice. ,It en\erged tha't a&. a group' and' as' ,"an 
op,era:tional industry here, we do' not know' where' w:e ar'e . aWe 
could.n't identify what the Barrier Reef was, which.'.was really 
an indictment. We don't have enough products 'to,satisfy demand 
which we are in fact crea'ting and without ,demand' there is nc 
product. So whatever we actually go out and sell we ~wi:Jl 1n 

,fact, create that product. If, we are, then left high and dry 
,,witho,u't an ability to provide that 'product and satisfy 
jexpectations, of visitors 
look at'ourselves. 

then I ,think ,we should have 'a ,,good, ' 
," /I 

/ I,( 
',I ; I' I' : I 
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(' 

,, ,,; / ” ,, 

: 
,I:, 

~ 

,‘,I’ 
‘. 

I,,” 

,,I,, ,I”, 
:” I [” 

,,I ” 

,’ ., : ‘, 

‘,/ ,, ‘I 
:. I, 

;’ / ,: 

,‘I :, +q’ .’ 
1, ’ 

/ II,, ,, 



-42- 

WORKSHOP SESSION TWO 

SELLING THE GREAT BARRIER REEF 

(Chairman : Peter Wakeling 
Director of Marketing, Department of Tourism) 

Market Strategies 

DOUG NETTLESHIP 
(Mankman International Pty Ltd) 



. I ,  ‘, 
, .  

,‘. .’ 

, : I  ,‘, j 

0” , , , ,  ,j,’ 

I’ , ,  

‘I 
,’ 

, .  , m  

. , . “ , , , \ ; .  : ,  :  8, 

I  ,’ 
, :  

,’ :  .‘/ :  . ; ,  

, ,  8, I  

J . . ,  /~ “ I , , .  
. /  

(  .‘; 

I#’ j,' ," .‘, 

/  1, ”  ’ ,,i, : -43;' , 1, ,:; :I ',; I' 
; I ‘,‘I I , ,  /,’ :  , ( , , ,  . ,  ”  

'I 'I'!,' / I, (/ / ',',; ,I,; :" , ,i I. (. I 'I II,.< 
', ., ,' What, is, a.,mark,etl /stra,t,eg'y"and what are selling' tactic,s?, :' : 

,, ', ,; I ,': .‘. 1 , " ',, 1, ', 
The,answer, to developing a strat,egy 'is: ,' I 

, :, I 

, I  ('a) Know ..your product. 
: I' ,'i Product :' 

power, but dnily if it is used. : 
knowledge is,' selling,,, , 

II ;I ,,,' 8. 
/ "fh@ Great I: Barrier Reef 'I : 

se,parate pro,duct decisions, 
comprises' many products and, / mash .' !.'.r 

: 8. ;I 
', ,\ ,' 

", 
I:' "lb) "' 

; 
Know your ,custorner.. There are two types of c'ustomer ,I 'I:"' a#'! 

' , 'to. be, con,sidered he're. Firstly decision 'makers and secondl,y ,'i ,,rI'~/, 
those who, go along as part of the f,amily gtroup. Each howeve'r ' ', 'j;' 
has,his/her own life-style and the .prod,uct answer must be found : .,J': 

, to satisfyyindividual' customer wants. YoLi mus't make the I , I., 
' / tourist ',w'ant 'the Barrier.,Reef' . 

,' 
If they want, it enougi, the!, .I '.' ,,"', 

will move 'heaven and earth to trave'l there. ,;: * 
I'> 18 , I., ', ',, I,' I/ 9, 

8;' I 4 , 
I! a" ', (. c 1 Know 'your own organis'ation . 

.' individua,lly and collectively. 
The' Reef m,ust be ' 

I, ,associatioris to 
This calls for individuals at-B' ,! ! 

common ,,I get together ' in ,a' 'cause.'i 'Do pi; : *.I' 
a're' united. I' ,hondstly“ bel,ievei YOU 

,objectives; 
e:hough :to 

common'tourist 'themes, 
develop,, 'dommor- ," 1;: 

c,ommon 'tourist ,,brbchures so .I,\ !' 
"that you all,,echo the theme TWe,:are‘the greatest'? *I ', 1' '1' " 1. "" .,,s I' " /I 

: i (d) Kndw yourself. Regrettably 

,' ,'./, ,, I 1, , /' 

all too :ofteti composed of' rugged 
the tourist, industry 11~ 1, '11 ;l~" i 

:/ individualsc To sell tile /' ,.,,:1 , 
,. Barrier: Reef you must' subjugate your own partic,ular view poin?S '; ":," 

'and'link in a common 'task. Recognise that 'although you in8a):' !' 
,v' ,,iive in' idyllic surroundings, the tourist industry demands 24 

hours 'a day dedication ,I ". i,f you ,are 
,', 

to prove to',the prosperous ,,: ,, 
',tourist th'at'what you offer has the extra little somethin< the .;< 
,'others,haven't got. 

,' 
You must"provid,e that 'answer.,, I) I 1,"' 1 ,', 8, .' 

,( e ) Know your competition; 
the leisure industry;' 

First and foremost you are in ,; '8.0 

birds,' 
This' means you are in competition with ', 

booze an!' bookies, poker machines, caravans, launches,/ 1 i' : 
'TV sets, 'hi-fi, ,sports; cra.fts and one hundred or.,more o,ther :,)"//,, 
interests which comprise,the <leisure industry. ' #II I 

.' /,, 'I I ', ,j II' 
,, ,, I' 

,' 'At' ,that poi.nt you will re'alise your slice of the cake, ";fo,r ,tiie 1 
,' ‘,whole of the 'Australian 

comprise mory, :'than 
tourist 'industry 'probably does not I) " ,'I 

fi.ve' percent 'of the leisure 'industry. ,' 
I' Obviously your cbmpetitionhas be,tter answers than does tour,ism 1' :I 

.in Australia. " ,' 1 ( (' ' , 
, ,  I  

‘, 

, ,  
’ ‘< 

Know how to develop,,a marketing strategy. 
,<. 

exercise in ,problem Give 
Tackle 'this s,', 

solving. yourselfb m'ore , :, :. 
,' re:sear,ch', th,e,n:,devekop your existing sales practice in 'ordee. t:> ',,,) 

', From I' :achieve,: break--th,rough thinking. 
" : ,campaign .that c'an be c'bsted, 

that ,point 'develop a ,,, : /: 

I ',by!, step basis. I, 
time-tabled and' tackled 'or-i a, st6$, ',I, I I 

1' 1 i ', ,,' 
: /'.' 0 >', 

', ,I p' 
2 '. II ,I ,I, ,1',1 

" ,, /' ,, 
," 0 ,. ,'. 

,,)..', ,, I ,:, 'I,, '/ .'I 
:' .' ,, '; ,, 

,' ,:,,. : ', '/ ; , ,I , 83, ., 
,I. ,, , !,. ,,. / 

i, I., I ,I/ 
,';,I ,',I I, j . r ,I I, ( 

: ',,li ,,',':.,, 
',', 

'/,I. ') ,,/ ' ! '. *,'I, 1 ,,, :,,, a,'/, 
', ,,,: ',I, ,I 

I 'I ' : I' ' ,,,, 
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As part of knowing your customer better (see Item (b) 
above) YOU must develop common answers to the following 
questions: 

(a) Who makes the buying decision on travel . . . and does 
it vary from State t0 State? 

(b) What is it that they buy? Is there a different image 
for each of the coastal islands and a separate image again for 
the Reef and the Queensland hinterland. 

(c) When is the tourists' greatest need for travel ooo and 
when is yours? Maybe you must fill your hotels and motels at 
times which are not generally acceptable to the Australian or 
the overseas tourist. 

(d) Why do they choose the Barrier Reef? Do you really 
know the answer to this one and have you planned to constantly 
check and recheck the changing consumer reaction. For tourism, 
the only constant is change. 

(e) Where do tourists really want to go in Queensland? Is 
it enough to settle for one island, one section of the Reef, or 
one coastal or inland city? Most tourists crave many travel 
experiences in the one holiday. 

(f) Upon -- -which----group do YOU finally decide to 
concentrate? There is one thing for sure . . . you cannot win 
them all. Too broad a marketing strategy will only create 
customer confusion. You must decide on one grouping of 
prospective tourists, Australian or overseas, rather than all. 

You must concentrate on having successfully developed 
that marketing plan. Not until then can you consider tackling 
the next tourist grouping. 

Finally what is your attitude to this whole 
conference. Do you regard it as the end . . . or is it to be the 
beginning? 
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DISCUSSIGN:' (Chairma,n'L 'Peter Wa'keling 1 
,.' 

DR JOHN PIGRAM, University of. New Eng land :, 
consider 

Doug ,' whom;, 'do' I:~OU 

the most likely person 'or persons to ,make' b,uying " 
decisions to come to the Great, Barrier Reef? Iread recently ! , : 
that it's the kids ,who ,make the decisions as to wher,e (the i ,' 
'family group will go. If that's the case, could we make the '. ';. 
Barrier Reef region more attractive to kids? 

DOUG, NETTLESHIP: Right. Who makes the decision? Resea,rch has' 
proved that where: there is a family unit, ,its, a,'family. : ,, 
decision. Surprisingly enough, Melbourne 'people mak,e ,:amore 
family ,decisions than Sydney people: Interestingly when ,a 
group decision is made, 

,,, by ,th'e more 
it is made in both Melbourn'e ,and Sydney " 

affluent groups. Therefore you will1 attract the 
I.5 families ,if you, aim for the: higher price in the market rather' " ,I;,{, 

than 'the lower end. The, other question you asked "Is 'it.,the , ,, 
life,'for the kids?' ,' The answer is yes, however the :facili!ties 

: 

available now on the Barrier Reef are not good enough,. ,, 
1 

. ,' ;' * ,' 
DAvgD COLEMAN ,:Tropical Queensland Tourist ‘Association:8 Would 'I, 
you 'know how high ,tourism is, in' 
spending in Australia?,, 

the list of discretionary ': ', 
,, 

.' 8. : 
DOUG NETTLESHIP: Roughly it would be about $3,000 million. 1 
This lincludes commercial travellers who stop at motels. Eight _"I: 
out', 'of every, ten people 'that ,stop in Mackay, are commercial ", I' 
tr'avellers, very different to eight out of.ten at Shute Harbour .I ' 
or" somewhere else who are tourists. But let's give , some 
figures. Do you know' how much Queensland spends on racing 

', I,:,' 
" 

alone?, $600 million a year. New South Wales spends $2,000 
million, on po,ker machines. ',The whole of Australia spends' " 
$6,000 million on beer, ,wine','and spirits. 'Which 'is selling " 
best? ,Tourism? ,Beer, wine and spirits, or cigarettes? " 

'! 
LEONE,!,BENFIELD, Grace Bros. Travel: The travel a,gent when 
selling a client a Queensland package, .normally 'sells a flight , 1 ,:'I, 
,as the means of transport. Would it be feasible to introduce' a ,',, ' ! 
p,ackage, whtich the caravanning' vacationer could ,purchase,or, use I 
ateach destination. The,lpackage could includ,e a flightto the ,!i 
Barrier Reef, 
other words, 

or' a lunch and cruise to one of,the islands., In 1 ', ':, 
create some packages, more 

; wants to travel cheapl,y by caravan. 
for, the family manwho ,, I'I (I 

:' 

DGUG NETTLESHIP: 
I' 

Yes, it happens already in Tasmania with the ' 'I)' ' 
sale of tear-off coupons': Each coupon allows, the traveller one #, ',, 
;,type, of activity as' he can only do about one-fifth of all the \ '.' 
.idea#s proposed. And' it's got to include ar,plane flight to the ',:,"':I 
Barrier, Reef. If yo'u say. that people..get sea-sick, lthen one 'I ,I 
way, to 'see'the 
to, f.ind others. 

Barrier' Reef is by light aircraft; You've got' I:, 0.8 ' 
,' But'give your 8customer a choice. ,,. , : 

, I, ', 4 
I ",I 
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Identifying Market Profiles 

bY 

ALAN STRINGFELLOW 
(P&O Australia) 

There's been quite a bit of discussion this morning 
about the importance of overseas tourists and whether or not 
they are as important as some of us might feel. Nowhere has 
anyone looked at the flip side of Australians travelling 
overseas and the impact that the cheap fares and tremendous 
promotional attacks can have. Over a long period of time the 
tourist industry in Australia has had a running battle with the 
Government over various issues and with the Union movement over 
weekend penalty rates. It is always comforting to bleed a lot 
and say how badly done by we are and how a lot of the problems 
we face are imposed on us by external factors, by 
unsympathetic, uncaring bureaucrats, by difficult unions who 
don"t really understand the problems of free enterprise. 

ThereDs certainly truth in all those complaints, but 
the thing that none of us really want to accept is that one of 
the major problems we face is our own incompetence, stupidity, 
and lack- bf planning in the management, development and 
marketing of tourism in this country. And that is, I think, 
true for all of us in this room to one degree or another. 

The topic on which I have been asked to speak is the 
"Identification of Market Profiles", and this subject is set 
within the overall session topic "Selling the Great Barrier 
Reef" o We will be covering this topic by looking at the theory 
of market segmentation and then taking some specific case 
studies to illustrate how P&O used these principles to position 
their four island resorts. 

A DIGRESSION 

However, before getting on to that, I think we should 
examine the title of this workshop session. I believe that a 
more appropriate title would have been "Marketing the Great 
Barrier Reef" rather than "Selling the Great Barrier Reef". 
The difference is not mere semantics. In my view the different 
concepts which flow from these two words are significant and 
the difference in orientation which results may help us to 
understand some of the weaknesses of our managerial and 
marketing approaches in this industry. 

. . 
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‘i 

Few of us would disagree that 'selling 
;I 

is primarily 
conce'rned w:ith I and ,oriented inc:reased, sales of a 
particular product. 

towards, 
To this end, I, would suggest; a: selling 

,organisation is on,e which is concerned with stimulating demand 
for existing products. In the tourist, industry this means "mo,re 
money spent on advertising, on brochures and on visiting travel '. 
asgents, or having them visit your re'sort, motel or facility. 
In other words, the solution to insufficient sales is seen to 
l'ie in merchandising and promotion in a battle to increase 
sales at the expense of one's competitors. In times of _ 
difficult trading, such as the tourist industry has, and will 
continue to experience, this combative approach is likely to be 
further accelerated as operators strive to survive. I am' not 
suggesting that such activities are of no use. However,, I 
would suggest that such approaches are only a partial 
solution. What then should we be doing? 

I would suggest that we, as operators, tour 
wholesalers and travel agents in this industry, should redirect 
our emphasis away from selling, and mbre towards marketing. In 
other words, we should change the,emphasis from trying to sell 
our existing products to tailoring products to the needs of our 
customers, 

In this way we can ensure that we'do not end up with a 
product which does not fit the needs of our clients. As well, 
such an approach would enable the entire market to be expanded 
so.providing a.bigger cake to go round. 

At the moment we're really competing with each other, 
trying very hard to increase our sales at the expense of 
someone else, without really understanding, that we're all in 
the one pot together. The sooner we increase the total market, 
the more chance wesve got of mak,ing a go of this industry. 

It is important to realise that product in this sense 
does not just mean the physical buildings, etc., but 
encompasses service standards, activities and the overall 
ambience of the facility. 

Thus the marketing concept can be seen as focusing on q 
customer needs by means of an integrated marketing approach 
with the object of generating customer satisfaction, not sales 
volume. The latter will flow from such customer satisfaction. 

.I would now like to look briefly at the factors 
involved in the implementation of such an approach. 

,.s 
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To develop 'a marketing -orientat.ion .within our 
organisation, we must firstly engender an attitude which 
focuses on the needs of our customers. 

To do this we must:- 

(i) Clearly define what business we are in, A resort is 
not merely a place which provides accommodation and 
meals. It provides a total holiday experience and 
fulfills individual dreams. 

This morning we had a speaker who began his career as 
an illusionist (Paul Strangleman-Due). It seems to me 
that is in fact, one of the businesses we're in, we're 
in the business of illusion and we have to maintain 
that illusion for people. A visit to most of the 
Pacific areas will convince you that illusion works 
wonders in environments which in many cases are 
inferior to our own. 

Therefore, each activity or entertainment on the 
resort has to be handled with that in mind. Fznployees 
must also have that impressed upon them: For a guest 
the whole experience must be relaxing and pleasant. 
After all, he's paying for it. 

(ii) Recognise that we cannot be all things to all men. 
Th-i-s- --is---mos-t- difficult- to accept;-.- --Yet-- clearly, no 
resort can hope to satisfy all the diverse needs of 
all possible guests. Thus it is important to target 
our operations (i.e., our product) to the needs of one 
segment of the population.9 In other words, we have to 
position our product somewhere in the market place. 
This does not mean we will not have visitors from 
outside this segment. It merely means that in 
everything we do we will be catering primarily to the 
needs of the one group of people whom we have accepted 
as our target market. How we might select this group 
is looked at further on in this paper. 

(iii) Tailor our promotional messages and selection of media 
to our primary target market. 

(iv) Accept that our own views of the world may not be 
consistent with those of our customers. Therefore, in 
arriving at an understanding of the consumers' needs 
we should research our market. This does not have to 
be expensive but it still may be beyond the resources 



$ Finally, I would suggest 
\ ', 

tha,t, we seek to 'satisfy ,' : 
customer, needs as a, means to long-run profit growth and market ', ," 

'> share rather than seeking to maximise profits, per se, in the "I 
b 'short-run; After all, we have long term investX&it~in pla,nt ': 

and,,b,uildings,and it is essential that we remainin business to', 
utilise these assets in the long term. 

': 
This does not mean we, ', 

should satisfy our guests' needs by providing a Rolls-Royce 
service at Honda Civic prices. -,, 

Rather, we should be constantly on 'the lookout for ,, 
things we can do for our guests and ,ways 'to do them 'better, '. 

,while always balancing (them against:8the',cost of ',doing them. 1, 

MARKET SEGMENTATION - THE THEORY ',' 
/' * ,' 

'8' .' / 
, / -, 
:. ,' ' ' 

* / The approach, is to use what John Richardson mentioned ( 
', ., earlier - market segmentation. Market ,segmentation can :be ',, 
'$' 'I I,' defined as subdividing the market into homogeneous sub-sets,of / 
I 8' cu~stomers, where.any,sub-set.may be selected 'as a target market ', (I ,I 

to be reached with a particular marketing mix..' Thus 'it;',can: be ,[ ,,'{ , ,. I(, is that the" nidrket, 'seen that the basis of' market segmentation 

,I i,s not a collection of'buyers with undifferentiated needs. The ,, 
advantage of understanding and using market segmentation 6s ," 
that 'individual, sellers can find 'a niche in a market and ,I:' 

I believe this is ,of particular significance' in ,,'I ( s'erv,,ice it. ' ' 
,, ,' the tourist industry. ,, '1 , , I,,,' 

, .  ,’ 
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