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VPS Program

» This project is part of the Visitor Profile and Satisfaction (VPS)
Program, developed by TRA, in conjunction with ACNielsen, which
: offers a standard project model for destination-based tourism research.
.« The overall objective of the VPS Program is to develop a
: comprehensive understanding of the profile, travel behaviours and
satisfaction of visitors to participating destinations.
 The more specific research objectives of each project are to :
— compile a visitor profile for the destination
— identify aspects of visitor behaviour
— measure visitor expectations and satisfaction
— measure visitor expenditure
— investigate visitor flows to other destinations visited during the trip

 This document is the Base Report and provides an overall summary of

the survey results. For further analysis of the survey results, please
refer to:

— The set of Excel tables provided separately, which provide detailed tables
for all survey questions. The Appendix provides some advice on the
reading and interpretation of these tables; and

The SPSS file provided separately, which permits further analysis as
required.
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Executive Summary

What do visitors expect?
» Visitors expected the Darling Downs to have the following attributes:
— “Quality time with partner / family / friends” (65%)
—  “Tour around and explore” (59%)
— “Relaxation and rejuvenation” (56%)
— “Opportunity for a rural experience” (45%)
— “Chance to discover something new” (45%)

What are visitors experiencing?
« The top two reasons for choosing to visit the Darling Downs are:
— Visit family there (22%)
— Attend a specific event or exhibition (12%)
« The key activities undertaken by visitors to the Darling Downs are:
— “Just walk or drive around/ general sightseeing” (64%)
— “Go shopping” (54%)
— ‘“Eat out” (51%)
— *“Visit Picnic Point” (35%)
— “Visit friends or family” (32%)
—  “Tourist drive” (32%)
“Visit botanic gardens” (27%)
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Executive Summary

Were they satisfied with their experience?

. * In terms of overall satisfaction, 82% were satisfied with their visit to the
i HEE Darling Downs

i« Expectations were somewhat better or much better than expected in
the case of:

— “Tour around and explore” (59%)

— “Something the kids would enjoy” (55%)

— “Experience arts or culture” (53%)

— “A place to spend quality time with partner/family/friends” (53%)
— “Aromantic getaway” (53%)

* Friendliness of locals, local atmosphere, personal safety and security,
value for money, public amenities and variety of things to see were the
key strengths of the Darling Downs. Visitors were more likely to rate
these attributes as important and be satisfied with the attributes.
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Executive Summary

. What is the visitors’ profile?

413 «  88% of visitors to the Darling Downs are overnight visitors and 12%
- are day visitors.

23l e 79% of domestic visitors are from Queensland, 8% from NSW, 8%
:d Victoria, 3% South Australia and 1% Western Australia, and
Tasmania respectively.

o 22% of visitors to the Darling Downs visited friends or relatives while
47% visited for holiday and leisure purposes.

* Visitors were more likely to have travelled with their partner/spouse
(47%) and used private transport/their own vehicle (84%) in order to
reach the Darling Downs.

e Bookings most commonly made before the trip were with
accommodation providers (26%), however most people (41%) did not
make a booking prior to their trip to the Darling Downs region.

» 42% of all bookings were made via the Internet.

S . The average length of stay for all visitors was 2.8 nights in the Darling
s Downs (total trip length of 14.1 nights).
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Executive Summary

How did the visitors travel in and around the Darling Downs region?

People visiting the Darling Downs were also likely to visit Brisbane
(38%), Esk or Crows Nest (15% respectively).

Common stopping points before getting to the Darling Downs included
Brisbane (27%), Roma (6%) and Warwick (6%).

Common stopping points after going to the Darling Downs included
Brisbane (12%) and Esk (10%).

How did the visitors decide to visit?

The majority of visitors (47%) made the decision to visit the Darling
Downs well in advance of the trip (27% 1-3 months before, 20%
3months or more).

82% of visitors did not consider another location as an alternative to
the Darling Downs .

Almost half of visitors (45%) relied on prior experiences for information,
while 35% used the internet and 26% asked friends or relatives.

Will they visit again?

63% of visitors stated they would be likely to visit again in the next 12
months.

78% of visitors said they were likely to recommend the Darling Downs
to others as a destination to visit.
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What do visitors expect?

« Experiences expected at destination
« Whether expectations satisfaction
o Activities
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Spend quality time with partner / family / friends

Opportunity to tour around and explore

Relaxation and rejuvenation

Rural experience
Chance to discover or learn something new

Food and wine experiences
Experience our nation's / Australia's history

Nature based experiences

.-....-

Good shopping
Opportunity to experience arts or culture

Something the kids would enjoy

Romantic getaway
Enjoyable nightlife and entertainment

Luxury and indulgence

Other {
Base n=220

0% 10%

20% 30% 40% 50%

60% 70% 80%
Percentage expecting experience
£ aqu_ralia L COWA
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Whether Expectations Met

“Which, if any, of the experiences listed below did you expect the Darling Downs to offer?
If you answer YES, please indicate how well the region met this expectation.”

Quality time with partner / family / friends _I— 47%
Luxury and indulgence __ 58%
A romantic getaway _I— 47%

z Nature based experiences | 16% _ [I80%6 ] 53% |
G Good shopping | 11% [ 18500 ] 53% |
2 A rural experience | 12% IS99 48% |

§ Experience arts or culture :E— 45% |
:'-: Something the kids would enjoy 27% [ 28% ] 42% |
E_'; Experience our nation's / Australia's history _E_ 55%

i Tour around and explore _E— 37%
Discover or learn something new _E_ 48%
Relaxation and rejuvenation | 13% [ 80% ] 43%
Food and wine experiences __ 52%
Nightlife and entertainment _E_ 60% |
oter [ 23% _ [INAAs ] 27%
T . T  _r 1 71 T T

0% 10% 20% 30% 40% 50% 60% 70% 80%

O Better @ Somewhat better than expected O About as expected

Base includes only visitors who expected experience
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High

Expected

The four quadrants detailed are:

Interpretation of Expectations & Delivery

The following chart compares the incidence of visitors expecting an experience with the incidence
of having that expectation exceeded.

Areas of high concern

Experiences that are
generally expected

but are less likely to
exceed expectations

Key destination features

Experiences are generally

expected and are likely to
exceed expectations

Ex periences that are not ..
/ generally expected and are
less likely to exceed

Low concern experiences

" Experiences that are not .

generally expected but are
more likely to exceed

’ expectations

Possibility to promote

£ ausfralia.cow\

Exceed Expectations High
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90% |

- i
q_) '
= 0/ . | . .
5 80% | Areas of High Concern Key Destination Features
c :
£ 70% Qudlity time with partner /
2 | family { friends
E”? i Tour around and explore
8 60% Relérxation and rejuvenation @
< o
— |
‘2’_ 50% Discowizr or learn something
> Food and Wine‘experiences * | OAnFuV}'m experience
S 40% | . Experience our nation's¥ o Nature based experiences -
) Australia's history ¢ Good shopping
© |
3 30% | Experience arts or culture
e : . Something the kids would
2 ! enjoy
§ 20% | # A romantic getaway
o |
@ @ Nightlife and entertainment @ Luxury and indulgence
2 10% !
ht | Other
2 Low Concern Items : Possibility to Promote ¢
2 0%
= 20% 25% 30% 35% 40% 45% 50% 55% 60% 65% 70%

Low Exceed Expectations High
How well did this destination meet your expectation?
*Whether expectations exceeded is only asked where experience is expected
Tourism frustvalia
{ra. aus{;ral:‘a L CO WA Tourism Research Australia 14



Ivities

Act

Il activities above 5% participation

32% 32%

35%
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Were they satisfied?

« Satisfaction, Revisitation and
Recommendation
« Trip Aspects
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Satisfaction, Revisitation, Recommendation

“Overall, how satisfied or dissatisfied were you with your experience at the Darling Downs? ”
“How likely are you to return to the Darling Downs in the next 12 months?”

“How likely are you to return to the Darling Downs in the next 3 years?”

100% -
0,
¥ 90% { g0 85% 87% 88% 87% 84% 84%
ie 80% A
: 70% -
H
‘- 60% -
50% A
B 40% -
. 30% -
20% A
10% A
0%
Total  (7220) VFR (1=48) Holiday/leisure ("=103)
*small base *small base
[] Satisfied: (Net ‘very/fairly’)
[] Revisit in 1yr: (Net ‘very/fairly likely’)
[ Revisit in 3yrs: (Net ‘very/fairly likely’)
B Recommend: (Net ‘very/fairly likely’)
Base n=220 :
asen Tourism Hustvalia
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Satisfaction, Revisitation, Recommendation

“Overall, how satisfied or dissatisfied were you with your experience at the Darling Downs? ”
“How likely are you to return to the Darling Downs in the next 12 months?”

85% 83% 86%
75%

82%
79% 77%

Total (n=220) Day visitor (n=26) Overnight visitor (N=194)
*small base

[] Satisfied: (Net ‘very/fairly’)

[] Revisit in 1yr: (Net ‘very/fairly likely’)
[ Revisit in 3yrs: (Net ‘very/fairly likely’)
B Recommend: (Net ‘very/fairly likely’)

Tourism Fustvalia
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Overall
satisfaction Benchmark
) \
Very satisfied
> 82% ! 82%
.3
T
+¥ Fairly satisfied
ey
I Neither satisfie /
:='i nor dissatisfied

Base n=220

Benchmarks are the average of all (unweighted) VPS destination projects with at least 30 respondents.
Only most recent wave for each destination is included.

Tourism Research Australia
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Likely to return

N
Te In next In next
: 12 months 3 years

Very likely
Fairly likely
Neither likely
nor unlikely 13
13
11

Base n=220

Only most recent wave for each destination is included.

tra. auS{'_ralia.cow

¢ “How likely are you to recommend the Darling Downs to other people as a destination to visit?”

)
- .

Likely to ‘revisit’ and ‘recommend’ destination

“How likely are you to return to the Darling Downs in the next 12 months/next 3 years?”

Likely to
recommend Benchmark
‘Recommend’
\
78% } 849/
9
o :
3 2

Benchmarks are the average of all (unweighted) VPS destination projects with at least 30 respondents.

Touvism ﬁus-h&lim\‘
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Importance of Trip Aspects

“Again, thinking about your most recent trip to the Darling Downs, how important or unimportant was ...”

(Net) Important

Personal safety / security 21% 70%
Friendliness of locals 26% 67%

Local atmosphere 17% 63%
Signage 28% 62%

Public toilets 24% 61%
Value for money 20% 61%

Roads 24% 56%

Variety to see and do 21% 54%
Restaurants and cafes [ 14% [ e T 53%

Food & beverage [ 16%0 [ 53%

National parks / natural attractions 18% 49%

i Informationservices [ 16% [ R T 48%
Atractions | 15% [ e 46%

Commercial accommodation [ 10% [T 38%

Current level of development | 6% [ 7] 30%

Shopping [ 7% [P 27%
Local transport | 6% [0 12%
Tours BYTA 10%

Nightlife 3OBTE0 8%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Base n=220  Note: Net values are rounded O Very Important B Important

Tourism Fustvalia
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Satisfaction with Trip Aspects

“And how satisfied or dissatisfie

d were you with....”

(Net) Satisfied

Base n=220 but rescaled to exclude
Note: Net values are rounded

O Very satisfied B Satisfied

‘Not Applicable’

tra. ausfralia.cow\

Tourism fushalin /"
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90%

Friendliness of locals 55% 80%

H Local atmosphere 46% 75%

i Value for money 35% 74%

' Roads 35% 74%

Food & beverage 47% 74%

Personal safety / security 45% 72%

Public toilets 34% 68%

Variety to see and do 39% 67%

Information services 42% 67%

Signage 28% 66%

Restaurants and cafes 38% 66%

Attractions 36% 66%

+ National parks / natural attractions 41% 65%

*  Commercial accommodation 32% 58%

: Shopping 29% 56%

Current level of development 22% 54%

: Nightiife |78% [ AT 25%

: Local transport | 13% [ °0A 22%
0% 10% 20% 30% 40% 50% 60% 70% 80%




Maintain = .o

~"Monitor to ensure that the ™,
" provision of these trip ‘
. aspects do not decline and
. undermine your destination’s
“... overall appeal )

Strengths

Actively ensure that these
trip aspects (your core
strengths) continue to
maintain their ground.

.~ Trip aspects that are not ™.
central to visitor
~ needs/wants, and hence
" take second place behind .~
.. primary areas

Secondary Area for Improvement

Respond to an unmet
demand by actively
working to
develop/build these
important trip aspects

Primary Area for Improvement

Total Important

£ ausfralia.cow\

High

Tourism Fustvalia

Tourism Research Australia
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Importance versus Satisfaction

T
I

80% | @ Friendliness of locals
i

Maintain
Local atmosphere Stren gth S
Food & beverage, ﬁoa ds Waﬁje for money
= X @ Personal safety / security
= 70% formati . ! £Jblic toilets
T nformation §erV|ces’ | arietytos %?d do
Frm Attractions 4 — —g ~ @~ — - —- —- @-Signage- - — - — - — - — - ===~
¢ es@.lrants ?nd cafes
National parks / natural

| .
60% .attractions

& Commercial accorrmoéjation
¢ Shopping I
& Current level of development

. Bat CL LN T
el £ X

30%
¢ Nightlife
20% @ Local transport
& Tours

Secondary Area for Improvement Primary Area for Improvement

15% 25% 35% 45% 55% 65% 75% 85%
Total Important High
*Satisfaction rescaled to exclude ‘Not Applicable’ E(Afism ‘&HS‘I'V&"G
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Where did they go?

e Towns stopped at
« Time spentin towns

-

Touvism fustvalia
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“Please select on the following map all the towns
that you visited, only selecting those places you
TOW n S St O p p ed At actually stopped at. Please remember to include

the location where you were recruited.”

‘..I..

__________________________________ T ————

"R Bad
:..:ooo!."

Ballina

@
P

B s B

Tenterfield WL 3 L3

The number in each circle (and the size of circle) refers to the percentage of visitors that stopped at that place.
NB: The Darling Downs region includes Toowoomba, Crows Nest and Dalby

Toovcii Auckalia™

Tourism Research Australia 26
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Towns Stopped at Before Darling Downs

*,  “Please indicate the order in which you visited each town by placing a '1' next to the first town you
+% visited, a '2' next to the second town you visited, and so on. "

50%

45%
45% 1

No earlier stops Brishane Roma

Warwick GoldCoast Goondiwindi

Top Towns visited before the Darling Downs

« Base n=220 _ E(Arﬁm ﬁ“?"ﬁ"ﬁy
: {rﬁ-ﬁusf_l’alna.aow\ 27
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Towns Stopped at Immediately Before Darling
Downs

50%
45% -
40% A
35% A
30% A
25% A
20% A
15% A
10%

5%

0%

45%

No earlier Brisbane Warwick Roma Millmerran
stops

Top Towns visited immediately before the Darling Downs

- Base n= louv sm “US"V’G““'y
« Base n=220 L
{ra Lau Sf_ra ln G.COWnA Tourism Research Australia 28




Towns Stopped at After Darling Downs

“Please indicate the order in which you visited each town by placing a '1' next to the first town you
: visited, a "2' next to the second town you visited, and so on. ”

60%

53%

L]
etetened e
e o

YRR
T

L]
L
L]
L]
-
-
.
. .
A

No Town Visited

Brisbane Esk
After

GoldCoast Roma

Top Towns visited after the Darling Downs

Base n=220 _ E(Arﬁm ‘&US+V&'|0!>K
{t’a.ausf_ralna.gom 29
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1)

owns Stopped at Immediately After Darling Downs

‘Please indicate the order in which you visited each town by placing a '1' next to the first town you
visited, a '2' next to the second town you visited, and so on. ”

5% 4%
No Town Visited After Crows Nest Brisbane

Top Towns visited immediately after the Darling Downs

Tourism fushalin /"
{ra. ausf_ralia L CO WA Tourism Research Australia 30
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Side Trips from Darling Downs

“Please indicate the order in which you visited each
town by placing a '1' next to the first town you
visited, a '2' next to the second town you visited,
and soon.”

5%

2%

1% 1% 1% 1%

Base n=220

Towns visited between first and last visit to the Darling Downs

NB: ‘Any Towns’ represents the % of people who have taken a side trip.
The % for each town represents the number of side trips made to that town

tra. ausfralia.cow\

ouvism Frustvalia
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Time spent in towns

“How long did you spend at each town? ”

% people who stopped at each town

100% 38% 15% 34% 15% 12% 8% 1 0% 7% 12% 9% 86% 11%
14% 15%
of
90% 25%
30%
80% 40% M 439 15%
70% -+ 61%
63%
60% -
50% A
40% A
30% A
20% A
23% 27% 20% | | 289
10% 1 ) Clo21% | | 1906 | |23% 19% | | 1606
12%
O% T T T T T T T T T T T
e X N X & Q > . > -
@Q é@e (&‘0\\ Q/% S @) @(\ Q\O\\ é\"b’ 0{0 O{b'% éo \$\0
P 2 Q @) 8 > & & 19 & &
BN o\$ 0\6 & \L_\Q \\\ -QQ’ $o $
» © 000 ) éQ\ &00
00
<)

O Stopped during the day @ Stayed one night
B Stayed more than one night B Passed through

.1 Base varies by town visited (only includes towns visited by at least 25 E(Arﬁm ‘&US’I'V&“G
respondents) tra.avstra lf G.CcowA Tourism Research Australia 32



How did the visitors decide
to visit?

Purpose of trip
Previous visits
Planning the trip
Alternative destinations
Why chose destination
Information sources
Bookings

Touvism ﬁus+va|im\/
33
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Purpose of trip

“What was the main purpose of the trip?’

47%

Holidays Visiting Work or Visiting Entertainment Sport Shopping  Conferences
relatives Business friends

Base n=220

Tourism Fustvalia

tra.australia.com Tourism Research Australia 34



“Was this the first time you had visited the Darling

Downs, including both day trips and overnight
trips?”

Base n=220

tra.avstralia. com

Previous Vvisits to destination

“How many times have you visited the Darling

Downs, including both daytrips and overnight
trips ”

In past year

In past 3 years

Tourism fushalin /"
Tourism Research Australia 35



Planning the trip

“When was the decision made to visit destination?’

45%

28Y%
27% °

22%

s 15% -
S 10%
:
:

5% -

0%

*Day n=25 (small base)
Overnight n=169

tra. aqu_ralEa.cow

10%

11%

9%

10%

2%

1%

Base n=194 O Total @ Daytrip* B Overnight

While onthe Ontheday Week before 2-3weeks  1-less than 3 3 -less than 6 6- less than 12 More than 12
road just before the trip before months before months before months before months before

Tourism Fustvalia
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Why chose destination

“At the time of planning this trip, would you have
gone to the Darling Downs for this trip if your
friends or relatives weren’t there?

Base: n=71 (Visiting friends or relatives)

28%

FELL T
TYLLL.

2%

%

tra. ausfralia.cow

7% 7%

8%

2%

O Reason (multi) @ Main Reason (single) :
Touvism frustvalia

Tourism Research Australia
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Information sources

“Before leaving home, which of the following information sources did you use to obtain information
for this trip to?’

30% -

35%

Travel agent

Base n=220

™
o
[ ]
-
-
-
L
L]
L
L]
L]

37%

Internet

tra. aqu_ralEa.cow

o 28%

10% 10%
7% 7% 7%

m - =
Travel agent Visitor Travel guide / Motoring Advertising, Friends or  Visted before Other
website information brouchure  associations articles, relatives
centre documentaries
O Total E Daytrip @ Overnight
Touvism frustvalia

Tourism Research Australia 39




Bookings made

“Prior to your trip, did you yourself make any bookings for the trip with...?”

80%

105 3%2053% 5%5%°%
0

0% -
3 O ) N < N\ 3
: v ¢ & & s © & SR
: <& ~o\\’6 Q& O & 'bbz ’25\\\
. N » o © @ &
. & > 6\@ \\Q Q}6 \((\
- C}o @ CJO ..\\0 (\QJ (\0
> ?g/ 4\6 S O
> & <
I )
A%
O Total @ Daytrip* E Overnight
Base n=220

*Day n=26 (small base)
Overnight n=194

-

Touvism fustvalia
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TILLLA
RTTLL

“Prior to your trip, did you make any “What did you book on the internet?”
bookings for the trip on the internet ?”

Not _
Stated Accommodation

Q%

70%

Air travel

A hire car

Other

Coachor bus
travel

Base n=92 Base n=38 , : : : :
0% 20% 40% 60% 80% 100%

Tourism Fustvalia
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What did they spend?

 Average Expenditure
 Proportion spent on various items

-

Touvism fustvalia
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Average expenditure

“How much have you spent so far in the Darling Downs, including any money paid before the trip, and
excluding any package expenditure?

How much do you think you will spend in the Darling Downs for the remainder of your stay excluding any
package expenditure?”

$102

Average Total
Expenditure

$250

$102

Average Dalily
Expenditure
$130

Base n= 89 (day) 203 (overnight)

O Per day visitor B Per overnight visitor

Tourism Research Australia

s Touvism ﬁus%alimy
: tra.avstralia.com 43



excluding any package expenditure?

Proportion spent on various items*

“How much have you spent so far in the Darling Downs, including any money paid before the trip, and

Accommodation

28%

L J
> 0

-

4ot
« . * Takeaways and restaurant
meals

Shopping, gifts, souvenirs

Fuel

Groceries (eg for self
catering)

0
Airline Fares
I >

Car hire
e

33 T t f 2%
. ours, entrance tees
: 2%

Base n= 89 (day) 203 (overnight)

tra. auS{;ralEa.cow

* Proportion of total, excluding other major capital expenses

0.4

40
R
10%
16%
26%
I io%
8%
8%
| 11%
Other 4%
7%
0 0.1 0.2 03
Oday visitor Eovernight visitor
Tourism Frustvalia
Tourism Research Australia 44
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Transport to destination

Accommodation

Travel party
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Trip Details
Length of trip
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Average length of trip (number of nights)

“How many nights did you stay in the Darling Downs during this trip?”

“In total, how many nights did you stay away from home for your entire trip?”

25

28 - 3.1 4.0 29
0 | . I 1} I

Total Day visitor* Overnight VFR* Holiday*

:.'.'......... adde e :-. : ::
= N
(6] o
1 1

H
(@)
]

Nights stayed

(6)
]

visitor
Base n=220 @ Total nights not at Darling Downs
*Day n=26 (small base) . .
Overnight n=194 O Nights at Darling Downs

VFR n= 48 (small base)

Holiday n= 103 (small base) "‘Bur'sm ﬁﬂ?"ﬁ"ﬁy
tra.avstralia.comn Tourism Research Australia 46



Main transport to destination

100%
84% 84% - 90%
- 80%
- 70%
- 60%
- 50%
- 40%
- 30%
- 20%
[
10% 13% 10% 10%
204 3% 3% 20 3% 1% 0% I °
— —1 0%
Air transport Private / own vehicle Rented / hire vehicle Bus coach Not stated
O Total HE Daytrip H Overnight
Base n=220
*Day n=26 (small base)
Overnight n=194
VFR n= 48 (small base)
Holiday n= 103 (small base) ’
Tourism frustvalia
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Standard hotel/ motel / motor inn/ resort (below 4 star) 34%
Caravan park or commercial camping ground
Friends or relatives property (no payment required)

Guest house / Bed and Breakfast

Rented house / apartment / unit / holiday flat (not serviced
on a daily basis)

Serviced apartment

Caravan or camping on crown land, or in a national park

T'Caravan or camping by side of road or on private property

Not stated

Other 2%
Base n=194 T T T T T T T T T T

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Tourism Fustvalia
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“How would you describe your travel party, that is, all persons with whom you directly
traveled and shared most expenses? Traveled with ...”

49%

40% -

30% -

20%
20% 19% “" 1594
10% - 8% 9%
4% 4% 4%
J:Z/“—y— 1% g, 1% 0% 1% 1% g9 09 1%
0% 4 B ] = ;
Alone Partner Immediate  Friends / Business Business Non-school Other
family relatives assoc w/ assoc w/out group
spouse spouse
O Total @ Day visitor* B Overnight visitor
Base n=220
*Day n=26 (small base)
Overnight n=194 "
: Tourism Rustvalia
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About the visitors

lin
Tourism Rustali / o
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Visitors — Usual Residence

“Do you reside in Australia? ” “In which State or Territory do you reside? ”

No
8%
Yes
92%
Base n=220

-

Touvism fustvalia

{ra. aus{'_ralia L O WA Tourism Research Australia 51



Gender & Age of Visitors

“What is your age?”

“Are you: Female or Male?”

0% 10% 20% 30% 40% 50% 60% 70%

Male 41%
Female 54%

Not Stated 6%

151to 24 years 4%

o @ peonae et

2510 34 years 13%

:

3510 44 years 22%

45 t0 54 years 17%

55 to 64 years 25%

65 & more years 19%

Base n=220

-

Touvism fustvalia
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Working Status

“Which one of the following best describes what you are mainly doing at present? Are you...”

0% 10% 20% 30% 40% 50% 60% 70%

=
- | | | | | | |

Working full-time (Work 35 hours or more
per week)

42%

Working part-time (Work less than 35 hours
per week)

Not currently employed / looking for work

Retiree / Pensioner

Mainly doing home-duties

Studying

Other

-

:.'l. Base n=220 “B(Arism ‘&US‘I'V&HG

tra.av S{'_ra lia L CO WA Tourism Research Australia 53



Weekly household income before tax

“And which one of the following options best reflects the combined income of everyone in
your household, before tax or anything else is taken out? Please include pensions and
allowances from all sources.”

0% 10% 20% 30% 40% 50% 60%  70%

$1 to $79 (weekly) - $1 to $4,199 (Annual)
$80 to $159 (weekly) - $4,200 to $8,299 (Annual)
$160 to $299 (weekly) - $8,300 to $15,599 (Annual)

$300 to $499 (weekly) - $15,600 to $25,999 (Annual)

$500 to $699 (weekly) - $26,000 to $36,399 (Annual)

2%
o8
a®
%

$700 to $999 (weekly) - $36,400 to $51,999 (Annual) 14%
$1,000 to $1,499 (weekly) - $52,000 to $77,999 (Annual) 14%
$1,500 to $1,999 (weekly) - $78,000 to $103,999 (Annual)
$2,000 to $2,499 (weekly) - $104,000 to $129,999 (Annual) 14%
$2,500 to $2,899 (weekly) - $130,000 to $149,999 (Annual)
$2,900+ (weekly) - $150,000+ (Annual)

Refused

Don't know

Not stated

Touvism ﬁus+va|im\/
54
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Lifecycle

“Are you single or part of a couple?”
“Do you have any children aged 15 to 24 living with you for whom you are the parent or guardian?”

“Do you currently have any children aged 14 years or younger living with you for whom
you are a parent or guardian? ”

50%
45% 1 419%
40%
35%
30%
25%
20%
15%
10%
5%
0%

! oo ! (o)) ! c n (= ) <
CCDU LCc|_)c£<_.-a_-vu: = = O S o = £ _ o E — = o
o c o .= o x o .= (o) n O = (o)
c = n o c o 173} S T C
cc 29T XEP2 200 X 2 Ctg5 003z g L2 k= =
< = =) =} ™ = N
55502282y, 0283 B85E ESRL 2= o £Ea3
it o L S 5= n L S - © 5O ] =
C’;E = = = k=] Ewn = Qs
o) S0o3% o) ccs°=°§o-—+ = g:;
o >E o :'So Q >\£OID o o 8
o — = >
Base n=113

Tourism Fustvalia

tra. ausf_ralia L CO WA Tourism Research Australia 55



Willing to be recontacted?

“We will be re-contacting a small number of those taking part in this survey to be able to fully
understand the survey results and to get ideas on how to improve the experience for those visiting the

Darling Downs. Would you be happy for us to contact you by telephone to answer a few questions or
to arrange a face-to-face interview? ”

%
o8
a®
%

Yes 58%

Base n=220

Touvism Rustvalia
tra. ausfralia L O WA
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Specific Questions

lin
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100% -
90% -
80% -
70% -
60% -
50% -
40% -
30% -
20% -
10% -+

0% -

87%
83% 79% 80%

12% l%10 11%

19

14
10%

Did you visit any of these locations?

“ Did you visit any of the places listed below while you were in the Darling Downs region?”

86%
83%
760 O 78%

13
10% [111% | 9% 11% | [12%
79

O Yes @ No B Not Stated

tra. ausfralia.cow\
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40%

35% -
30% -
25%
20% A
15% -
10% - 8% 8% 20 8%
%7 20 206 2%

0 L TR |

O

e
c10‘(\ . 60
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o O
© S
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e® 0\\@
Base n=220

O Total E Daytrip @ Overnight
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Importance versus Satisfaction

“How important or unimportant was it that the following had extended opening hours ...”
“And how satisfied or dissatisfied were you with the available opening hours at the following...."

*Satisfaction rescaled to exclude ‘Not Applicable’
tra. aus{;ra 1G . CO WA

Total Satisfied

Tourism Fustvalia
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70% |
Primary Area for Improvement ! Strengths
|
i
60% !
|
i
i Restaurants and cafes
™ 500 Retail Shoppifﬂg‘ ¢
3 [ @ oo
%‘ iGrocery Shopping
£ i
= 40% . _ |
T Attractions |
S i
¢ Pubs/clubs/bars !
30% :
i
|
|
20% i
|
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10% :
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“Do you think that if you did return to the Darling Downs you would return in the same season again

Willing to return in the same season
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Appendix

-
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Methodology

Field dates
e 14/07/07 — 28/07/07

Face to Face Recruitment Locations

» Picnic Point Lookout, Cobb & Co Museum, Toowoomba VIC, Quality Hotel Burke &
Wills, Ruthaven & Margaret St Intersection.

Postcard Recruitment Locations

« Hampton VIC, Cobb & Co Museum, Toowoomba VIC, Quality Hotel Burke & Wills,
Picnic Point Toowoomba Café, Jondaryan Woolshed, Dalby VIC, Danish Flower Art
Complex, Eastgate on he Range Motel, Preston Peak Wines, Crows Nest Motel,
Villa Nova Motel, Lauriston House Bed & Breakfast, RImfire Winery & Wedgetall
Ridge Estate.

Recruitment Numbers
e Face to Face — 291
e Postcard — 247

Response rates
» The response rate was 41% (220 completes from 538 recruits)

Weighting
* The data was weighted using National Visitor Survey data.

-
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i Recruitment Face-to-face intercept Postcards
%°1: Basic demographics interviews at selected recruitment at
: Expenditure locations selected locations

. -
.. el

¥l Main Survey

- '.'E Online Survey Mail Survey

> Two different recruitment methodologies
0 » Two different survey methodologies

.,
qq

-
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tion No.land'Name

Touvisw trustvalio

Tougismy Reﬁearth Australia

Project: 54 Outback, NGIIESDl:i'/
12-Feb-07

L

]

2

I1ain
Furpose

VFF;
M

L

1
IENE Headings and Banners
3 able1
- | 4 | G0 Mainpurpose of trip
*fl 5 |
|_E |Proportionsieans: Columns Tested [52 risk level] - A/BIC - AMDVEFIGIHI - SAHEIL - AMPURIOIF - AGIRIS - 20TIUN R - A1 talb - Adcid - Afeff
|7 |"smallbase; " very small baze [under 30] ineligible for =ig testing
8
N
Diestinatio
|0 | Fiegion n Origin
KN
Flinders | Cioober Fort
| 12 | Taotal Outback | Ranges Fedy “Wilpena | Marree | Augusta | Port Pirie | Melrose | Interstate | Intrastate | Ouerseas
| A E c [u] E F G H | il K
N
| 16 | Base: Total Inberviews 574 263 kil 126 300 138 1] 4] 1 361 167
1
| 17 | Base:wid 228 182 1 54"
|
| 19 | Wisiting friends 4 4 0 0 4
|20 2 2 1] 1] E
EN A
| 22 | Wisiting relatives 3 3 0 2 2
|22 1 1 1] 1 3
24|
| 25 |Holidays { leizure { relazation f getting away 133 157 0 120 42
| 28 a7 3 1] a2z fil
|27 FLQ K
| 28 |Entertainment # attending special event - .. fe 3 1 1} 2
|28 1 1 1] 2
30 |
| 31 [Sport 2 1 1} 1}
|32 1 1 1] 1]
E
| 34 |Shopping 1 1 1} 1
| 35 1] 1] 1] 1
36 |
| 37 | Work or business T T o 1
| 28 | 3 4 1] 1
|38 CEN C
| 40 | Conferences f eshibitions { conventions # trads 2 1 o 1
41 1 1 1} 1

Reading the Data:

-..l.
®ssoooense®®”

sun oo DOQOO.I..O.....
ae

, weighted base, weighted number,

Significantly statistically different from column headed by this letter

Segenddefant,y
............ ......|.|-.O ".I..ll....h sette S
os oy

NB — note that ‘*’denotes small base and ‘**’denotes very small base
(asterisks will be next to the Base WTD: see row 17 (for example, Marree 47*))

®
®sosssgpntase®?

Huoliday
]

2]

205

199
a7

Business
[u]

13

.'.'“

Statistical difference letters

Other
P
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