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ABSTRACT

Marine research tourism is a form of marine tourism whereby marine research is an
important part of the tourism atiraction. Research was undertaken to further understand the
preferences of potential marine research tourists for different marine research tourism products
and benefits. Such information can be used to identify suitable markets, develop effective
promotional campaigns, and design effective and different products. To achieve the research
goal, an online survey (n=311) and benefit segmentation approach was used. Different marine
research tourism products (n=12) were devised from a typological assessment of forty two
marine research lourism ventures. Benefils (n=26) were devised from an assessment of related
tourism types and discussions with key stakeholders. Resulls indicate that potential marine
research tourisis who regularly watch nature documentaries, volunteer. are a member of a
conservation group, have a natural sciences background, SCUBA dive, snorkel or cetacean
watch, have notably higher interest in more marine research tourism products. Furthermore,
females and international survey respondents had notably higher interest in more marine
research fourism products. The most important benefits for survey respondents were the
opportunity to explore marine phenomena and discover new things (86%), and learn from
marine reseqrchers (86%). The least important benefits for survey respondents were an offshore
boating or sailing experience (40%) and a high level of social interaction with others (46%).
This paper identifies and affirms the existence of a set of likely relationships between marine
research tourism market segments, preferred benefits and product types. Such information can
be used for marine research tourisn product design and marketing.
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INTRODUCTION

This paper outlines preliminary results from research into the preferences of potential
marine research tourists (n = 311) for different marine research tourism products and associated
benefits. Specifically this paper reports on;

I. A benefit segmentation and online survey method for this research

2. The preferences of potential marine research tourists for 12 different marine research
tourism products

3. The preferences of potential marine rescarch tourists for 26 different benefits

4. The preferences of potential marine research tourists and their varying interest in 12
different marine research tourism products

5. The different market segments that prefer different marine research tourism products

Marine research tourism is defined as marine ecotourism where marine research is an
important part of the tourism attraction (adapted from Benson, 2005). Marine research tourism
products are defined as marine research tourism attractions, destinations, benefits and activities.
In this paper, a marine research tourism venture must last for one or more days, be advertised
publicly, take paying tourists or volunteers, and operate on a commercial basis (adapted from
Ellis, 2003a).

BACKGROUND

As tourism advances and evolves as an industry, many new specialised forms of niche
tourism have emerged. Ritchie, Carr, and Cooper (2003) reported on a trend in the western tourism
market from the 1980s to the present, whereby travel motivations of tourists are changing from
passive activities towards learning and broadening their horizons. Among these tourism markets is
the marine research tourism market where marine research is an important part of the tourist
attraction {Wood & Coghlan, 2008).

Cousins (2007) and Ellis (2003b) reported that the majority of regional or globally focused
marine research tourism operators worldwide are organised from companies based in the UK or
USA. Examples of companies that offer marine research tourism experiences are the Earthwatch
Institute, The Oceanic Society, Conservation Volunteers Australia, the Tethys Institute, Global
Vision International, and the Whale and Dolphin Conservation Society.

The primary conceptual framework for this research was to envisage marine research
tourism as a combination of better known tourism typologies namely; marine, ecotourism,
volunteer, scientific and educational tourism, wildlife, adventure and cultural tourism (adapted
from Benson, 2005; Silberberg, 1995). Inherent within this conceptual framework is that
combinations of many (raits from those better known tourism typologies can be manifested and
measured within marine research tourism ventures.
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This paper secks to understand the preferences of potential marine research tourists who
are analogous to purposeful cultural tourists as described by McKercher and du Cros (2002).
Purposeful marine research tourists place a moderate to high value on marine research as part of
their overall decision to visit a destination, and they seek a relatively moderate to highly deep
experience when participating in marine research tourism (adapted from McKercher & du Cros,
2002).

MARINE RESEARCH TOURISM IN AUSTRALITA

Based on discussions with marine research tourism stakeholders in Australia and searching the
Internet, marine research tourism in Australia is mostly characterised by approximately 25 small
and independent ventures. An exception to this is The Earthwatch Institute who offer two marine
research tourism ventures in northern Australia. Ten of these twenty five enterprises operate in
the Great Barrier Reef region of Australia, eleven operate in temperate Australia, five in north
Western Ausiralia, and two in the Gulf of Carpentaria. Ten of these twenty five enterprises are
known to offer marine research tourism experiences on a regular basis, while the remainder offer
marine research tourism experiences on a seasonal and/or one off basis. Ten enterprises offer
marine research tourism experiences that last one or more weeks and seven enterprises offer
predominantly marine education experiences that can last for one day. Twelve of these
enterprises offer marine research tourism experiences that actively involve the tourist in official
marine research activity while the others generally offer more passive, comfort orientated and/or
educational experiences.

In hard currency terms, it is not known what tourism revenue is generated from marine
research tourism in Australia. The cost for tourist participation in marine research tourism can
range from $SAG0 per day to $A1, 100 per day (Wood, 2008a). Cost will depend on the venture’s
level of volunteer activity, comfort/hospitality, technology, and/or environmental remoteness.
Marine research tourism frequently involves marine wildlife as the major research attraction for
the tourist. Hence, the tourism revenue from a marine research tourism enterprise is in many
ways, comparable to tourism revenue gained from marine tourism based on free ranging marine
wildlife as described by Birtles, Valentine and Curnock (2001). Similarly, it is not known what
marine tesearch revenue is generated from marine research fourism in Australia. However, in
many cases, marine research tourism ventures are known to offer frequent, ongoing and viable
opportunities for professional marine researchers and enthusiasts to cairy out marine research
projects. In some cases, outcomes from these projects include academic papers (Birtles,
Valentine, Curnock, Arnold and Dunstan, 2002; Amold, and Birtles, 1999) that have influenced
the conservation management of endangered dwarf minke whales and increased conservation
based zoning of the Great Barrier Reef in Australia.

Notably, not all marine research tourism enterprises have a high focus on quality marine
research or management outcomes. For example, other enterprises advertise marine regearch as
an important part of their attraction for tourists, but focus on offering quality providing quality
marine education, marine adventure and/or marine wildlife tourism experiences. Both cases
focus less on implementing official marine research projects and often have less significant
marine research outcomes. This can be a dilemma for marine research tourism enterprises that
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seeks to involve marine researchers because most marine researchers will prefer only to be
involved in ventures with high quality marine research (Wood & Coghlan 2008). Furthermore,
marine researchers will also prudently prefer involvement in those marine research tourism
enterprises that demonstrate economically sustainable markets and products (Ellis, 2003b).

A BENEFIT SEGMENTATION RESEARCH METHOD

Knowledge gained from market segmentation can enable tourism suppliers to identify
suitable markets, design effective and different products, and develop effective and appropriate
promotional campaigns (Blamey 1997; Garrod, 2008; Weaver 2001). Garrod (2008), Frochot
and Morrison (2000) and, Murphy and Noxris (2005) highlight benefit segmentation as a useful
method to further understand the preferences of different groups of tourists for different products
and benefits. For example, Murphy and Norris (2005) undertook benefit segmentation on visitor
survey data from 2215 tourists to the Great Barrier Reef (GBR). Their results identified four
notable market segments. Differences amongst these four market segments were atfributed to the
tourists' different preferences for different levels of involvement with the reef and desire for
information and learning (Murphy & Norris, 2003).

Hence, to further understand the preferences of potential marine research tourists for
different marine research tourism products and benefits, a benefit segmentation method was
used. To achieve this, this research was required to develop;

An accessible and representative set of potential marine research tourists

A representative set of marine research tourism products

A conceptually sound set of benefits for marine research tourists

Survey questions to identify demographic characteristics of survey respondents

el

1. Identification of a representative set of prospective marine research tourists

Wood and Coghlan (2008) reported that much of the variation in the nature of a marine
research tourism venture is due to the tourist’s level of active involvement and required technical
skills while on different types of marine research tourism ventures. Their research also
determined that marine research tourism can appeal to a wide cross-section of potential tourists.
For example, some marine research tourists may prefer a highly active, adventurous and remote
experience with limited comfort, and some marine research tourists may prefer a less active, low
risk, more educative and comfortable experience.

Research by Benson (2005), Clifton and Benson (2006), Cousins (2007) and, Weiler and
Richins (1993), and a preliminary assessment of 42 marine research tourism venture web sites,
generated a list of potential marine research tourists (Table 1). This assessment also indicated
that potential marine research tourists are usually relatively highly educated, interested in marine
research, and affluent enough to travel to and participate in marine research tourism. However,
such information does not clarify, in any depth, what the preferences of potential marine research
tourists are for different marine research tourism products and benefits,
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Table 1: Potential Marine Research Tourists.

Marine wildlife tourists | Scuba divers Nature enthusiasts

Adventure tourisis Volunteer tourists Repeat marine research tourists
Marine resort tourists Educational tourists | Trained marine researchers
Ecotourists Gap year travelers | Marine tourism holiday makers
University students Snorkellers

2. Development of a representative set of marine research tourism products

Wood and Coghlan (2008) developed a classification methodology to classify marine
research tourism ventures worldwide based on information obtained from the World Wide Web.
This methodology was applied to classify 42 marine research tourism ventures worldwide into six
classes (i.c. Classes 1, 2, 3, 4, 5 and 6) of marine research tourism ventures (Figure 1). The
character of these six marine research tourism venture classes is largely explained by the
underlying variation of seven main factors as illustrated in Figure 1.

Seven factors

C7. Venbre comfort

4. Tourist supervision

5. Importange of research projecy

&3 4. Research significeamce

{11is tow, 515 high}

03, Adventure challenge

Underlying main factors

02, Envirenenentad remotenass

O 1. Active mvolveraent by tourist

=%

1 2 3 4 5
Six classes of marine reseaych tourism ventures

Figure 1: Seven Classes of Marine Research Tourism Ventures (Source: Wood & Coghlan, 2008).

Tn terms of the seven underlying main factors, the level of active involvement (Brown &
Lehto, 2005) accounted for 32 % of the variation, while environmental remoteness {Orams,
1999) accounted for 16 %, the level of adventure (Swarbrooke, Beard, Leckie & Pomfret, 2003)
for 10%, research significance of the marine research project that the fourist is involved with
(7%), importance of the destination for the tourist when compared with the research project
(Callanan & Thomas, 2005; Swarbrooke et al. 2003) (6%), tourist supervision by researchers
(6%), and leve] of tourist comfort (4%).
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12 one page examples of marine research tourism products within Australia (Table 2)
were developed from this classification scheme. These example marine research fourism
products (Wood, 2008a) are based on existing marine research tourism products both in Australia
and elsewhere. It was these one page examples that survey respondents were asked to refer to
when considering their interest in different marine research tourism products. When survey
respondents were asked about their level interest in different marine research tourism product,
they were asked to answer as if the cost of each product was not an obstacle to any participation.

Table 2: 12 Types of Marine Research Tourism Products used for Online Survey.

Name of example marine research tourism product Class | Notable feature

1. A coral spawning research and adventure trip on a

tropical coral reef 1 Live-aboard vessel
2. A submersible research expedition to Australia’s Bon

Hommey undersea ridge 1 A submersible

3. A bottlenose dolphin education holiday on the southern

Australian coastline 2 Pub accommodation
4. Day trip to the reef with some marine research as part of

the attraction 2 Davy trip

5. Volunteer at 2 penguin rescue centre on the southern

Australian coastline 3 Temperate setting

6. Research, education and adventure across the

Whitsundays of tropical Queensland 3 Tropical setting

7. Work with marine turtles and indigenous rangers in

remote northern Australia 4 Coastal based

8. Biodiversity and habitat mapping in north Western

Australia 4 Rugged trip

9. Sail, volunteer and track blue whales in the Southern

Ocean 5 Sailing vessel

10. A continuous sailing expedition to explore and help

research the oceans of Australia 5 Continuous expedition
11. Survey coral reefs and help assess the impacts of

climate change on coral reefs 6 Reef attraction

12. Volunteer and train at an Australian whale and dolphin

research institute G Cetacean attraction

3. Development of a set of conceptually sound benefits for undertaking benefit segmentation

Table 3 shows a set of benefit criteria that were used to undertake effective benefit
segmentation via an online survey of potential marine research tourists. This information was
derived by applying the previous conceptual framework, and other information previously gained
from recent discussions with 54 key stakeholders who had experience with marine research
tourism in Australia. Survey respondents were asked to indicate if their preferences for different
benefit criteria were; very important, important, somewhat important, or not very inportant.
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Table 3: Benefit criteria that were used to Assess Tourist Preferences for Different Marine

Research Tourism Products.

Benefits criteria for assessing fourist preferences Reference

The importance of marine research program to the marine research Discussions with

community stakeholders
Ritchie, Carr, and

Learning from the marine rescarchers Cooper, 2003

A high level of involvement in the marine research program

Brown and Lehto, 20035;
Callanan and Thomas,
2005

Ritchie, Carr, and

The high feve] of marine research training that you can receive Cooper, 2003
Discussions with
The high munber of training days vou can be invoived with stakeholders
Discussions with
The high level of skill and knowledge needed to participate stakeholders
Ritchie, Carr, and
A high level of marine research education you can receive Cooper, 2003
The marine research technology or research facility that you can be | Discussions with
involved with stakeholders
The experience of the marine researchers who are undertaking the Discussions with
research stakeholders
The venture’s high level of involvement in conservation of marine Ecotourism, 2008;
wildlife or habitat Weaver, 2001
The destination {(e.g. an island, a coral reef, the southern ocean, a Discussions with
sailing trip, a resort, etc.) stakeholders
The opportunily to have fun Coghlan, 2006
The main vessel (e.g. ship or boat) that is used for travel or research | Discussions with
{(if applicable) stakeholders
Discussions with
The marine wildlife that is being researched stakeholders

A high level of adventure found on the venture

Swarbrooke et al., 2003

The duration of the wip (including any time on a boat)

Callanan and Thomas,
2005

The high quality of the marine researchers who are undertaking the
research

Discussions with
stakeholders
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Table 3: Continued.

A high level of solitude, tranquillity, and closeness to nature whilst

on the venture Orams, 1999

A high level of social interaction with others on the venture Orams, 1999
Eeotourism, 2008;

A high level of interaction with the local people Weaver, 2001
Discussions with

Avoiding sun burn, cold exposure and/or sea sickness stakeholders

A high level of self sufficiency needed while on the venture Qrams, 1999

An opportunity to receive recognised marine research education and | Ritchie, Carr, and

training Cooper, 2003

There is an offshore boating or sailing experience Orams, 1999

The opportunity to scuba dive Garrod, 2008

The opportunity to explore marine phenomena and discover new Ritchie, Carr, and

things Cooper, 2003

4. Development of survey questions to identify demographic characteristics of survey
respondents

To complement this information, a range of survey questions were designed to identify
market segment characteristics of survey respondents (Table 4).

Table 4: Survey Questions to Identify Market Segment Characteristics of Survey Respondents.

Market segment characteristic

What country and town are you presently from?

Are you male or female?

‘What is vour age group?

What is your occupation?

When on a marine based holiday, what group of potential marine research tourists (Table
1) would you generally describe yourself as?

What is your formal educational background?

When at home, how many times per week would you watch television nature
documentaries?

Do you have a working background in natural science or the environment?

Are you a supporter of an envirommental conservation organisation?

Are you an active member of a volunteer organisation?

What is your whale or dolphin watching experience?

What is your snorkelling experience?

What is your SCUBA diving experience?
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Develop. implement, analvse and interpret an online svey

Rased on the information in Tables I to 4, an online survey instrument was devised (Wood,
2008b). The survey request was e-mailed out to at least 1800 people across Australia and the world
that were likely to match the profile of potential marine research tourists that is shown in Table 1.
The group comprised the researcher’s associates and their colleagues, and a set of specific market
segments namely; repeat marine research tourists, SCUBA divers, marine researchers and
university students. The great majority of the researcher's associates could be broadly typified as
professional working people or university students, and as people who are not directly involved in
marine research or marine fourism. Organisations contacted included the Project Aware
Foundation, Reef Check Australia, the Australian Marine Science Association, Flinders
University, James Cook University, Melbourne University, Murdoch University, University of
Queensland, the CSIRQ, and the Australian Institute of Marine Science.

At the time of this paper, 311 people had completed the online survey. The age, gender,
education and nationality demographic breakdown of survey respondents is in Table 5. There were
199 Australian and 109 international survey respondents. International survey respondents were
from North America (n = 42), Central and South America {(n = 16}, SE Asia (n = 16), Europe (n =
22), and South Pacific, Africa and China (n=13).

Table 5: Age, Gender, Education and Nationality Demographics of Survey Respondents.

Gender Education Nationality
High Technical
Age F | M | School | college University | Australian | Internationak
18 —30 62 | 33 2 1 93 67 29
3140 36 | 43 5 6 71 49 33
41 — 50 32 [ 42 9 6 59 46 28
51 — 60 17 | 33 7 7 36 34 16
61 -70 2 5 1 1 4 3 3
Total 152 | 156 24 21 263 199 109
Not stated 3 1 () 2 1 2
RESULTS AND DISCUSSION

Descriptive statistical analysis was undertaken on the survey results to identify the;

1. Preferences of potential marine research tourists for the 12 different marine research

tourism products

2. Preferences of potential marine research tourists for 26 different benefits

3. The benefit preferences of survey respondents and their varying interest in 12 different
marine research tourism products

4. Market segments that prefer different marine research tourism products
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The statistical methods used to derive the results for C and I included a discriminant
analysis and heat map analysis. For results C, the discriminant analysis technique used the survey
respondents’ preference ranking of the benefit criteria (Table 3) as variables and the marine research
tourism product names (Table 2) as the factors. For results D, the discriminant analysis technique
used the survey respondents’ preference ranking of marine research tourism products (Table 2) as
variables and the market segment criteria (Table 4) as the factors. Results from the discriminant
analysis represent the average value of the variables for each of the different factors. A heat map
analysis was applied on the discriminant analysis results so as to better communicate the low to high
variability of results through a colour scheme ranging from blue (i.e. low value) to tan (i

moderate) and yellow (i.e. high).

A. Preferences of potential marine research tourists for 12 different marine research tourism
yroducts

Table 6: The Preferences of Survey Respondents (n = 311) for 12 different Marine Research
Tourism Products.

Very Possibly Not
Marine research tourism venture interested | interested | interested
2. A submersible research expedition to Australia’s
Bon Hommey undersea ridge 57% 18% 14%
1. A coral spawning research and adventure trip on
a tropical coral reef 55% 31% 7%
9. Sail, volunteer and track blue whales in the
Scouthern Ocean 53% 26% 13%
7. Work with marine turtles and indigenous rangers
in remote northem Australia 52% 30% 13%
11. Survey coral reefs and help assess the impacts
of climate change on coral reefs 52% 32% 11%
4. Day trip to the reef with some marine research as
part of the attraction 44% 31% 22%
6. Research, education and adventure across the
Whitsundays 44% 31% 17%
10. A continuous sailing expedition to explore and
help research the oceans of Australia 43% 37% 15%
12. Volunteer and train at an Australian whale and
dolphin research institute 41% 30% 23%
3. A bottlenose dolphin education holiday on the
southern Australian coastline 37% 41% 16%
8. Biodiversity and habitat mapping in north
Western Australia 34% 36% 22%
5. Volunteer at a penguin rescue centre in southern
Australia 32% 36% 23%
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Table 6 describes the overall preferences of potential marine research tourists (n = 311} for
12 types of marine research tourism products. Notably 57% survey respondents were very interested
in product 2 (i.e. the submersible expedition) and 55% were very interested in product 1 (i.e. coral
spawning research). Just 32% of survey respondents were very interested in product 5 (ie.
volunteering at a penguin rescue centre). Only 7% of survey respondents were not interested in
product 11 (i.e. surveying coral reefs) and 23% of survey respondents were not interested in product
5 (i.e. volunteering at a penguin rescue centre).

B. Preferences of potential marine research tourists for different benefits

Table 7 lists the 5 top and bottom benefits preferred by survey respondents (n = 311). In
terms of very high or high importance to survey respondents, the top benefits were the
opportunity to explore marine phenomena and discover new things (88%), learning from marine
researchers (86%), the quality (83%) and experience (82%) or marine researchers, and the
opportunity to have fun (80%). The bottom benefits included; an offshore boating or sailing
experience (40%), social interaction (46%), skill and knowledge (46%), a high level of self
sufficiency (53%), and a high number of training days (54%). The latter results could be
interpreted as a preference by many survey respondents for a less active marine research tourism
experience that requires less skill, knowledge, training, education, self sufficiency and social
interaction.

Table 7: The 5 Top and Bottom Benefits Preferred by Survey Respondents (n=311).

Important or
very
Top 5 Benefit important
The opportunity to explore marine phenomena and discover
1 | new things 8&%
2 | Learning from the marine researchers 86%
The high quality of the marine researchers who are
3 | undertaking the research 83%
The experience of the marine researchers who are
4 | undertaking the research 82%
5 | The opportunity to have fun 30%
Bottom 5
22 | The high number of training days you can be involved with 54%
23 | A high level of self sufficiency needed while on the venture 53%
24 | The high level of skill and knowledge needed to participate 46%
25 | A high level of social interaction with others on the venture 46%
26 | There is an offshore boating or sailing experience 40%
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C. The benefit preferences of survey respondents and their varving interest in 12 different marine
research tourism produgcts

Table §: Notable Benefit Preferences for Survey Respondents who were Very Interested in
Participating in One or More of the 12 Marine Research Tourism Products.

Product Number

Benefit 4
The opportunity to
SCUBA dive

There is an offshore
boating or sailing
gxperience

Avoiding sun buin, cold
exposure and/or sea
sickness

The destination (e.g. an
island, a coral reef, the
southern ocean, a sailing
trip, a resort, etc.)

The main vessel (e.g. ship
or boat) that is used for
travel and research (if
applicable)

Note: Key. A value of 2 (blue) is somewhat important, 3 (tan) is important and 4 (bright yellow) is
very important.

Table 8 shows the notable benefit preferences for those survey respondents who were, on
average, very interested in participating in one or more of the 12 marine research tourism products.
For example, those survey respondents who were very interested in produets 5 and 8 (i.e. both land
based ventures) placed less iniportance on the opportunity to SCUBA dive and the main vessel that
is used for travel and research. Those survey respondents who were very interested in product 10
(i.e. A continuous sailing expedition) placed a higher level of importance (i.e. 2.7) in an offshore
boating or sailing experience. Notably those survey respondents who were very interested in all
products considered avoiding sun burn, cold exposure and/or sea sickness as only somewhat
important. Additionally, all survey respondents who were very interested in all products considered
the destination to be important when choosing a marine research tourism venture.

Table 9 shows the notable benefit preferences for those survey respondents who were, on
average, not interested in one or more of the 12 products. For example, those survey respondents
who were not interested in products 1, 2 and 10 (i.e. all open ocean expeditions} placed more
importance on avoiding sun burn, cold exposure and/or sea sickness. Those survey respondents who
are not interested in product 10 (i.e. a continuous sailing expedition) considered an offshore boating
or sailing experience as least important (1.7). Furthermore, those survey respondents who were not
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interested in products 1 and 11 (i.e. coral reef ventures) considered SCUBA diving as least important
(i.e. values 2.0 and 2.1).

Survey respondents who were not interested products 3 and 4 (i.e. ventures with less active
involvement and less research significance) considered a high level of involvement in the marine
research program, conservation of wildlife, and marine research education and training, as most
important. Additionally, survey respondents who were not interested in product 11 (i.e. survey reefs
on a fropical island and assess the impacts of climate change) placed the least importance on
involvement in the marine research program, conservation of wildlife, and marine research education
and training.

Table 9: Notable Benefit Preferences for Survey Respondents who were Not Interested in
Participating in One or More of the 12 Marine Research Tourism Products.

Produet Number

Benefit
Avoiding sun burn, cold
exposure and/or sea

sickness

The opportunity to

SCUBA dive e A :

A high level of §%§§§ o g’%&g
involvement in the marine %ﬁ%ﬁ . o
regearch program f@‘}

Your high level of %@g@

involvement in %»?%

conservation of marine o

wildlife or habitat

The high level of marine
research training that you
can receive

A high level of solitude,
tranquillity, and closeness
to nature whilst on the
venture

A high level of marine
research education you
can receive

Note: Key. A value of 2 (blue) is somewhat important, 3 (tan) is important and 4 (bright yellow) is
very important,
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D. Market seements that prefer different marine research tourism products

Table 10 shows the level of nature documentary viewing by survey respondents and their
notable levels of interest in different marine research tourism products. Results indicate that when
compared with survey respondents who do not watch nature documentaries (i.e. not at all), more
frequent viewers (i.e. 3 or more times per week) of nature documentaries were notably more
interested in a larger range of different marine research tourism products. For example, those
survey respondents who did not waich nature documentaries at all were notably less interested (i.c.
1.7) in product 12 (i.e. Whale and dolphin research ceutre) than those who waitched nature
documentaries more than 5 times per week (i.e. 2.7).

Table 10: Level of Nature Documentary Viewing by Survey Respondents and their different
Levels of Interest in the 12 Marine Research Tourism Products.

Number of survey respondents

53 177 56 25
Not | Onceor | 3to3 | Morethan
Product at all twice times 5 tines
. A coral spawning research venture : 26

. A submersible research expedition

. A bottlenose dolphin holiday

. A day trip to the reef

. Volunteer at a penguin rescue centre

. Research, education and adventure trip
. Marine turtles and indigenous rangers
8. Biodiversity and habitat mapping

9. Sail, volunieer and track blue whales
10. A continuous sailing expedition

11. Survey coral reefs and climate change
12. A whale and dolphin research institute

~dlenioni bl | —

Note: Key. A value of 2 (blue) is possibly interested and 3 (bright yellow) is verv interested.

Table 11 shows the notable levels of interest of volunteer, conservation group and natural
sciences background market segments for different marine research tourism products. The broad
distribution of tan and yellow colours on Table 12 show that survey respondents with a volunteer,
conservation and/or a natural sciences background are notably more interested in all marine research
tourism products. Particularly, those survey respondents with a volunteer background had higher
interest in four products (i.c. products 1, 2, 9 and 11). Those survey respondents that were members
of a conservation group and/or a natural sciences background were most interested in products 1, 7
and 11. Those survey respondents without a volunteer, conservation or natural sciences background
showed most interest in products 1, 6, 7, 9 and 11 (ie. coral reef, whale or turtle ventures). All
survey respondents had lower interest in both products 5 and 8 (i.e. land based ventures that could
involve some endurance).
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Table 11: Vohmteer, Conservation Group and Natural Sciences Market Segments, of Survey
Respondents and their different Levels of Interest in the 12 Marine Research Tourism Products.

Number of survey respondents

110 180 122 189 175 134
Member of | Notamember of | A natural | Not a natural
Product A Not a conservation | a conservation sciences sciences
No, volunteer | volunteer background
2.
4. . .
5 i
7. éfém ﬁ&s}i%%%

8
9.
10.
11.
12.

Note: Key. A value of 2 (blue) is possibly interested and 3 (bright yellow) is very interested.
See Table ¢ for product names.

Table 12 shows the interest levels of gender and nationality based market segments for
different marine research tourism products. In broad terms, females appear to be more interested
in marine research tourism. Specifically, females were significantly more interested in products
3,4, 5,7 and 12. Males were notably more interested in product 2 (i.e. a submersible expedition).
When compared with Australians, International survey respondents appear lo be alsg more
interested in marine research tourism. The exceptions to this are products 5, 8 and 10 where both
groups show similar Ievels of interest. To qualify these results, it should be noted that many
international survey respondents had higher levels of SCUBA diving experience when compared

with Australian survey respondents.

Analysis of the preferences of survey respondents with different levels of cetacean (i.c.
whale and dolphin), snorkelling or SCUBA watching experience produced some interesting
results.  As cetacean watching experience increased from no experience to 11 or more
experiences, there was a notable increase in interest in products 1, 3, 9, 11 and 12 (i.e. all
cetacean watching, the coral spawning, and coral reef survey ventures). Conversely, for the same
range, there was almost no increase in interest in products 4, 5, 7 and 10 (i.e. day trip (o the reef,
penguin rescue, marine turtles and continuous sailing expedition). With snorkelling, as
experience increased from no snorkeling experience to 51 times or more, there was a notable
increase in interest in products 1, 2, 6 and 11 (i.e. the three coral reef ventures and the

submersible expedition).
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For SCUBA diving, as experience increased from no experience to 101 times or more, there
was a notable increase in interest in products 1, 2, and 11 (i.e. two specialised SCUBA experiences
and the submersible expedition). Notably, for snorkelling and SCUBA diving, there was an increase
in the level of interest (e.g. average interest level 2.05 to 2.27) for all marine research tourism
products as the survey respondent’s experience increased from none to one or more experiences. For
this range, the highest increases in interest for snorkelling were for products 4, 6 and 7 (L.e. day trip
to reef, research - education and adventure, and marine turtle ventures). Similarly, the highest
increases in interest for SCUBA diving were products 1, 6 and 11 (i.e. coral spawning, research -
education and adventure, and survey coral reef ventures).

Table 12; Gender and Nationality Market Segments of Survey Respondents and their different
Levels of Interest in the 12 Marine Research Tourism Products.

Number of survey respondents
152 156 111 200
Product F M I_ntgrnationa] Australian

. A coral spawning research venture

. A submersible research expedition

. A bottlenose dolphin holiday

. A day trip to the reef

. Volunteer at a penguin rescue centre

. Research, education and adventure trip
. Marine turtles and indigenous rangers

. Biodiversity and habitat mapping

. Sail, volunteer and track blue whales
10. A continuous sailing expedition

11. Survey coral reefs and climate change
12. A whale and dolphin research institute_|

ol el BN Fo 0 SUON QULNE UL JUS N FE

P

Note: Key. A value of 2 (blue) is possibly interested and 3 (bright yellow) is yery interested.

SUMMARY

This paper identifies and affirms the existence of a set of likely relationships between
marine research tourism market segments, preferred benefits and product types. For example,
market characteristics such as nature documentary viewing, membership of volunteer groups,
professional background, gender, and SCUBA experience are shown to significantly influence
the interest of survey respondents (n=311) for different marine research tourism products.
Similarly, the preferences of survey respondents for different benefits such as a marine
exploration and discovery, SCUBA diving, volunteering, educational, social, and/or fun
experience are shown to notably influence their interest in different marine research tourism
products. Such outcomes also demonstrate the effectiveness of using a benefit segmentation
approach for identifying the preferences of potential marine research tourists.
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This research contributes new information about the preferences of potential marine
research tourists for different marine research tourism products and benefits. Tt is possible that
prior to this research, much of this information could have seemed reasonable to those with some
knowledge of the marine research tourism topic. For example, it could have been reasonable to
propose that many potential marine research tourists would like to have the opportunity to
explore marine phenomena and discover new things, or frequent viewers of nature
documentaries, cetacean watchers, snorkellers or scuba divers would have higher interest in more
marine research tourism products. However, the significance of the above research is that these
and other propositions have been empirically tested. The implication of this is that such
information can be used by marine research tourism suppliers to help identify suitable markets,
design effective and different products, and develop effective and appropriate promotional
campaigns.
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