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EXECUTIVE SUMMARY

The South Australian Tourism Commission considers that the tourism potential of South Australia’s coastal and fishing attributes is currently under-recognised.  The ability of coastal tourism and fishing tourism to encourage additional visits to South Australia, increase length of stay and enhance the holiday experience of visitors in this State could be further realised.  To better inform SATC’s further development of coastal and fishing tourism, the SATC’s Strategic Services Group has reviewed and analysed data from existing research sources to provide a perspective of fishing and the coast as tourism product sectors.

There is limited dedicated research which specifically focuses on the coast or on fishing as tourism activities in South Australia.  Analysis of more general research sources on tourism and on recreation does however provide useful indicators on the current extent of coastal tourism and fishing tourism and the characteristics of participants in these activities.  A number of different sources have been considered and generally these demonstrate a broad consistency in their findings.  This research profile draws together findings from various sources to provide a better understanding of coastal tourism and fishing tourism that will contribute to the further development and promotion of these two important product sectors.  Summary findings are:

 International Visitors

· Over 2.1 million, or the majority (56%) of international visitors visit a beach at some time during their stay in Australia.  Highest participation is by those from the UK, Germany and other Europe.  

· In addition to visiting the beach, there is relatively strong interest by internationals in other active coastal pursuits such as snorkelling, diving and swimming.

· Over a third of internationals to South Australia visit Adelaide beaches.  

· In contrast to these coastal activities, fishing is a niche activity in which only a small percentage of international visitors to Australia and South Australia participate and for which interest is low.  It is suggested that the market potential for fishing tourism is largely limited to specialised niche markets seeking particular experiences.  

· Backpackers show a higher level of participation than other international visitors in both coastal and fishing activities.  This difference is particularly significant for the activity dolphin/whale watching.

· For many international markets, beaches rate highly as a feature sought in meeting holiday needs.  Potential international visitors show a strong interest in the Australian coast in terms of wanting to walk along beaches but an even stronger interest in Australian wildlife and natural wonders.  This suggests an opportunity to better market South Australia’s metropolitan and regional beaches to the international market by presenting the beach as an ‘in touch with nature’ activity and more strongly positioning the beach with the opportunities it offers to experience marine wildlife and coastal scenery.  

· There is also reasonable interest in participating in more active coastal pursuits such as swimming, snorkelling and scuba diving although this mainly is from younger age groups and for those from UK, Europe and North America.  In many Asian markets interest in coastal activities that involve a degree of adventure or water contact is limited, perhaps reflecting a degree of caution about the Australian coast.  There are however some significant niche opportunities in the Asian such as apparently strong interest in scuba diving by younger Japanese.

Domestic Visitors

· Coastal tourism, as represented by going to the beach, is one of the most popular outdoor activities participated in on trips by domestic visitors.  18.6 million or 24% of all domestic visits in Australia include going to the beach and this rises to 52% for holiday purpose trips.  1.1 million or 21% of all domestic visits in South Australia include going to the beach, slightly less than participation levels for all of Australia. 

· Swimming/water sports and fishing rate among the top three activities that South Australians are interested in doing on an intrastate holiday. 

· South Australians have a strong association with the coast and beach holidays when considering holidays in their own state. For South Australia, going to the beach is more common for intrastate visits than for interstate visitors although for this varies between states with some having stronger interstate participation in going to the beach.  

· Those from interstate have limited perceptions of the coast as a destination for a holiday in South Australia.  Images of the SA coast interstate generally relate to relaxing, uncrowded beaches and beaches that are good for children.  

· Fishing is also a significant domestic holiday activity occurring on 6.8 million, or 9%, of all domestic visits in Australia.  Relative to all of Australia, there is above average participation in fishing by visitors in South Australia with 600,000 or 11% of domestic visits in South Australia including fishing.

· For Australia as a whole fishing is one of the activities most favored both as an activity to organise a holiday around and as an activity to do on holiday.

· For all states there is a much higher level of participation in fishing by those on intrastate visits than for interstate visits. 

· Those participating in fishing tourism are more likely than average to be male, young or in a lifecycle stage of family with dependent children and less likely to have tertiary qualifications.  They are also likely to participate in visiting beaches, national parks and bushwalking on their last trip.  

· Those that went to the beach on their last trip include an above average proportion of those who are young, single, living at home and tend to participate in a wide range of activities on their last trip including visiting wineries, heritage/history attractions, national parks/bushwalking and dining out.

· In terms of value segments, the Something Better, Fairer Deal and Conventional Family Life segments demonstrate above average levels of participation in fishing.  Young Optimists and the Look-at-me segments are strong on swimming/surfing.  Most groups have high participation in Beach Holidays except for the two older groups – Basic Needs and Traditional Family Life.

· For some regions the coast and fishing are clearly dominant themes for the region.  Yorke Peninsula has a particularly strong profile as a fishing and coastal tourism destination with over half (51%) of all visits to this region including fishing and 43% including going to the beach.  Over 80% of visitors to the Yorke Peninsula consider that the region is good for fishing.  The coast and/or fishing is also a primary factor for visits to the Fleurieu Peninsula, over half of visitors to the region identify the coast and its activities as important motivators for their visit.  For visitors to the Eyre Peninsula, over half associate the region with beautiful bays/beaches and spectacular coasts and over a third associate it with fabulous fishing. 

· Fishing is also an important feature of river holidays.  The majority of houseboat holiday makers, for instance, participate in fishing. 

Recreational Participation in Coastal and Fishing Activities

· Fishing ranks very highly as a general recreational activity and it is estimated that 450,000 or over 30% of South Australians fish as a recreational activity.  This recreational interest suggests strong potential to promote fishing related holiday opportunities.

· Participation in fishing as a recreational activity tends to be higher among males and households with dependent children and lower for those over 50 years and with higher level qualifications. 

· Being with friends/family, scenery and exploring new places, along with catching fish, are appealing aspects of recreational fishing that could be used in promoting fishing tourism.

· It is estimated that nearly 70% of Adelaide residents visit metropolitan beaches at least once during the year.  Over half of Adelaide residents consider the metropolitan beaches are a tourist attraction for interstate and overseas visitors. 

OVERVIEW

Introduction 

The South Australian coast stretches some 3,700 kilometres.  The flora and fauna, the history and scenery, the diverse recreational activities that this coastline offers present a significant coastal tourism opportunity.  Associated with the coast, but extended by experiences available on rivers and other waterways, recreational fishing as a holiday activity, or fishing tourism, presents another major tourism opportunity for South Australia.   

Coastal tourism fits and supports the tourism positioning which the South Australian Tourism Commission (SATC) promotes for South Australia.  In particular, the South Australian coast offers unspoilt nature experiences and soft adventure opportunities that are readily accessible and diverse so as to appeal to various market segments including young and older adventurers, families, retirees, indulgers etc.  Similarly, fishing tourism supports the attributes which South Australia offers of soft adventure, close to nature and accessible tourism experiences while also complementing other attributes of South Australia that SATC seeks to promote such as lots of things to see and do, family activities, good living etc.  

The potential of both coastal tourism and fishing tourism in South Australia is considered to be under-realised and the product strengths and opportunities which South Australia offers in these areas to be largely unrecognised – particularly beyond the intrastate market.  

Coastal tourism and fishing tourism have been identified by SATC as two product areas upon which it will focus to better realise their tourism potential for South Australia.  To this end, work has progressed on undertaking product audits of existing and potential product and project groups have been established to develop tourism strategies for each of coastal and fishing tourism.  As part of the development of these tourism strategies, there is a need to better understand the market for both coastal tourism and fishing tourism in terms of size of the current market, characteristics, nature of trips taken, other activities participated in etc. 

This report is based on a review and analysis of existing tourism and other research sources and data bases to establish what information is already available on the level of participation and the profile and characteristics of those participating in fishing tourism and coastal tourism. This report brings this research together in a single document, summarises findings and develops general conclusions and implications from the research.  

In addition to providing background research input, this report aims to promote wider recognition of the opportunity fishing and the coast present as tourism product that can attract an increase in visitor numbers, enhance visitor satisfaction and encourage increased visits and longer stays in South Australia.  Thus, in addition to providing input to the coastal and fishing tourism strategies, this report is also intended to provide ongoing research support for the implementation of these strategies and provide information and direction to those involved, or interested in becoming involved, in realising the opportunity of fishing or coastal tourism.  

Definitions

Fishing tourism is recreational fishing undertaken on a trip away from home for which fishing is a reason for the trip or contributes to the enjoyment of the trip.  In this report fishing tourism on day trips from home is not addressed, rather the focus is trips of one or more nights away from home.  For practical purposes, fishing tourism can be readily operationalised or measured from existing tourism research surveys as those that identify fishing as one of the activities in which they participated on their trip.  Not all research sources include information about activities participated in on holiday, or on fishing in particular.  However there are sufficient sources that do to enable a profile to be developed on the extent of fishing tourism, its significance relative to other tourism activities and on the profile of fishing tourists and the nature of their trips.  

Similar to fishing tourism, coastal tourism can be considered to be trips for which the coast and/or coastal activities and attractions are a reason for the trip or choice of destination, or the coast contributes to the enjoyment of the trip.  In a study by Australian Economic Consultants
, coastal and marine tourism is defined as visitors who interact with the coastal/marine environment.  Given the range of experiences and activities that the coast offers, coastal tourism is clearly a diverse and many faceted product and consequently difficult to measure or operationalise using existing survey sources.  

One attempt to measure coastal tourism
, defines coastal tourism as all visits that occur in tourism regions that include a section of coast, except where the region includes a capital city and is then defined as capital city tourism.  Such a definition has been rejected for the purpose of this report as not being particularly helpful to understanding the nature or magnitude of coastal tourism.  It would mean, for instance, that all visits to a region such as the South East were counted as coastal tourism, even where a visit might focus on the wine of the Coonawarra, nature of Naracoorte Caves etc., without the coast even being sighted!  In contrast no visits to the Adelaide region would be counted as coastal tourism, despite the appeal of Adelaide beaches and coastal localities such as Glenelg, West Beach and Semaphore.  

Rather than take a geographic approach to defining coastal tourism, this report looks instead to some interaction with the coast as an indicator of coastal tourism.  Given the range of coastal tourism activities and differences between surveys, this approach to measuring coastal tourism has had to use different indicators depending on sources available.  From some reports (eg IVS) participation in coastal activities such as diving, surfing or sailing has been measured, in others (eg NVS) a more general indicator is available such as ‘go to the beach’ or ‘beach holiday’.  In no circumstances is the available ‘measure’ of coastal tourism entirely satisfactory or encompassing of the full breadth of coastal tourism, nor is this surprising, given the range of coastal tourism experiences.  Accordingly there is a need to consider the figures presented in this report as an indicator of coastal tourism and its participants.   

Distinction between Fishing Tourism and Coastal Tourism

Fishing tourism is of-course one of the specific activities which comprise coastal tourism.  Fishing is however not limited to the coast and a separate and specific tourism strategy is being developed for fishing tourism, in addition to it being covered as part of the coastal tourism strategy.  Given that fishing tourism is an important component of coastal tourism and vice versa, the two strategies will have obvious links and support one another.  For the purposes of this research review, fishing tourism and coastal tourism are brought together in a single research report in recognition that each are clearly interrelated.  Fishing tourism research is however separated out to some extent from other coastal activities in recognition that fishing tourism has wider application extending to rivers and other waterways which offer an important and different fishing experience to that provided by the coast.  

Coastal Tourism

Visiting the beach and activities associated with the coast have strong appeal to both international visitors and domestic visitors. 

International Market

Over half (56%) or more than 2.1 million of all international visitors to Australia go to the beach at some stage while they are in Australia with coastal activities such as swimming/diving/surfing and snorkelling/scuba diving also enjoying high levels of participation at around 28% and 12% respectively.  Around 117,000 or 38% of international visitors to South Australia visit Adelaide beaches, making beaches one of the most visited international attractions in the State. 

Younger people, backpackers and those from UK and other Europe demonstrate some of the highest levels of participation in visiting beaches when in Australia.  Backpackers also demonstrate particularly strong participation in swimming, snorkelling, scuba diving and whale/dolphin watching.

From various studies of potential international visitors to Australia, there is a strong perception of Australia offering ‘great beaches’ and ‘walking on the beach’ ranks highly as an activity that internationals would be interested in doing if on a holiday in Australia.  In most markets however the strongest perception and interest in Australia relates to experiencing wildlife in natural surroundings and seeing natural wonders.  This suggests that these would be strong themes to link with the coastal experience South Australia offers to further enhance the obvious interest in some kind of beach experience.  With wide sandy beaches within very close proximity to Adelaide’s CBD, a range of accommodation adjacent to these metropolitan beaches and more isolated coastal experiences, South Australia is in a strong position to promote the coast as meeting the general interest in beaches while also fulfilling visitors’ interest in wildlife and nature experiences.  Coastal images that could be expected to appeal are the marine wildlife, dramatic coastal cliffs and landforms, expansive and readily accessible beaches and close to nature experiences on pristine beaches.

While there is strong general interest in visiting Australian beaches, interest in more active or adventurous coastal activities appears mixed.  Younger visitors and those from Europe, UK and North America rank swimming quite highly and also show reasonable interest in snorkelling and scuba diving.  Backpackers, in particular, have a strong interest in adventurous coastal activities as well as in experiencing whales and dolphins.  In comparison, Asian markets’ interest in coastal activities that are adventurous or involve water contact is relatively low, although within Asian markets there are strong niche opportunities for this kind of product such as interest in scuba diving by younger Japanese visitors.  Thus, while promoting the marine wildlife, close to nature and uncrowded experiences of South Australian beaches, it is also important to use some images that show adventurous and exciting coastal experiences are available for those markets that seek this.

Domestic Market

Going to the beach is one of the most popular outdoor activities for domestic visitors with 24% or 18.6 million of all domestic visitors in Australia participating in this activity and 52% of all holiday purpose trips including a visit to the beach.  

South Australians have a strong association with the coast and beach holidays when considering holidays in their own state and swimming/water sports rates as one of the top activities that they are interested in doing on an intrastate holiday.

For interstate/intrastate visits in South Australia, over 1.1 million or 21% of all trips include going to the beach.  This level of beach going by visitors in South Australia is somewhat below the national average (24%), which is boosted by a very high level of participation, of 35%, by visitors in Queensland.  Queensland rates are influenced by the fact that nearly half (46%) of all interstate visitors to Queensland visit the beach compared with 17% of interstate visits to South Australia.  Participation in going to the beach is less for interstate visitors to South Australia than for intrastate visitors, suggesting that, as a target, South Australia should aim to boost beach participation by interstate visitors to the level of intrastate visitors.  Those from interstate have limited perceptions of the coast as a destination for a holiday in South Australia with images of the SA coast generally being of relaxing, uncrowded beaches and beaches that are good for children.  These are strengths that could be built on while also promoting coastal national parks, marine wildlife in natural settings and dramatic coastal scenery. 

South Australia has strong coastal assets and experiences and the coast is a dominant theme for many regions with around half of all visits to regions such as Kangaroo Island, Fleurieu Peninsula and Yorke Peninsula including going to the beach as an activity. 

In terms of Value Segments, traditional family beach holidays with a lot of activities, such as swimming, fishing and outdoor activities, could be expected to appeal to the Conventional Family Life and Visible Achiever groups in particular.  Coastal tourism options that involve physical, adventurous and high energy activities could be expected to have strongest appeal to the Young Optimist and Look-at-me segments.

The general characteristics of domestic visitors that participate in coastal tourism are summarised in the figure below.


Fishing Tourism

While participation in fishing by international visitors is limited, it is one of the activities most commonly undertaken on domestic visits but also an activity that tends to be overlooked as a tourist attraction.

International Visitors

Unlike the coast generally, international visitors’ participation in fishing in Australia is low.  Around 170,000 or 4% of international visitors to Australia participate in fishing during their stay.  Those whose reason for visiting Australia is visiting friends and relatives are the group most likely to fish while here and those aged between 15-24 years and backpackers also demonstrate a higher level of participation in fishing although rates remain low at less than 10%.

Fishing also ranks poorly as an activity that potential international visitors would be interested in doing if visiting Australia. 

Generally the potential of South Australian fishing tourism experiences in the international market is considered to be limited to specialised niche markets.  Accordingly there is seen to be little value in a generalised approach to promoting fishing to international markets with a more targeted approach of specific experiences to particular niche markets recommended.  Promotion of ultimate experience and differentiated fishing opportunities is likely to be important in attracting these niche markets which can prove high yield if offered the right experience.

Domestic Visitors

In contrast to the international market, fishing is a highly popular activity for domestic visitors.  Over 6.8 million, or 9%, of all domestic visits include fishing as an activity.  For South Australia 600,000, or 11%, of all visits include fishing, making this activity almost as popular as visiting national parks/bushwalking (13%) and more significant than visiting wineries, history/heritage sites or golf. 

Participation in fishing tourism is somewhat higher for visits in South Australia than for Australia as a whole although this largely reflects a high level of participation (around 15%) in fishing by intrastate visitors in South Australia.  For all states however participation in fishing remains stronger for intrastate visits than for interstate visits.

Among South Australian regions, Yorke Peninsula has a very strong profile as a fishing destination with over half of all visits to the region including fishing and nearly all visitors to the region agreeing with the statement that the region is good for fishing.  Kangaroo Island, Eyre Peninsula and Lower Murray also enjoy reasonably high levels of participation in fishing as a holiday activity (between 22% and 28%) and the majority of houseboat holiday makers participate in fishing 

In terms of Value Segments, fishing is likely to be a particular draw card for both the Something Better and Fairer Deal segments although it should be recognised that both of these are relatively small groups with somewhat below average participation in holiday travel. 

The characteristics of those likely to participate in fishing tourism are summarised in the figure below.


As well as a holiday activity, fishing rates extremely highly as a recreational activity.  It is estimated that around 30% of Adelaide residents participate in fishing on a regular basis.  This suggests significant potential to target these fishers as a potential market for fishing tourism opportunities in South Australia.

While there is already a committed and dedicated intrastate fishing tourism market, it is considered that there is scope to attract this market to new and additional fishing experiences and destinations and to promote fishing trips in out of peak tourism periods to boost visits during non-peak periods.  Similarly there is scope for South Australia to target the dedicated fishing tourism markets in other states to travel interstate – to South Australia – by presenting different fishing experiences to those in their own state or promoting fishing as part of a total South Australian holiday experience.  In addition to the dedicated markets, there is clearly a significant market that is interested in fishing and does fish either on holidays of nearer home.  For this group, promotion of fishing opportunities may increase holiday visits, increase length of stay, enhance the appeal of a destination and enhance trip satisfaction.

1. INTERNATIONAL VISITORS - INTERNATIONAL VISITOR SURVEY

The majority of internationals visit a beach at some time during their stay in Australia with the highest participation being by those from the UK, Germany and other Europe.  Over a third of internationals to South Australia visit Adelaide beaches.  

In addition to visiting the beach, there is relatively strong interest by internationals in other active coastal pursuits such as snorkelling, diving and swimming.

In contrast, fishing is a niche activity for international visitors to Australia and South Australia with only a small percentage identifying fishing as an activity in which they participate.

Backpackers show a higher level of participation than other international visitors in both coastal and fishing activities.  This difference is particularly significant for the activity dolphin/whale watching.

The high interest in visiting beaches, along with interest in wildlife/nature experiences, suggests an opportunity to further promote the coastal experiences which South Australia offers and to promote fishing by linking it to the overall coastal experience.

Introduction

The International Visitor Survey (IVS) is a sample survey of departing international visitors to Australia conducted at international airports.  Among topics covered are activities participated in while in Australia.  Activities covered in the 1998 IVS include fishing, go to the beach (including swimming, surfing, diving etc) and watching whales/dolphins in the ocean.  

International Participation in Coastal Tourism and Fishing Tourism

Based on the 1998 IVS, over 2.1 million or over half (56%) of all international visitors participated in ‘going to the beach’ while in Australia (Table 1.1).  While this activity covers a broad range of coastal tourism options, including swimming, surfing, diving etc, it does indicate that the coast is a highly popular attraction for international visitors to Australia.  In fact ‘going to the beach’ has the highest participation level of any activity covered by the IVS except for the very general activity of ‘going shopping’.  

Those whose purpose of visit to Australia was holiday were most likely to visit the beach (65%), followed by those whose purpose of visit was to visit friends and relatives (56%).  Only 27% of international business visitors went to the beach.  Female visitors were somewhat more likely (60%) to visit the beach than males (52%).  Participation was highest for the younger age groups with, on average, 67% of those aged between 15 to 29 years participating in visiting the beach; participation in beach visits does however remain high across all age groups.  

By country of residence, those from the United Kingdom and Germany had the highest level of participating in visiting the beach at around 70%.  Other Europe, Japan and Taiwan also have high levels of participation in visiting the beach although overall those from Asian countries demonstrate a relatively low level of participation in going to the beach.  It should be noted that differences in participation levels can also be impacted upon by length of stay; with those from countries or with a purpose of visit that tends to be associated with a relatively long length of stay likely to have higher levels of participation in a range of activities. 

Nearly 200,000 or 64% of international visitors to South Australia visit the beach at some stage during their stay in Australia (see Table 1.1).  It should be noted that the IVS refers to activities undertaken at any stage during a stay in Australia.  Thus, international visitors to South Australia need not necessarily have visited the beach while in this state.  The figures suggest internationals that visit South Australia have a relatively high propensity to participate in coastal tourism at some stage while in Australia, although this may also reflect their relatively longer length of stay in Australia.

Table 1.1   Activities participated in during stay in Australia  by International Visitors to South Australia and Australia, 1998

Selected Activities Participated in
% International Visitors to:

while in Australia
Australia
South Australia

Go to the beach (inc. swimming, surfing, diving etc)
56
64

Visit National Parks, bushwalking, rainforest walks
47
62

Visit wildlife parks/zoos
42
52

Visit wineries
  9
36

Visit the Outback
  9
35

Visit Aboriginal site/community
  7
27

Go Whale/dolphin watching in ocean
  7
15

Golf
  5
  7

Go fishing
  4
  6

Note:
All activities listed above were participated in at some stage during visitors’ Australian itinerary not necessarily participated in while staying in South Australia

Source:  Bureau of Tourism Research, International Visitor Survey, 1998

In 1996 the IVS asked about participation while in Australia in a range of other activities not covered in 1998, including the following coastal related activities:

       % International Visitors to:
     Australia 
    South Australia
Swimming/diving/surfing




28

46

Snorkelling/scuba diving




12

24

Sailing/yachting/sailboarding




  4

10 

From this it is apparent that there is a strong level of participation in coastal tourism even when considering quite specific types of coastal activities.

The 1998 IVS also asked about places visited, as either a day trip or overnight stay, while in South Australia.  Relevant to coastal tourism, the survey asks about visiting Adelaide beaches.  117,000 visitors, or 38% of all international visitors to SA indicated that they visited Adelaide beaches which, along with the Adelaide Hills/Mt Lofty, makes beaches the highest visited attraction in South Australia for international visitors.  Participation in visiting Adelaide beaches compares with 36% of international visitors visiting the Barossa, 27% visiting wineries, 17% Kangaroo Island and 6% festivals/events while in South Australia.  Those most likely to visit an Adelaide beach were those whose purpose of visit to Australia was visiting friends and relatives (53% visit Adelaide beaches).  By country of residence those from UK had the highest participation (55%), which may partly reflect the high VFR component among this group.  

Compared with coastal tourism, as measured by ‘going to the beach’, in which the majority of internationals participate, fishing as an activity is limited to a small proportion of international visitors.  Around 167,000 or 4% of international visitors to Australia fish during their stay.  Those whose purpose of visit to Australia is visiting friends and relatives are more likely to fish (7%) than other visitors.  There was little variation in fishing participation by country of residence except for 8% of visitors from the United Kingdom having fished.  Again, this result may be linked with the strong VFR component among UK visitors.  A higher proportion of male (5%), than female (3%), international visitors fished while in Australia and those aged 15 to 24 years were also more likely to fish (7.5%).   Around 20,000 or 7% of international visitors to South Australia participated in fishing at some stage during their stay in Australia.

Participation in fishing by international visitors to Australia and South Australia is compared with coastal and a range of other activities in Table 1.1.  Fishing, at 4%, has one of the lower levels of participation of all activities considered and, for international visitors, fishing might be considered very much a niche or specific interest activity. Those that participate in activities such as whale/dolphin watching, visiting the outback, playing golf, attending festivals and events, visiting wineries and attending organised sporting events also showed above average participation in fishing.  This activity spectrum may reflect the general outdoor and sporting activity profile of international visitors that fish.

The high participation in ‘going to the beach’ particularly when compared with ‘fishing’, may suggest an opportunity to boost fishing tourism by more strongly linking fishing with the overall coast/beach experience. For the international market overall however fishing can be expected to remain an activity limited to a small niche market.

International Backpackers

In general international backpackers tend to have both a longer length of stay in Australia than other international visitors and to have higher participation rates in most activities, particularly outdoor and adventure activities.  This is also true of coastal and fishing activities with IVS results for 1998 indicating that 76% of backpackers
 visit the beach in Australia compared with 56% of all international visitors.  Similarly, 9% of backpackers go fishing compared with 4% for the total international market.  Of particular note is whale/dolphin watching, a significant 25% of backpackers participate in this activity compared with only 7% of all international visitors; this indicates that backpackers account for around 30% of all internationals that participate in watching whales/dolphins in the ocean even though backpackers comprise only around 8% of all international visitors to Australia. 

In addition to the IVS, the BTR conducted a separate survey of departing international backpackers in 1995/96, which is reported upon in the report ‘With a Swag upon my Shoulder’.  This survey was independent of and not directly comparable to the IVS but used the same definition of backpackers.  This survey confirms the high level of participation in coastal activities by backpackers.  

From this backpacking survey, the most common activity participated in was swimming with most (82%) backpackers taking part in this activity (see Table 1.2). Backpackers also show significant participation in more adventurous coastal activities; more than half (55%) took part in snorkelling and 36% participated in scuba diving.  An additional 18% indicated that they would have liked to participate in scuba diving but there was no time available or it was too expensive.  Whale/dolphin watching also attracts a level high level of interest and still further unrealised potential with 28% participating in the activity and a further 12% who would have liked to but were unable to – mainly because it was the wrong season.  11% of backpackers participated in some form of fishing activity defined as game/deep sea/other fishing/angling.

Table 1.2   Activities participated in during stay in Australia by International Backpackers

Selected Activities Participated in while in Australia
Participation Rate
Wanted to but missed activity

Swimming/diving
82
2

Bushwalking
72
2

Snorkelling
55
5

Outback Safari
37
6

Scuba Diving
36
18

Sailing/yachting/sailboarding
31
5

Whale/dolphin watching
28
12

Surfing
22
8

Canoeing/Kayaking
17
7

White water rafting
11
15

Game/deepsea/other fishing/angling
11
4

Water skiing
6
8

Source:  Bureau of Tourism Research, With a Swag upon my Shoulder, 1997
Backpackers from USA/Canada, UK and Scandinavia consistently showed the highest level of participation in water sports and those from other Asia (excluding Japan) the lowest rates.  In contrast, for whale/dolphin watching and fishing, participation by Asia tended to reflect average rates for all backpackers.  Results for Japanese participation in water sports tended to be above that for other Asia but lower than for total backpackers, excepting for scuba diving in which Japanese were relatively interested with their participation being around average for backpackers.  

2 INTERNATIONAL VISITORS - ATC Strategy Studies

The strongest areas of interest in Australia for potential international markets are experiencing wildlife in natural surroundings and experiencing natural wonders.  There is also strong interest in the Australian coast and in walking along beaches.  This suggests a significant opportunity to better market South Australia’s metropolitan and regional beaches to the international market through linking the beach experience with the opportunity to get close to marine wildlife and experience coastal scenery.  

For those from Germany and England there is reasonable interest in more active  coastal pursuits such as swimming, snorkelling and scuba diving. 

For the Asian countries considered, interest in coastal activities that involve a degree of adventure or water contact is limited, perhaps reflecting a degree of caution about the Australian coast.

Compared to many other activities, international visitors’ interest in fishing as an activity in Australia is low, suggesting potential for fishing tourism might be limited to specialised niche markets seeking particular fishing experiences.  The interest in some level of passive coastal experience, such as walking on the beach, may indicate some potential to promote beach or jetty fishing. 

Introduction

The Australian Tourism Commission’s strategy studies cover several international markets.  The studies involve a detailed survey of 1,000 respondents from each country who indicate they are likely to take a holiday in the next 3-4 years to a medium or long haul destination.

The questionnaire includes an extensive list of activities and attractions and asks respondents which of these they think people would be able to do on a holiday in Australia and how interested they themselves are in undertaking these activities.  Table 2.1 provides, for the English, Singaporean, Japanese, Indonesian and German markets, results of both awareness and interest in participating in fishing and in a range of coastal activities, including swimming, walking on a beach, snorkelling, diving, sailing and surfing, while in Australia. 

International Interest in Coastal Tourism and Fishing Tourism 

From Table 2.1 it can be seen that the English and German markets show strong interest in going swimming or walking on the beach, with more than half being extremely or very interested in participating in these activities if on a holiday in Australia and interest rising to 70% for the activity ‘walking on a beach’ for the English market.  

In contrast to Germany and England, Japan, Singapore and Indonesia, show a relatively low level of interest in all the water contact activities considered. Walking on the beach is the only coastal activity in which relatively strong interest is recorded by the three Asian markets.  This suggests a less adventurous or possibly more cautious attitude to the Australian coast by the Asian market as a whole, although it should be recognised opportunities exist to promote more adventurous coastal activities such as diving among specialised segments of the market.  

One of the features apparent from Table 2.1 is interest in fishing as an activity to do in Australia is relatively low in all five markets.  Twice as many English and Germans are extremely/very interested in snorkelling and scuba diving while on holiday than are interested in fishing.  While interest in sailing and surfing is lower, these too are higher than for fishing. However, unlike Germany and England, the interest in fishing in the Asian market is as high, or higher, than interest in activities that involve water contact.

In the Asian countries surveyed there is only moderate awareness of fishing and coastal activities (excluding walking on the beach) as activities one would expect to be able to do on a holiday in Australia although this tends to reflect limited knowledge generally of Australia and the activities it offers.  In comparison to Asian respondents, those from England and Germany were more aware of fishing and coastal activities one could do on holiday in Australia but their interest in actually participating in fishing and in more active coastal pursuits such as surfing and sailing remained relatively low.  Fishing, in particular, was one of the activities that Germans and English were least interested in participating.

Opportunities

Generally the potential international fishing market is considered a specialised niche market.  There may be little value in a generalised approach to promoting fishing to international markets as there is only a limited proportion of potential visitors interested in the activity.  Rather it might be of more value to identify those niche markets that would be most interested in fishing and specifically target these markets with product directed to their areas of interest.  

In contrast there appears strong interest in some type of coastal tourism experience in all the international markets considered.  For a large part of the market however this appears to focus on visiting an Australian beach rather than pursuing more active or adventurous activities associated with the coast. With wide sandy beaches within very close proximity to Adelaide’s CBD, a range of accommodation adjacent to these metropolitan beaches and more isolated natural coastal options, South Australia is in a strong position to promote beach experiences available in Adelaide and in other regions to appeal to this general level of interest.  Coastal images that could be expected to appeal are the dramatic coastal cliffs and landforms, expansive and readily accessible beaches, and options for experiencing these beaches that need not necessarily involve a high level of risk or adventure - while showing adventure and excitement is available for those that seek this. 

Another marketing feature of interest apparent from Table 2.1 is the very high level of interest potential international visitors have in undertaking nature activities, ‘experiencing Australia’, and seeing natural surroundings and wildlife when in Australia.  This suggests that fishing and coastal tourism options that link with these high interest themes might be of particular appeal and enhance interest in coastal and fishing tourism.  Thus there appears to be potential to more strongly position marine life as a feature of Australia’s wildlife, to promote the coast as one of Australia’s natural wonders; and to promote activities that enable people to better understand the marine environment and experience marine wildlife, such as seals, at close range in their natural environment.   

Table 2.1 Awareness of Availability and Interest in Participating in Selected Activities if Holidaying in Australia 


England
Japan
Singapore
Indonesia
German

Activity
Awareness

%
Interest

%
Awareness

%
Interest 

%
Awareness

%
Interest 

%
Awareness

%
Interest 

%
Awareness

%
Interest

%

See Natural Wonders
87
86
80
60
72
40
82
69
83
73

Explore Countryside
82
77
40
22
74
37
52
34
85
71

Travel Around Country
86
81
40
28
71
43
65
49
86
67

Wildlife in Natural Surroundings
88
78
80
48
64
32
55
41
85
64

Visit A National Park
83
66
60
39
52
24
53
42
82
58

Go Swimming
83
56
30
15
40
15
28
19
83
56

Walk On A Beach
87
70
56
34
57
26
67
49
82
55

Go Four Wheel Drive Safari
77
61
25
14
46
30
37
26
77
51

Visit Outback
86
68
26
13
34
14
39
25
77
49

Visit Ancient Aboriginal Site
83
62
34
18
46
24
41
28
75
47

Visit Rainforest
59
55
20
11
45
22
25
18
66
46

Attend Australian BBQ
88
66
51
28
50
25
23
17
81
44

Understanding Natural Environment
72
46
39
22
33
22
46
36
75
39

Horseback/camping tour of Outback
73
23
29
16
34
19
19
16
68
25

Go Bushwalking or Hiking
80
27
36
17
33
13
64
45
61
24

Go Snorkelling
76
38
16
8
41
14
22
16
68
24

Go White Water Rafting
69
36
39
23
35
20
15
11
66
22

Go Scuba Diving
79
39
31
16
43
17
13
10
70
21

Go Hot Air Ballooning
64
34
26
16
56
32
21
20
60
15

Go Sailing
74
25
25
13
36
17
18
13
66
15

Go Camping
73
20
33
20
27
13
18
14
71
14

Go Cycling
66
15
28
14
33
13
26
17
66
13

Go Surfing
81
28
19
8
42
16
13
9
67
12

Go Horse Riding
72
18
30
15
40
22
18
14
66
12

Go Rock Climbing
68
18
15
6
35
13
9
9
61
12

Go Bungee Jumping
69
16
21
10
47
19
10
10
59
11

Go Camel Riding
42
11
17
10
35
21
11
7
41
10

Go Fishing
72
17
34
20
33
16
22
16
61
7

Go Snow Skiing or Snow Boarding
39
20
21
15
49
24
18
13
40
7

Source:  Australian Tourism Commission: England (1996), German (1995), Japan (1995), Singapore (1996) and Indonesian (1995) Strategy Study, 1995

Note the questionnaire covers nearly 70 activities including those of a cultural, attraction, entertainment, art, sporting and recreational nature.  Only a small selection of these activities are included in the table above and these have been chosen to provide a comparison of fishing with other activities of an active sporting or recreational type and coastal and nature tourism activities

Awareness refers to activities people think they would be able to do on a holiday to Aust.  ‘Interest’ refers to those extremely or very interested in doing the activity on a holiday to Australia if available

3  DOMESTIC VISITORS - National Visitor Survey 

Coastal tourism, as represented by going to the beach, rates as the most popular outdoor activity participated in on trips by domestic visitors with 18.6 million or 24% of all domestic visits in Australia including going to the beach.  1.1 million or 21% of domestic visits in South Australia include going to the beach. 

Fishing is also a significant activity occurring on 6.8 million, or 9%, of all domestic visits in Australia, and on 600,000 or 11% of domestic visits in South Australia.

For all states there is a much higher level of participation in fishing by those on intrastate visits than for interstate visits.  For visits in South Australia, going to the beach is also more common for intrastate visits than interstate visits, although this varies between states.

Among South Australian regions, Yorke Peninsula has a particularly strong profile as a fishing and coastal tourism destination with over half (51%) of all visits to this region including fishing and 43% including going to the beach.

Visitors with an above average level of participation in fishing tourism include those that are male, young or in a lifecycle stage of family with dependent children and those that also participate in visiting beaches, national parks and bushwalking on their last trip.  

Above average participation in going to the beach on last trip is associated with visitors that are young, single, living at home and who take part in a wide range of activities on last trip including dining out, visiting wineries, heritage/history attractions and national parks/bushwalking.

Introduction

The National Visitor Survey (NVS) conducted by the Bureau of Tourism Research (BTR) commenced in 1998 and replaces the Domestic Tourism Monitor (DTM).  The NVS provides information on the volume of domestic travel within each state and territory, the characteristics of visitors and the nature of their visits.  Significantly, the NVS includes details of activities (including fishing and coastal activities) participated in on domestic visits – activity details were not collected as part of the DTM.  

Participation in Fishing and Coastal Activities for Australia

Table 3.1 compares participation in fishing and coastal activities with a selected range of activities covered by the NVS.  From Table 3.1 the coastal activity of ‘going to the beach – including swimming, surfing diving etc’ clearly attracts a very high level of participation as an activity with 18.6 million or 24% of all domestic visits in Australia in 1998 including going to the beach as an activity. Fishing also ranks relatively highly as one of the activities in which Australians are most likely to participate in on domestic visits with over 6.8 million or 9% of all domestic visits including fishing as an activity.  Activities with a similar or higher level of participation as going to the beach or fishing, but not shown on Table 3.1, are those of a generic or passive nature and include visiting friends and relatives (43%), eating out at restaurants (29%) and pleasure shopping (17%).  

Other coastal activities covered by the NVS are ‘ferry rides, tall ships and other tourist cruises’, which were participated in on 1.5 million or 2% of all domestic visits in Australia, and ‘watching whales/dolphins in the ocean’, which was participated in on around 600,000 or 1% of all visits.  Due to the small samples participating in these latter two activities they are not subjected to more detailed analysis in this report and ‘going to the beach’ is adopted as an indicator of the nature of coastal tourism more generally. 

Table 3.1   Selected activities participated in on Domestic Visits in Australia and South Australia, 1998

Selected Activities Participated in
Visits to:

during Visit
Australia
South Australia


%
%

Go to the beach (inc. swimming, surfing, diving etc)
24
21

Visit National Parks, bushwalking, rainforest walks
14
13

Go fishing
  9
11

Visit history/heritage bdgs sites or monuments
  6
  7

Visit wineries
  2
  7

Golf
  3
  3

Visit wildlife parks/zoos
  2
  2

Ferry rides, tall ships, other tourist cruises
  2
  1

Go Whale/dolphin watching in ocean
  1
  1

Experience Aboriginal art/craft/cultural displays
  1
 *

Total Visits (‘000)
77,400
5,400

Source:
BTR National Visitor Survey 1998

Note: Survey includes over 30 activities and a selection of these is included above to provide a comparison with fishing and coastal tourism

Participation in going to the beach was highest among those whose purpose of visit was holiday (52% of holiday trips include going to the beach), followed by 37% of trips for which purpose of visit was leisure/relaxation/getting away.  Participation fell to 17% for visiting friends and relatives (VFR) purpose visits and around 5% for business trips, although conference/convention trips was somewhat higher at 10%.  

Similarly, fishing is more common as an activity on holiday purpose visits (19% of holiday trips include fishing), followed by leisure/relaxation/getting away visits (16% include fishing).  Five percent of VFR visits include fishing as do fewer than 2% of various business, conference, education purpose visits. 

Fishing was more likely to be related to an intrastate visit (Table 3.2) with 10% of intrastate visits including fishing compared with only 6% of interstate visits.  Going to the beach was also more likely to occur on an intrastate visit, although the difference between interstate and intrastate participation in this coastal activity was not as marked as for fishing. 

Table 3.2   Selected activities participated in during Domestic Visits to Australia, 1998

Selected Activities Participated in
Interstate

Visits
Intrastate Visits

during Visit




%
%

Go to the beach (inc. swimming, surfing, diving etc)
22
25

Visit National Parks, bushwalking, rainforest walks
12
14

Go fishing
  6
10

Visit history/heritage bdgs sites or monuments
10
  4

Visit wineries
  3
  2

Golf
  3
  3

Visit wildlife parks/zoos
  3
  2

Ferry rides, tall ships, other tourist cruises
  3
  1

Go Whale/dolphin watching in ocean
  1
  1

Experience Aboriginal art/craft/cultural displays
  1
*

Total Visits (‘000)
22,500
54,900

Source:
National Visitor Survey, 1998

Participation in Fishing and Coastal Activities by State 

Over 600,000, or 11% of all domestic visits to South Australia in 1998 included fishing as an activity (see Table 3.1), compared to 9% of total domestic visits in Australia.  The level of fishing tourism in each state ranged from 6% for domestic visits to Victoria to 13% of domestic visits in Western Australia.  

In contrast, going to the beach is undertaken on 21% of domestic visits in South Australia compared with 24% of all domestic visits in Australia.  Queensland records by far the highest level of participation in going to the beach (35%) and Northern Territory the least (10%).  

For South Australia, participation in fishing is more likely to be associated with intrastate than interstate visits.  Around 15% of all intrastate visits in both South Australia and Tasmania include fishing (see Figure 3.1).  In contrast to intrastate visits, South Australia has a below average proportion or interstate visitors that fish with 3% of interstate visits in South Australia including fishing compared to 6% of all interstate visits in Australia.  From Figure 3.1 it is apparent that, for all states, participation in fishing is higher for intrastate visits than for interstate visits although for South Australia and Tasmania this difference is most marked.  

22% of intrastate visits to South Australia include going to the beach (see Figure 3.2) and most states record a similar level (between 22% and 24%) of beach visits by intrastate visitors, excepting for Queensland (31%) and Northern Territory (8%).  Clearly beach visits enjoy a high level of participation as an activity one participates in on visits within one’s own state.  In contrast there is significant variation between the states in the level of beach going by interstate visitors (Fig. 3.2).  Nearly half (46%) of all interstate visits to Queensland include going to the beach as an activity, reflecting the strong sea and sun focus of Queensland promotions, while only 8% of interstate visits to Victoria include beach visits.  For interstate visits to South Australia a significant 17% include beach visits.  

Fig 3.1 Participation in Fishing by State for Interstate and Intrastate Visits
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Fig 3.2 Participation in Going to the Beach by State for Interstate and Intrastate Visits
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The relatively higher level of participation South Australia enjoys for going to the beach compared to going fishing, particularly for interstate visits, suggests that there is potential to boost fishing by interstate visitors by linking fishing with other coastal activities, such as going to the beach.  Given South Australia’s coastal assets there also appear to be scope to aim to increase beach visits by interstate visitors to the level recorded for intrastate visits.  

Participation in Fishing by SA Tourism Regions

As is to be expected, the level of participation in fishing and in coastal activities more generally, varies for different tourism regions.  Yorke Peninsula has clearly the highest fishing profile with over half (51%) of all visits to the region in 1998 including fishing as an activity.  Yorke Peninsula also has a strong coastal profile with 43% of visits including beach activities.  Coastal tourism is also a significant activity associated with visits to Kangaroo Island and Fleurieu Peninsula with over half of visits to these regions including beach visits.  The number of visits to these two regions that include fishing (28% for Kangaroo Island and 15% for the Fleurieu) is lower than for beach visits but is, none-the-less, significant, along with a high level of participation in fishing for Eyre Peninsula (22%) and the Lower Murray (22%). 

Table 3.3   Participation in Fishing or Beach Activities by Tourism Regions*, 1998


% of Visits to region including activity:


Go Fishing
Go to beach (inc. swimming, surfing etc)

Yorke Peninsula
51
43

Kangaroo Island
28
55

Eyre Peninsula
22
21

Lower Murray
22
14

Riverland 
16
4

Fleurieu Peninsula
15
52

South East
8
17

Adelaide
1
15

Source BTR NVS, 1998

*(Barossa, Mid-north, Flinders, Far North and Flinders Ranges regions not included in above as proportion participating in above activities is not significant (less than 5%). 

Note: Regions are tourism regions as defined for statistical purposes

Profile of visitors that participate in Fishing or Coastal Activities 

Comparing the characteristics of the market which participates in a particular activity, such as fishing, with the characteristics of visitors in general provides a better understanding of the market for a product and the basis to promote to that market.  

Demographic Characteristics

From Table 3.4 males were more likely to fish on a trip than females (13% of males fish compared to 9% of females).  Those from the younger age group of 15-24 years were most likely to fish (13%) and the older group (65+ years) were least likely to (8%).  

The younger age group (15-24 years) were significantly more likely to visit the beach (27%) than were all other age groups (average 19%), although there was no significant difference by  gender.  

Reflecting age characteristics, those whose life-cycle stage was older single or older couple had a lower propensity to fish when on a trip away from home than did other groups.  Young singles and those with young children still living at home were more likely to visit the beach on holiday than were other life-cycle groups.

Table 3.4 Participation in Fishing or visiting the Beach when on an SA visit by Demographic Characteristics and Length of Trip, 1998

Demographic Characteristics and Length of Trip
% that Fish as activity on trip
% that visit beach as activity on trip

Sex



Male
13
20

Female
9
21

Age



15-24 years
13
27

25-44
11
21

45-64
11
17

65+ years
8
19

Life-cycle



Young Single at home/alone
12
27

Mid-life single
11
21

Young/midlife couple
12
19

Parent youngest child at home < 5 years
12
26

Parent youngest child at home 6-15 years
11
17

Parent youngest child at home > 15 years
13
16

Older single
8
18

Older couple
9
17

Length of Trip



One Night
6
14

Two nights
12
21

Three nights
15
23

4-7 nights
14
23

8-14 nights
15
31

15+ nights
9
21

Total Visits (‘000)
11%
21%

Source BTR NVS 1998

Nature of Visit 

Duration

Visitors are less likely to participate in fishing or visiting the beach on a short break of one to two nights than on longer stays (Table 3.4).  Only 6% of visits of one night include fishing and this increases with length of stay to around 15% for visits of between 3 days and two weeks.  Similarly, only 14% of trips of one night include visits to the beach and this peaks at 31% for visits of between 8 to 14 nights.

Other Activities Participated in on Visit

Consideration of other activities in which visitors participate in on a trip provides a useful profile of the nature of visits on which fishing or visiting the beach occurs and can also suggest potential linkages with other product in promoting fishing or coastal tourism.  

Not surprisingly, persons that fish during a visit were more likely than other visitors to also go to the beach, 45% of those that fish also indicated that they participated in going to the beach as an activity compared with 21% of total domestic visits to South Australia including going to the beach.  Persons that fish were also more likely than average to visit national parks/bushwalk – perhaps reflecting the availability of fishing opportunities in some coastal national parks or that people that fish are likely to be interested in other outdoor activities such as visiting national parks.  Those that fish were less likely than average to participate in a range of other activities such as dining out at restaurants and visiting heritage/history attractions or wineries than the general visitor population.  

Of those that went to the beach on their last holiday, 24% also fished.  Again those that went to the beach had above average participation (21%) in visiting national parks but also above average participation in a range of other activities such as discos/nightlife, heritage/history attractions, wineries and museums.  

Thus it appears that fishing tends to be associated with low key trips that are less likely to include other tourist attractions and activities, whereas coastal tourism, as measured by those that visit the beach, is likely to involve participation in a range of visitor activities.  

Table 3.5   Selected other Activities participated in during Visit by those that Fish or Go to Beach during Trip, 1998

Selected other activities participated in
Total SA Visits

%
Visits that include fishing as activity

%
Visits that include beach as activity

%

Visit friends & relatives
42
30
36

Eat out at restaurants
25
16
25

Go to the beach
21
45
100

National Parks/bushwalking
13
19
21

Fishing
11
100
24

Discos/nightlife
10
8
13

Visit history/heritage buildings
7
2
10

Wineries
7
2
8

Museums/art galleries
5
2
8

Attend organised sporting event
5
2
2

Play Golf
3
5
4

Whale/dolphin watching
1
2
3

Ferry/tall ships/tourist cruise
1
2
2

Total Visits (‘000)
5,400
600
1,100

Source:  BTR National Visitor Survey, 1998

4 DOMESTIC VISITORS - MORGAN HOLIDAY TRACKING SURVEY

For domestic visitors holidaying in Australia, swimming/surfing is the outdoor activity with the highest participation level being undertaken on 23% of all non-business trips of 3 or more nights.  Beach holidays and fishing are also activities in which a large proportion of visitors participate, at 18% and 15% respectively.

Relative to all of Australia, there is above average participation in fishing by visitors in South Australia (18%), although there is below average participation in certain other coastal activities such as surfing/swimming and beach holidays.

There is a higher level of participation in coastal and fishing tourism among those on intrastate trips than for interstate trips.

In terms of value segments, the Something Better, Fairer Deal and Conventional Family Life segments tend to demonstrate above average levels of participation in fishing.  Young Optimists and Look-at-me segments are strong on swimming/surfing.  Most groups have high participation in Beach Holidays except for the two older groups – Basic Needs and Traditional Family Life who have below average participation in all three activities.

In line with popular perceptions those who participate in fishing/hunting are somewhat more likely to be male and in a family with children.  They also tend to be under 50 years and less likely to have tertiary qualifications.  

Coastal holidays tend to be associated with younger age groups, or with those in a life-cycle stage that includes children and with those with higher level qualifications.  

Introduction

The Morgan Holiday Tracking Study (HTS) is a nationwide survey of Australian households covering non-business travel behaviour and preferences for both interstate and intrastate travel.

Domestic Participation in Fishing and Coastal Activities

From the Roy Morgan Holiday Tracking Survey, 1997-98, 14.7% of Australians 14+ years identified fishing/hunting as an activity they had undertaken on their last non-business trip in Australia within the past 12 months.  Table 4.1 demonstrates that fishing/hunting attracts a relatively high level of participation compared with many other activities considered in the survey.  

The HTS also asks about three coastal activities, in addition to fishing.  These activities and their levels of participation are, surfing/swimming, 23.5%; beach holiday, 17.8%; and sailing, 2.2%.  While the sample participating in sailing is small, limiting more detailed analysis, surfing/swimming and beach holidays are analysed further in this chapter and used as indicators of the nature of participation in coastal tourism more generally.  

At the state level, the 1997-98 results suggest that the proportion of visits in South Australia that include fishing/hunting (18.5%) is somewhat higher than for Australia as a whole but participation in other coastal activities considered is somewhat less (Table 4.1).  

Table 4.1  Selected Activities participated in on last holiday in Australia or South Australia


% of domestic non-business visits

Selected* Activities
Australia
South Australia

Shopping
36
35

Surfing/swimming
23
16

Visiting National Parks
20
22

Beach Holiday
18
15

Bushwalking
17
15

Fishing/hunting
15
18

Casinos/poker machines
14
15

Cinema/movies
12
9

Art galleries/museums
12
14

Gardens/parks
12
13

Zoo/sanctuary/animal parks
9
10

Wineries/vineyards
8
18

Visiting Theme Parks
7
  5

Golf
6
  6

Bike riding
4
  5

Arts festivals/cultural events
3
  4

Sailing
2
2

Horse riding/trail riding
2
2

* Over 50 activities or attractions were considered in the survey

Source:  Morgan Holiday tracking Study, 1997-98

Participation in Fishing and Coastal Activities by Interstate/Intrastate Travel

Confirming findings from the NVS, the Holiday Tracking Survey indicates that there is a higher level of participation in coastal activities on holiday by those on a trip within their own state than on interstate trips.  This is particularly true for fishing/hunting with around 18% of intrastate non-business trips of 3 or more nights including fishing/hunting as an activity compared with 10% of interstate trips  (see Figure 4.1).  

Figure  4.1  Participation in Coastal/Fishing Activities by Interstate or Intrastate Visitors 
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Participation in Fishing and Coastal Activities by Value Segment

The Morgan analysis also includes segmentation of the market into lifestyle/value segments.  These offer an effective and efficient manner of understanding and describing the characteristics of market segments and a basis for target marketing to those segments offering most potential.  

A summary description of the characteristics of each segment
 and issues which relate to their potential for coastal and fishing tourism product is provided below.  A more detailed analysis of participation in fishing, swimming/surfing and beach holidays by value segments follows this general outline. 

Basic Needs: (4%)
 Older, retired workers and widows often living alone and on a pension.  Tend to seek a family holiday or relaxing/quiet holiday on last trip.  They have relatively low participation on most holiday activities except for sightseeing, visiting parks and gardens and package holidays.  This suggests any coastal experience sought could be expected to be relatively passive eg scenic coastal drives.

Fairer Deal: (7%) Working class, blue collar around 30 years of age. Indicate that they sought active/exciting holiday on last trip but activities in which they had above average participation levels were spectator sports, discos/nightlife and fishing/hunting.  Fishing opportunities would be a holiday drawcard for this group, possibly coupled with some boating activities.

Conventional Family Life: (11%) Middle Australia, skilled tradespeople or middle office workers, life revolves around families, age in the mid 30's.  Family holiday important in determining last trip and on that trip showed above average participation in football/cricket as spectators, shopping, casinos/pokies, fishing/hunting, surfing/swimming, zoos/sanctuaries and beach holidays.  Coastal tourism product sought by this group could be expected to be traditional family beach holidays with swimming, fishing and outdoor activities.

Traditional Family Life: (19%) Over 50, empty nest, mostly retired version of Middle Australia.  Strong preference for relaxing/quiet holiday on last trip.  While this group have a relatively high propensity to travel, their trips tend to be somewhat passive with below average participation in most activities on last trip except for visiting friends and relatives, gardens/parks, historical places, wineries, and country wildlife/scenery.  Coastal history opportunities could be expected to appeal to this group along with coastal drives and possibly marine wildlife where this is readily accessible and presented with some interpretation. 

Look-at-me:
(13%) Young people after an exciting time, independent of family, very active.  Strong preference for active exciting holiday on last trip.  Above average participation in most outdoor activities on last trip including swimming/surfing, bike and horse riding, tennis, fishing, but also above average for visiting entertainment/theme parks, discos/nightlife, cinemas and social activities.  High energy, active and adventurous coastal experiences are most likely to appeal to this group but nightlife and an opportunity to socialise also important to holiday decision.

Something Better:  (8%) Young executive families wanting it all now, upwardly mobile, career driven.  Relaxing/quiet holiday sought on last trip.  This group had above average participation in fishing/hunting and in casinos/pokies but generally had average or near average participation in most other activities on their last holiday.  Holidays that include fishing and traditional beach holidays appeal and options with a touch of luxury also likely to be of interest – eg value for money resort holiday.

Real Conservatives: (5%) Observers of life rather than active participants, tend to be very traditional, mature, mid career or retired, often on a lump sum.  Sought relaxing/quiet holiday on last trip.  No particular strengths in activities participated in on last trip but somewhat more likely to visit gardens/parks, zoos/animal sanctuaries and participate in less strenuous outdoor recreational activities such as fishing and bushwalking.  While relatively low participation in beach holidays, coastal activities such as fishing and experiencing marine wildlife may appeal.

Young Optimists: (7%) Dynamic, well educated, students or starting off in profession, trend setters.  Strong interest in active/exciting holiday on last trip.  Strong participation on last trip in outdoor activities, particularly more active ones such as swimming/surfing, snow skiing.  Holidays also tend to be highly social with meeting and mixing with other people, nightlife/discos and concerts enjoying above average participation - as might be expected given the age profile of this segment.  Restaurants and visiting wineries also enjoy above average participation.  More adventurous coastal activities with a nature element could be expected to appeal to this group such as diving, wind-surfing or sailing, but would also enjoy swimming, surfing, modern cuisine at a coastal venue and the opportunity to mix on holidays.   

Visible Achievers: (15%) Around 40 years, wealth creators, seek stimulating lifestyle for family.  Reflecting this, a family holiday was an important feature looked for on last trip.  Enjoy reasonable participation levels across a range of holiday activities, but relative to total population, strong participation in visiting restaurants, surfing, swimming, country/wildlife scenery, rest/relaxation and beach holidays.  When holidaying with family, a beach holiday with lots of activities to do together as a family, such as boating, surfing and swimming, can be expected to appeal.  Seafood dining and resorts also likely to be attractive to this group.

Socially Aware: (11%) well educated, up market professionals, strategic approach to life, community minded, green and progressive.  Tend to look for family holiday or relaxing quiet holiday on last trip.  High participation in a range of activities but particularly strong for nature and cultural activities such as art festivals, theatre, concerts, restaurants, bushwalking, surfing/swimming, art galleries/museums, historical places, wineries and national parks.  A number of aspects of the coast would appeal to this group including nature experiences, opportunities to experience marine wildlife in a natural setting, soft adventure, coastal history, coastal dining etc but coast needs to compete with the range of other interests and drawcards which attract this group.

Looking specifically now at participation by each segment in fishing and in the two coastal activities being considered, the 'Something Better' segment recorded the highest level of participation in fishing/hunting (Table 4.2) with 23% having participated in this activity on their last holiday compared with 15% of all travellers having fished.  ‘Fairer Deal’, ‘Conventional Family Life’ and ‘Real Conservatism’ segments also record above average levels of participation in fishing.

Table 4.2  Percentage of each Value Segment Participating in Activities


% whose last non-business trip in Australia included

Segment
Fishing/hunting 
Surfing/swimming
Beach holiday

Basic Needs
8
  4
  4

Fairer Deal
20
23
16

Conventional Family Life
19
28
23

Traditional Family Life
11
8
10

'Look at Me'
16
34
21

Something Better
23
24
18

Real Conservatism
18
16
10

Young Optimism
9
30
19

Visible Achievers
16
27
22

Socially Aware
10
27
20

TOTAL
15
23
18

Source:  Morgan Holiday Tracking Study, 1997-98

For swimming/surfing those groups with an older age profile (Basic Needs and Traditional Family Life) show a low level of participation (Table 4.2) whilst the highest level of participation is by the Young Optimists and Look-at-me segments – both of which have a young age profile.    Beach Holidays enjoy a fairly high level of participation by most groups except for the Basic Needs and Traditional Family Life groups.  This suggests beach holidays appeal to those segments with a high proportion of either young adults or families with dependent children.  

Figure 4.2 shows value segments and participation on last holiday in each of fishing/hunting, swimming/surfing, and beach holiday, as an index ie the predicability or likelihood for each value segment of having participated in the activity compared to the average for the whole population where an index of zero equates to the average participation for all travellers.  From this figure, the Basic Needs and Traditional Family Life segments can be seen to be less likely than average to participate in all 3 activities while the Conventional Family Life, Look at Me and Visible Achiever segments had somewhat above average participation in all 3 activities.  The Socially Aware and Young Optimists were more likely than average to participate in the two coastal activities but less likely to participate in fishing.  In contrast the Fairer Deal, Something Better and Real Conservatism segments show strong participation in fishing but not in the other two coastal activities.  

Figure 4.2  Index of participation in coastal/fishing Activities by Value Segment
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In addition to the relative propensity of a particular segment to participate in an activity, another aspect to consider is the significance of that segment in terms of total numbers who participate in the activity, which in turn is influenced by the relative size of a segment in terms of the total population and the population of travellers.  

Figures 4.3a – 4.3c show what percentage of those that participate in each activity come from each value segment.  For surfing/swimming, the Look-at-me and Visible Achiever segments are clearly very significant accounting for 40% of all those participating in this activity (Figure 4.3a). In contrast, the Young Optimists, while having a high propensity to swim/surf on holiday, account for only 10% of all those that swim and surf, reflecting that Young Optimists comprise a relatively small proportion (8%) of all travellers.

Figure  4.3a    Persons who swam/surfed last holiday by Value Segment
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Beach Holidays (Fig 4.3b) follow a similar pattern of distribution across the segments as surfing/swimming (Fig 4.3a) except that the Look-at-me segment is not quite so dominant (16% of all beach holidays compared to 20% of those that swim/surf).  The older segment of Traditional Family Life is somewhat more significant for beach holidays (10%) than for swim/surf (6%).

Figure  4.3b   Persons who had Beach Holiday by Value Segment
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Source: Morgan Holiday Tracking Survey 1997/98
Fishing/hunting (Fig. 4.3c) follows a somewhat different, and more even, pattern of distribution among the segments than the other two coastal activities considered.  Visible Achievers remain the single highest participants accounting for 18% of all those that fished on their last holiday.  This result largely reflects that Visible Achievers are a relatively significant proportion of the total population of travellers accounting for 17% of all those that travelled in the last 12 months and also have highly active holidays participating in a range of activities.  In contrast, the Something Better group, who recorded a high propensity to fish/hunt on last holiday (23% of this segment fished), account for only 8% of all travellers and as a result contribute only 13% of all travellers that fished/hunted on last holiday.  Of interest, in comparing figures 4.3a – 4.3c, is the Socially Aware Group who, although they account for 13% of all travellers and have a fairly high level of participation in most activities including contributing around 15% of those that swim/surf and 15% of beach holidays, comprise only 9% of those that fished/hunted on last trip.

Figure  4.3c   Persons who fished/hunted last holiday by Value Segment


[image: image7.wmf]Socially Aware

Visible Achievers

Young Optimists

Real Conservatism

Something Better

Lookatme

Conventional Family Life

Traditional Family Life

Fairer Deal

Basic Needs

0

5

10

15

20

%

Morgan Holiday Tracking Survey 1997/98

Other Demographics

Table 4.3 outlines participation in each of the three activities being considered by other broad socio-economic variables.

Gender

Males and females shared a similar level of participation as one another in the two coastal activities, swimming/surfing and beach holidays, however males were twice as likely to participate in fishing/hunting (20%) as were females (10%).  

Age

Those aged 14-17 years have a very high level of participation in swimming/surfing (40%) and a somewhat higher level of participation in beach holidays than other age groups.  In contrast, those over 50 years were significantly less likely to participate in swimming/surfing, beach holidays or fishing/hunting than other age groups. 

Education

Those whose highest level of education was at primary school level were less likely to participate in swimming/surfing and in beach holidays than those with higher education levels, although, to some extent, this may reflect that those whose education is limited to primary school also tend to be older.  Participation in the two coastal activities tended to increase with higher education levels whereas the lowest levels of participation in fishing/hunting were by those with a diploma/degree or currently at university.

Lifecycle

By lifecycle, all lifecycle groups that were under 35 years show above average levels of participation in the two coastal activities but, for those over 35 years, those with children have levels of participation significantly above those over 35 years without children.  For fishing, those in a life-cycle stage that includes children consistently show higher levels of participation than those of the same age that do not have children.

Income 

Those with higher household income levels tend to have above average levels of participation in swimming/surfing and in beach holidays, although this again may reflect age and education inter-relationships.  Participation in fishing tends to be lowest for those in the lower (under $15,000) or higher income categories (over $80,000).

Table:  4.3 Participation in Coastal/Fishing Activities by Demographic Characteristics


Percentage participating in Activity on last holiday


Swimming/

surfing
Beach Holiday
Fished /hunted 


%
%
%

TOTAL SAMPLE 
23.5
17.8
14.7






Gender




Female
23
17
10

Male
24
18
20






Age




14-17 years
40
24
18

18-24 years
29
18
11

25-34 years
26
20
18

35-49 years
29
22
18

50 and over
10
10
10






Highest level of education




Primary
8
11
15

Some Secondary/Tech
20
16
16

Intermediate/Form4/Yr10
22
16
17

5thForm/Leaving/Yr11
22
18
15

Tech/Matric/HSC/Yr12.
26
18
20

Some/Now at University
26
21
10

Have Diploma/Degree
27
19
11






Life-cycle of Respondent




Single 14-35 no children
31
20
13

Single 14-35 children
30
20
17

Married 14-35 no children
28
18
18

Married 14-35 children
28
23
21

Married 35+  no children
11
12
12

Married 35+ children
35
26
20

Single 35+ no children
12
10
10

Single 35+ children
25
16
12






Total Household Income




<$15,000
10
8
11

$15,000-$29,999
17
13
16

$30,000-$$49,999
24
20
18

$50,000-$79,999
26
22
15

>$80,000
29
19
13

Source:Morgan Holiday Tracking Survey 1997/98

5  REGIONAL TOURISM SURVEYS

For all regions that include a reasonable coastal section, the coast and fishing are important features of holidays to the region and significant as activities undertaken.

For some regions the coast and fishing are clearly dominant themes for the region. For instance, around three-quarters of visitors to the Yorke Peninsula walked along the beach, around half participated in fishing and over 80% agree that the region is good for fishing.  Among holiday visitors to the Fleurieu over half identify the coast and its activities as important motivators for their visit.  Over half of recent visitors to the Eyre Peninsula  associate the region with beautiful bays and beaches and with spectacular coasts and over a third associate it with fabulous fishing. 

Fishing is also an important feature of river holidays with the majority of houseboat holiday makers, for instance, participating in fishing. 

From time to time SATC conducts tourism surveys of visitors to particular regions.  While questions about the coast or fishing are obviously not relevant to all regions, the results from the following surveys provide some indication of the significance of coastal tourism and of fishing as a visitor activity in some regions.  The research from these surveys support findings at the regional level from the more recent NVS reported upon in Section 3.  It should be noted that survey methodology and questionnaires vary from survey to survey and accordingly results are not strictly comparable between regions.

· Yorke Peninsula Market Study, 1993.  In a survey of Adelaide households, respondents who had visited Yorke Peninsula in the last five years were asked what activities they had participated in on their last visit.  Table 5.1 compares participation in selected activities.

34% and 18% of respondents identified fishing from jetty/shore and fishing from boat (unprompted) as activities that they undertook on their last visit to the region.  When they were then shown a list of activities, 41% and 21% respectively identified fishing from jetty/shore and fishing from boat (prompted) as activities in which they had participated and 20% identified fishing as the activity they most enjoyed.  

While only 29% identified, unprompted, walking on the beach as an activity in which they participated, clearly the majority on visitors did take part in this activity; 74% identified this activity when prompted and 22% rated it as the activity which they most enjoyed.

The very high level of participation in coastal activities and fishing among visitors to Yorke Peninsula identified in this survey reflects findings from the NVS reported in Section 3 in which around half of visitors to Yorke Peninsula identify each of fishing and going to the beach as activities in which they participated.  

Table 5.1:  Visited Yorke Peninsula in last Five Years by

Activities Participated in on Last Visit

Selected Activities
Unprompted

Main Activity
Prompted All Activities
Most Enjoyed


%
%
%

Walking on Beach
29
74
22

Fishing from jetty/shore
34
41
13

Swimming
20
34
8

Fishing from boat
18
21
7

Sailing/windsurfing etc
4
9
3

Bushwalk/nature walk
5
21
5

Visiting Innes National Park
-
18
-

Heritage walk/drive
-
10
-

Source:  SATC: Yorke Peninsula Market Study, 1993

Yorke Peninsula has a strong and positive perception by visitors when it comes to both the coast and fishing.  Of both recent and past visitors, 88% and 82% respectively agreed with the statement that the Yorke Peninsula is good for fishing.  Of those who have never visited Yorke Peninsula, 58% agreed with the statement.  95% of recent visitors agreed that the Peninsula has an appealing coast and seaside, as did 87% of past visitors and 54% of those that had never visited.

· Fleurieu Peninsula Visitor Survey, 1992/93.  In the survey of visitors staying in commercial accommodation in the region, 42% identified swimming and 20% identified fishing as an activity in which they had participated or intended to participate during their stay in the Fleurieu Peninsula.  Swimming and fishing are clearly strongly associated with visits to the Fleurieu and are two of the activities most commonly participated in for the region.  These participation levels compare with those for the following activities - scenic drive/sightseeing, 65%; visiting art/craft galleries, 43%; restaurants, 38%; nature/heritage walks, 35%; visiting national parks, 23%; and, golf, 17%.  Other coastal activities covered and percentages participating in them were Murray Mouth/Lake cruises, 12%; whale watching, 8%; sailing, 5%; windsurfing, 3%; and, power boating, 2%.  Adelaide visitors were more likely to participate in fishing in the region than those from other destinations and those from interstate were more likely to participate in Murray Mouth/Lake cruises.  Participation in swimming was similar for most groups. 

More generally the importance of the coast to tourism in the region is indicated by 54% of holiday purpose visitors identifying seaside/water activities as an important or very important influence to their decision to visit the Fleurieu.

A second survey conducted as part of the study involved interviews with persons visiting local attractions in the Fleurieu and covered both day trip visitors to the region (58% of those surveyed) and overnight visitors.  In this survey 36% indicated that they had participated in water-based activities generally, 8% in whale watching and 7% in Murray Mouth/Lake cruises during their visit to the region.  53% identified seaside/water based activities as an important or very important influence upon their decision to visit the region. 

· Eyre Peninsula Market Study, 1994. 44% and 21% of Adelaide residents that had visited Eyre Peninsula in the last 5 years identified beach/jetty fishing and boat fishing respectively as activities in which they had participated and enjoyed on their last visit.  Other coastal activities identified included beach walking, 26%; swimming, 13%; scuba diving, 3%; and, 1% for each of surfing, water skiing, sailing and windsurfing. 

When prompted with a range of descriptions of Eyre Peninsula, the three most commonly associated with the region were ones relating to the coast.  Fifty percent of recent visitors associate the region with beautiful bays, beaches and islands, 45% associate it with a spectacular coast and magnificent cliffs and 37% with fabulous fishing.  For non-recent visitors the association of the region with these descriptors followed a similar pattern at 45%, 33% and 30% respectively.   

· South East Visitor Survey 1992.  In a survey of persons staying in commercial accommodation in the region, 18% identified fishing as an activity they undertook on their visit and 8% identified ‘other’ water based activities.  This compares with the following selected other activities – nature/heritage walks, 21%; scenic drives and sightseeing, 52%; visiting caves, 24%; visiting National Parks, 18%; and, wine tasting, 25%.

Visitors from Adelaide, Western Victoria and the rest of country Victoria were most likely to participate in fishing (24%, 19% and 39% respectively), as well as nature/heritage walks and other water-based activities.

Around a third (32%) of holiday purpose visitors identified seaside/water based activities as a important/very important influence to their decision to visit to the region which, compared with results for other regions outlined above reflect that the coast is not such a dominant feature for visits to this region.

· Kangaroo Island Development Board Visitor Surveys, November 1998.  Of those who were interviewed when departing from Kangaroo Island, 26% of visitors from South Australia and 14% of total visitors identified fishing as a reason for visiting.  This compares with the dominant reasons for visiting which were, experience Australian wildlife (64%), see spectacular scenery (50%) and experience unspoilt nature (34%).  While these three attributes are not necessarily limited to the coast, they are clearly features that are strongly met by the coast.  

· Murraylands Market Study, 1994. 18% and 10% of Adelaide residents that had visited the Murraylands in the last 5 years identified fishing from river/lakes and fishing from boat, respectively, as activities they found interesting or enjoyable on their last visit.  This compares with the following selected activities - walks along river/lakes, 20%; bush/nature walks, 12%; swimming, 9%; water skiing, 12%.  33% of recent and 38% of non-recent visitors, respectively, identified the Murraylands region as good for fishing when prompted with a range of descriptors.

· Riverland Market Study 1995. 36% and 18% of Adelaide residents who had visited the Riverland in the last 5 years identified things to do and see or water, respectively as the most important consideration for deciding a holiday destination.  59% of both recent and non-recent visitors to the Riverland associated good fishing with a holiday to the region.

· Houseboat Industry Study 1997.  This study included separate surveys of current, past and potential houseboat patrons.  

· 31% of past patrons identified fishing (unprompted) as one of the activities they undertook on their houseboat holiday.   Fishing was the third most commonly identified activity after visiting orchards and skiing.  

· 70% of current patrons surveyed over Easter identified fishing as one of the activities that they had or planned to undertake (unprompted).  This was the most commonly identified activity with the next most common being swimming, mentioned by 34% of respondents.  Current patrons were then prompted specifically if they had already undertaken any fishing – 54% had done so - of which 64% had caught fish.  

· In an omnibus survey of potential patrons, of those who indicated that they had been houseboating or would consider houseboating, 7% identified ‘to fish’ (unprompted) as a feature that would motivate them to take a houseboat holiday.  When asked what activities they would undertake on a houseboat holiday 43%, of potential patrons identified fishing (unprompted) - the next highest activity was swimming (20%).  A further 25% identified fishing when prompted with a range of activities resulting in 67% identifying fishing.

· The report identifies fishing as one of the potential linkages to promote in marketing houseboat holidays.

Visitation to Major Attractions  The SATC undertakes a survey of visitor numbers to major public sector attractions and to events.  These indicate significant visitation levels are achieved by coastal and maritime attractions which in 1998/99 attracted the following numbers of visitors:

Horse Tram Victor Harbor (journeys)


214,000

Innes National Park, Yorke Peninsula


207,000

Seal Bay, KI






  98,000

Flinders Chase National Park  KI



  85,000

Maritime Museum, Port Adelaide



  64.000

Lincoln National Park




  
  42,000

Whyalla Maritime Museum




  23,000

Mangrove Trail, St Kilda (1997/98)



  21,000

Penguin tours, KI





  20,000

Tunarama Festival





  15,000

Glenelg Jazz festival





  12,000

6  OTHER TOURISM RESEARCH

Swimming/water sports and fishing rate among the top three activities that South Australians are interested in doing on an intrastate holiday.

South Australians have a strong association with the coast and beach holidays when considering holidays in their own state.  Those from interstate have limited perceptions of the coast as a destination for a holiday in South Australia.  Images of the SA coast interstate generally relate to relaxing, uncrowded beaches and beaches that are good for children.  

For around half of all Australians fishing is an activity that they would like to do on holiday and for nearly a third it is an activity that they would like to organise a holiday around.

SA Getaways Pre-Launch Consumer Research

Just prior to the launch of the SA Getaways book in 1995, a survey was conducted among South Australians to both act as a benchmark and explore South Australians’ intrastate holiday behaviour.  From a nominated set of 24 activities or experiences, the most commonly nominated activity that respondents would be most interested in undertaking on a holiday in South Australia was swimming/water sports (Table 6.1).  25% identified swimming/water sports as the activity they would be most interested in being able to enjoy at a holiday destination and 16% identified it as the activity they would be next most interested in. 

Table 6.1:  Activities of Interest in choosing an Intrastate Holiday Destination


Activities interested in enjoying at next holiday destination

Activity
Most interested in
Next most interested in

Swimming/water sports
25%
16%

Bushwalking
19%
17%

Fishing
16%
13%

Visiting antique shops/old farmhouse/country homes
  7%
  7%

Camping
  6%
6%

Golf
  4%
4%

Wildlife Parks
  4%
  6%

Visiting wineries
  4%
  7%

Fine dining
  3%
  9%

Adventure Parks
  3%
  1%

Horse or camel riding
  2%
  1%

4WD or trail bike riding
  1%
  1%

Caravanning
  1%
1%

Mountain climbing/abseil
  1%
-

Cycling
  1%
-

From the same survey 16% of respondents identified fishing as the activity they would be most interested in being able to enjoy at a holiday destination,  with a further 13% identifying fishing as the activity they would be next most interested in.  Thus 41% of respondents identify swimming/water sports and 30% identify fishing as the top two activities they would be interested in being able to enjoy when choosing their holiday destination.  Clearly the coast and fishing, along with bushwalking, rate extremely highly as holiday activities.

Secrets Qualitative Groups 

In April 1998 a total of 16 focus groups were held – four each in Adelaide, Brisbane, Sydney and Melbourne.  The purpose of these groups was to explore perceptions and attitudes to South Australia as a holiday destination as well as pre-test the first ‘Secrets’ book.  Participants were selected from the Socially Aware and Visible Achievement value segments - being the groups considered the primary campaign targets.  Findings from the groups provide some qualitative research on attitudes and responses to coastal tourism and fishing tourism and of South Australia’s positioning in these two areas. 

In the groups held in Adelaide mention was made of several coastal locations and coastal holidays.  The coast and beaches clearly have a high profile for South Australians when considering holiday options within their own state.  Mention made of localities around the state include Kangaroo Island, Port Hughes, Normanville, look at the beaches, stay in a beach-house, Innes National Park, lower Eyre Peninsula, Port Lincoln, Goolwa, rented beach house, Granite Island, Robe, go somewhere near the beach at Christmas etc.  Comparisons, both favorable and less favorable, of the coast in SA with elsewhere were common:

 “if you compare it to NSW, it’s not very fertile, it’s very dry and if you compare that to the coast of NSW which has got forests and real diversity -  rainforests, rivers, beach. . . we haven’t got quite that diversity”. 

Others disagreed – 

“within 6 hours drive along the SA coast you’re going to find anything you will find in NSW . . . Coorong - bloody wonderful, sea kayaking, our coastal South Australia is a magnificent 

asset”.
“the beaches are just wonderful you look at the beaches on the television, you know, the Riviera, and you think, why bother, just for a 2 hour drive down South”.

In the interstate groups there were similarly references to coast or beach holidays, but these generally referred to holidays within the respondent’s own state – ie a beach holiday was associated with taking a local intrastate break.  There was some recognition of coastal tourism opportunities in South Australia, with SA generally seen as offering beautiful, low key, safe, relaxed and uncrowded beaches: 

“its got beaches for kids”

“if you’re into boating, it has got some fantastic boating destinations” (by some-one who has friends here and boats with them).  

“the beaches are rather nice if you’re not terribly keen on surf beaches, the surf’s usually pretty flat”

“The beaches are fantastic, they’re quite beautiful”

In terms of specific coastal destinations there appears to be reasonably strong recognition interstate of Victor Harbor, Glenelg and Robe as SA coastal destinations although, relative to other SA localities, mention of the beach was not prominent: 

“Victor Harbor has whale watching” 

“you can catch a tram to Glenelg, which, I suppose, is their equivalent to our Bondi Beach – not crowded,  don’t get pushed and shoved”.

“soft spot for Glenelg, been there many times. Enjoy that if I’m looking for a relaxing holiday”

 “if you get to the beach its quieter, you can go for walks, nice fish and chips in Glenelg”

“the big, huge, long beach whatever its called” ( Coorong?) 

“There’s a place called Robe and it’s lovely water and that”

Generally however the groups appeared to associate beach holidays with intrastate holidays or holidaying in Queensland.  South Australia did not have a strongly competitive position with respect to perceptions of what it offers for coastal tourism.  In many cases favorable comments about SA’s coast were met by other participants making comparisons with what is available in their own state: 

“there are other places that have water and also have other things that South Australia hasn’t got”

“They’ve got lovely beaches.  We’ve got lovely beaches”

“each state has its own beaches and mountains and those sorts of things, so if you were wanting to go to each of those you would find a destination that’s close by” 

“if I saw that [brochure cover showing coast] for South Australia, I would think oh I don’t think of South Australia as beaches. . . I would be happy to have it as part of it – beach as one of say half a dozen pictures”

“Yeah, but you talk about beaches as in Noosa and Cairns.  Most people freeze to death down there [South Australia] in the water, when you‘re used to Brisbane”

“Think of Barossa - I think they do struggle to find anything else.  It hasn’t got snow or really spectacular beaches . .”

“Visit friends down there regularly  . . . It involves a holiday as they have a beach house down at Victor and I go down there and that sort of thing but I don’t see it as a holiday thing”  

The perceptions of coastal tourism options of South Australia from the focus groups is generally reinforced by quantitative tracking research conducted in July 1999 among Melbourne and Sydney residents.  To obtain an understanding of the competitive positioning of SA, respondents were prompted by a number of destination features and asked to specify which States and Territories they associated with each.  In this research South Australia was ranked fifth in terms of association with coastal and beach experiences.  In contrast it ranked reasonably strongly in terms of wine and food, festivals and special events, and arts and entertainment and ranked poorly (7th) in terms of adventure and nature.

With respect to findings on fishing specifically, of the 16 focus groups, fishing was only mentioned in 2.  This may indicate a low level of top of mind association with fishing as an activity offered by South Australia or that fishing is seen as an activity in its own right ‘went away fishing’ rather than as a ‘holiday’, which was the topic of the focus groups.  It may also reflect that for the two segments (Visible Achievers and Socially Aware) recruited to the focus groups, fishing holds limited appeal. 

In one of the groups (Victorian) in which fishing was mentioned the reference was only prompted by a photograph of fishing in the mock up catalogue.  Fishing did not in any case prompt a positive response.  One participant felt it was:

“curious that they talk about water based holidays and they have pictures of people fishing,

Two considered fishing would be unappealing for women: 

“that would be about the last thing that most women would want to go and do” and 

“I can’t imagine my bride ever being interested in fishing”.  

There was however some recognition of the notoriety of South Australia and sharks:

“If somebody said ‘look, there’s a 16 foot white pointer out there mauling people’ we’d all go and have a look at that because we can’t see that at home”.
The other group that mentioned fishing was from Queensland.  Two participants had fished in SA and were positive about what SA offers as a fishing destination: 

“Great fishing, because that’s where we went fishing” “Very good fishing” and mentioned Port Lincoln and Kangaroo Island.  

Their comments did not appear to strike a chord with others though, with one response perhaps reflecting the general reaction to fishing and SA throughout the interstate groups 

“I never associate fishing with South Australia”.
Given the reactions to coastal opportunities generally, it might be expected that, similarly, even for those attracted by the idea of fishing, fishing would tend to be associated with intrastate trips and a low awareness of South Australia being able to offer any fishing experience that would not be available in their own state  - excepting for perhaps a perception of an association between SA and white pointers. 

Tourism Banks This was a major national research study conducted in 1989 which looked at tourism products and their appeal to consumers.  While the report is now over 10 years old, the strong preference for fishing as a holiday activity remains of interest.  In this survey 50% of Australian respondents identified fishing as an activity they would like to do on holiday, making it the third most nominated activity after wine and food (54%) and health activities like gym, jogging, walking etc (51%).  Of other coastal activities included, 39% identified motorised boating and canoeing as activities they would like to do on holiday and 33% identified sailing.  Of activities people would like to organise a whole holiday, trip or short break around, fishing was the most preferred activity with 30% identifying it.  This was followed by nature activities identified by 21% and health exercises identified by 20%.  Motorised boating and canoeing was an activity 18% of respondents would like to organise a holiday around and sailing was identified by 15%.

7 RECREATIONAL PARTICIPATION - ADELAIDE AT LEISURE STUDY

Fishing ranks very highly as a general recreational activity with 27% of Adelaide residents indicating that they go fishing regularly.  This general recreational interest suggests strong potential to promote fishing related holiday opportunities.

Participation in fishing as a recreational activity tends to be higher among males and households with dependent children and lower for those over 50 years and with higher levels qualifications. 

Around 13% of Adelaide residents participate in whale watching and 7% in surfing as recreational activities.  

For surfing participation is considerably higher for those who are male, aged 16-19 years and living in household structures described as unrelated adults.  For whale watching participation is somewhat higher for those aged 40-59 years. 

In 1995 SATC commissioned research to provide a better understanding of leisure activities and attractions in which Adelaide residents participate and which might also appeal to visitors.  Respondents were asked which of a number of activities they participate in on a regular basis.  Results provide an indication of general recreational interest rather than necessarily of participation while on holiday.  General recreational interest does however suggest potential for the activity to also be seen as enhancing the appeal of a holiday.

Table 7.1:  Participation in Selected Lifestyle Activities by Adelaide Residents

Selected* Activities
% Total Sample

Watching sport live
48

Visiting Wineries
38

Playing social sport
35

Bushwalking
30

Fishing
27

Playing competitive sport
23

Cycling for Pleasure
22

Playing Golf
16

Whale watching
13

Water skiing
9

Surfing
7

* over 30 activities were considered in the survey

Source SATC, Adelaide at Leisure, 1996

Participation levels are compared with other selected activities in Table 7.1.  Fishing rates particularly highly, with 27% of respondents indicating that they fish on a regular basis.  The only other coastal activities covered by the survey were whale watching and surfing in which 13% and 7% respectively participate.   

As part of the Leisure Study respondents were segmented into seven groups on the basis of the type of leisure destinations they visited. Table 7.2 shows that those who indicate fishing as a recreational activity were remarkably evenly distributed amongst each of the seven leisure segments with all groups indicating participation at around the average of 27% for the total sample.  Of interest, even the residual category ‘non-participants’ (those respondents who had not participated in any of the qualifying day trip leisure outings used as the basis for segmentation, and generally had low participation in most leisure activities) recorded a 22% participation rate.  

In contrast to fishing, much higher rates of participation in surfing were recorded by the Leisure Sophisticate segment.  This segment is characterised by a high proportion of students and those employed in a professional job and by a high level of participation in visiting culture and nature destinations.  Activity Seekers, who tend to be aged under 39 years and for whom children are frequently an important consideration in choosing leisure destinations, also have a reasonably high level of participation in surfing.  For whale watching, most groups enjoyed above average levels of participation.  The Traditional Aussie segment stood out as having a low level of participation - this is a largely male and blue collar segment with below average visitation to most leisure destinations except for the casino.  

Table 7.2:  Participation in Selected Lifestyle Activities by Adelaide Residents

Leisure Segment
% participating in fishing
% participating in surfing
% participating in whale watching

Total Sample
27
7
13

Leisure Sophisticate
25
18
17

Indulgers
27
7
16

Family Focus
28
3
19

Activity Seeker
28
11
13

Browser
28
4
19

Traditional Aussie
29
6
4

Non-participants
22
2
3

Source SATC, Adelaide at Leisure, 1996

Table 7.3 considers the demographic characteristics of those participating in fishing and the two coastal activities:  

· Participation in both fishing and surfing is more than twice as high for males as for females.

· Fishing as a regular recreational activity is somewhat less common among those aged over 50 years and most common among those aged 16-19 years.  Similarly there is a high level of participation in surfing by those aged 16-19 years and it drops away markedly after this age.  In contrast those aged 40-59 years show the highest level of participation in whale watching.

· Respondents whose highest level of education was Secondary School had above average levels of participation in fishing and those with University/post graduate education, below average participation.

· Fishing is more common among those who describe their household structure as including dependent children.  36% of those whose household structure was couple with dependent children participate in fishing as a regular activity as do 42% of those in households of a single adult and dependent children.  Those in a household of unrelated adults were more likely to surf than other groups and those in households of unrelated adults or couples with dependent children also show above average participation in whale watching as an activity.

Table 7.3:  Recreational Participation in Fishing and Coastal Activities by Demographic Profile


% Participating as a regular activity in: 


Fishing 
Surfing 
Whale Watching

Total
27
7
13






Gender




Female
14
5
12

Male
40
10
14

Age




16-19 years
41
33
5

20-29 years
27
9
14

30-39 years
28
6
13

40-49 years
31
6
18

50-59 years
20
5
16

60 or more
20
*
8

Highest level of education




Primary
18
*
*

Secondary
33
7
15

HSC/Matric
21
8
8

TAFE
32
16
10

College of Adv. Education.
27
10
18

University Degree
16
5
18

Post Grad Degree
11
*
11

Household Description




Single adult only
15
5
13

Single ad. & dep. Children
42
6
6

Couple - no dep. Children
26
2
11

Couple – depend. Children
36
13
17

Unrelated adults
21
21
15

Other
22
6
11

Source SATC, Adelaide at Leisure, 1996

The Adelaide at Leisure survey also asked participants about their perception of eight local leisure destinations including, of relevance to the coast, Victor Harbor and Glenelg.  The survey results indicate that, compared to other destinations, Glenelg was perceived to be a good place for families with children, exciting, to have interesting shopping, a good place to socialise and meet friends, to have good restaurants and cafes.  Glenelg was also seen to be a place at which it can be difficult to park, and, to be to some extent, unsafe.  Victor Harbor was seen as a good place for families with children, exciting and also a good place to take visitors.

8 OTHER RESEARCH ON RECREATIONAL FISHING AND COASTAL ACTIVITIES

Around 450,000 or 31% of South Australians have fished as a recreational activity over the past 12 months

Males and those from younger age groups are more likely to fish than other groups.

Being with friends and family, looking at scenery and exploring new places, along with catching fish, are appealing aspects of recreational fishing that could be used in promoting fishing tourism.

7% of Australians identify fishing as a sport or physical activity in which they have participated in  the past 12 months and 12% identify swimming. 

It is estimated that nearly 70% of Adelaide residents visit metropolitan beaches at least once during the year.  Over half of Adelaide residents consider metropolitan beaches are a tourist attraction for interstate and overseas visitors. 

South Australian Recreational Fishing Survey

This survey, conducted by the Marketing Science Centre in 1997 for Primary Industries SA, considers recreational fishers in South Australia.  The prevalence and perceptions of those that fish as a recreational activity is relevant to the promotion of fishing tourism.  Key findings include:

· Around 450,000 or 31% of the state population aged 5 years or older fished in the past 12 months.  Country South Australians were more likely to have fished than those from metropolitan Adelaide.

· There were more than twice as many male fishers as female fishers

· Younger people are more likely to fish than older people with participation steadily declining for age groups beyond 35-49 years 

· The thing most enjoyed about fishing is the social aspect ie ‘being with friends and family’.  The next most popular aspects are catching at least one fish and catching fish to eat.  Relevant to fishing tourism, pleasant scenery and exploring new fishing areas also rate highly.  

· Boat fishing is most popular, then jetty. 

· Two-thirds of metropolitan fishers mainly fish outside the metropolitan area with the equal top three spots being western Yorke Peninsula, eastern Yorke Peninsula and lower Fleurieu Peninsula.

· Half of all fishers fish 6 times or less per year

· Half of all fishers target a species when fishing with whiting being the most commonly targeted fish, followed by Tommy Ruff and Garfish

· It is estimated that fewer than 5% of recreational fishers are members of a fishing club. 

Australian Bureau of Statistics 

Surveys conducted by the Australian Bureau of Statistics provide an indication of the level of participation in fishing and coastal activities generally - not necessarily on holiday.  References to water based activities from these sources may relate to participation at the coast, or at a river or pool, and cannot necessarily be assumed to indicate participation in the activity at the coast.

South Australia Participation in Sporting and Physical Activities Cat. No. 4175.4.  From this survey it is estimated that 85,700 adults, or nearly 8% of the South Australian adult population aged 15 years and over 'had been fishing on a regular basis' in the 12 months prior to being interviewed.  A similar number (84,700) are estimated to have participated in swimming on a regular basis, although it is not possible to say whether this was at a pool or at the coast.  24,100 or over 2% participate in surf sports and 24,700 in waterskiing/jetskiing/powerboating, although again a large proportion of these could participate on a river or lake rather than at the coast.  These participation rates are compared with some of the activities considered in Table 8.1.

Table 8.1:  Participation in Selected Sporting and Physical Recreation Activities by South Australians aged over 15 years

Selected Activities

%

Bushwalking
41,800
4

Cycling
60,200
5

Fishing
85,700
8

Golf

81,600
7

Surf Sports
24,100
2

Swimming
84,700
7

Tennis
60,100
5

Waterskiing/jetskiing/power boating
24,700

2

Source ABS Catalogue No. 4175.4
Participation in Sporting and Physical Activities (Cat. No. 4177.0) 1998-99  This publication reports on data collected through the Population Survey Monitor.  It estimates that nearly 2.1 million or 15.3% Australians participate in swimming as a sporting or physical activity.  Swimming has the highest participation rate of all activities covered in the survey except for walking, although it should be noted that participation in swimming may be in a pool or river, not necessarily at the coast.  Of other water sports covered by the survey, 162,000 or 1.2 % participate in sailing; 130,000 or 1% in scuba diving; 294,000 or 2.2% in surf sports and 188,000 or 1.4% in water skiing/power boating.  For South Australia participation in swimming was 9.4% and for the other water activities mentioned between 1% - 2%.

915,000 Australians, or 6.7%, aged 18 years or over identified that they participated in fishing as a sporting or physical activity.  The estimate for South Australians who gave fishing as an activity participated in was 71,000, or 6.5%, of SA’s population aged 18 years or over.  

Table 8.2 compares participation in fishing and water activities with other sporting and physical activities.  Of interest, swimming is the second most popular of the more than 50 activities covered in the survey and fishing is sixth most popular.

It should be noted that the Population Survey Monitor refers to persons 18 years and over whereas from other sources it appears that persons aged 15-19 years tend to have higher levels of participation in activities such as fishing and swimming than older age groups.  It should also be noted that the ABS survey asks about participation in ‘sport and physical activities’ and it is left to the opinion of the respondent whether an activity is regarded as a sport or physical activity.  It is likely that, particularly for fishing, there are persons that participate in the activity for pleasure or recreation but do not regard it as a sport or physical activity for the purpose of the ABS survey.

Table 8.2:  Participation in Selected Sporting and Physical Recreation Activities by Australians aged 18 years and over, 1998-99

Selected Activities
Persons (‘000)
%

Walking for fitness
3,078
22.7

Swimming
1,629
12.3

Aerobics/fitness
1,513
11.1

Golf

1,331
9.8

Tennis
1,051
  7.7

Fishing
  915
  6.7

Cycling
  796
  5.9

Running
  654
  4.8

Water skiing/power boating
  188
  1.4

Billiards/snooker/pool
  402
  3.0

Netball
  439
  3.2

Surf sports
  294
  2.2

Sailing
  162
  1.2

Scuba Diving
  130
  1.0

Source ABS Catalogue No. 4177.0
Other characteristics of participants from the ABS survey are: 

· Males were much more likely to participate in fishing than females (10% compared with 3%) and females were marginally more likely than males to participate in swimming (17% cf. 14%)

· 6% of those who fish do so as an organised activity e.g. through a club or competition but for the majority (94%) fishing is mainly an unorganised activity.  Similarly 8% of those participating in swimming do so as an organised activity.

· 14% of fishers were aged 18-24 years, 29% were aged 25-34 years; 24% were 35-44, and 33% were 45 years or over.   For swimming 19% were aged 18-24 years, 29% 25-34 years, 24% 35-44 years and 28% over 45 years.

· 40% stated they participated in fishing 1-6 times during the 12 months prior to the interview, 25% participated 7-12 times, 13% participated 13-26 times, 21% more than 26 times.  For swimming 14% had participated 1-6 times and 48% more than 26 times.

Adelaide Beach Users Survey.  In this 1986 survey of Adelaide residents conducted for the Coast Protection Board, 57% of respondents indicated that they visited metropolitan beaches.  Walking enjoys one of the highest levels of participation as a beach activity ranging from 35% of those who visit the beach in summer walking to 66% of those that visit the beach in winter.  Other activities with high levels of participation at the beach are swimming, relaxing/sunbaking and exercising the dog.  In summer swimming is the activity most participated in, with 61% of those that visit the beach in summer nominating it as an activity in which they participated.  Around 5% of summer beach users participate in fishing rising to 9% for winter beach users.  In a separate survey conducted of visitors at metropolitan beaches, 10% lived outside the metropolitan area or interstate or overseas.  93% of all beach users identified that, compared to other recreational resources, metropolitan beaches were important or very important to the enjoyment of their leisure time.  In addition 50% of respondents agreed with the statement that beaches in or near Adelaide are tourist attractions for interstate/overseas visitors and 82% agreed that they were convenient and enjoyable for Adelaide residents.

In a separate Beach Usage Survey conducted by ABS in 1986 it was estimated that nearly 70% of Adelaide residents aged over 15 years had visited at least one metropolitan beach in the previous 12 months.  Glenelg stood out as the most popular beach with 25% of beach users identifying it as the beach they visited most often, followed by Semaphore, 9%, Brighton\Hove 8%, Henley Beach, 8%, West Beach, 7%, and Grange, 7%.

National Survey of Recreational and Indigenous Fishing 

This is an initiative of Commonwealth, State and Territory fisheries agencies.  The objectives of the survey is to quantify the:

· demographic profile of the fishing population

· catch and effort of all the non-commercial fishing activities at national and regional levels

· economic activity associated with non-commercial fishing, and

· attitudes and opinions of fishers to matters relating to their fishery.

Results are expected towards the end of the year 2000.
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High Potential Segments


Traditional Family Life
Socially Aware
Visible Achievement 
Young Optimism

% adult population June 1998
19.4%
11.1%
14.9%
7.2%

% of those took non-business trip >= 3 nights in past year
17.3%
13.2%
17.0%
8.0%

% of those took non-business trip interstate of 3 or more nights in past year (June 1998)
17.9%
15.5%
17.1%
8.8%

Demography
Low to middle income and eduction, 50+ years, retired or pre-retirees, older families and couples, mostly empty nesters 
Up-market professionals, tertiary educated, top jobs, 35-54 years, families and couples, wealth managers 
Upwardly mobile, wealth creators, 35-54 years, families
Students, technocrats and young professionals, 25-34 years, young singles or couples living together

Values
Relationship with grown children and grand children paramount, strong commitment to traditional roles/values, God has important place in lives, concern with health 
Social issues oriented, voluntary simplicity, inner growth, world view, community minded, thoughtful and strategic approach to life, very green and progressive  
Success/fame oriented, materialism, comfort, seek recognition and status for themselves and their families, prolific shoppers
Direct experience, hedonistic, avante garde, trend setters, outgoing, ambitious, very career oriented 

Holiday Behaviour
Average propensity to travel, average holiday expenditure, longer trips, keen holiday tourers and VFR, budget for holidays 
High propensity for interstate holiday and high spending on holidays, tend to take shorter trips of week or less
High propensity for interstate travel and high spending on holidays, look for quality and value for money, tend to take shorter trips of week or less
High propensity for interstate travel 

Holiday Product
Comfortable reliable accommo-dation, hotel/motel (prefer budget chains), caravans. Sight-seeing, local galleries, gardens, historical places to learn, local food & wine, casinos, pokies, fishing, coach tours, predominant group for packaged product.  Tend not to want nature experience or luxury. 
Stay in luxury hotels and rented accommodation, key segment for B&B but also stay in tents.  Short-break retreats and longer holidays, explore and experience, cultural events, nature, bushwalking, art galleries, nature, food and wine, adventure, eco-tourism  
Luxury hotels, rented accommodation or standard hotels/motels.  Wineries, historical places, cities, shopping, golf, restaurants, beach.  For those with family, a holiday is a chance to spend time together doing activities with the children
Wide range of tourism accomm-odation including high level of staying with friends and family to leave money to enjoy themselves. New experiences, adventure, action and excitement, food and wine, cultural tourism, nature based, special events, social activities, beach/surfing

Media Consumption
Respond to practical ideas, clear communication, commonsense. Read print media such as Womens Weekly, daily newspapers, Family Circle, Gardening Australia. Watch TV such as Young and Restless, Country Practice, Wheel of Fortune, Burkes Backyard 
Respond to intelligent, tasteful, stylish, appeals.  Concepts/ideas important in message.  Read print such as Time, House & Garden, national newspapers and week-end supplements.  Watch TV such as ABC/SBS news, LA Law but generally low TV consumption
Respond to clever unusual appeals. Aspirational lifestyle must be respected. Read print media such as House and Garden and Time. Watch TV such as ABC news, current events, and LA Law
Respond to intelligent creative appeals but generally scornful of advertising. Read media such as Who and People, Rolling Stone, Cosmopolitan but also Mode, Elle HQ.  Watch TV such as E Street,  Seinfeld, Simpsons, Fast Forward and documentaries


Medium Potential
Lower Potential


‘Look at Me’
Something Better
Conventional Family Life
A Fairer Deal

% adult population June 1998
12.7%
8.4%
10.9%
6.6%

% of those took non-business trip >= 3  nights in past year
13.2%
8.0%
10.8%
5.0%

% of those took non-business trip interstate of 3 or more nights in past year (June 1998)
12.0%
7.1%
9.0%
4.9%

Demography
Students/first job, Singles, 18-24 years 
Upwardly mobile, younger couples, many have younger children
Younger, mid-life families, middle Australia, skilled trades people or office workers, average incomes 
Working class and blue collar, around 30 years, struggling to make ends meet

Values 
Experimental, impulsive, live for today, peer driven, active social and sporting life, not sophisticated or politically active on social issues, job not career view
Competitive, business and career driven,  many two income families but borrow to fund lifestyle
Aim to give children better opportunities, security and sense of belonging are important
Concerned they get a raw deal out of life.  Often dissatisfied and discontent

Holiday behaviour
Average travel propensity but more likely to be intrastate.  Average holiday expenditure. 
Average propensity to holiday interstate and average holiday expenditure
Low propensity for interstate travel, above average intrastate travel.  Average expenditure on holiday trips
Low propensity to take interstate or intrastate holidays and low expenditure on holiday travel 

Holiday product
Stay in family/friend’s holiday homes, youth hostels, tents, caravans.  Beach activities, shopping, skiing, nature based adventure, sport themes, night life.  Unlikely to participate in cultural activities. May respond to packaged product if group specific/targets young people
Luxury hotels when they can afford it, with friends or caravans and tents.  Fishing, sailing, swimming and other beach activities, casinos and nightlife 
Rented holiday accommodation, stick to holiday budget and tend to holiday intrastate 
Tend to stay in friend’s homes or family holiday homes – otherwise camping.  Fishing, swimming, watching football, pubs and nightlife

Media
Respond to visually dramatic exciting and humorous approaches that show an understanding of youth.  Read print such as Who and People, Rolling Stone, Cleo, Dolly.  Watch TV such as E Street, Beverley Hills, Simpsons, Fast Forward, Wide World of Sport, music based programmes such as Rage and Video Hits
Respond to clever, unusual and special appeals.  Aspirational lifestyle must be respected. Read magazines that provide information eg Practical Parenting, Two Wheels, Interiors.  Watch TV shows like Fast Forward, Hey Dad, Home Improvements, Murphy Browne, and Funniest Home Videos
Respond to more familiar and conventional advertising and humorous and practical content. Higher than average reading of suburban newspapers, Better Home and Gardens, Family Circle, Womens Day, Womens Weekly. Watch Price is Right, Days of our Lives
High level of television consumption including Soap Operas, Ricki Lake, Beverley Hills, Simpsons, Ten Eyewitness News


Lower Potential


Real Conservatism
Basic Needs

% adult population June 1998
4.5%
4.2%

% of those took non-business trip >= 3 nights in past year
4.6%
2.8%

% of those took non-business trip interstate of 3 or more nights in past year (June 1998)
4.7%
3.0%

Demography
Mature mid career people or retired on lump sum. Financially well off but often asset rich and income poor, hoarders rather than spenders 
Older retired workers and widows, often living alone, on a pension or other social security

Values
Very traditional, hold conservative, social, moral and ethical values 
Traditional views with a strong Christian ethic.  Seek sense of order and security

Holiday Behaviour
Travel is popular, average propensity to take an interstate trip, low expenditure on holiday travel
Low propensity to travel on holiday and lowest expenditure on holiday

Holiday Product
Tend to stay in rented accommodation, motels.  Visit historical places or zoos, play pokies, fishing and other traditional holidays 
When travel tend to stay with friends or relatives or in motel.  Main purpose of travel is VFR but on holiday also sightsee

Media
Read Sunday and suburban newspapers, Family Circle, New Idea, Readers Digest.  Watch shows like Hinch, Sixty Minutes, Burkes Backyard, Healthy Wealthy and Wise
Read suburban newspapers. Watch shows such as Midday Show, Young and Restless, Country Practice, Burkes Backyard 




Key Characteristics Domestic Fishing Tourists


holiday purpose visit


intrastate visits


male


younger age group - 15-24 years


those whose lifecycle includes children more likely to participate than those of same age without children 


longer stay trips rather than short break


Something Better, Fairer Deal Value Segments 


Active outdoor last holiday in which also participate in going to beach and visiting national parks/bushwalking but less likely to visit wineries, dine-out, visit heritage/history attractions etc


For general recreation high participation in competitive/non-competitive sport, water sports, working on car/motor bike,  and gambling with book-maker, TAB or club pokies





Key Characteristics of Domestic Coastal Tourists


holiday purpose visit


younger age group, particularly 15-24 years


young singles or those with young children living at home


longer stay rather than short break


Young Optimists and Look-at-me have high participation in swimming/surfing as a coastal activity


Conventional Family Life and Visible Achievers have high participation in  Beach holidays 


On holiday, high participation in a range of activities including visiting national parks/bushwalking, discos/nightlife, heritage/history attractions, wineries, museums


For general recreation, high participation in water sports, pop/rock concerts, playing pleasure or competitive sport, spectator sports, visiting amusement/theme parks











� AEC Group, 1998 Measuring the Economic Input of Coastal and Marine Tourism for Department of Industry, Science and Tourism.  Visitor is based on the BTR definition of visitors


� Ibid


� An international backpacker is defined as a short-term (less than 12 months) international visitor aged 15 years or older that spent at least one night in a backpacker establishment or youth hostel during their stay in Australia


� Appendix 1 describes each segment further in terms of their demographic characteristics, holiday behaviour, media buy etc.


� Percentages refer to percentage of total survey population in each segment based on 1997-98 survey





Fishing Tourism and Coastal Tourism – A Research Profile
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